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Abstract 

This paper conducts an integrative review and provides a synthesisation of key themes in the 

brand attachment literature. A total of 171 papers were selected and analysed using a 

framework-based approach. In addition to exploring the theories and frameworks, this review 

summarises the contexts, antecedents, outcomes, mediators, and moderators of brand 

attachment. Based on the gaps identified in current studies, directions are provided for future 

brand attachment research. The review suggests that there are multiple directions in which 

to take the domain further. Theoretical underpinnings require conceptual clarity and 

consistency with attachment theory, and the development and validation of research 

frameworks are essential. Furthermore, the application of contextual measurements and 

rigorous methodologies is warranted to address the shortcomings of the current literature. 

The recommendations of this review are expected to facilitate advancements in brand 

attachment research.   

 

Keywords: brand attachment, consumer-brand relationship, TCCM framework, systematic 
literature review. 
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1. INTRODUCTION 

Brand attachment has been one of the core constructs in the consumer-brand 

relationship literature over the last two decades (Thomson et al. 2005; Kessous et al. 2015; Li 

et al. 2020). Academics and industry experts often consider brand attachment to be more 

important than brand attitude and loyalty in building long-lasting consumer relationships 

(Park et al. 2010; Sciarrino 2021). Theoretically, brand attachment refers to consumers’ strong 

emotional connection with a brand whereby consumers regard the brand as a part of their 

self-concept (Escalas 2004; Malär et al. 2011), develop brand commitment (Charton-Vachet 

and Lombart 2018; Dennis et al. 2016), spread positive word-of-mouth (Kwon and Mattila 

2015; Magnoni et al. 2021), and are willing to pay a premium price for the brand (Orth et al. 

2012; Li et al. 2019). Taken together, brand attachment is expected to create a positive impact 

on a firm’s profitability and brand equity (Heinberg et al. 2020; Chang et al. 2020); as such, 

brand managers have emphasised the construction of a strong emotional connection with 

consumers (Schmitz 2021; Elliot 2018).  

 

Early academic research examined consumers’ material possessions and related 

attachments in the 1990s (Ball and Tasaki 1992; Kleine et al. 1995). Following subsequent 

studies on measurement development and the conceptualisation of brand attachment 

(Escalas 2004; Thomson et al. 2005; Park et al. 2010), the body of research investigating brand 

attachment developed over the next decade. While studies have examined brand attachment 

across numerous contexts and attempted to add new knowledge into the domain, there have 

been criticisms about extant studies’ conceptual and methodological approaches. For 

example, in a recent review on the psychological underpinning of brands, Bagozzi et al. (2021, 

594) note that “some studies in consumer research explicitly draw upon attachment theory, 

while others reference attachment theory but adopt a different, and more ordinary, 

conceptualization of attachment, thereby potentially misleading readers new to the area 

about the content and meaning of attachment”. The authors also called for more precision 

and a more robust application of attachment theory in brand attachment research.  

 

Referring to the aforementioned call from Bagozzi et al. (2021), it might be imperative 

to examine the current status of the research on brand attachment. In particular, an in-depth 
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review and examination of previous study procedures could provide a direction for future 

research. To the best of the author’s knowledge, there has been no systematic review of the 

brand attachment literature until now. Consequently, to address the knowledge gaps, this 

paper aims to: 

1. Conduct an integrative review and provide a synthesisation of key themes in the brand 

attachment literature; 

2. Identify the underpinning theories, frameworks, and methodologies in brand 

attachment research; 

3. Summarise the contexts, antecedents, outcomes, mediators, and moderators of 

brand attachment; and 

4. Identify the gaps in current studies and provide future directions for brand attachment 

research.  

 

This systematic review is expected to fulfil current scholarly interest by examining the 

intellectual evolution of the construct and outlining the potential avenues to advance 

research in brand attachment. The following sections of this paper summarise the 

conceptualisation of brand attachment (section 2) and outline the methods undertaken to 

review the articles (section 3). Next, the current status of brand attachment research is 

reviewed (section 4) and discussed (section 5). Finally, future research directions are provided 

(section 6), and this paper’s limitations are subsequently acknowledged (section 7). 

 

  

2. CONCEPTUALISATION OF BRAND ATTACHMENT 

Building on the key components of attachment theory from the field of psychology, 

the marketing literature defines consumers’ brand attachment as “the strength of the bond 

connecting the brand with the self” (Park et al. 2010, 2). The conceptualisation of brand 

attachment shows four streams of research. The first stream is built upon consumers’ sense 

of self and possession of an object that often leads to a sense of self-extension toward the 

object; as noted by Belk (1988, 160), “emphasis on material possession…remains high 

throughout life as we seek to express ourselves of experiences, accomplishments, and other 

people in our lives, and even create a sense of immortality after death”. It is noteworthy that 
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the emotional significance of possessing an object might be small in case of low attachment, 

and vice versa (Ball and Tasaki 1992).  

 

The second stream, Connection-Automaticity-Attachment (CAA), conceptualises 

brand attachment as consumers’ self-connection with the brand and the retrieval of brand-

related thoughts and feelings (Park et al. 2006). The brand may serve this dual process with a 

symbolic representation of an individual’s nostalgic memories about the past, places, music, 

or personal milestones (e.g., Snyder 1991; Oswald 1999). Overall, the CAA argues that brand 

attachment can be built through gratifying and enriching or enabling the self (Park et al. 2006). 

A higher associative link results in a more significant brand attachment (Carlston 1992). 

 

The third stream, the Connection-Prominence Attachment Model (CPAM), defines 

brand attachment as the strength of the tie linking the brand and the consumer’s perceived 

self (Park et al. 2010). This explains brand attachment with twin factors: a) the connection 

between brand and consumers’ self-concept, and b) the salience of brand-related thoughts 

and feelings. The former refers to consumers’ cognitive and affective connection with the 

brand, wherein the consumer develops a sense of oneness with the brand (e.g., Mikulincer 

and Shaver 2007; Thomson et al. 2005). The latter reflects the perceived frequency and 

fluency of feelings and memories of the brand (Park et al. 2010). Thus, the two indicators 

build and enhance the consumers’ attachment to the brand. 

 

The fourth stream of research in brand attachment borrows from Bowlby’s (1979) 

suggestion that the level of attachment to an object depends on the person-object 

interactions (Thomson et al. 2005). This model takes a significant shift in the understanding 

of brand attachment with a sole focus on affective components and ignores the cognitive 

counterparts highlighted in other studies (e.g., Park et al. 2010; Mikulincer and Shaver 2007). 

However, integrating the consumers’ perceived self is essential in building the attachment. In 

particular, consumers may verify their actual self-image by consuming self-congruent brands 

that reflect who the consumers are and what they believe (Malär et al. 2011; Lydon et al. 

2005). 
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The four streams of research provided a conceptual rigour into the understanding of 

brand attachment as a core concept in marketing literature. Although scholars in each stream 

took different philosophical standpoints, their central propositions shared some common 

traits and mechanisms regarding the articulation of the construct. For example, Belk’s (1988) 

notion of consumers’ self-extension toward an object has been pronounced as the self-brand 

connection within the CAA stream (Park et al. 2006). Subsequently, consumers’ thoughts and 

feelings toward the brand have been included in the CAPM stream (Park et al. 2010). Thus, 

the crux of brand attachment hinges on consumers’ emotional connection to brands 

(Thomson et al. 2005; Malär et al. 2011). As a consequence of emotional attachments to 

brands, consumers intend to prolong the relationship through several behaviours, including 

(re)purchase intention, brand advocacy, positive word-of-mouth (WOM), brand community 

engagement, paying a premium price, and forgiving the brand in case of transgressions. 

Referring to Podsakoff et al.’s (2016) recommendations, the current review further posits that 

the conceptual definition of brand attachment is stable as it does not vary over time or across 

situations. To provide an empirically evident distinctiveness of brand attachment, extant 

research has referred to a set of related constructs (e.g., brand attitude, brand satisfaction, 

brand passion, brand trust, brand commitment, and brand loyalty) that have a strong 

influence on brand attachment (e.g., Park et al. 2010; Belaid and Behi 2011; Hemsley-Brown 

and Alnawas 2016; Dwivedi et al. 2019). Studies have also critically reviewed the similarities 

and differences between brand attachment and brand love (e.g., Moussa 2015; Shimul et al. 

2019). Several other studies have argued that when compulsive urges drive a consumer’s 

attachment to a brand, it may generate brand addiction related to the consumer’s socio-

psychological preoccupation with the brand-related behaviours (Mrad 2018; Mrad and Cui 

2019). However, the discriminant validity between brand attachment and brand addiction is 

evident in the current literature (e.g., Mrad and Cui 2017).    

 

 

3. METHOD 

This paper undertook a framework-based approach (Paul et al. 2021) to review the 

research on brand attachment. In particular, the TCCM framework (Paul and Rosado-Serrano 

2019) was employed to provide a holistic analysis of the theoretical perspectives (T), contexts 

(C), characteristics (C), and methodology (M) of the literature. Similarly, the TCCM framework 
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has been widely used in recent publications (e.g., Mandler et al. 2021; Chen et al. 2021b; 

Hassan et al. 2022). 

 

3.1. Search strategy 

A series of searches were conducted to populate the relevant literature across three 

leading databases (i.e., Web of Science, Scopus, and Ebscohost) following guidelines 

generated in past reviews (e.g., Dhaliwal et al. 2020; Leijerholt et al. 2019). The search 

strategy used the keywords “brand attachment”/ “attachment(s) to brand(s)”/ “emotional 

attachment(s) to brand(s)” and “consumer-brand attachment”. These keywords were 

searched across article titles, abstracts, and keywords using the following strings: “brand 

attachment” OR “brand AND attachment” OR “attachment to brand” OR “attachments to 

brands” OR “emotional attachment to brand” OR “emotional attachments to brands” OR 

“consumer-brand attachment”. Search criteria were limited to peer-reviewed journal articles 

published in English until September 2021. The initial search retrieved 1044 papers, of which 

119 were removed due to duplication; thus, 925 were retained as unique records.  

 

3.2. Inclusion and exclusion process 

Next, following the guidelines and techniques used in prior studies (e.g., Paul and 

Criado 2020; Paul et al. 2021; Dhaliwal et al. 2020), only the papers published in journals 

ranking A* or A by the Australian Business Dean Council (ABDC) list were considered for 

further analysis. This yielded 557 documents which were rigorously screened to assess their 

relevance and suitability with the objective of this paper. Throughout this process, 386 were 

excluded as they did not encapsulate the essence and conceptual boundary of brand 

attachment. For instance, many articles studied place attachment and celebrity attachment 

but did not consider the corresponding place or celebrity as a brand. Some papers examined 

consumer-brand identification and consumer-based equity, where the brand attachment was 

noted but not discussed as a central construct. Similarly, several articles explored consumers’ 

self-brand connection, but neither the conceptualisation nor the measurement captured 

brand attachment. Additionally, some papers examined consumers’ attachment styles, but 

their scope did not fall within the bounds of brand attachment. Thus, 171 articles were 

included in the final analysis of this review. The steps for the process are presented in Figure 

1.  



7 
 

 

Figure 1. Steps in article selection for review 

 

 
 

 

4. FINDINGS AND ANALYSIS  

The publication trends of the reviewed articles in this paper show that there has been 

an increase in the number of papers published on brand attachment in the past six years, 

whereby 70% of the articles were published during 2016-2021 (Table 1). Furthermore, more 

than half (88/171) of the articles were published in seven journals: Journal of Product & Brand 

Management (22), Journal of Business Research (18), Journal of Brand Management (13), 

European Journal of Marketing (10), Psychology & Marketing (9), Journal of Consumer 

Psychology (8), and Journal of Consumer Behaviour (8). The ten most cited papers on brand 

attachment are enlisted in Table 2. 
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TABLE 1. Article publication trends (2004-2021) 

Year  Number of articles 
2004  1 
2005  1 
2006  1 
2007  0 
2008  1 
2009  1 
2010  4 
2011  6 
2012  10 
2013  9 
2014  10 
2015  7 
2016  22 
2017  13 
2018  18 
2019  24 
2020  16 

2021*  27 
                  Note: *until 30 September 2021 

 

 

 

TABLE 2. The 10 most cited papers 

Rank Reference Journal Citations* 
1 Thomson et al. (2005) Journal of Consumer Psychology 3234 
2 Park et al. (2010) Journal of Marketing 2169 
3 Escalas (2004) Journal of Consumer Psychology 1459 
4 Malär et al. (2011) Journal of Marketing 1411 
5 Esch et al. (2006) Journal of Product & Brand Management 1227 
6 Thomson (2006) Journal of Marketing 1192 
7 Swaminathan et al. (2009) Journal of Consumer Research 510 
8 Louis and Lombart (2010) Journal of Product & Brand Management 503 
9 Zhou et al. (2012) Journal of Business Research 476 

10 Grisaffe and Nguyen (2011) Journal of Business Research 475 
            Note: * Google Scholar citations until 30 September 2021 
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4.1. Theoretical perspectives 

4.1.1. Attachment theory 

Attachment is defined as the lasting psychological connectedness between a person 

and an object (Bowlby 1969). This attachment impacts an individual’s development of self-

concept and social perspective (Collins and Read 1990). Early research on attachment theory 

established the notion that human attachment reflects both physical proximities and desired 

security (e.g., Bischof 1975; Bretherton 1985). The majority of the studies on brand 

attachment are underpinned by attachment theory (Bowlby 1969) with the notion that 

consumers’ strong emotional connection with brands manifests brand patronisation 

intention (e.g., Escalas and Bettman 2005; Park and MacInnis 2006; Malär et al. 2011; Schmitt 

2012; Kaufmann et al. 2016; Ilicic et al. 2016). Brand attachment research also encapsulates 

the ‘separation distress’ aspect from attachment theory (Park et al. 2010; Grisaffe and Nguyen  

2011; Alba and Lutz 2013; Ilicic and Webster 2014; Swaminathan et al. 2009; Shimul et al. 

2019) and notes that consumers feel a sense of trust, commitment, and reduced risk toward 

the brand (Aboulnasr and Tran 2020; Belaid and Behi 2011; Kang et al. 2017).    

 

4.1.2. Self-congruence theory  

Self-congruity is a psychological mechanism whereby consumers associate their 

perception of a brand image with their self-concepts (Sirgy 1982). The nature of attachment 

influences the development of various aspects of human self-concepts (Wallin 2007). 

Marketing studies utilise brand self-congruence by applying self-concept and self-brand 

identification (e.g., Belk 1988; Sirgy and Su 2000). Malär et al. (2011) explain that consumers 

build an attachment to a brand because the brand reflects the consumers’ actual or ideal self-

concept. The subsequent impact of self-image congruence on brand attachment has also 

been evident in other studies (e.g., Hung 2014; Japutra et al. 2019; Donvito et al. 2020). 

 

4.1.3. Self-determination theory 

Self-determination theory (SDT) manifests human motivation and personality in social 

settings distinguishing between autonomous and controlled motivations (Ryan and Deci 

2000). According to SDT, humans have three basic needs (i.e., autonomy, competence, and 

relatedness) that might be fulfilled by particular brands (Thomson 2006). Thus, consumers 

develop an attachment to the brands that help them achieve their desired goal (Gillespie and 



10 
 

Noble 2017). Hung and Lu (2018) argue that consumers’ autonomous and controlled 

motivations determine the affective aspects of brand attachment. The relevance of 

consumers’ desire to fulfil their psychological needs through brand experience and thus 

developing brand attachment has also been supported in the literature (Lin et al. 2021; Ilicic 

et al. 2016; Hung 2014). 

 

4.1.4. Social identity theory 

Social identity is defined as “that part of an individual's self-concept which derives 

from his knowledge of his membership of a social group together with the emotional 

significance attached to that membership” (Tajfel 1974, 69). The theory explores the 

motivations behind belonging to a group and interacting within it. Transmitting this 

understanding into the branding context, studies argue that the perceived value and prestige 

may stimulate consumers’ self-identification with a brand (e.g., Proksch et al. 2013). Thus, 

considering the brand as a social element and through the underlying cognitive process of 

attachments, consumers develop a strong connection with the brand (e.g., Pourazad et al. 

2019; Wang et al. 2011; Charton-Vachet and Lombart 2018).  

 

4.1.5. Relationship theory 

According to brand relationship theory, consumers regard their affairs with a brand as 

a human relationship in which interdependence and mutual satisfaction determine the 

relationship quality (Dick and Basu 1994; Fournier 1998). Thus, consumers consider their 

beloved brand to be a relationship partner whereby trust, satisfaction, and commitment are 

critical to sustaining the relationship (Tsiotsou et al. 2014; Ramaseshan and Stein 2014). 

Subsequently, if the consumers find the relationship satisfactory, they wish to prolong it and 

avoid switching to another brand, thus developing brand attachment (Belaid and Behi 2011). 

Relationship theory also notes that personalities play a significant role in developing 

relationships and forming attachments (Robins et al. 2000; Orth et al. 2010). This further 

emphasises the consumers’ self-brand connection and frequent brand-related thoughts and 

memories that are critical indicators of brand attachment (Park et al. 2010).   
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4.2. Contexts of studies 

Contexts are the subset of physical and conceptual states of interest to a particular 

entity (Pascoe 1998). The TCCM framework regards ‘contexts’ as the circumstances forming 

the research setting (Paul and Rosado-Serrano 2019). Studies in brand attachment have 

explored a diverse context and provided an advanced understanding over the past two 

decades. From a theoretical standpoint, studies have focused on psychological aspects and 

attachment development models (Bagozzi et al. 2021; Schmitt 2012, 2013; Guèvremont and 

Grohmann 2016; David et al. 2020; Park et al. 2013; Alba and Lutz 2013; Proksch et al. 2013, 

2015; Hung and Lu 2018; Malär et al. 2011), as well as measurement scales (Thomson et al. 

2005; Park et al. 2010; Jiménez and Voss 2014; Shimul et al. 2019). Conceptually, brand 

attachment has provided discriminant validity for both brand authenticity (Morhart et al. 

2015) and self-brand connection scale (Escalas 2004). Empirically, brand attachment has been 

examined across various settings, including products, services, travel, sports, social media, 

and retailing. A summary of the contexts and corresponding studies is presented in Table 3. 
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TABLE 3. Contexts of research in brand attachment 

Context Study 
Age Lambert-Pandraud and Laurent (2010); Jahn et al. (2012) 
Anthropomorphism  
and human brand 

Chen and Lin (2021); Guèvremont (2021); Loroz and Braig 
(2015); Thomson (2006) 

Automobile Loureiro et al. (2012); Hung (2014); Belaid and Behi (2011) 
B2B franchising Nyadzayo et al. (2018) 
Banking Rajaobelina et al. (2021); Levi and Hino (2016) 
Behavioural intentions Lim et al (2020); Horváth and van Birgelen (2015) 
Brand community Zhou et al. (2012); Chang et al. (2020); Lim and Kumar (2019) 
Brand extension Fedorikhin et al. (2008) 
Celebrity Ilicic et al. (2016); Escalas and Bettman (2017) 
Corporate social responsibility Hur et al. (2020); Heinberg et al. (2021); Kull and Heath (2016); 

He et al. (2016); Romano et al. (2021) 
Counterfeit products Bian and Haque (2020); Kaufmann et al. (2016); Baghi et al. 

(2016); Orth et al. (2019); Chand and Fei (2021) 
Hotel and hospitality Ahn and Back (2019); Kwon and Mattila (2015); Liu et al. (2020); 

Tsai (2014); Li et al. (2019); Hemsley-Brown and Alnawas (2016); 
Kang et al. (2017) 

Luxury brands Shimul et al (2021); Kessous and Valette-Florence (2019); 
Donvito et al. (2020); Hwang and Kandampully (2012); Koronaki 
et al. (2018); Magnoni and Roux (2012); Pourazad et al. (2019); 
Shimul and Phau (2018); Peng and Chen (2019); Bahri-Ammari 
et al. (2016) 

Mobile app and technology 
products 

Tran et al. (2021); Fastoso and González-Jiménez (2020); Lam 
and Shankar (2014); Saju et al. (2018); Yuan et al. (2021) 

Name changes Pauwels-Delassus and Descotes (2013; 2012) 
Nostalgia Kessous et al. (2015); Youn and Dodoo (2021); Muehling et al. 

(2014); Heinberg et al. (2020); Wen et al. (2019) 
Places Li et al. (2020); Magnoni et al. (2021); Zenker et al. (2017); Orth 

et al. (2012); Cheng et al. (2016); Taylor and DiPietro (2020) 
Retailing Nierobisch et al. (2017); Orth et al., (2010); Diallo et al. (2021); 

Frasquet et al. (2017); Loureiro (2017); Dolbec and Chebat 
(2013) 

Sales management Beeler et al. (2021); Allison et al. (2016); Gillespie and Noble 
(2017) 

Service and product failure Torres et al. (2021); Roy et al. (2018); Kim and Yim (2021) 
Services marketing Ramadan et al. (2021); Moussa and Touzani (2017); Yang et al. 

(2019); Cuny et al. (2020); Alnawas and Hemsley-Brown (2018) 
Social media VanMeter et al. (2018); Dwivedi et al. (2019); Rabbanee et al. 

(2020); Shanahan et al. (2019); Chu et al. (2016) 
Sports marketing and 
management 

Takamatsu (2021); Tsiotsou et al. (2014); Abosag et al. (2012); 
Dwyer et al. (2015) 

Travel agency Xu et al. (2021); Hwang and Lee (2019a, 2019b) 
Travel destinations Saleh (2021); Huang et al. (2017); Japutra et al. (2021); Kumar 

(2016); Bose et al. (2022); Chen et al. (2021a); Ahn (2019) 
Higher education Dennis et al (2016); Grobert et al. (2016) 
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4.3. Characteristics 

The following sections synthesise the constructs and their relationships to brand 

attachment. In particular, the antecedents, outcomes, mediators, and moderators of brand 

attachment are discussed. 

 

4.3.1. Antecedents of brand attachment 

Extant literature has examined various factors that drive brand attachment (Table 4). 

Underpinned by Sirgy’s (1982) self-congruity theory, a large number of studies argue that 

consumers build an attachment to the brands that reflect who the consumers are (i.e., actual 

self-congruence) and whom they would like to be (ideal self-congruence) (Malär et al. 2011; 

Pedeliento et al. 2016; Lim et al. 2020). In addition, several studies have examined the impact 

of ought self-congruence (Huber et al. 2018) and social self-congruence (Rabbanee et al. 

2020) on brand attachment. Numerous studies have also examined brand personality as the 

driver of brand attachment (e.g., Swaminathan et al. 2009; McManus et al. 2022).  

Another stream of research argued that brand attachment depends on “self-brand 

connection” – the extent to which consumers are connected to the brands (Escalas and 

Bettman 2003; Loh et al. 2021). The relevance of consumers’ self-concept has further been 

emphasised in the literature; indeed, several studies have suggested that consumers perceive 

an overlap between themselves and a brand’s characteristics, so consumer-brand 

identification drives brand attachment (Proksch et al. 2013; Wolter et al. 2016; Chang et al. 

2020). A positive link between brand experience and brand attachment has also been 

identified (Dolbec and Chebat 2013; Magnoni et al. 2021). The more a consumer interacts 

with a brand, the stronger the attachment created through brand experience (Hussain et al. 

2021; Alnawas and Hemsley-Brown 2018). Similarly, consumers’ brand engagement 

augments self-brand connection and brand possession recall, strengthening brand 

attachment (Kumar and Nayak 2019a, 2019b).   

 

  Consumers’ motivations to fulfil their needs also create an attachment to a particular 

brand. Referring to social identification theory, studies have revealed that consumers’ 

motivations (Hung and Lu 2018; Tran et al. 2021), need satisfaction (i.e., autonomy, 
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competence, and relatedness), and need to belong are associated with their brand 

attachment (Ahn 2019; Hung 2014). Furthermore, the competence-enhancing capability of a 

brand and franchisor has also been outlined as an antecedent of brand attachment (Nyadzayo 

et al. 2018). Several studies examined the role of consumers’ personal and historic nostalgia 

on brand attachment (Gillespie and Noble 2017; Chen et al. 2021a). Finally, researchers have 

discovered that brand attachment is stronger for brands perceived as nostalgic than their 

non-nostalgic counterparts (Youn and Dodoo 2021).  
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TABLE 4. Antecedents of brand attachment 

Antecedent Study 
Brand-self congruence Malär et al. (2011); Japutra et al. (2018a, 2018c, 2019); Guèvremont 

(2021); Kaufmann et al. (2016); Huang et al. (2017); Pedeliento et al. 
(2016); Lim et al. (2020); Huber et al. (2018); Rabbanee et al. (2020) 

Brand personality Swaminathan et al. (2009); McManus et al. (2022); Louis and Lombart 
(2010); Donvito et al. (2020) 

Self-brand connection Escalas and Bettman (2003); Kwon and Mattila (2015); Chand and Fei 
(2021); Loh et al. (2021); Marticotte et al. (2016) 

Consumer-brand 
identification 

Proksch et al. (2013); Zhou et al. (2012); Chang et al. (2020); Zenker et al. 
(2017) 

Brand experience Dolbec and Chebat (2013); Nierobisch et al. (2017); Yu and Yuan (2019); 
Kumar et al. (2019); Magnoni et al. (2021); Hussain et al. (2021); Alnawas 
and Hemsley-Brown (2018); Ramaseshan and Stein (2014) 

Brand engagement Kumar and Nayak (2019a, 2019b) 
Consumers’ 
motivations 

Hung and Lu (2018); Tran et al. (2021) 

Need satisfactions Ahn (2019); Ahn and Back (2019); Hung (2014); Escalas and Bettman 
(2017); Guèvremont and Grohmann (2016) 

Competence Proksch et al. (2015); Wu et al. (2017); Nyadzayo et al. (2018) 
Nostalgia Gillespie and Noble (2017); Chen et al. (2021a); Saleh (2021); Heinberg et 

al. (2020); Muehling et al. (2014); Li et al. (2019); Kessous and Valette-
Florence (2019); Kessous et al. (2015); Youn and Dodoo (2021) 

Brand trust Levi and Hino (2016); Ramadan et al. (2021); Lam and Shankar (2014); 
Taylor and DiPietro (2020); Tsai (2011); Yang et al. (2019); Charton-Vachet 
and Lombart (2018); Rose et al. (2016); Wen et al. (2019); Frasquet et al. 
(2017); Saju et al. (2018); Esch et al. (2006); Kumar (2016); Bahri-Ammari 
et al. (2016) 

Consumer satisfaction Lam and Shankar (2014); Taylor and DiPietro (2020); Tsai (2011); Esch et 
al. (2006); Kumar (2016); Bahri-Ammari et al. (2016); Tsai (2014); Shimul 
et al. (2019); Cheng et al. (2016); Shimul and Phau (2018) 

Brand attitude Tan et al. (2018); Hwang and Lee (2019b) 
Brand authenticity Morhart et al. (2015) 
Brand image Takamatsu (2021); Diallo et al. (2021); Pourazad et al. (2019); Hwang and 

Lee (2019a) 
Brand likeability Lim and Kumar (2019) 
Perceived value Liu et al. (2020); Koronaki et al. (2018); Peng and Chen (2019) 
Brand familiarity Grobert et al. (2016) 
Brand heritage Merchant and Rose (2013) 
Brand involvement Tsiotsou et al. (2014) 
CSR perceptions Heinberg et al. (2021); Hur et al. (2020) 

 

 
 

Built on relationship theories, numerous studies argued that if consumers are satisfied 

with a brand (Tsai 2011; Esch et al. 2006; Kumar 2016), they will trust that brand more (Levi 

and Hino 2016; Ramadan et al. 2021; Lam and Shankar 2014); in time, consumers will 
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therefore develop brand attachment. Other studies have considered brand attitude (Tan et 

al. 2018), brand authenticity (Morhart et al. 2015), brand image (Takamatsu 2021), brand 

likeability (Lim and Kumar 2019), perceived value (Liu et al. 2020; Koronaki et al. 2018), brand 

familiarity (Grobert et al. 2016), brand heritage (Merchant and Rose 2013), brand 

involvement (Tsiotsou et al. 2014), and corporate social responsibility perceptions (Heinberg 

et al. 2021; Hur et al. 2020) as the antecedents of brand attachment.  

 

  

4.3.2. Outcomes of brand attachment 

Studies show that brands can benefit from building a strong attachment with the 

consumers (Table 5). Consumers exhibit strong trust (Kang et al. 2017; Beeler et al. 2021; 

Pauwels-Delassus and Descotes 2013) and commitment (Charton-Vachet and Lombart 2018; 

Zhou et al. 2012; Dennis et al. 2016) towards their emotionally connected brands. Moreover, 

brand attachment further enhances the level of consumer satisfaction (Belaid and Behi 2011; 

Dwivedi et al. 2019) which in turn creates (re)purchase/behavioural intention (Vredeveld 

2018; Esch et al. 2006; Chand and Fei 2021), and consumers demonstrate brand loyalty (Tsai 

2011; Diallo et al. 2021; Shulga et al. 2018). In addition to impulsive/compulsive purchases 

(Lim et al. 2020; Japutra et al. 2018c; Ramadan et al. 2021), consumers also show a willingness 

to pay a premium price for brands to which they have an attachment (Sreejesh et al. 2016; 

Orth et al. 2012; Thomson et al. 2005).  

 

Furthermore, as a consequence of brand attachment, consumers perceive brand-

related information as authentic (Zhang and Patrick 2021), spread positive word-of-mouth 

(Kwon and Mattila 2015; Magnoni et al. 2021; VanMeter et al. 2018), defend the brand from 

criticism (Japutra et al. 2014), show resistance to negative information (Japutra et al. 2018a; 

Lin et al. 2021), forgive the brand in cases of transgression (Fedorikhin et al. 2008), join the 

brand community (Takamatsu 2021; Hung 2014), and perform difficult behaviour (Park et al. 

2010). Consumers also exhibit positive attitudes towards brand logo change (Walsh et al. 

2019; Grobert et al. 2016), new products (Aboulnasr and Tran 2020), and brand extensions 

(Chang et al. 2020; Pourazad et al. 2019).  
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TABLE 5. Outcomes of brand attachment 

Outcome Study 
Brand trust Kang et al. (2017); Aboulnasr and Tran (2020); Nashtaee et al. (2017); 

Dennis et al. (2016); Belaid and Behi (2011); Bidmon (2017); Beeler 
et al. (2021); Pauwels-Delassus and Descotes (2013); Roy et al. 
(2018); Yu and Yuan (2019) 

Brand commitment Charton-Vachet and Lombart (2018); Ramaseshan and Stein (2014); 
Zhou et al. (2012); Louis and Lombart (2010); Sreejesh et al. (2016); 
Nashtaee et al. (2017); Dennis et al. (2016) 

Consumer satisfaction Belaid and Behi (2011); Levy and Hino (2016); Nashtaee et al. (2017); 
Dennis et al. (2016); Dwivedi et al. (2019) 

(Re)purchase/behavioural 
intention 

Vredeveld (2018); Bahri-Ammari et al. (2016); Yang et al. (2019); Esch 
et al. (2006); Hur et al. (2020); Japutra et al. (2014); Bian and Haque 
(2020); Pourazad et al. (2019); Rose et al. (2016); Chand and Fei 
(2021); Kumar and Nayak (2019b); Fedorikhin et al. (2008); Hung and 
Lu (2018); Peng and Chen (2019); Nierobisch et al. (2017); Prentice 
and Wong (2016) 

Brand loyalty Tsai (2011); Hemsley-Brown and Alnawas (2016); Diallo et al. (2021); 
Shimul et al. (2019); Nyadzayo et al. (2018); Kumar and Nayak 
(2019a); Lam and Shankar (2014); Hwang and Kandampully (2012); 
Loh et al. (2021); Huber et al. (2018); Hwang and Lee (2019a, 2019b); 
Pedeliento et al. (2016); Tsai (2014); Koronaki et al. (2018); Li et al. 
(2020); Bose et al. (2022); Kumar (2016); Cheng et al. (2016); Alnawas 
and Hemsley-Brown (2018); Frasquet et al. (2017); Shimul and Phau 
(2018); Orth et al. (2012); Thomson et al. (2005); Shanahan et al. 
(2019); Lin et al. (2021); Japutra et al. (2018a, 2018b); Nashtaee et al. 
(2017); Hung (2014); Levy and Hino (2016); Bidmon (2017); Shulga et 
al. (2018) 

Impulsive/compulsive purchase Lim et al. (2020); Japutra et al. (2019); Japutra et al. (2018c); 
Ramadan et al. (2021) 

Pay premium price Sreejesh et al. (2016); Orth et al. (2012); Thomson et al. (2005); 
Fedorikhin et al. (2008); Li et al. (2019); Prentice and Wong (2016) 

Positive word-of-mouth Kwon and Mattila (2015); Magnoni et al. (2021); VanMeter et al. 
(2018); Rajaobelina et al. (2021); Zenker et al. (2017); Nierobisch et 
al. (2017); Prentice and Wong (2016); Ahn (2019); Hung and Lu (2018) 

Resistance to negative 
information 

Japutra et al. (2014); Japutra et al. (2018a); Lin et al. (2021) 

Brand forgiveness Fedorikhin et al. (2008) 
Brand community engagement Takamatsu (2021); Hung (2014) 
Consumer envy Shimul et al (2021) 
Schadenfreude Japutra et al. (2018b); Shimul et al. (2021) 
Attitudes towards brand logo 
change 

Walsh et al. (2019); Grobert et al. (2016) 

Attitudes towards new products Aboulnasr and Tran (2020) 
Defending the brand Japutra et al. (2014) 
Brand extension success Chang et al. (2020); Pourazad et al. (2019) 
Salesperson’s job satisfaction Allison et al. (2016) 
Selling efforts Allison et al. (2016); Gillespie and Noble (2017); Beeler et al. (2021) 
Perform difficult behaviour Park et al. (2010) 
Trash talking Japutra et al. (2018b) 
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From a sales management perspective, salespersons’ brand attachment enhances 

their job satisfaction (Allison et al. 2016) and selling efforts (Allison et al. 2016; Gillespie and 

Noble 2017; Beeler et al. 2021). On the other hand, several studies have identified consumer 

envy (Shimul et al. 2021), schadenfreude (Japutra et al. 2018b; Shimul et al. 2021) and trash-

talking (Japutra et al. 2018b) as the dark side of brand attachment.  

 

 

4.3.3. Mediating variables in brand attachment 

A set of mediators provided a theoretical advancement in understanding the 

mechanism between brand attachment and its antecedents/outcomes. For instance, Hung 

(2014) argues that consumers’ brand self-connection mediates the relationship between 

need fulfilment and brand attachment as an internalisation mechanism. Similarly, through 

the mediating role of self-brand connections, social media marketing activities were found to 

positively impact brand attachment (Panigyrakis et al. 2020). Furthermore, the impact of 

consumers’ need-to-belong on self-brand connection is mediated by the parasocial 

relationship with the celebrity (Escalas and Bettman 2017). Consumers’ perceived 

sentimental value mediated the positive relationships between functional/symbolic/hedonic 

value and hotel brand attachment (Liu et al. 2020). Similarly, another study identified social 

identity dimensions as mediators between online customer-to-customer social interaction 

and brand attachment (Xu et al. 2021).  

 

Within corporate social responsibility and corporate transparency, Heinberg et al. 

(2021) ascertained that consumer scepticism, as the mediator, diminishes brand attachment. 

Several studies have also examined the mediating role of brand attachment per se. For 

instance, brand attachment mediates the relationship between brand engagement and 

purchase intention (Kumar and Nayak 2019b), brand image and brand loyalty (Diallo et al. 

2021), brand engagement and brand loyalty (Li et al. 2020; Kumar and Nayak 2019a), brand 

experience and purchase intention (Nierobisch et al. 2017), nostalgic brand positioning and 

brand equity (Heinberg et al. 2020), materialism and impulsive buying (Lim et al. 2020), and 

deontology and brand loyalty (Love et al. 2016), as well as utilitarian values and impulsive 

buying (Lim et al. 2020).  
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4.3.4. Moderating variables in brand attachment 

A handful of studies have examined the impact of moderating variables on the 

relationship between brand attachment and related constructs. Several constructs related to 

consumers’ self-concepts, such as self-concept discrepancy (Huber et al. 2018), self-construal 

(Kwon and Mattila 2015), self-esteem and consciousness (Malär et al. 2011; Dommer et al. 

2013), and self-extension tendency (Rabbanee et al. 2020) were examined as moderators in 

the brand attachment literature. Swaminathan et al. (2009) tested the moderating influence 

of attachment style between the relationship of brand personality and brand attachment. 

Attachment style also strengthened the impact of brand trust on brand attachment (Moussa 

and Touzani 2017). However, a differential effect of avoidance and anxiety attachment styles 

was evident in multiple studies (Japutra 2018b; Proksch et al. 2013). Furthermore, several 

studies examined perceived authenticity (Beeler et al. 2021; Guèvremont 2021), brand 

engagement (Panigyrakis et al. 2020), brand experience (Bian and Haque 2020), perceived 

brand globalness (Fastoso and González-Jiménez 2020), and nostalgic connection (Kessous 

and Valette-Florence 2019) as the moderating variable of brand attachment. The impact of 

status consumption in the tourism industry (Hwang and Lee 2019a), types of stakeholders in 

sports marketing (Takamatsu 2021), perceived fit in brand extension (Pourazad et al. 2019), 

perceived variation in service experience (Kumar et al. 2019), types of visitors in hospitality 

services (Hemsley-Brown and Alnawas 2016), and perceived similarity in the brand 

community (Zhou et al. 2012) have also been assessed as moderators. Within corporate social 

responsibility, corporate transparency (Heinberg et al. 2021) and customer spirituality (Hur et 

al. 2020) moderated the relationship between CSR perception and brand attachment. 

Consumers’ psychological dispositions such as the need for belonging (Chen and Lin 2021), 

the need for uniqueness (Shimul et al. 2021), as well as intrinsic and extrinsic motivations 

(Proksch et al. 2015) also indirectly influenced brand attachment.  

 

 

4.4. Methodologies 

4.4.1. Measurement scales 

There have been several psychometric scales to measure consumers’ brand 

attachment. Initially developed in French, Lacæuilhe’s (2000) brand attachment scale has 



20 
 

been translated into English and widely validated within the literature (e.g., Grobert et al. 

2016; Donvito et al. 2020; Pauwels-Delassus and Descotes 2013; Belaid and Behi 2011). 

Studies also adapted items from Fournier’s (1998) brand relationship quality constructs 

(Thorbjørnsen et al. 2002; Loureiro et al. 2012; Chang et al. 2019; Ramadan et al. 2021). 

Similarly, Bergami and Bagozzi’s (2000) affective commitment measure was also adapted 

(Orth et al. 2012; Proksch et al. 2013). Due to the conceptual similarities, items measuring 

brand love (Carroll and Ahuvia 2006; Batra et al. 2012) were utilised to assess brand 

attachment (Hwang and Lee 2019a, 2019b; Heinberg et al. 2020, 2021). Similarly, the usage 

of the self-brand connection scale (Escalas and Bettman 2003) and emotional attachment 

scale (Jiménez and Voss 2014) has also been evident (e.g., Marticotte et al. 2016; Mohan et 

al. 2017; McManus et al. 2022; MacInnis and Folkes 2017). Some researchers have also 

implemented the luxury brand attachment scale (Shimul et al. 2019) to provide a better 

contextual rigour into the literature. Of the 139 studies in the current review that reported 

the brand attachment scale, Thomson et al.’s (2005) three-dimensional (i.e., affection, 

connection, passion) emotional attachments to brands (60 studies) and Park et al.’s (2010) 

two-dimensional (i.e., brand-self connection and brand prominence) brand attachment scale 

(37 studies) were the most frequently used measurements. It is also worth considering 

adaptations and combinations of items from multiple scales that have been reported across 

the literature (Beeler et al. 2021; Pourazad et al. 2019; Orth et al. 2019). Table 6 presents a 

set of measurement scales for brand attachment.     
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TABLE 6. Scale items for measuring brand attachment 

Brand attachment (Lacæuilhe, 2000), Five-point Likert scale (1 = strongly disagree, 5 = strongly agree) 
1. This brand gives me joy and pleasure  
2. I find certain comfort on buying or possessing this brand  
3. I am very attached to the brand  
4. I am very attracted to this brand 
5. I am very loyal towards this brand  

Emotional attachments to brands (Thomson et al., 2005), Seven-point Likert scale (1 = strongly disagree, 7 
= strongly agree) 
How do you feel about the brand when you think about it and your relationship with it?  
Affection: 

1. Affectionate 
2. Loved 
3. Peaceful 
4. Friendly 

Connection: 
1. Attached 
2. Bonded 
3. Connected 

Passion: 
1. Delighted 
2. Passionate 
3. Captivated 

Brand attachment (Park et al., 2010), 11-point scales (0 = not at all, 10 = completely) 
Brand-self connection 

1. To what extent is <brand> part of you and who you are? 
2. To what extent do you feel personally connected to the <brand>? 

Brand prominence 
1. To what extent are your thoughts and feelings toward <brand> often automatic, coming to mind 

seemingly on their own? 
2. To what extent do your thoughts and feelings toward <brand> come to you naturally and 

instantly? 
Self-brand connection (Escalas and Bettman, 2003), Seven-point Likert scale. 

1. Brand X reflects who I am (not at all/extremely well). 
2. I can identify with Brand X (not at all/extremely well). 
3. I feel a personal connection to Brand X (not at all/very much so). 
4. I (can) use Brand X to communicate who I am to other people (not at all/extremely well). 
5. I think Brand X (could) help(s) me become the type of person I want to be (nor at all/extremely 

well). 
6. I consider Brand X to be (not “me”/“me”). 
7. Brand X suits me well (not at all/extremely well). 

Luxury brand attachment (Shimul et al., 2019), Seven-point Likert scale (1 = strongly disagree, 7 = strongly 
agree) 

1. I am deeply passionate about <brand>. 
2. I have a deep emotional connection to <brand>. 
3. I would feel a sense of loss if <brand> is no longer available. 
4. I am deeply in love with <brand>. 
5. I feel a sense of exquisiteness from <brand>. 
6. I feel <brand> helps me achieve what I want. 
7. When I think of <brand>, I feel a sense of joy. 
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4.4.2. Analysis techniques  

Studies on brand attachment have predominantly used Structural Equation Modelling 

(SEM) as the analysis technique. In the current review, 105 studies employed SEM, 14 studies 

used linear regression, and 12 studies analysed variance (e.g., ANOVA, MANOVA, ANCOVA, 

and MANCOVA). A limited number of studies also used qualitative approaches (Horváth and 

van Birgelen 2015; Kumar et al. 2019; Saleh 2021; Japutra et al. 2014; Grisaffe and Nguyen 

2011) and mixed-method designs (Abosag et al. 2012; Kessous and Valette-Florence 2019; 

Merchant and Rose 2013; Nashtaee et al. 2017). 

 

 

5. DISCUSSION 

Research on brand attachment is rooted in the late 1980s and early 1990s when Belk 

(1988), Ball and Tasaki (1992), and Kleine et al. (1995) published studies on consumers’ sense 

of self, possession of objects, and extension of self-concept towards these objects. However, 

the academic publications on this topic took place behind the scenes until the Journal of 

Consumer Psychology (JCP) published Escalas’s (2004) work on “consumers’ connection to 

brands”. In the subsequent year, JCP published Thomson et al.’s (2005) classic work, which is 

the most cited piece among the articles reviewed in this paper. The conceptualisation of 

brand attachment was further advanced over the next six years with publications in top-tier 

marketing journals (e.g., Thomson 2006; Park et al. 2010; Malär et al. 2011). The impact of 

works published during 2005–2011 has been evident in citations (Table 2) during the last 

decade. This review shows that most of the studies on brand attachment are underpinned by 

attachment theory (Bowlby 1969), self-congruence theory (Sirgy 1982), and SDT (Ryan and 

Deci 2000). Additionally, most of the studies utilised Thomson et al.’s (2005) and Park et al.’s 

(2010) scales to measure brand attachment. Studies on brand attachment were conducted in 

various contexts, including automobile, banking, luxury products, retail, social media, CSR, 

tourism, and hospitality (Table 3). While most of the studies have considered consumers’ 

brand-self congruence, brand trust, satisfaction, nostalgia, and brand experience as the 

drivers of brand attachment, the relevance of brand heritage, brand authenticity, and 

competence were also empirically examined (Table 4). As the consequences of brand 
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attachment, consumers’ brand commitment, brand loyalty, (re)purchase intention, and 

positive WOM intentions were the most frequently studied constructs (Table 5). The trend of 

examining consumers’ negative behaviour (e.g., envy, schadenfreude, trash-talk) due to 

brand attachment was also noticed in the literature (Japutra et al. 2018b; Shimul et al. 2021).  

 

 

6. FUTURE RESEARCH AGENDA 

Based on the synthesisation of the aforementioned literature review, the following 

sections provide directions for future research through the TCCM framework.  

 

6.1. Advancing the theoretical underpinnings 

There is certainly further scope to clarify attachment theory and advance the 

conceptual understanding of brand attachment with other psychological theories (Bagozzi et 

al. 2021). For instance, signalling theory (Spence 1973), script theory (Tomkins 1978), 

consumer culture theory (Arnould and Thompson 2005), and anthropomorphisation theory 

(Epley et al. 2007) might be strongly relevant to consumers’ attachment to brands. Similarly, 

social learning theory (Bandura and Walters 1977) might be useful in forecasting consumers’ 

brand attachment. The impact of socialisation aspects (i.e., interpersonal experience) on 

brand attachment could also be explored through the lens of signalling theory and consumer 

culture theory. In addition to theory, the development and validation of research frameworks 

are essential to explaining the cognitive and affective components of brand attachment. 

Unfortunately, Bowlby’s attachment theory does not guide changes in attachment style, 

whereas recent research has argued that life cycle events may alter attachment (Fraley et al. 

2021). Thus, theoretical advancement is required to comprehensively explain the 

development and changes in attachment across consumers’ and brands’ life cycles (Khan et 

al. 2020). Finally, this review calls for a further critical analysis to distinguish brand attachment 

from other similar constructs (e.g., Patwardhan and Balasubramanian 2011; Moussa 2015). 

 

 

6.2. Examining unexplored and unorthodox contexts  

Future research may examine brand attachment within unexplored and unorthodox 

contexts. For example, investigating the role of intergenerational brand transfer on brand 
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attachment may validate the significance of parental attachment within the branding context 

(Bidmon 2017). Similarly, consumers’ group influence and group behaviour need more 

attention within the brand attachment sphere. Academic research can also shed light on 

comprehensively utilising the emotional aspects of brand attachment in advertising and 

brand storytelling (Kessous et al. 2015). Future research is warranted to provide empirical 

evidence of whether consumers’ attachments vary across retail brands, B2B brands, and 

streaming services (e.g., Netflix), as well as symbolic and functional brands. Limited research 

has examined whether celebrity transgressions impact consumers’ brand attachment. Within 

destination branding, additional research is required on the impact of brand attachment on 

heritage branding and sustainable tourism. Concerning sustainable consumption, studies may 

examine whether brand attachment encourages the consumption of eco-friendly products 

and green behaviour (e.g., pre-loved shopping). Additionally, little is known if consumers’ 

brand attachment influences their evaluation of the brand after mergers and acquisitions. 

Nevertheless, this review calls for research on the company’s adoption of an LGBT-friendly 

policy and its impact on consumers’ brand attachment.   

 

 

6.3. Researching novel characteristics 

6.3.1. Investigating novel antecedents 

Most current studies on brand attachment refer to Thomson et al.’s (2005) 

conceptualisation and emphasis of consumers’ emotions (i.e., affection, passion, and 

connection) towards particular brands. However, limited research has examined the role of 

specific emotions such as fear (Dunn and Hoegg 2014), loneliness (Helm et al. 2020), and 

feeling crowded in a shopping environment (Huang et al. 2018) on building the attachment. 

Therefore, future research may investigate whether other positive and negative emotions 

impact consumers’ brand attachments. While the linkage between consumers’ political 

ideology and brand attachment has been evident in the literature (Chan and Ilicic 2019), 

further research is necessary to understand if consumers’ attachments to a brand are 

influenced by the brand’s political activism (Moorman 2020). Studies may also examine 

whether consumers’ ideological congruence with the brand (e.g., environment-friendly 

policies) drives brand attachment. Similarly, research could examine the role of brand 

attachment within the brand value chain (Keller and Swaminathan 2020). In particular, 
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additional studies are warranted regarding the impact of marketing programme investments 

(product, communications, trade, employees, etc.) on brand attachment, as well as the 

moderating impact of the programme quality multipliers on the relationship among the 

variables. 

 

Although the attachment is conceptualised as a long-term and enduring bond, several 

studies argue that significant life events may change human attachment styles (e.g., Fraley et 

al. 2021). Building on the same notion, it would be imperative to investigate if a particular 

personal incident (e.g., divorce, death of a family member, maternity) creates a psychological 

proximity toward or distance from a brand. Similarly, the level of attachment with a brand 

may be affected due to a particular brand’s solidarity with a social cause (e.g., Fair & Lovely 

changed its name in support of the “Black Lives Matter” movement). Psychological studies 

argue that consumers’ emotional regulation after social exclusion influences the attachment 

type (Zou et al. 2022). Consequently, future research can examine whether consumers’ desire 

for an inaccessible brand (e.g., expensive luxury product) creates a sense of attachment. 

Notwithstanding this, the dark personality triad (Paulhus and Williams 2002), an under-

researched area in brand attachment literature, requires further attention.  

 

6.3.2. Exploring new outcomes 

It has been evident that limited research has provided corporate-level strategies to 

sustain consumers’ attachments to brands. Conceptually, brand attachment positively 

impacts brand equity (Heinberg et al. 2020). Thus, empirical evidence employing firm-level 

data (e.g., Bell et al. 2020) is required to validate this theoretical assumption. Future research 

could examine the type of financial and operational leverage (e.g., reduction in advertisement 

expenditure) brands can obtain due to the attained brand attachment. Additional research is 

necessary to recommend how brands can better manage consumers’ negative behaviours 

(e.g., envy, schadenfreude, and trash-talk) resulting from brand attachment. The extant 

literature provides mixed findings regarding consumers’ reactions when a brand enters into 

a scandal (Roy et al. 2018; Arli et al. 2018; Schmalz and Orth 2012). An examination of the 

interplay of brand scandal, brand attachment, and other relevant variables is thus warranted. 

Considering the competitive environment and dynamic market characteristics, future 

research may extend Park et al.’s (2010) notion of “difficult behaviour” with contemporary 
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contexts. A stream of research has examined brand attachment across cultural dimensions; 

however, scant studies have explained how the outcomes of brand attachment can vary due 

to consumers’ cultural and social affiliations.  

 

6.3.3. Testing additional mediators 

Additional research is warranted to examine the mechanisms that impact brand 

attachment and related outcomes. Future research may explain how consumers’ need for 

self-verification, self-enhancement, and self-presentation motives mediate the relationship 

between brand attachment and its antecedents. Consumers’ emotions (e.g., joy, anxiety, 

love) as a result of the brand experience also demand further examination. This review calls 

for future research on the mediating role of consumers’ need fulfilment, sense of belonging, 

social achievements, brand competence, brand aspirations, and brand transparency on 

forming and maintaining brand attachment. In particular, more research is necessary to 

provide additional theoretical interpretations of the cognitive and affective components of 

consumer-brand interactions that may mediate the relationship between brand attachment 

and its relevant constructs.    

 

6.3.4. Testing new moderators 

There is scope for additional research to better understand the boundary conditions 

in consumers’ attachments to brands. The current review recommends that future studies 

examine how consumers’ age impacts the relationship between their self-concepts and brand 

attachment (Ilicic et al. 2016). Consumers’ emotional involvement and aspiration for a brand 

(e.g., brand desirability) and the relationship status (Chopik et al. 2019) might also have an 

indirect effect on brand attachment. Building on the current corpus of attachment research 

in psychology, marketing academics may investigate whether consumers’ parental 

attachment influences their bonding with a brand. In addition, consumers’ political ideology, 

cultural orientations, ethnocentrism, animosity, and brand country origin may moderate the 

relationship between brand attachment and related constructs (Chan and Ilicic 2019; Bidmon 

2017). From a corporate perspective, the competitive structure of the market (i.e., number 

of competing brands) and consumers’ switching costs may impact brand attachment. The 

present review observes that most studies examined the impact of moderating variables on 

brand attachment and its antecedents. Therefore, additional research is necessary to fully 
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investigate the moderating influence of variables on the relationships between brand 

attachment and its outcomes.    

 

 

6.4. Methodological advancement 

The lack of research on attachment formation and changes over time can be explored 

with longitudinal studies. Hence, the utilisation of Q-sort based measures of attachment to 

examine mean level changes (Chopik et al. 2019) might be helpful. Furthermore, laboratory 

experiments and psychophysiological methods (e.g., eye-tracking, heart rate and brainwave 

measurements) might better capture consumers’ emotions related to their attachments to 

the brand. Although Park et al.’s (2010) brand attachment scale had two dimensions (i.e., 

brand self-connection and brand prominence), a number of studies reported the 

measurement as one-dimensional (e.g., Ramaseshan and Stein 2014; Tan et al. 2018; Dennis 

et al. 2016; Kumar and Nayak 2019a; Rajaobelina et al. 2021). The same has also been 

observed in the utilisation of Thomson et al.’s (2005) emotional attachments to brands scale. 

Affection, passion, and connection (10 items) were loaded into single dimensions in several 

studies (e.g., Bian and Haque 2020; Aboulnasr and Tran 2020; Orth et al. 2010; Ahn and Back 

2019; Levy and Hino 2016); this raises questions regarding the construct and content validity 

of these two widely-used scales. Future research may validate these two scales across 

diversified settings and recommend context-specific purification. One can also argue that 

consumers’ attachment to mainstream product/service brands might be different from that 

towards social media (e.g., Facebook), cloud storage (e.g., Dropbox), and streaming service 

(e.g., Netflix) brands. Therefore, future research may also develop and validate new scales for 

specific categories and contexts (Shimul and Phau 2022). Nonetheless, the current limitation 

of employing a qualitative approach needs further attention. For example, face-to-face semi-

structured interviews may capture consumers’ emotional aspects and behaviours regarding 

brand attachment. Furthermore, case studies might be developed to examine how successful 

brands have developed strong emotional connections with their consumers. In addition, 

expert commentary from academics and practitioners would provide rigour into the method 

and meaningful insights to the literature.  

 

The overall future research directions are synthesised in Figure 2.  
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Figure 2. Framework for future research 

 

 

 
 

 

 

 

7. CONCLUSION 

This paper provides a review of the current status of the research published in the 

area of brand attachment. The synthesisation of the key areas conducted through the TCCM 

framework shows that research on brand attachment has vastly progressed over the last 15 

years. While there has been an influx of papers published in peer-reviewed and ranked 

journals, there is scope to further advance the domain. This review recommends that future 

research extend the understanding of brand attachment through novel theoretical 

underpinning, research framework, and the application of contemporary contexts. The 

development of contextual measurements and the utilisation of rigorous methodologies (e.g., 

firm-level data analysis to examine the impact of brand attachment on a firm’s financial 

performances) are recommended to address the shortcomings in the current literature. The 
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reported recommendations are expected to facilitate advancements in brand attachment 

research. 

 

Although an extensive search method was undertaken to extract the relevant studies 

and the author believes that the reviewed papers offer a fair representation of the extant 

literature, this review might have missed significant papers due to the search mechanism 

(only Web of Science, Scopus, and Ebscohost) and paper selection criteria (only ABDC A*/A 

ranked journals). Searching with additional keywords would also be helpful to identify articles 

substantially relevant to brand attachment. Finally, future research may also consider 

reviewing consumers’ attachment in specific areas (e.g., luxury branding, higher education, 

destination branding). 

 

 

CONFLICT OF INTEREST 

On behalf of all authors, the corresponding author states that there is no conflict of interest. 

 

 

REFERENCES 

 
Abosag, I., S. Roper, and D. Hind. 2012. Examining the relationship between brand emotion 

and brand extension among supporters of professional football clubs. European Journal 
of Marketing 46(9): 1233-1251.  

Aboulnasr, K., and G.A. Tran. 2020. Is love really blind? The effect of emotional brand 
attachment on the perceived risk of really new products. Journal of Product & Brand 
Management 29(1): 81-96.  

Ahn, J. 2019. Consideration of rosy- and blue-side attachment with integrated resort brands. 
Journal of Destination Marketing & Management 13: 1-9.  

Ahn, J., and K.J. Back. 2019. The role of autonomy, competence and relatedness: Applying 
self-determination theory to the integrated resort setting. International Journal of 
Contemporary Hospitality Management 31(1): 87-104.  

Alba, J. W., and R.J. Lutz. 2013. Broadening (and narrowing) the scope of brand relationships. 
Journal of Consumer Psychology 23(2): 265-268.  

Allison, L., K.E. Flaherty, J.H. Jung, and I. Washburn. 2016. Salesperson brand attachment: a 
job demands-resources theory perspective. Journal of Personal Selling & Sales 
Management 36(1): 3-18.  

Alnawas, I., and J. Hemsley-Brown. 2018. The differential effect of cognitive and emotional 
elements of experience quality on the customer-service provider's relationship. 
International Journal of Retail & Distribution Management 46(2): 125-147.  



30 
 

Arli, D., P. van Esch, and M. Trittenbach. 2018. Investigating the mediating effect of Uber's 
sexual harassment case on its brand: Does it matter? Journal of Retailing and Consumer 
Services 43: 111-118.  

Arnould, E. J., and C.J. Thompson. 2005. Consumer culture theory (CCT): Twenty years of 
research. Journal of Consumer Research 31(4): 868-882. 

Baghi, I., V. Gabrielli, and S. Grappi. 2016. Consumers' awareness of luxury brand counterfeits 
and their subsequent responses: when a threat becomes an opportunity for the genuine 
brand. Journal of Product & Brand Management 25(5): 452-464.  

Bagozzi, R. P., S. Romani, S. Grappi, and L. Zarantonello. 2021. Psychological underpinnings of 
brands. Annual Review of Psychology 72: 585-607.  

Bahri-Ammari, N., M. Van Niekerk, H. Ben Khelil, and J. Chtioui. 2016. The effects of brand 
attachment on behavioral loyalty in the luxury restaurant sector. International Journal 
of Contemporary Hospitality Management 28(3): 559-585.  

Ball, A. D., and L.H. Tasaki. 1992. The role and measurement of attachment in consumer 
behavior. Journal of Consumer Psychology 1(2): 155-172. 

Bandura, A., and R.H. Walters. 1977. Social learning theory (Vol. 1). Prentice Hall: Englewood 
cliffs. 

Batra, R., A. Ahuvia, and R.P. Bagozzi. 2012. Brand love. Journal of Marketing 76(2): 1-16. 
Beeler, L., A. Zablah, and A. Rapp. 2021. Blinded by the brand: inauthentic salesperson brand 

attachment and its influence on customer purchase intentions. Journal of Personal 
Selling & Sales Management 41(3): 268-284. 

Belaid, S., and A.T. Behi. 2011. The role of attachment in building consumer-brand 
relationships: an empirical investigation in the utilitarian consumption context. Journal 
of Product & Brand Management 20(1): 37-47. 

Belk, R. W. 1988. Possessions and the extended self. Journal of Consumer Research 15(2): 139-
168. 

Bell, D. R., S. Gallino, and A. Moreno. 2020. Customer Supercharging in Experience-Centric 
Channels. Management Science 66(9): 4096-4107.  

Bergami, M., and R.P. Bagozzi. 2000. Self-categorization, affective commitment and group 
self-esteem as distinct aspects of social identity in the organization. British Journal of 
Social Psychology 39(4): 555-577. 

Bian, X. M., and S. Haque. 2020. Counterfeit versus original patronage: Do emotional brand 
attachment, brand involvement, and past experience matter? Journal of Brand 
Management 27(4): 438-451.  

Bidmon, S. 2017. How does attachment style influence the brand attachment - brand trust 
and brand loyalty chain in adolescents? International Journal of Advertising 36(1): 164-
189. 

Bischof, N. 1975. A systems approach toward the functional connections of attachment and 
fear. Child Development 46: 801-817. 

Bose, S., S. Pradhan, M. Bashir, and S.K. Roy. 2022. Customer-Based Place Brand Equity and 
Tourism: A Regional Identity Perspective. Journal of Travel Research 61(3): 511-527. 

Bowlby, J. 1969. Attachment and loss. Attachment (Vol. 1). New York: Basic 
Bowlby, J. 1979. The Bowlby-Ainsworth attachment theory. Behavioral and Brain Sciences 

2(4): 637-638. 
Bretherton, I. 1985. Attachment theory: Retrospect and prospect. In I. Bretherton and E. 

Waters (Eds.), Growing points in attachment theory and research. Monographs of the 
Society for Research in Child Development (pp. 3-38), 50(1-2, Serial No.20). 



31 
 

Carlston, D. 1992. Impression formation and the modular mind: The associated systems 
theory. In L. Martin and A. Tesser (eds.): The Construction of Social Judgments (pp. 301–
341). Hillsdale, NJ, England: Lawrence Erlbaum Associates, Inc. 

Carroll, B. A., and A.C. Ahuvia. 2006. Some antecedents and outcomes of brand love. 
Marketing Letters 17(2): 79-89. 

Chan, E. Y., and J. Ilicic. 2019. Political ideology and brand attachment. International Journal 
of Research in Marketing 36(4): 630-646.  

Chand, V. S., and C. Fei. 2021. Self-brand connection and intention to purchase a counterfeit 
luxury brand in emerging economies. Journal of Consumer Behaviour 20(2): 399-411.  

Chang, C. W., C.H. Ko, H.C. Huang, and S.J. Wang. 2020. Brand community identification 
matters: a dual value-creation routes framework. Journal of Product & Brand 
Management 29(3): 289-306.  

Charton-Vachet, F., and C. Lombart. 2018. Impact of the link between individuals and their 
region on the customer-regional brand relationship. Journal of Retailing and Consumer 
Services 43: 170-187.  

Chen, K. J., and J.S. Lin. 2021. Revisiting the effects of anthropomorphism on brand 
relationship outcomes: the moderating role of psychological disposition. European 
Journal of Marketing 55(8): 2174-2200. 

Chen, X., You, E. S., Lee, T. J., & Li, X. B. (2021a). The influence of historical nostalgia on a 
heritage destination's brand authenticity, brand attachment, and brand equity 
Historical nostalgia on a heritage destination's brand authenticity. International Journal 
of Tourism Research 23(6): 1176-1190. 

Chen, Y., Mandler, T., and L. Meyer-Waarden. 2021b. Three decades of research on loyalty 
programs: A literature review and future research agenda. Journal of Business Research 
124: 179-197. 

Cheng, Q., L. Fang, and H.Z. Chen. 2016. Visitors' brand loyalty to a historical and cultural 
theme park: a case study of Hangzhou Songcheng, China. Current Issues in Tourism 
19(9): 861-868.  

Chopik, W. J., R.S. Edelstein, and K.J. Grimm. 2019. Longitudinal changes in attachment 
orientation over a 59-year period. Journal of Personality and Social Psychology 116(4): 
598-611.  

Chu, S. C., H.T. Chen, and Y. Sung. 2016. Following brands on Twitter: an extension of theory 
of planned behavior. International Journal of Advertising 35(3): 421-437.  

Collins, N. L., and S. J. Read. 1990. Adult attachment, working models, and relationship quality 
in dating couples. Journal of Personality and Social Psychology 58(4): 644-663. 

Cuny, C., M. Pinelli, M. Fornerino, and A. deMarles. 2020. Experiential art infusion effect on a 
service's brand: the role of emotions. Journal of Marketing Management 36(11-12): 
1055-1075.  

David, M. E., K. Carter, and C. Alvarez. 2020. An assessment of attachment style measures in 
marketing. European Journal of Marketing 54(12): 3015-3049.  

Dennis, C., S. Papagiannidis, E. Alamanos, and M. Bourlakis. 2016. The role of brand 
attachment strength in higher education. Journal of Business Research 69(8): 3049-
3057.  

Dhaliwal, A., D.P. Singh, and J. Paul. 2020. The consumer behavior of luxury goods: A review 
and research agenda. Journal of Strategic Marketing: 1-27. doi: 
10.1080/0965254X.2020.1758198 



32 
 

Diallo, M. F., J.L. Moulins, and E. Roux. 2021. Unpacking brand loyalty in retailing: a three-
dimensional approach to customer-brand relationships. International Journal of Retail 
& Distribution Management 49(2): 204-222.  

Dick, A. S., and K. Basu. 1994. Customer loyalty: toward an integrated conceptual framework. 
Journal of the Academy of Marketing Science 22(2): 99-113. 

Dolbec, P. Y., and J.C. Chebat. 2013. The Impact of a Flagship vs. a Brand Store on Brand 
Attitude, Brand Attachment and Brand Equity. Journal of Retailing 89(4): 460-466.  

Dommer, S. L., V. Swaminathan, and R. Ahluwalia. 2013. Using differentiated brands to deflect 
exclusion and protect inclusion: The moderating role of self-esteem on attachment to 
differentiated brands. Journal of Consumer Research 40(4): 657-675. 

Donvito, R., G. Aiello, L. Grazzini, B. Godey, D, Pederzoli, K.P. Wiedmann, ... and N.Y.M. Siu 
2020. Does personality congruence explain luxury brand attachment? The results of an 
international research study. Journal of Business Research 120: 462-472. 

Dunn, L., and J. Hoegg. 2014. The Impact of Fear on Emotional Brand Attachment. Journal of 
Consumer Research 41(1): 152-168.  

Dwivedi, A., L.W. Johnson, D.C. Wilkie, and L. De Araujo-Gil. 2019. Consumer emotional brand 
attachment with social media brands and social media brand equity. European Journal 
of Marketing 53(6): 1176-1204.  

Dwyer, B., M. Mudrick, G.P. Greenhalgh, C.W. LeCrom, and J. Drayer. 2015. The tie that 
blinds? Developing and validating a scale to measure emotional attachment to a sport 
team. Sport Management Review 18(4): 570-582.  

Elliott, C. 2018. Combining AI and Location Intelligence to Predict Market Demand. Forbes. 
Retrieved from: https://www.forbes.com/sites/esri/2018/05/30/combining-ai-and-
location-intelligence-to-predict-market-demand/?sh=580d371238bf. Access date: 21 
October 2021 

Epley, N., A. Waytz, and J.T. Cacioppo. 2007. On seeing human: a three-factor theory of 
anthropomorphism. Psychological Review 114(4): 864-886. 

Escalas, J. E. 2004. Narrative processing: Building consumer connections to brands. Journal of 
Consumer Psychology 14(1-2): 168-180. 

Escalas, J. E., and J.R. Bettman. 2003. You are what they eat: The influence of reference groups 
on consumers’ connections to brands. Journal of Consumer Psychology 13(3): 339-348. 

Escalas, J. E., and J.R. Bettman. 2005. Self-construal, reference groups, and brand meaning. 
Journal of Consumer Research 32(3): 378-389. 

Escalas, J. E., and J.R. Bettman. 2017. Connecting With Celebrities: How Consumers 
Appropriate Celebrity Meanings for a Sense of Belonging. Journal of Advertising 46(2): 
297-308.  

Esch, F. R., T. Langner, B.H. Schmitt, and P. Geus. 2006. Are brands forever? How brand 
knowledge and relationships affect current and future purchases. Journal of Product & 
Brand Management 15(2): 98-105. 

Fastoso, F., and H. Gonzalez-Jimenez. 2020. Materialism, cosmopolitanism, and emotional 
brand attachment: The roles of ideal self-congruity and perceived brand globalness. 
Journal of Business Research 121: 429-437.  

Fedorikhin, A., C.W. Park, and M. Thomson. 2008. Beyond fit and attitude: The effect of 
emotional attachment on consumer responses to brand extensions. Journal of 
Consumer Psychology 18(4): 281-291.  

Fournier, S. 1998. Consumers and their brands: Developing relationship theory in consumer 
research. Journal of Consumer Research 24(4): 343-373. 



33 
 

Fraley, R. C., O. Gillath, and P.R. Deboeck. 2021. Do life events lead to enduring changes in 
adult attachment styles? A naturalistic longitudinal investigation. Journal of Personality 
and Social Psychology 120(6): 1567. 

Frasquet, M., A.M. Descals, and M.E. Ruiz-Molina. 2017. Understanding loyalty in 
multichannel retailing: the role of brand trust and brand attachment. International 
Journal of Retail & Distribution Management 45(6): 608-625.  

Gillespie, E. A., and S.M. Noble. 2017. Stuck like glue: the formation and consequences of 
brand attachments among salespeople. Journal of Personal Selling & Sales Management 
37(3): 228-249.  

Grisaffe, D. B., and H.P. Nguyen. 2011. Antecedents of emotional attachment to brands. 
Journal of Business Research 64(10): 1052-1059.  

Grobert, J., C. Cuny, and M. Fornerino. 2016. Surprise! We changed the logo. Journal of 
Product & Brand Management 25(3): 239-246.  

Guèvremont, A. 2021. Can human brands help consumers eat better? Influence of emotional 
brand attachment, self-identification, and brand authenticity on consumer eating 
habits. Journal of Consumer Behaviour 20(3): 803-816.  

Guèvremont, A., and B. Grohmann. 2016. The brand authenticity effect: situational and 
individual-level moderators. European Journal of Marketing 50(3-4): 602-620.  

Hassan, S. M., Z. Rahman, and J. Paul. 2022. Consumer ethics: A review and research agenda. 
Psychology & Marketing 39(1): 111-130. 

He, H. W., W.C. Zhu, D. Gouran, and O. Kolo. 2016. Moral identity centrality and cause-related 
marketing: The moderating effects of brand social responsibility image and emotional 
brand attachment. European Journal of Marketing 50(1-2): 236-259.  

Heinberg, M., C.S. Katsikeas, H.E. Ozkaya, and M. Taube. 2020. How nostalgic brand 
positioning shapes brand equity: differences between emerging and developed 
markets. Journal of the Academy of Marketing Science 48(5): 869-890. 

Heinberg, M., Y.Y. Liu, X, Huang, and A.B. Eisingerich. 2021. A Bad Job of Doing Good: Does 
Corporate Transparency on a Country and Company Level Moderate Corporate Social 
Responsibility Effectiveness? Journal of International Marketing 29(2): 45-61.  

Helm, P. J., T. Jimenez, M. Bultmann, U. Lifshin, J. Greenberg, and J. Arndt. 2020. Existential 
isolation, loneliness, and attachment in young adults. Personality and Individual 
Differences 159: 109890. 

Hemsley-Brown, J., and I. Alnawas. 2016. Service quality and brand loyalty: The mediation 
effect of brand passion, brand affection and self-brand connection. International 
Journal of Contemporary Hospitality Management 28(12): 2771-2794.  

Horváth, C., and M. van Birgelen. 2015. The role of brands in the behavior and purchase 
decisions of compulsive versus noncompulsive buyers. European Journal of Marketing 
49(1-2): 2-21.  

Huang, X., Z.Q. Huang, and R.S. Wyer. 2018. The Influence of Social Crowding on Brand 
Attachment. Journal of Consumer Research 44(5): 1068-1084.  

Huang, Z. W., C.Z. Zhang, and J. Hu. 2017. Destination brand personality and destination brand 
attachment - the involvement of self-congruence. Journal of Travel & Tourism 
Marketing 34(9): 1198-1210.  

Huber, F., A. Eisele, and F. Meyer 2018. The role of actual, ideal, and ought self-congruence 
in the consumption of hedonic versus utilitarian brands. Psychology & Marketing 35(1): 
47-63. 



34 
 

Hung, H. Y. 2014. Attachment, identification, and loyalty: Examining mediating mechanisms 
across brand and brand community contexts. Journal of Brand Management 21(7-8): 
594-614.  

Hung, H. Y., and H.T. Lu. 2018. The rosy side and the blue side of emotional brand attachment. 
Journal of Consumer Behaviour 17(3): 302-312. 

Hur, W. M., T.W. Moon, and H. Kim. 2020. When does customer CSR perception lead to 
customer extra-role behaviors? The roles of customer spirituality and emotional brand 
attachment. Journal of Brand Management 27(4): 421-437.  

Hussain, K., F.J. Jing, M. Junaid, Q.U. Zaman, and H.Y. Shi. 2021. The role of co-creation 
experience in engaging customers with service brands. Journal of Product & Brand 
Management 30(1): 12-27.  

Hwang, J. Y., and J. Kandampully. 2012. The role of emotional aspects in younger consumer-
brand relationships. Journal of Product & Brand Management 21(2): 98-108. 

Hwang, J., and J. Lee. 2019a. Antecedents and consequences of brand prestige of package 
tour in the senior tourism industry. Asia Pacific Journal of Tourism Research 24(7): 679-
695.  

Hwang, J., & J. Lee. 2019b. A strategy for enhancing senior tourists’ well-being perception: 
Focusing on the experience economy. Journal of Travel & Tourism Marketing 36(3): 314-
329. 

Ilicic, J., and C.M. Webster. 2014. Investigating consumer-brand relational authenticity. 
Journal of Brand Management 21(4): 342-363.  

Ilicic, J., S.M. Baxter, and A. Kulczynski. 2016. The impact of age on consumer attachment to 
celebrities and endorsed brand attachment. Journal of Brand Management 23(3): 273-
288.  

Jahn, S., H. Gaus, and T. Kiessling. 2012. Trust, Commitment, and Older Women: Exploring 
Brand Attachment Differences in the Elderly Segment. Psychology & Marketing 29(6): 
445-457.  

Japutra, A., Y. Ekinci, and L. Simkin. 2014. Exploring brand attachment, its determinants and 
outcomes. Journal of Strategic Marketing 22(7): 616-630.  

Japutra, A., Y. Ekinci, and L. Simkin. 2018a. Tie the knot: building stronger consumers' 
attachment toward a brand. Journal of Strategic Marketing 26(3): 223-240.  

Japutra, A., Y. Ekinci, and L. Simkin. 2018b. Positive and negative behaviours resulting from 
brand attachment: The moderating effects of attachment styles. European Journal of 
Marketing 52(5-6): 1185-1202.  

Japutra, A., Y. Ekinci, and L. Simkin. 2019. Self-congruence, brand attachment and compulsive 
buying. Journal of Business Research 99: 456-463.  

Japutra, A., Y. Ekinci, L. Simkin, and B. Nguyen. 2018c. The role of ideal self-congruence and 
brand attachment in consumers' negative behaviour: Compulsive buying and external 
trash-talking. European Journal of Marketing 52(3/4): 683-701.  

Japutra, A., S. Molinillo, and Y. Ekinci. 2021. Do stereotypes matter for brand attachment? 
Marketing Intelligence & Planning 39(4): 501-515.  

Jiménez, F. R., and K.E. Voss. 2014. An Alternative Approach to the Measurement of Emotional 
Attachment. Psychology & Marketing 31(5): 360-370.  

Kang, J., A. Manthiou, N. Sumarjan, and L. Tang. 2017. An Investigation of Brand Experience 
on Brand Attachment, Knowledge, and Trust in the Lodging Industry. Journal of 
Hospitality Marketing & Management 26(1): 1-22.  



35 
 

Kaufmann, H. R., D.A. Petrovici, C. Goncalves, and A. Ayres. 2016. Identifying moderators of 
brand attachment for driving customer purchase intention of original vs counterfeits of 
luxury brands. Journal of Business Research 69(12): 5735-5747.  

Keller, K. L., and V. Swaminathan. 2020. Strategic Brand Management: Building, Measuring, 
and Managing Brand Equity. Harlow: Pearson. 

Kessous, A., and P. Valette-Florence. 2019. "From Prada to Nada": Consumers and their luxury 
products: A contrast between second-hand and first-hand luxury products. Journal of 
Business Research 102: 313-327.  

Kessous, A., E. Roux, and J.L. Chandon. 2015. Consumer-Brand Relationships: A Contrast of 
Nostalgic and Non-Nostalgic Brands. Psychology & Marketing 32(2): 187-202.  

Khan, F., J.Y. Chong, J.C. Theisen, R.C. Fraley, J.F. Young, and B.L. Hankin. 2020. Development 
and change in attachment: A multiwave assessment of attachment and its correlates 
across childhood and adolescence. Journal of Personality and Social Psychology 118(6): 
1188. 

Kim, S., and M.Y.C. Yim. 2022. Exploring consumers' attitude formation toward their own 
brands when in crisis: cross-national comparisons between USA and China. Journal of 
Product & Brand Management. 31(1): 56-72. 

Kleine, S. S., III.R.E. Kleine, and C.T. Allen. 1995. How is a possession “me” or “not me”? 
Characterizing types and an antecedent of material possession attachment. Journal of 
Consumer Research 22(3): 327-343. 

Koronaki, E., A.G. Kyrousi, and G.G. Panigyrakis. 2018. The emotional value of arts-based 
initiatives: Strengthening the luxury brand-consumer relationship. Journal of Business 
Research 85: 406-413.  

Kull, A. J., and T.B. Heath. 2016. You decide, we donate: Strengthening consumer-brand 
relationships through digitally co-created social responsibility. International Journal of 
Research in Marketing 33(1): 77-92.  

Kumar, J., and J.K. Nayak. 2019a. Consumer psychological motivations to customer brand 
engagement: a case of brand community. Journal of Consumer Marketing 36(1): 168-
177.  

Kumar, J., and J.K. Nayak. 2019b. Brand engagement without brand ownership: a case of non-
brand owner community members. Journal of Product & Brand Management 28(2): 
216-230.  

Kumar, V. 2016. Examining the role of destination personality and self-congruity in predicting 
tourist behavior. Tourism Management Perspectives 20: 217-227.  

Kumar, V., B. Rajan, S. Gupta, and I.D. Pozza. 2019. Customer engagement in service. Journal 
of the Academy of Marketing Science 47(1): 138-160.  

Kwon, E., and A.S. Mattila. 2015. The Effect of Self-Brand Connection and Self-Construal on 
Brand Lovers' Word of Mouth (WOM). Cornell Hospitality Quarterly 56(4): 427-435.  

Lacæuilhe, J. 2000a, L’attachement a` la marque: proposition d’une e´chelle de mesure, 
Recherche et Application en Marketing 15(4): 61-77. 

Lam, S. Y., and V. Shankar. 2014. Asymmetries in the Effects of Drivers of Brand Loyalty 
Between Early and Late Adopters and Across Technology Generations. Journal of 
Interactive Marketing 28(1): 26-42.  

Lambert-Pandraud, R., and G. Laurent. 2010. Why do older consumers buy older brands? The 
role of attachment and declining innovativeness. Journal of Marketing 74(5): 104-121. 



36 
 

Leijerholt, U., G. Biedenbach, and P. Hultén. 2019. Branding in the public sector: A systematic 
literature review and directions for future research. Journal of Brand Management 
26(2): 126-140. 

Levy, S., and H. Hino. 2016. Emotional brand attachment: a factor in customer-bank 
relationships. International Journal of Bank Marketing 34(2): 136-150.  

Li, M. W., H.Y. Teng, and C.Y. Chen. 2020. Unlocking the customer engagement-brand loyalty 
relationship in tourism social media: The roles of brand attachment and customer trust. 
Journal of Hospitality and Tourism Management 44: 184-192.  

Li, Y. Z., C. Lu, V. Bogicevic, and M. Bujisic. 2019. The effect of nostalgia on hotel brand 
attachment. International Journal of Contemporary Hospitality Management 31(2): 
691-717.  

Lim, H., and A. Kumar. 2019. Variations in consumers' use of brand online social networking: 
A uses and gratifications approach. Journal of Retailing and Consumer Services 51: 450-
457.  

Lim, X. J., J.H. Cheah, T.H. Cham, H.R. Ting, and M.A. Memon. 2020. Compulsive buying of 
branded apparel, its antecedents, and the mediating role of brand attachment. Asia 
Pacific Journal of Marketing and Logistics 32(7): 1539-1563.  

Lin, J. L., Z.M. Zhou, and C. Leckie. 2021. Green brand communication, brand prominence and 
self-brand connection. Journal of Product & Brand Management 30(8): 1148-1161. 

Liu, Y., Y. Kou, Z.Z. Guan, J.J. Hu, and B. Pu. 2020. Exploring hotel brand attachment: The 
mediating role of sentimental value. Journal of Retailing and Consumer Services 55: 
102143. 

Loh, H. S., S.S. Gaur, and P. Sharma. 2021. Demystifying the link between emotional loneliness 
and brand loyalty: Mediating roles of nostalgia, materialism, and self-brand 
connections. Psychology & Marketing 38(3): 537-552.  

Loroz, P. S., and B.M. Braig. 2015. Consumer Attachments to Human Brands: The "Oprah 
Effect". Psychology & Marketing 32(7): 751-763.  

Louis, D., and C. Lombart. 2010. Impact of brand personality on three major relational 
consequences (trust, attachment, and commitment to the brand). Journal of Product & 
Brand Management 19(2): 114-130. 

Loureiro, S. M. C. 2017. Exploring the attractiveness of manufacturer brands and retailer own-
brands in supermarket context. International Journal of Retail & Distribution 
Management 45(10): 1095-1113.  

Loureiro, S. M. C., K.H. Ruediger, and V. Demetris. 2012. Brand emotional connection and 
loyalty. Journal of Brand Management 20(1): 13-27.  

Love, E., M. Staton, and J.D. Rotman. 2016. Loyalty as a matter of principle: the influence of 
standards of judgment on customer loyalty. Marketing Letters 27(4): 661-674.  

Lydon, J. E., K. Burton, and D. Menzies-Toman. 2005, ‘Commitment calibration with the 
relationship cognition toolbox’. In M. W. Baldwin (ed.) Interpersonal Cognition (pp. 
126–152). New York: Guilford Press. 

MacInnis, D. J., and V.S. Folkes. 2017. Humanizing brands: When brands seem to be like me, 
part of me, and in a relationship with me. Journal of Consumer Psychology 27(3): 355-
374. 

Magnoni, F., and E. Roux. 2012. The impact of step-down line extension on consumer-brand 
relationships: A risky strategy for luxury brands. Journal of Brand Management 19(7): 
595-608.  



37 
 

Magnoni, F., P. Valette-Florence, and V. De Barnier. 2021. Modeling the effects of place 
heritage and place experience on residents' behavioral intentions toward a city: A 
mediation analysis. Journal of Business Research 134: 428-442.  

Malär, L., H. Krohmer, W.D. Hoyer, and B. Nyffenegger. 2011. Emotional brand attachment 
and brand personality: The relative importance of the actual and the ideal self. Journal 
of Marketing 75(4): 35-52. 

Mandler, T., B. Sezen, J. Chen, and A. Özsomer. 2021. Performance consequences of 
marketing standardization/adaptation: A systematic literature review and future 
research agenda. Journal of Business Research 125: 416-435. 

Marticotte, F., M. Arcand, and D. Baudry. 2016. The impact of brand evangelism on 
oppositional referrals towards a rival brand. Journal of Product & Brand Management 
25(6): 538-549.  

McManus, J. F., S.W. Carvalho, and V. Trifts. 2022. The role of brand personality in the 
formation of consumer affect and self-brand connection. Journal of Product & Brand 
Management. 31(4): 551-569. 

Merchant, A., and G.M. Rose. 2013. Effects of advertising-evoked vicarious nostalgia on brand 
heritage. Journal of Business Research 66(12): 2619-2625.  

Mikulincer, M., and P.R. Shaver. 2007. Attachment in adulthood: Structure, dynamics, and 
change. New York: Guilford Press. 

Mohan, M., F.R. Jimenez, B.P. Brown, and C. Cantrell. 2017. Brand skill: linking brand 
functionality with consumer-based brand equity. Journal of Product & Brand 
Management 26(5): 477-491.  

Moorman, C. 2020. Commentary: Brand activism in a political world. Journal of Public Policy 
& Marketing 39(4): 388-392. 

Morhart, F., L. Malär, A. Guevremont, F.  Girardin, and B. Grohmann. 2015. Brand 
authenticity: An integrative framework and measurement scale. Journal of Consumer 
Psychology 25(2): 200-218.  

Moussa, S. 2015. I may be a twin but I’m one of a kind: are brand attachment and brand love 
different names for the same construct? Qualitative Market Research 18(1): 69-85. 

Moussa, S., and M. Touzani. 2017. The moderating role of attachment styles in emotional 
bonding with service providers. Journal of Consumer Behaviour 16(2): 145-160.  

Mrad, M. 2018. Brand addiction conceptual development, Qualitative Market Research: An 
International Journal 21(1): 18-38. 

Mrad, M., and C.C. Cui. 2017. Brand addiction: conceptualization and scale development, 
European Journal of Marketing 51(11/12): 1938-1960. 

Mrad, M., and C.C. Cui. 2019. Comorbidity of compulsive buying and brand addiction: an 
examination of two types of addictive consumption, Journal of Business Research 113: 
399-408. 

Muehling, D. D., D.E. Sprott, and A.J. Sultan. 2014. Exploring the Boundaries of Nostalgic 
Advertising Effects: A Consideration of Childhood Brand Exposure and Attachment on 
Consumers' Responses to Nostalgia-Themed Advertisements. Journal of Advertising 
43(1): 73-84.  

Nashtaee, M. S., K.H. Hanzaei, and Y. Mansourian. 2017. How to develop brand attachment 
in various product categories? Asia Pacific Journal of Marketing and Logistics 29(5): 
1198-1220.  



38 
 

Nierobisch, T., W. Toporowski, T. Dannewald, and S. Jahn. 2017. Flagship stores for FMCG 
national brands: Do they improve brand cognitions and create favorable consumer 
reactions? Journal of Retailing and Consumer Services 34: 117-137.  

Nyadzayo, M. W., M.J. Matanda, and R. Rajaguru. 2018. The determinants of franchise brand 
loyalty in B2B markets: An emerging market perspective. Journal of Business Research 
86: 435-445.  

Orth, U. R., S. Hoffmann, and K. Nickel. 2019. Moral decoupling feels good and makes buying 
counterfeits easy. Journal of Business Research 98: 117-125.  

Orth, U. R., Y. Limon, and G. Rose. 2010. Store-evoked affect, personalities, and consumer 
emotional attachments to brands. Journal of Business Research 63(11): 1202-1208.  

Orth, U. R., G.M. Rose, and A. Merchant. 2019. Preservation, rejuvenation, or confusion? 
Changing package designs for heritage brands. Psychology & Marketing 36(9): 831-843.  

Orth, U. R., A. Stockl, R. Veale, J. Brouard, A. Cavicchi, M. Faraoni, . . . D. Wilson. 2012. Using 
attribution theory to explain tourists' attachments to place-based brands. Journal of 
Business Research 65(9): 1321-1327.  

Oswald, L. R. 1999. Culture swapping: Consumption and the ethnogenesis of middle-class 
Haitian immigrants. Journal of Consumer Research 25(4): 303- 318. 

Panigyrakis, G., A. Panopoulos, and E. Koronaki. 2020. All we have is words: applying rhetoric 
to examine how social media marketing activities strengthen the connection between 
the brand and the self. International Journal of Advertising 39(5): 699-718.  

Park, C. W., & D.J. MacInnis. 2006. What's in and what's out: Questions on the boundaries of 
the attitude construct. Journal of Consumer Research 33(1): 16-18. 

Park, C. W., A.B. Eisingerich, and J.W. Park. 2013. Attachment-aversion (AA) model of 
customer-brand relationships. Journal of Consumer Psychology 23(2): 229-248.  

Park, C. W., D.J. MacInnis, and J. Priester. 2006. Brand attachment: Constructs, consequences, 
and causes. Foundations and Trends® in Marketing, 1(3): 191- 230. 

Park, C. W., D.J. MacInnis, J. Priester, A.B. Eisingerich, and D. Iacobucci. 2010. Brand 
attachment and brand attitude strength: Conceptual and empirical differentiation of 
two critical brand equity drivers. Journal of Marketing 74(6): 1-17. 

Pascoe, J. 1998, October. Adding generic contextual capabilities to wearable computers. In 
Digest of papers. second international symposium on wearable computers (cat. no. 
98ex215) (pp. 92-99). IEEE. 

Patwardhan, H., and S.K. Balasubramanian. 2011. Brand romance: a complementary 
approach to explain emotional attachment toward brands. Journal of Product & Brand 
Management 20(4): 297-308. 

Paul, J., and A.R. Criado. 2020. The art of writing literature review: What do we know and 
what do we need to know? International Business Review 29(4): 101717. 

Paul, J., and A. Rosado-Serrano. 2019. Gradual internationalization vs born-
global/international new venture models: A review and research agenda. International 
Marketing Review 36(6): 830-858. 

Paul, J., W.M. Lim, A. O’Cass, A.W. Hao, and S. Bresciani. 2021. Scientific procedures and 
rationales for systematic literature reviews (SPAR-4-SLR). International Journal of 
Consumer Studies 45(5): 1147-1147 

Paulhus, D. L., and K.M. Williams. 2002. The dark triad of personality: Narcissism, 
Machiavellianism, and psychopathy. Journal of Research in Personality 36(6): 556-563. 

Pauwels-Delassus, V., and R.M. Descotes. 2012. Brand name substitution and brand equity 
transfer. Journal of Product & Brand Management 21(2): 117-125.  



39 
 

Pauwels-Delassus, V., and R.M. Descotes. 2013. Brand name change: Can trust and loyalty be 
transferred? Journal of Brand Management 20(8): 656-669.  

Pedeliento, G., D. Andreini, M. Bergamaschi, and J. Salo. 2016. Brand and product attachment 
in an industrial context: The effects on brand loyalty. Industrial Marketing Management 
53: 194-206.  

Peng, N., and A. Chen. 2019. Examining consumers' luxury hotel stay repurchase intentions-
incorporating a luxury hotel brand attachment variable into a luxury consumption value 
model. International Journal of Contemporary Hospitality Management 31(3): 1348-
1366.  

Podsakoff, P. M., S.B. MacKenzie, and N.P. Podsakoff. 2016. Recommendations for creating 
better concept definitions in the organizational, behavioral, and social sciences. 
Organizational Research Methods 19(2): 159-203. 

Pourazad, N., L. Stocchi, and V. Pare. 2019. Brand attribute associations, emotional consumer-
brand relationship and evaluation of brand extensions. Australasian Marketing Journal 
27(4): 249-260.  

Prentice, C., and I.A. Wong. 2016. Embracing or fighting the urge: A multilevel investigation 
on casino service, branding and impulsive gambling. International Journal of Hospitality 
Management 56: 109-118.  

Proksch, M., U.R. Orth, and F. Bethge. 2013. Disentangling the influence of attachment 
anxiety and attachment security in consumer formation of attachments to brands. 
Journal of Consumer Behaviour 12(4): 318-326.  

Proksch, M., U.R. Orth, and T.B. Cornwell. 2015. Competence Enhancement and Anticipated 
Emotion as Motivational Drivers of Brand Attachment. Psychology & Marketing 32(9): 
934-949.  

Rabbanee, F. K., R. Roy, and M.T. Spence. 2020. Factors affecting consumer engagement on 
online social networks: self-congruity, brand attachment, and self-extension tendency. 
European Journal of Marketing 54(6): 1407-1431.  

Rajaobelina, L., S.P. Tep, M. Arcand, and L. Ricard. 2021. The relationship of brand attachment 
and mobile banking service quality with positive word-of-mouth. Journal of Product & 
Brand Management 30(8): 1162-1175 

Ramadan, Z., M.F. Farah, and R.B.  Saada. 2021. Fooled in the relationship: How Amazon Prime 
members' sense of self-control counter-intuitively reinforces impulsive buying 
behavior. Journal of Consumer Behaviour 20(6): 1497-1507. 

Ramaseshan, B., and A. Stein. 2014. Connecting the dots between brand experience and 
brand loyalty: The mediating role of brand personality and brand relationships. Journal 
of Brand Management 21(7-8): 664-683. 

Robins, R. W., A. Caspi, and T.E. Moffitt. 2000. Two personalities, one relationship: Both 
partners' personality traits shape the quality of their relationship. Journal of Personality 
and Social Psychology 79(2): 251-259. 

Romano, F. M., A. Devine, L. Tarabashkina, G. Soutar, and P. Quester. 2021. Specificity of CSR 
Ties That (Un) Bind Brand Attachment. Australasian Marketing Journal, doi: 
10.1177/18393349211030699 

Rose, G. M., A. Merchant, U.R. Orth, and F. Horstmann. 2016. Emphasizing brand heritage: 
Does it work? And how? Journal of Business Research 69(2): 936-943.  

Roy, V., S.V. Tata, and C. Parsad. 2018. Consumer response to brand involved in food safety 
scandal: An exploratory study based on a recent scandal in India. Journal of Consumer 
Behaviour 17(1): 25-33.  



40 
 

Ryan, R. M., and E.L. Deci. 2000. Self-determination theory and the facilitation of intrinsic 
motivation, social development, and well-being. American Psychologist 55: 68–78. 

Saju, B., K. Harikrishnan, and S.J.J. Anand. 2018. Modeling brand immunity: the moderating 
role of generational cohort membership. Journal of Brand Management 25(2): 133-146.  

Saleh, M. I. 2021. The effects of tourist's fading memories on tourism destination brands' 
attachment: locus of control theory application. Current Issues in Tourism 25(8): 1198-
1202. 

Schmalz, S., and U.R. Orth. 2012. Brand Attachment and Consumer Emotional Response to 
Unethical Firm Behavior. Psychology & Marketing 29(11): 869-884.  

Schmitt, B. 2012. The consumer psychology of brands. Journal of Consumer Psychology 22(1): 
7-17.  

Schmitt, B. 2013. The consumer psychology of customer-brand relationships: Extending the 
AA Relationship model. Journal of Consumer Psychology 23(2): 249-252.  

Schmitz, J. 2021. Three Steps To Follow (On Repeat) To Keep Your Brand Relevant. Forbes. 
Retrieved from: 
https://www.forbes.com/sites/forbescommunicationscouncil/2021/04/13/three-
steps-to-follow-on-repeat-to-keep-your-brand-relevant. Accessed: 22 October 2021  

Sciarrino, J. 2021. Why brand attachment is more important than brand loyalty or preference: 
Opinion. AdAge. Retrieved from: https://adage.com/article/opinion/why-brand-
attachment-more-important-brand-loyalty/2353951. Accessed: 20 October 2021 

Shanahan, T., T.P. Tran, and E.C. Taylor. 2019. Getting to know you: Social media 
personalization as a means of enhancing brand loyalty and perceived quality. Journal of 
Retailing and Consumer Services 47: 57-65. 

Shimul, A. S., and I. Phau. 2018. Consumer advocacy for luxury brands. Australasian Marketing 
Journal 26(3): 264-271.  

Shimul, A. S., and I. Phau. 2022. Luxury Brand Attachment: Predictors, Moderators and 
Consequences. International Journal of Consumer Studies. 
https://doi.org/10.1111/ijcs.12799 

Shimul, A. S., I. Phau, and M. Lwin. 2019. Conceptualising luxury brand attachment: scale 
development and validation. Journal of Brand Management 26(6): 675-690.  

Shimul, A.S., B. Sung, and I. Phau. 2021. Effects of luxury brand attachment and perceived 
envy on schadenfreude: does need for uniqueness moderate? Journal of Consumer 
Marketing 38(6): 709-720. 

Shulga, L. V., J.A. Busser, and B. Bai. 2018. Factors affecting willingness to participate in 
consumer generated advertisement. International Journal of Hospitality Management 
74: 214-223.  

Sirgy, M. J. 1982. Self-concept in critical Review Consumer Behavior. Journal of Consumer 
Research 9(3): 287-300. 

Sirgy, M. J., and C. Su. 2000. Destination image, self-congruity, and travel behavior: Toward 
an integrative model. Journal of Travel Research 38(4): 340-352. 

Snyder, E. E. 1991. Sociology of nostalgia: Sport halls of fame and museums in America. 
Sociology of Sport Journal 8(3): 228-238. 

Spence, M. 1973. ‘Job market signaling’. Quarterly Journal of Economics 87: 355–74. 
Sreejesh, S., A. Sarkar, and S. Roy. 2016. Validating a scale to measure consumer's luxury 

brand aspiration. Journal of Product & Brand Management 25(5): 465-478.  
Swaminathan, V., K.M. Stilley, and R. Ahluwalia. 2009. When Brand Personality Matters: The 

Moderating Role of Attachment Styles. Journal of Consumer Research 35(6): 985-1002.  



41 
 

Tajfel, H. 1974. Social identity and intergroup behaviour. Information (International Social 
Science Council), Sage Publications Sage CA: Thousand Oaks, CA, 13(2): 65-93. 

Takamatsu, S. 2021. The effect of sport team reputation on team attachment and community 
attachment: a comparison of fans, local residents, and sponsors. Sport Management 
Review 24(4): 620-641.  

Tan, T. M., J. Salo, J. Juntunen, and A. Kumar. 2018. A comparative study of creation of self-
brand connection amongst well-liked, new, and unfavorable brands. Journal of Business 
Research 92: 71-80.  

Taylor, S., and R.B. DiPietro. 2020. Assessing Consumer Perceptions of Neolocalism: Making a 
Case for Microbreweries as Place-Based Brands. Cornell Hospitality Quarterly 61(2): 
183-198.  

Thomson, M. 2006. Human brands: Investigating antecedents to consumers’ strong 
attachments to celebrities. Journal of Marketing 70(3): 104-119. 

Thomson, M., D.J. MacInnis, and C.W. Park. 2005. The ties that bind: Measuring the strength 
of consumers’ emotional attachments to brands. Journal of Consumer Psychology 15(1): 
77-91. 

Thorbjørnsen, H., M. Supphellen, H. Nysveen, and P. Egil. 2002. Building brand relationships 
online: A comparison of two interactive applications. Journal of Interactive Marketing 
16(3): 17-34. 

Tomkins, S. S. 1978. Script theory: Differential magnification of affects. University of Nebraska 
Press. 

Torres, J. L. S., M. Rawal, and R. Bagherzadeh. 2021. Role of brand attachment in customers' 
evaluation of service failure. Journal of Product & Brand Management 30(3): 377-391.  

Tran, T. P., C.P. Furner, and P.A. Albinsson. 2021. Understanding drivers and outcomes of 
brand attachment in mobile branded apps. Journal of Consumer Marketing 38(1): 113-
124.  

Tsai, S. P. 2011. Fostering international brand loyalty through committed and attached 
relationships. International Business Review 20(5): 521-534.  

Tsai, S. P. 2014. Love and Satisfaction Drive Persistent Stickiness: Investigating International 
Tourist Hotel Brands. International Journal of Tourism Research 16(6): 565-577.  

Tsiotsou, R. H., K. Alexandris, and T.B. Cornwell. 2014. Using evaluative conditioning to explain 
corporate co-branding in the context of sport sponsorship. International Journal of 
Advertising 33(2): 295-327.  

VanMeter, R., H.A. Syrdal, S. Powell-Mantel, D.B. Grisaffe, and E.T. Nesson. 2018. Don't Just 
"Like" Me, Promote Me: How Attachment and Attitude Influence Brand Related 
Behaviors on Social Media. Journal of Interactive Marketing 43: 83-97.  

Vredeveld, A. J. 2018. Emotional intelligence, external emotional connections and brand 
attachment. Journal of Product & Brand Management 27(5): 545-556.  

Wallin, D. J. 2007. Attachment in psychotherapy. New York: Guilford press. 
Walsh, M. F., A.P. Cui, and D.J. MacInnis. 2019. How to successfully introduce logo redesigns. 

Journal of Brand Management 26(4): 365-375.  
Wang, Y. J., O.J. Butt, and J. Wei. 2011. My identity is my membership: A longitudinal 

explanation of online brand community members' behavioral characteristics. Journal of 
Brand Management 19(1): 45-56.  

Wen, T., T. Qin, and R.R. Liu. 2019. The impact of nostalgic emotion on brand trust and brand 
attachment: An empirical study from China. Asia Pacific Journal of Marketing and 
Logistics 31(4): 1118-1137.  



42 
 

Wolter, J. S., S. Brach, J.J. Cronin, and M. Bonn. 2016. Symbolic drivers of consumer-brand 
identification and disidentification. Journal of Business Research 69(2): 785-793.  

Wu, J. T., J.S. Chen, and W.Y. Dou. 2017. The Internet of Things and interaction style: the effect 
of smart interaction on brand attachment. Journal of Marketing Management 33(1-2): 
61-75.  

Xu, X., K.I. Xue, L.L. Wang, D. Gursoy, and Z.B. Song. 2021. Effects of customer-to-customer 
social interactions in virtual travel communities on brand attachment: The mediating 
role of social well-being. Tourism Management Perspectives 38: 100790. 

Yang, S. B., K. Lee, H. Lee, and C. Koo. 2019. In Airbnb we trust: Understanding consumers' 
trust-attachment building mechanisms in the sharing economy. International Journal of 
Hospitality Management 83: 198-209.  

Youn, S., and N.A. Dodoo. 2021. The power of brand nostalgia: Contrasting brand personality 
dimensions and consumer-brand relationships of nostalgic and non-nostalgic brands. 
Journal of Consumer Behaviour 20(6): 1373-1387. 

Yu, X. L., and C.L. Yuan. 2019. How consumers' brand experience in social media can improve 
brand perception and customer equity. Asia Pacific Journal of Marketing and Logistics 
31(5): 1233-1251.  

Yuan, C. L., S.M. Wang, X.L. Yu, K.H. Kim, and H. Moon. 2021. The influence of flow experience 
in the augmented reality context on psychological ownership. International Journal of 
Advertising 40(6): 922-944. 

Zenker, S., E. Braun, and S. Petersen. 2017. Branding the destination versus the place: The 
effects of brand complexity and identification for residents and visitors. Tourism 
Management 58: 15-27.  

Zhang, Z., and V.M. Patrick. 2021. Mickey D's Has More Street Cred Than McDonald's: 
Consumer Brand Nickname Use Signals Information Authenticity. Journal of Marketing 
85(5): 58-73. 

Zhou, Z. M., Q.Y. Zhang, C.T. Su, and N. Zhou. 2012. How do brand communities generate 
brand relationships? Intermediate mechanisms. Journal of Business Research 65(7): 
890-895.  

Zou, Y., X. Yang, J. Li, Y. Li, and M. Wei. 2022. Differences in automatic emotion regulation 
after social exclusion in individuals with different attachment types. Personality and 
Individual Differences 185: 111296. 

 


