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ABSTRACT

Objective: To develop and test a theoretical model on brand love and its consequences on
behavioral intentions related to loyalty and word-of-mouth communication among
participants in the street carnival in Belo Horizonte.

Methodology: A survey research was carried out on the internet and reached 522 valid
responses. The target audience was the revelers who participated in the street carnival in Belo
Horizonte. Data analysis used structural equation modeling techniques.

Originality: This is a model developed specifically to understand a phenomenon that is the
growth of Belo Horizonte's street carnival. This study is a pioneer in Brazil on brand love and
carnival. Thus, a model based on brand love was developed in conjunction with word-of-
mouth communication to explain this event's high level of loyalty and growth.

Main results: The brand love for the Belo Horizonte carnival is high, and the developed
model reached nomological validity, as supported by all hypotheses. Thus, it is concluded that
brand love significantly and positively impacts loyalty and the intention to make word of
mouth, just as loyalty also impacts word of mouth.

Theoretical contributions: Developing an explanatory model about loyalty and WOM based
on brand love. This work also brings as an academic contribution the study in an unexplored
sector for this theme, deepening the knowledge on the subject and its consequences in terms
of loyalty and word of mouth.

Keywords: Carnival, Brand love, Loyalty, WOM, Branding.
RESUMO

Objetivo: elaborar e testar um modelo teérico sobre brand love e suas consequéncias sobre as
intencBes comportamentais relativas a lealdade e a comunicacdo boca a boca dos participantes
do carnaval de rua de Belo Horizonte.

Metodologia: Foi realizada uma pesquisa survey pela internet sendo que foram alcancados
522 respostas validas. O publico-alvo foram os folides que participaram do carnaval de rua de
Belo Horizonte. A andlise de dados utilizou técnicas de modelagem de equages estruturais.

Originalidade: esse é um modelo desenvolvido especificamente para tentar compreender um
fendmeno que é o crescimento do carnaval de rua de Belo Horizonte. Esse estudo é pioneiro
no Brasil sobre o brand love e o carnaval. Assim, foi desenvolvido um modelo baseado no
brand love em conjunto com a comunicacdo boca a boca para explicar o alto indice de
lealdade e de crescimento desse evento.

Principais resultados: O brand love ao carnaval de Belo Horizonte é alto e o modelo
desenvolvido alcancou a validade nomologica, pois, todas as hipoteses foram apoiadas.
Assim, conclui-se que o brand love impacta significativamente e positivamente a lealdade e a
intencdo de fazer o boca a boca, assim como a lealdade também impacta o boca a boca.
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Contribuicdes Tedricas: o desenvolvimento de um modelo explicativo sobre a lealdade e
WOM a partir do brand love. Esse trabalho traz ainda como contribuicéo teorica o estudo em
um setor inexplorado para essa tematica aprofundando o conhecimento sobre o tema e as suas
consequéncias em termos da lealdade e boca a boca.

Palavras-Chave: Carnaval, Amor a marca, Lealdade, WOM, Branding.
RESUMEN

Objetivo: desarrollar y probar un modelo teérico sobre el amor por la marca y sus
consecuencias en las intenciones de comportamiento relacionadas con la lealtad y la
comunicacion de boca en boca entre los participantes del carnaval callejero de Belo
Horizonte.

Metodologia: Se realizd6 una encuesta de investigacion en Internet y se obtuvieron 522
respuestas validas. El publico objetivo fueron los juerguistas que participaron en el carnaval
callejero de Belo Horizonte. El analisis de datos utilizo técnicas de modelado de ecuaciones
estructurales.

Originalidad: se trata de un modelo desarrollado especificamente para intentar comprender
un fendmeno que es el crecimiento del carnaval callejero de Belo Horizonte. Este estudio es
pionero en Brasil sobre el amor por las marcas y el carnaval. Asi, se desarroll6 un modelo
basado en el amor por la marca en conjunto con el boca a boca para explicar el alto nivel de
fidelizacion y crecimiento de este evento.

Resultados principales: El amor de la marca por el carnaval de Belo Horizonte es alto y el
modelo desarrollado alcanzo validez nomoldgica, ya que todas las hipétesis fueron apoyadas.
Asi, se concluye que el amor por la marca impacta de forma significativa y positiva en la
fidelidad y la intencion de hacer boca a boca, asi como la fidelidad también impacta en el
boca a boca.

Aportes teoricos: el desarrollo de un modelo explicativo sobre la lealtad y el WOM basado
en el amor por la marca. Este trabajo también trae como aporte teorico el estudio en un sector
inexplorado para esta tematica, profundizando el conocimiento sobre el tema y sus
consecuencias en términos de fidelizaciéon y boca a boca.

Palabras clave: Carnaval, Amor por la marca, Lealtad, WOM, Branding.
1 INTRODUCTION
Despite being strongly linked to Brazilian culture and being, to some extent, one of the

symbols of Brazil (Santos, 2005; Santos et al., 2016), Carnival was brought to the country by

the Portuguese. Related to the Catholic Church, carnival celebrated pagan festivals in the days
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before Lent (Saldanha & Goncalves, 2019; Santos, 2005) between the beginning of the year
and the beginning of spring (Braga & Vieira. 2013).

It is considered the largest and most important popular festival that takes place in the
country (Braga & Vieira, 2013; Cruvinel, 2019; Saldanha & Gongalves, 2019) and is
composed of several popular manifestations through events that take place in the most diverse
locations, such as clubs, salons, sambodromos and on the streets (Lima, 2008). Furthermore, it
is one of how people express their feelings through dances and games and add social,
political, economic, and cultural manifestations and criticisms (Cruvinel, 2019; Santos et al.,
2016).

About the city of Belo Horizonte, the first commemorations took place in 1897, even
before the town was inaugurated (Santos et al., 2016). After its inauguration, it continued to
take place regularly until the 1930s (Dias, 2017).

Later, carnival — mainly on the street — lost its importance, and in the 1990s, Belo
Horizonte became synonymous with tranquility and tranquility during the revelry period
(Dias, 2017).

However, around 2010, the street carnival reappeared in this city, mainly due to the
creation of new blocks and the increase in the number of participants (Dias, 2017; Santos, et
al., 2016). Thus, in 2013 estimates indicate that 500 thousand people participated in the Belo
Horizonte carnival, and in 2017 this number jumped to three million revelers (Saldanha &
Gongalves, 2019). The city hall's most recent data indicate that about 4.5 million revelers
enjoyed carnival on the city's public streets in 2020, through more than 300 blocks (PBH,
2020).

It is noteworthy that carnival can be considered as a complex provision of public
service - aspects related to traffic, urban cleaning, security, access to health care, among
others are considered (PBH, 2020) -, in which the government is interested in satisfying the
public, with high quality of services and with the formation of a positive image of the event
(Santo et al., 2016), and in this case specifically, of Belo Horizonte's street carnival.

In the case of the participants' satisfaction and the provision of high-quality public
services, there is a relationship between the participants and this type of party. The stronger
the positive relationship between the public and service providers, the greater the loyalty of

consumers to the company's brand (Moura et al., 2019).
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The Brazilian culture embedded this passion for carnival, and one of the ways to
represent this passion can be understood as the loyalty to participate in this party and the love
for the brand or brand love. In the case of this research, there is the Belo Horizonte Street
Carnival.

Brand love is a relatively new construct, and due to the growth in the number of works
that address it, it can be considered an emerging topic (Christino, Moura & Fonseca, 2020).
However, it can be understood as the relationship between a brand and the level of emotional
commitment of a consumer to that brand (Batra, Ahuvia, & Bagozzi, 2012).

This work aims to measure the brand love of carnival revelers in Belo Horizonte and its
consequences in attitudinal and behavioral terms. A new theoretical model was created and
validated consisting of the constructs: brand love, brand loyalty, and word-of-mouth.

The development of new models capable of measuring consumer perception and its
influence on behavioral intentions allows for expanding knowledge about brand love and its
relationship with loyalty and word-of-mouth. In addition, testing the scales used to measure
these constructs and their application to a street event — the carnival — allows filling the
knowledge gap about the applicability of these scales in different contexts.

It is noteworthy that the empirical tests of constructs developed in other countries and
applied to consumers of different cultures help validate the scales used and generalize the
possibilities of applying new models, also configuring themselves as theoretical contributions.

In managerial terms, managers responsible for street events will be able to use the
model developed in this article as a management tool capable of measuring the brand love of
their customers and, therefore, its consequences in terms of loyalty and word-of-mouth of
these customers concerning the event.

Another point to be highlighted is that this topic is of interest not only to managers of
for-profit companies but also to non-profit companies and public entities that wish to improve
the relationship with their public and may have instruments at their disposal able to indicate
the current level and historical trend of this relationship over time.

Thus, these managers will be able to make more assertive decisions about marketing
projects and programs, capable of interfering in the perception of their clients' brand love.

Carnival can be considered a great tourist attraction (Braga & Vieira, 2013), and as it

attracts a large number of participants and is an event that takes place every year, the study of
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factors that can influence the loyalty of revelers and also the attraction of “new customers,”
such as word-of-mouth, gain significant importance in economic terms.

It is noteworthy that the Belo Horizonte carnival generates a lot of revenue and
contributes to the growth of the local economy (Saldanha & Gongalves, 2019), in addition to
positively impacting job creation, strengthening the tourist destination, increasing hotel
accommodation and all infrastructure, knowledge of new local tourist attractions and the like
(Cruvinel, 2019).

2. THEORETICAL REFERENCE
This section describes the constructs and hypotheses that form the hypothetical model
of this research.

2.1 Brand love

At first, the expression brand love (brand love) may seem like an exaggeration.
However, the contemporary consumer society has been increasingly susceptible to material
goods to justify their attitudes and behaviors (Christino et al., 2020; Gongalves Filho, Veit,
Souki, & Monteiro, 2010).

Brand love includes a passion for the brand, attachment to the brand, positive
evaluation, positive emotions in response to the brand, and, especially, declarations of love for
a brand. However, the authors recognize that consumers tend to use “love” more about
interpersonal relationships than in consumer-brand relationships (Ahuvia, 1992; 2005; Oliver,
1999; Shimp & Thomas, 1988). However, affection can carry the consumer-brand
relationship when the consumer expands his identity through brands (Ahuvia, Batra, &
Bagozzi, 2014), which may resemble the feelings between people through interpersonal
relationships (Carrol & Ahuvia, 2006).

For Carrol and Ahuvia (2006, p.81), brand love is defined as “the degree of emotional
and passionate attachment of a satisfied consumer to a particular brand,” also composed of
excitement and obsession for the brand (Albert & Merunka, 2013). Excitement is a feeling
resulting from the passion felt by the brand, and it can generate an idealization and obsessive
presence in the consumer's mind that will result in a long-term relationship with the brand
(Albert & Merunka, 2013).
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It was through the study by Fournier (1998) that the brand love concept was boosted in
the academic sphere and, since then, this dimension has received the attention of several
researchers in the last decade (Albert & Meruka, 2013; Batra et al., 2012; Bergkvist & Bech-
Larsen, 2010; Drennan, Bianchi, Cacho-Elizondo, Louriero, Guibert, & Proud, 2015 Esteban,
Ballester, & Mufioz, 2014; Huber, Meyer, & Schmid, 2015; Karjaluoto, Munnukka, & Kiuru,
2016; Langner, Schmidt, & Fischer, 2015; Rauschnabel & Ahuvia, 2014) and for further
consolidation of this construct and, particularly of its measurement, new studies emerge.

As a mechanism for understanding the brand love construct, scales emerge that enable
its measurement (Batra et al., 2012; Carrol & Ahuvia, 2006; Esteban et al., 2014). However,
there is no agreement on the best scale for mediating brand love. Despite this, it can be
observed that Carrol and Ahuvia (2006), which has ten items, were the most cited in studies
on this topic (Bizarrias & Lopes, 2017).

Studies on brand love emerge intending to investigate the reasons that lead consumers
to love a particular brand to the point that this love becomes brand loyalty (Batra et al., 2012;
Bergkvist &Bech-Larsen, 2010; Carrol & Ahuvia, 2006; Christino et al., 2020; Drennan et al.,
2015), which is recommended through word-of-mouth to other customers (Albert & Merunka,
2013; Batra et al., 2012; Carrol & Ahuvia, 2006; Karjaluoto et al., 2016) and, consequently,
result in a significant increase in the volume of purchases and the willingness to pay a
premium price for certain brands (Albert & Merunka, 2013; Batra et al., 2012).

From the above, the following hypotheses can be established:

H1: Brand love has a significantly positive effect on word-of-mouth.

H2: Brand love has a significantly positive effect on brand loyalty.

2.2 Loyalty

Loyalty can be conceptualized as a deep commitment to a given brand, manifested in
the consistent repurchase of the same product/service or the same brand, immune to
situational and marketing influences (Oliver, 1999). In this sense, Singh and Sirdeshmukh
(2000) describe loyalty as a relational construct, in which there is an intention to maintain
and/or expand the relationship with a company.

According to Oliver (1997) there are stages through which loyalty passes for its

development over time. The first phase is cognitive or informational. As the name implies,
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consumers prefer one brand among many others, demonstrating their belief in the brand.
Then, there is the affective phase, which occurs from positive experiences over time and
commitment to the brand arises by associating emotion with the pre-existing cognitive aspect.
The third phase is called conative loyalty and represents a step forward from intentional
commitment and subsequent repurchase behavior. The fourth and final phase of loyalty is
ultimate loyalty, where actions are carried out based on behavioral intentions. At this stage,
the actions of competitors have little effect on this type of consumer — in terms of switching
suppliers and trying out new brands — and the consumer significantly reduces the search for
information and interest in other brands or substitute products.

There are studies that indicate that loyalty is an independent construct and an
antecedent of word-of-mouth communication (Dick & Basu, 1994). Therefore, the chances of
positive recommendations and referrals from current customers increase depending on the
level of loyalty of these customers. In addition, they would be more resistant to negative
information about the brand or the company and would be more interested in receiving
information about products and services to which there is loyalty (Wangenheim, 2005).

From the above, the following hypothesis can be established:

H3: Loyalty has a significantly positive effect on word-of-mouth.

2.3 Word of mouth

Word of mouth communication can be considered a form of interpersonal
communication, in which customers and non-customers of a product or service share
experiences and information (Nickels & Wood, 1999).

Word of mouth can be understood as informal communication between customers
about all possible aspects of a product, service, brand, or company (Kau & Loh, 2006). Thus,
consumers will have information that will be useful in deciding on the purchase of a good or
service and which brand they should choose (Lima, Moura, & Souki, 2015).

The importance of word-of-mouth communication derives from the consumers'
perception of its credibility (Zeithaml, Bitner, & Gremler, 2014), as those responsible for the
information know the service or product and, in theory, are impartial in their evaluations
(Bateson & Hoffman, 2016). In addition, friends, family, and opinion leaders provide much of

this information, increasing its credibility (Lima et al., 2015).
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Word-of-mouth communication is strongly associated with customer engagement.
Therefore, to exploit the potential of positive word-of-mouth, marketers must make efforts to
improve customers' commitment to the company, mainly through positive affect,
identification with the company's values. Commitment linked to high switching costs or lack
of alternatives does not have the same effect on commitment and, consequently, on positive

recommendations (Harrison-Walker, 2001).

3 THE HYPOTHETICAL MODEL

Considering the concepts and relationships described in the theoretical framework and
the development of hypotheses, the model proposed for this research was developed. Thus,
Fig. 1 was elaborated, which represents the relationships between the constructs of brand
love, loyalty, and word-of-mouth and their respective hypotheses arising from these

relationships.

Brand Love

Figure 1. Hypothetical research model
Source: Elaborated by the authors

4 METODOLOGY
This research presents a quantitative approach based on considerations about its
objectives. Thus, a survey was carried out with the street users of the Belo Horizonte carnival.
The researchers used scales previously validated by several authors to elaborate the
questionnaire used in the survey. Table 1 presents the constructs present in the tested model

and the authors used as a reference for elaborating the construct indicators.
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Table 1
Constructs used in the research and their origins
Constructs Authors

Carrol & Ahuvia (2006); Drennan et al. (2015); Christino et
Brand Love

al. (2020).

Ly & Loc (2017); Oliver (1999); Ong, Lee, &

Loyalty Ramayah (2018); Pereira, Moura, Souki, & Cunha.

(2019); Rocha, Curiel, & Moura /2020).

Chen (2016); Kau & Loh (2006); Lima et al.

Word-of-mouth (2015).

Source: Elaborated by the authors

The people who participated in the street carnival in Belo Horizonte were the research's
target audience. Thus, the first question of the data collection instrument is a filter question
regarding the respondent's participation in this event. If it was negative, the questionnaire
informed the respondent about their inability to participate in the survey.

The questions that contain the indicators of the three constructs used an interval-type
scaling, with values between 0 (“totally disagree) and 10 (“totally agree”). These values were
chosen because this 11-item range can reduce severe asymmetry problems, in addition to
generating a better visualization of the scale (Fornell, Johnson, Anderson, Cha, & Bryant,
1996), being preferable to the seven-point scale because, represents an identical group
between the values of 0 to 10 points (Nunnally & Bernstein, 1994).

It is essential to highlight that the questionnaire pre-test took place before the data
collection process. Thus, the researchers interviewed thirty-five people who make up the
target audience. The objective was to verify possible problems and inconsistencies in the
content and options that make up each of the questions in the data collection instrument. In
the end, results indicated that no modification to the questionnaire was necessary.

The data collection process took place via the internet. Participants were asked to
answer the questionnaire developed using the Google Forms tool from the search for groups
and communities of users who participated in the street carnival in Belo Horizonte. Thus, this
sample can be classified as a "convenience sample.” The data collection process obtained a
total of 522 questionnaires considered valid. It is noteworthy that as the model was composed
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of 17 variables that represent the three constructs, it appears that more than 20 cases were
obtained for each item of the questionnaire, meeting the criteria of Hair, Black, Babin,
Anderson and Tatham (2009) of at least 10 cases for each variable to be used in structural
equation modeling (SEM).

The data analysis process used several techniques of multivariate data statistics and
sought to verify the reliability and validity of the data set and constructs, achieved through
structural equation modeling. SPSS and AMOS software are the ones used for data analysis.

5 RESULTS PRESENTATION AND DISCUSSION

5.1 Treatment of sample data and characteristics

In the case of this research, it was not necessary to deal with the missing data since the
electronic form for data collection did not accept blank answers for the quantitative questions.
In the case of demographic data, missing data represented less than 1% of the total responses.

Then, the identification and removal of multivariate outliers were performed. Thus, the
Mahalanobis D? value was calculated, and the sample cases presented a value above the X?
test with the number of degrees of freedom equal to 17 — number of quantitative variables —
and sig. = 0.001, were discarded. In the end, the researchers removed 49 elements, and the
sample consisted of 473 elements.

The next step was to examine the normality of the sample. For this purpose, the
Kolmogorov-Smirnov Test (K-S Test) was performed, which pointed to a violation of
normality (p-value = 0.000 for all quantitative variables). Thus, all multivariate statistical
techniques must be robust about the violation of normality.

Next, Table 2 presents the demographic characteristics of the sample.

Revista Gestdo & Tecnologia, Pedro Leopoldo, v. 21, n.4, p. 162-184, out./dez.2021 172


http://creativecommons.org/licenses/by-nc/3.0/br/
http://creativecommons.org/licenses/by-nc/3.0/br/
http://creativecommons.org/licenses/by-nc/3.0/br/

@ It's Love!!! The Brand Love of the Belo Horizonte Street Carnival
e,

Revista Gestao & Tecnologia

Table 2
Sample characteristics

Demographic

Variable Characteristics of the sampling Frequency Percentage
Feminine 270 57,1%
Gender Masculine 196 41,4%
Others 4 0,8%
preferred not to answer 3 0,6%
<18 7 1,5%
18-34 338 71,5%
35-49 107 22,6%
Age (Years) 59 - 64 17 3,6%
>= 65 1 0,2%
preferred not to answer 3 0,6%
<1 14 3,0%
1<2 71 15,0%
2<5 167 35,3%
Monthly Income 5< 8 95 20,1%
(minimum salaries 8<10 53 11,2%
/ month) 10<20 49 10,4%
> 20 21 4,4%
preferred not to answer 3 0,6%
preferred not to answer 3 0,6%
Married / Stable union 106 22,4%
Divorced, divorced or legally separated 21 4,4%
Marital Status Single 341 72,1%
Widower 2 0,4%
preferred not to answer 3 0,6%

Note: The minimum salary in Brazil is equivalent to approximately 255 dollars per month during the data
collection period.
Source: data research.

From the data shown in Table 2, it is possible to conclude that the sample is formed
mainly by women, single and aged between 18 and 34 years. Furthermore, the largest income
group earns between two and five minimum wages.

It is noteworthy that although more than 90% of respondents reside in the state of
Minas Gerais, whose capital is the city of Belo Horizonte, results found that respondents are
living in another 15 Brazilian states. In addition, more than 60% of respondents reside in Belo

Horizonte, but responses were obtained from residents of another 72 Brazilian women.

5.2 Unidimensionality, Reliability and Validity

One-dimensionality indicates whether only one dimension or factor forms a given
construct. For the examination of unidimensionality, exploratory factor analysis (EFA) is
performed, with three assumptions to be met so that its results are considered valid. First,

there must be a high number of statistically significant correlations between all construct
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indicators in this case. In addition, the Bartlett Sphericity Test value must have a sig value. at
the 0.000 level. Finally, the value for calculating the adequacy of the Kaiser-Meyer-Olkin
(KMOQO) sample must present values above 0.70 for tested scales and 0.60 for exploratory
scales (Malhotra, Nunan, & Birks, 2017; Hair et al., 2009).

For all three constructs, all assumptions were met, as all the correlations between the
constructs are statistically significant and the values of the KMO and Bartlett's Sphericity Test
are adequate. In addition, both Loyalty and Word-of-mouth generate only one factor and are
therefore one-dimensional. Only in the case of the word-of-mouth construct was the KMO
value a little lower than expected, being valid for exploratory scales.

Regarding the component and commonality values, they were all above 0.500, which
Hair et al. (2009) recommended.

In the case of the Brand Love construct, two factors were generated: one with eight
indicators and the other with two indicators. In the latter case, it is possible to see that the two
indicators are the questions with neutral valence present in the measurement scale of the Love
for the Brand — in italics in Table 3. Therefore, we chose to remove these items, even because
these values can denote a lack of attention on respondents to fill out the questionnaire.

Thus, the Love a Brand construct consisted of eight indicators, and, as described above,
all assumptions and benchmarks were met.

Another item to be considered in the model analysis is the reliability of each of the
scales used to measure each of the constructs. This verification is done by calculating the
value of Cronbach's Alpha (AC), whose measurement varies between 0 and 1 and presents as
appropriate parameters above 0.70 (Malhotra et al., 2017; Hair et al., 2009). All scales
presented adequate values, as they are all above 0.90 (Table 3).

The subsequent analysis is related to convergent validity, which indicates whether the
indicators really form a construct through a significant correlation between them. The
existence or not of convergent validity is verified by calculating two parameters: the Average
Variance Extracted (AVE), which must have a value of at least 0.500, and the Composite
Reliability (CC) with a minimum value of 0.700 (Malhotra et al., 2017; Hair et al. 2009).

From the analysis of Table 3, results show that all three constructs present in the model

have convergent validity.
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Next, Table 3 shows the characteristics of the constructs and their respective indicators
in terms of parameters and variables used in the investigation of unidimensionality, reliability,

and convergent validity.

Table 3
Dimensionality, Reliability and Validity Values

Standardized

Construct Construct Item Description Component Factor Load

Brand Love VE =87.16% KMO =0.937 AC=0.977 AVE=0.889 CC=0.985

The Belo Horizonte Carnival is wonderful. 0,945 0,94
The Belo Horizonte Carnival makes me feel good. 0,952 0,95
The Belo Horizonte Carnival is totally amazing. 0,938 0,93
I have neutral feelings for the Belo Horizonte Carnival. n. a. n. a.
The Belo Horizonte Carnival makes me happy. 0,949 0,95
I love the Belo Horizonte Carnival! 0,962 0,96
I don't have any particular feelings for the Belo Horizonte Carnival. n. a. n. a.
The Belo Horizonte Carnival is pure pleasure. 0,868 0,83
I'm in love with the Belo Horizonte Carnival. 0,959 0,95
I'm very connected to the Belo Horizonte Carnival. 0,892 0,87

Word of Mouth VE=83.39% KMO0=0.646 AC=0.927 AVE=0.787 CC=0.915

I recommend Belo Horizonte Carnival to other people. 0,963 0,99

I indicate Belo Horizonte Carnival to other people. 0,965 0,99

I only say positive things about the Belo Horizonte Carnival to my relatives and

friends. 0,802 0,63

Loyalty VE=84.62% KMO=0.770 AC=0.877 AVE=0.844 CC=0.956

Even if there are other alternatives, the Belo Horizonte Carnival is my first

: . 0,897 0,78
option to spend the carnival.
In the future, | will go to the Belo Horizonte Carnival again. 0,942 0,97
I think it's worth continuing to participate in the Belo Horizonte Carnival. 0,947 0,99
If | have financial conditions, | prefer to go to the Belo Horizonte Carnival. 0,892 0,77

Notes: 1) VE is the variance explained by the factor. 2) KMO is the KMO test value 3) AC is the Cronbach's
Alpha value. 4) AVE is the mean variance extracted. 5) CC is composite reliability. 6) n. a. means not available,
as this value was not calculated for the construct..

Source: Data Research.

The discriminant validity is another validity that needs to be investigated and indicates

the extent to which two constructs really are different from each other. The discriminant
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validity verification is done by comparing the values of the correlations between each of the
constructs with the AVE square root value of each (Hair et al., 2009). Table 4 shows this
comparison. The main diagonal in bold is the square root value of the AVE of the respective

construct.
Table 4
Square root value of the AVEs and the correlations between the constructs.
Brand Love WOM Loyalty
Brand Love 0,943
WOM 0,900 0,887
Loyalty 0,904 0,874 0,919

Source: research data.

According to the values presented in Table 4, only the relationship between Brand
Love and Word of Mouth does not have discriminant validity. However, the other two
relationships between the constructs have discriminant validity.

Data analysis proceeds with verifying the nomological validity of the created model
and its relationships, as well as the performance of the hypothesis test. For this phase of data

analysis, structural equation modeling (SEM) was performed, shown in Table 5 below.

Table 5
Verification of research hypotheses

Standardized .
Sig.

Hypotheses Path Result
Coefficient Testt

Hypothesis 1 — Brand love positively and significantly influences brand
loyalty. 0,90 ***  Supported
Hypothesis 2 — Love for the brand positively and significantly influences
word of mouth. 0,60 ***  Supported
Hypothesis 3 — Loyalty positively and significantly influences word of
mouth. 0,34 ***  Supported

*** Significant relationships at the 0.001 level.
Source: research data.

Considering these results, Figure 2 represent the tested model below:
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Word-of-mouth

0,60*** R2 =83%

Brand Love 0,34

0,00%**

Figure 2. Hypothetical model

Note. *** Significant relationships at the 0.001 level.
Source: research data.

It's possible to verify that the proposed and tested model has nomological validity after
analyzing Table 5 and Figure 2. Furthermore, the statistically significant constructs support all
hypotheses by relations between them.

Regarding H1, in which brand love positively influences loyalty, the result achieved is
consistent with other recent studies. However, what is highlighted is that the value found in
this study is greater than that found by other researchers. More specifically, the path
coefficient was p = 0.904 with sig in this research. = 0.000. This value is above the one
obtained by Alnawas and Altarifi (2015) - who surveyed hotel guests in Jordan - with =
0.560 and sig. = 0.001, by Mody and Hanks (2020) — who surveyed AirBNB guests and
conventional hotel guests in the US — with B = 0.841 (AirBNB guest) and § = 0.787
(conventional hotel guests) both with sig. < 0.001, by Meiske (2019) — who studied online
retailing in Indonesia — with B = 0.51 and sig. < 0.001, by Bigakcioglu, Ipek and
Bayraktaroglu (2018) — who studied people who had a love for some brand — with = 0.71
and sig. < 0.05 and, finally, by Phang and Goh (2019) — study carried out in Malaysia — with 3
=0.548 and sig. = 0.000.

On the other hand, Murtiningsih, Ridwan, and Retnaningsih (2019) studied Nike clients
in Indonesia with B = 0.118, and Christino et al. (2020) studied smartphone users in Brazil -
with g =-0.075 found no significance between Love Branding and Consumer Loyalty.

In the case of H2, it was not only supported by this research, but also by the research by
Strandberg and Styven (2019) — a study on a tourist city in Sweden — with = 0.82 and sig. =
0.000, by Phang and Goh (2019) with g = 0.593 and sig. = 0.000, by Meiske (2019) with =

0.16 and sig. < 0.05, by Christino et al. (2020) — who surveyed smartphone users in Brazil —
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with f = 0.249 and sig. < 0.01 and by Bigakcioglu et al. (2018) with § = 0.539 and sig. < 0.05,
demonstrating that the Love of the brand positively impacts the word of mouth of individuals
about the brand. The value reached for the path coefficient was 0.60 with sig. < 0.001, o is
above the values found in other studies, except for the study by Strandberg and Styvén (2019).

The last hypothesis, H3, describes that loyalty positively influences word of mouth
about the brand. The value found in this research for the path coefficient was 0.34 and sig. <
0.001. This relationship was also identified in research by Larregui-Candelaria, Ortiz-Soto,
and Sosa-Varela (2019), with = 0.796 and sig. < 0.001, from Meiske (2019) with B = 0.24
and sig < 0.01, from Christino et al. (2020) with p = 0.185 and sig. = 0.002 and from
Bigakcioglu et al. (2018) with = 0.70 and sig. < 0.05.

Another point to be analyzed is related to the explained variance or R? for the
constructs that play the role of endogenous constructs somewhere in the nomological chain.
This research occurs with the Loyalty construct, which reached an explained variance of 82%,
and with the Word of Mouth construct, with an R? equal to 83%. These values are considered
very high and are higher than those found for Loyalty in other studies, such as R? = 37.5% of
Alnawas and Altarifi (2015), R? = 30% of Pang and Goh (2019) and R? = 27.8 % of Christino
et al. (2020). For Word of Mouth, the results are the same, that is, the value obtained is higher
than the 35.2% of Pang and Goh (2019), than the 67% of Strandberg and Styvén (2019), than
the 63.3% of Larregui-Candelaria et al. (2019) and than the 33% of Christino et al. (2020).

This fact is a consequence of the high values found by the path coefficients and
represented by the three research hypotheses.

Comparing the results of the studies, Brand Love has a greater impact on Loyalty and
Word of Mouth for service consumers than for consumers in the services sector, especially in
the tourism sector.

Another necessary analysis is the verification of the fit indices, which help identify the
validity of the generated model. In the case of this study, we used the X?/df indices, the
Goodness of Fit Index (GFI), the Comparative Fit Index (CFI), and the Root Mean Square of
Approximation (RMSEA) - see Table 6.

Revista Gestdo & Tecnologia, Pedro Leopoldo, v. 21, n.4, p. 162-184, out./dez.2021 178


http://creativecommons.org/licenses/by-nc/3.0/br/
http://creativecommons.org/licenses/by-nc/3.0/br/
http://creativecommons.org/licenses/by-nc/3.0/br/

@ It's Love!!! The Brand Love of the Belo Horizonte Street Carnival
e,

Revista Gestao & Tecnologia

Table 6
Tested model fit index

Fit Index Values Obtained for the Reference Value
Model

Acima de 1 até 3 e para modelos
complexos até 5

GFI (Goodness of Fit Index) 0.768 >=0.90
CFI (Comparative Fit Index)

(X2 df) 10.33

0.932 >=0.90

RMSEA (Root Mean Square of
Approximation) 0.141 0.03-0.08

Note: 1) based on Hair et al. (2009).
Source: Research data.

Observing Table 6, it is verified that only the CFI presented a value within the
parameters used as reference.

The values of the Normed Chi-Square (X/df), the GFI, and the RMSEA are not
adequate, indicating that despite the model having nomological validity, its fit indices are not
good. This fact suggests the need for adjustment and further studies to improve the scales.
One of the possible explanations for this fact is that a high level of correlation between the

variables and indicators that make up a model can bias the adjustment indices.
6 FINAL CONSIDERATIONS

The results achieved indicate that the model developed has nomological validity, and
the Brand Love influences both Loyalty and Mouth to Mouth, and the latter is also influenced
by Loyalty.

In theoretical terms, the development of an explanatory model about loyalty and word-
of-mouth can be mentioned as contributions of this research, based on brand love, but
succinct and parsimonious.

The consequences of brand love addressed — loyalty and word-of-mouth — are very
important in marketing management. It must be considered that this study is a pioneer in
Brazil in the study of brand love and carnival. Other studies have already addressed the
services sector and the tourist services, but no study was found on brand love related to

carnivals.
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Thus, this work also brings as a theoretical contribution the study in an unexplored
sector for this theme, deepening knowledge on the subject and its consequences in loyalty and
word-of-mouth terms.

In terms of the managerial contributions of this work, it is possible to highlight the
development of a model that encompasses the consequences of the Brand Love construct and
the possibility of using surveys with customers or potential customers to monitor projects and
initiatives managers. This is possible due to the high value achieved for the explained
variance of loyalty and word-of-mouth. Thus, initiatives in terms of the marketings' 4P's,
positioning, service provision, among others, can be evaluated in quality terms of what is
offered and an impact on generating brand love for customers. It must be considered that
consumer choices regarding tourism services are often based on their previous experiences,
which can lead consumers to love certain brands, places, events, and the like.

Furthermore, as the model is parsimonious, the data collection instrument has only 17
indicators, which makes it possible to apply it to consumers and individuals who may be
receiving a service or who are in a moment of pause in this process, in addition to facilitating
data collection via the internet as well.

The main limitation of this research is that the sample is not probabilistic, which greatly
limits the possibility of generalizing the results.

In the case of continuing this research, through future studies, one of the alternatives
would be the inclusion of new behavioral constructs on the part of customers, as a
consequence of the Brand Love, such as a tendency to pay more, perception of switching
costs, engagement with the brand, among others.

One of the possible improvements is the readjustment of the content of the construct
indicators. As a violation of discriminant validity occurred, new scales referring to the same
constructs with content changes can produce more adequate results.

Finally, researchers can conduct another study to verify whether Brand Love has a

greater influence on service consumers than product consumers.
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