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Abstract
Purpose: Drawing from attachment theory and categorization theory, the present study aims to
investigate the effects of brand attachment and brand passion on consumer purchase intention,
and to explore the moderation effect of product involvement (i.e.a low-involvement convenience
product vs. a high-involvement shopping product) in these relationships.
Design/methodology/approach: To bridge this gap, we recruited n = 205 young consumers to test
the hypotheses using AMOS 24.0 and SPSS 24.0. Exploratory factor analysis, confirmatory factor
analysis, structural equation modeling, and moderation analysis techniques were used as data
analysis methods.
Findings: Results show that when brand attachment and brand passion were assessed, the brand
passion has the highest effect on purchase intention. Moreover, our data reveal that brand attachment is more likely to lead to consumer purchase intention for convenience products, while brand
passion is more promising for increasing consumer purchase intention for high-involvement shopping products. Finally, we provide a detailed discussion of how these results can be applied to both
research and practice.
Implications: This study offers recommendations for how practitioners can strengthen purchase
intentions of convenience and shopping brands in emerging markets.
Originality/value: This study is the first to prove that brand attachment is a driver of purchase intention of low-involvement convenience brands, whereas brand passion is a more prominent predictor
of the purchase intention of high-involvement shopping brands.
Keywords: brand attachment, brand passion, purchase intention, product involvement, young
consumers.
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Introduction
During recent decades, interest in consumer-brand relationships has increased, both
among academics and among brand managers and researchers (Paul, 2015; Gilal et al.,
2019a). One way to understand these relationships focuses on feelings of attachment
and passion (e.g. Park et al., 2010; Gilal et al., 2019b; 2020a), which is what lies at the
core of all strong brand relationships (Dhaliwal, Singh, and Paul, 2020). Attachment
refers to “long-lasting psychological connectedness between human beings” (Bowlby,
1969). Thomson (2006, p. 105) extends this view to human brands and defines “attachment” as the “intensity of a person’s target-specific emotional bond with a human
brand.” Similarly, consumer scholars view brand passion as a “primarily affective,
extremely positive attitude toward a specific brand that leads to the emotional attachment” (Gilal et al., 2018a, p. 91).
Academic research guided by attachment theory suggests that brand attachment is to
predict key consumer-brand outcomes such as willingness-to-pay a premium price
(WTP), word-of-mouth (WOM), and purchase behavior (Gilal et al., 2020a). Consumer
purchase intention – an important feature of consumer behavior –is the term used to
describe the willingness of a customer to buy a certain product or service (Gilal et al.,
2018c). Marketing research offers mixed evidence regarding the impact of brand attachment on purchase intention (Mazar et al., 2008; Bian and Moutinho, 2009). The first
research stream suggests that 65% of satisfied customers do not remain loyal to a firm’s
offerings (White et al., 2016). In other words, customer satisfaction is not sufficient and
is no guarantee of improved customer purchase behavior (Russo et al., 2016), so satisfied
customers may not necessarily be loyal to a firm’s products and services (Pleshko and
Heiens, 2015). Similarly, other studies documented an insignificant impact of brand
attachment on purchase intention (Shah et al., 2012; Raza et al., 2014). In fact, Japutra
et al. (2014) report detrimental outcomes of brand attachment, such as oppositional
brand loyalty and anti-brand actions. By contrast, the second research stream demonstrates that the strength of attachment (bonding) may predict purchase intention
(Kaufmann et al., 2016). A study by Park et al. (2010) that examined consumers’ purchase
intentions shows a positive relationship between brand attachment and consumers’
actual purchase behavior. These mixed results raised the question of whether a brand
attachment is sufficient to achieve actual purchases, and to what extent it is guaranteed to do so. To fill this gap, the present study is designed to explore once and for all
whether consumer purchase behavior is influenced by brand attachment.
Furthermore, studies show that brand passion is also a predictor of many consumer
behavior outcomes, such as WTP a price premium (Swimberghe, Astakhova, and
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Wooldridge, 2014), positive WOM (Herrando et al., 2016; Loureiro et al., 2017), brand
engagement, price insensitivity, social network support (Pourazad and Pare, 2015),
and brand loyalty (Hemsley-Brown and Alnawas, 2016). However, it remains unclear
whether consumer brand passion can be translated into actual purchase behavior. To
bridge this gap, we also aim to examine the impact of brand passion on consumer
purchase intention.
Moreover, besides exploring the separate effects of brand attachment and brand passion, it is practically important to investigate the joint impacts of brand attachment
and brand passion on purchase intention. To fill this gap, we aim to confirm whether
brand attachment or brand passion is the most capable of increasing consumer purchase intention.
Finally, this research intends to examine the moderating effect of product involvement
on the impact of brand attachment (and brand passion) on purchase intention, under
the theoretical lens of categorization theory (CT). Both the authors of CT and its supporters suggest that products can be categorized into low- and high-involvement groups
based on their characteristics (Mervis and Rosch, 1981; Candi et al., 2017). In line
with this rationale, we should examine whether product involvement (i.e. low- vs. high-involvement products) can contribute to enhance or undermine the impact of brand
attachment and brand passion on the purchase intention of young consumers.
In sum, the present research adds to brand management research in multiple ways.
First, this research intends to confirm whether a brand attachment is capable of driving consumer purchase intention. Second, we contribute by exploring whether brand
attachment or brand passion is the most promising in terms of improving consumer
purchase intention. Third, we contribute to the furtherance of prior research by investi
gating whether product involvement can moderate the impact of brand attachment
and brand passion on purchase intention.
In line with earlier cross-sectional studies (Xixiang et al., 2016; Pathen et al., 2017; Chen
et al., 2019), we divided the present study into several parts. We began by looking at
the importance of brand passion and brand attachment, and by setting out the research
questions that our study aims to address. Next, we will give a brief overview of the
existing literature and develop a theoretical framework. Third, we will discuss the
research methods (e.g. participants, procedures, and survey instruments) that we used
to address the research objectives. Fourth, we will present the overall results and then
provide a discussion of each hypothesis in detail. Finally, we will conclude by discussing the implications and highlighting the agendas for further research in this area.
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Literature Review
Brand Attachment and Brand Passion
The concept of attachment can be traced back to an early study by Harlow (1958), who
described attachment as “a personal connection or feeling of kinship.” Later, Bowlby
(1969) provided another definition, referring to attachment as a “long-lasting psychological connectedness between human beings.” Since then, many scholars extended
this view to objects and suggested that individuals can form a strong attachment to
a variety of objects, such as animals (Johnson, Garrity, and Stallones, 1992; Zasloff, 1996),
places (Williams et al., 1992; Manzo, 2003), favorite objects (Nagy and Koles, 2014;
Wallendorf and Arnould, 1988), and gifts (Schultz, Kleine, and Kernan, 1989). Similarly,
many marketing scholars in more recently extend this view of brand attachment by referring to it as an emotional connection between people and brands (Thomson, MacInnis,
and Park, 2005; Park et al., 2010; Jahn, Gaus, and Kiessling, 2012; Gilal et al., 2020a).
This “passion” has a long philosophical history. As such, Vallerand et al. described
a passion for general activities as “a strong inclination toward an activity that individuals love, that they find important, and in which they invest time and energy”
(2003, p. 757). Since then, researchers broadened this definition still more, defining
passion for branded products and documenting brand passion as “a primarily affective,
extremely positive attitude towards a specific brand that leads to the emotional attachment” (Gilal et al., 2018a, p. 91).
Although brand attachment and brand passion share similarities, the two concepts
are theoretically distinct from each other and differ in several critical ways. First,
brand attachment is an emotional connection between people and brands (Thomson,
MacInnis, and Park, 2005), whereas brand passion is viewed as a “positive attitude
toward a specific brand” (Gilal et al., 2018a, p. 91). This suggests that brand attachment
develops affective and cognitive responses, whereas brand passion develops attitudinal
responses (Gilal et al., 2019d). Second, strong brand attachment develops over time and
is often based on interactions between a consumer and a brand (Li et al., 1996), whereas
brand passion arises from how the brand is internalized in one’s identity (Albert,
Merunka, and Valette-Florence, 2008; Swimberghe, Astakhova, and Wooldridge, 2014;
Gilal et al., 2018d). Third, brand passion is based on evaluative judgment,i.e.a sense
of consumer identification toward the brand is critical for establishing a passionate
feeling for the brand (Astakhova et al., 2017; Gilal et al., 2018b; D’lima, 2018), whereas
brand attachment is based on non-evaluative judgment. Fourth, brand attachment is
based on prior brand experiences (Japutra et al., 2014), while these experiences are
not necessarily in order to have brand passion. Fifth, brand passion can be harmonious
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(autonomous internalization) or obsessive (controlled internalization), while brand
attachment varies in strength from “weak” to “strong” (Japutra et al., 2014).

Hypotheses Development
As discussed at the outset, purchase intention is captured by different factors. For
instance, prior investigations indicate that consumer purchase intention can be brought
about, for the most part, by improving perceived quality (Levy and Hino, 2016), celebrity
credibility (Zafar and Rafique, 2012), trust (Hsu, Chang, and Chuang, 2015; Vlachos
and Vrechopoulos, 2012), brand personality (Louis and Lombart, 2010), economic
benefit (Kaufmann et al., 2016), hedonic benefit (Yoo and Lee, 2009), brand credibility
(Hanzaee and Taghipourian, 2012), brand loyalty (Vajarodaya and Fernando, 2017),
and brand attachment (Chavanat, Martinent, and Ferrand, 2009).
Despite the promising influence of the above variables in capturing consumer purchase
intention, the existing literature presents mixed evidence for that influence (Mazar,
Amir, and Ariely, 2008; Bian, and Haque, 2020), in as much that one group of researchers
has documented that brand attachment has an insignificant impact on purchase
intention. For instance, studies by Mazar, Amir, and Ariely (2008) and Bian and
Moutinho (2009) show that consumers can act dishonestly and consider it acceptable
behavior to use a brand without paying a high price. This finding was further supported by Schmalz and Orth (2012) who reveal that brand attachment would lean
toward unethical behavior. Raza et al. (2014) tested the link between brand attachment
and purchase behavior to conclude that brand attachment has little influence in boosting purchase behavior among consumers. By contrast, an increasing number of studies
document that brand attachment does relate positively to key consumer behavior
outcomes. Academic research suggests that brand attachment predicts many consumer
behavior outcomes such as positive WOM, loyalty, WTP a premium price, and repurchase intention (Vlachos et al., 2010; Levy and Hino, 2016). In particular, studies
guided by attachment theory link brand attachment to purchase behavior. For instance,
a study by Schmalz and Orth (2012) investigated customer purchase behavior to
demonstrate that brand attachment significantly enhances purchase behavior. Bidmon
(2017) and Japutra et al. (2014) reveal that consumer purchase intention relating to
original brands is significantly boosted by brand attachment. A recent cross-sectional
research linking brand attachment to purchase intention reports that brand attachment
is a prominent driver of consumer purchase behavior (Kaufmann et al., 2016). In light
of the above empirical evidence and the theoretical logic of attachment theory, the current study hypothesizes that consumer purchase intention can be captured by brand
attachment. Therefore, we expect that:
DOI: 10.7206/cemj.2658-0845.39
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H1: Brand attachment relates positively to consumer purchase intention.
Both researchers and marketers note the significance of brand passion and reveal that
brands that succeeded in creating emotional bonds with their customers (i.e. brand
passion) are likely to see an improvement in consumer behavior outcomes (Gilal et al.,
2018a; 2018b; 2019b). For instance, a study by Swimberghe, Astakhova, and Wooldridge
(2014) examine consumers’ WTP a premium price to show that it is significantly
enhanced by consumer brand passion. Empirical studies that investigate positive WOM
by Loureiro et al. (2017) and Herrando et al. (2016) demonstrate that a consumer’s
brand passion significantly relates to their intention to recommend the target brand.
Pourazad and Pare (2015) and Hemsley-Brown and Alnawas (2016) studied the impact
of brand passion on consumer buying behavior to confirm that brand passion signifi
cantly enhances customer engagement, price insensitivity, and social network support.
Looking collectively at the relevance of the above literature, it seems likely that brand
passion can play an essential role in exploring how a consumer’s passion for a brand
influences the consumer’s purchase intention. Therefore, we expect that brand passion
will have a considerable impact on purchase intention. Thus, we propose that:
H2: Brand passion relates positively to consumer purchase intention.
Besides these direct effects, we may also expect to see an indirect effect of brand
attachment and brand passion on consumer purchase intention through product
involvement. Academic research guided by categorization theory classifies products
as high-or low-involvement based on their characteristics (Mervis and Rosch, 1981;
Candi et al., 2017). High-involvement products are those shopping products whose
purchase decision involves an extensive thought process beforehand; they usually
represent the consumer’s lifestyle, personality, and self-image (Candi et al., 2017;
Stewart et al., 2019). Examples include buying a super-expensive new Richard Mille
watch as worn by Jay-Z, ora new-model Mercedes-Benz. Conversely, low-involvement
products are those convenience products that reflect routine purchase decisions (Bart,
Stephen, and Sarvary, 2014; Candi et al., 2017), such as buying Bright detergent, Lux soap,
Glow & Lovely cream, or Sunsilk shampoo.
Numerous studies note the promising effect of product involvement in strengthening
key consumer behavior outcomes. For example, Bower and Landreth (2001) and Lee
and Thorson (2008) demonstrate that product involvement has a considerable modera
tion effect on the relationship between endorser credibility and consumer purchase
responses. Suh and Youjae (2006) explore the moderation effect of product involvement
and show that high-involvement products positively improve the effect of advertisement
Vol. 29, No. 1/2021
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attitudes on corporate image. Jain et al. (2010) note significant attitudes among consu
mers toward high-involvement products. Kaufmann et al. (2016) explore the moderation of product involvement and concluded that high product involvement can affect
the impact of actual self-congruence on brand attachment. Petty and Cacioppo (1986)
find that high product involvement specifically requires more cognitive effort from
consumers. Meanwhile, when the degree of product involvement is low, consumers
are reluctant to evaluate the information extensively and therefore do not invest their
cognitive efforts in product assessment. Due to low involvement, the product’s worth
is not perceived so highly by consumers, as they are less motivated to evaluate the
novel features and technical capabilities of the product. Therefore, product involvement
has a strong influence on brand attachment outcomes, specifically on purchase intention,
and especially when products have higher risk factors attached to them and are more
emotionally charged. In light of the above literature, we posit that product involvement
can play a significant role in moderating the effects of brand attachment and brand
passion on consumer purchase intention. In particular, the effect of brand attachment
will be stronger for low-involvement convenience products than for high-involvement
shopping products. By contrast, the impact of brand passion will be greater for high-invol
vement products than for low-involvement products. Thus, we expect that:
H3a: The impact of brand attachment on consumer purchase intention will be
much stronger for low- than for high-involvement products.
H3b: The impact of brand passion on consumer purchase intention will be
much stronger for high- than for low-involvement products.
In light of the above discussion, we developed the following theoretical framework
(Figure 1) to be tested using data from young consumers of an emerging market.

Figure 1. Proposed theoretical framework
Product
Involvement
Brand
Attachment
Brand
Passion

H1

H3a
H3b

Purchase
Intention

H2

Source: own elaboration.
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Research Methodology
Participants and the Procedure
Based on the non-probability sampling technique, we contacted young consumers in
two ways. First, subjects were approached in major Pakistan supermarkets. Second,
we approached students during brand management/marketing lectures in Pakistan
business schools located in Karachi, Hyderabad, Sukkur, and Khairpur. Initially,
300 questionnaires were distributed, and after scanning the returned surveys, 95 res
ponses with missing data were removed. The final sample size was 205 (62.90% male,
mean 24.00 years of age, SD = 3.87). The ratio of 1:10 was maintained as per the
sample size criterion defined by Hair et al. (1998). See Table 1 for detailed respondents’
demographics.

Table 1. Demographic characteristics
Categories
Gender
Age
Marriage

Education

Profession

Income (Monthly)

Items

%

Male

62.90%

Female

37.10%

M

24.00

SD

3.87

Single

75.60%

Married

24.40%

School

1.00%

College

20.50%

Bachelors

47.30%

Masters

31.20%

Student

63.40%

Job in Government Sector

8.30%

Job in Private Sector

16.10%

Running Business

12.20%

Under 5,000 PKR

62.40%

5,000–10,000 PKR

1.00%

10,000–30,000 PKR

0.50%

30,000–50,000 PKR

5.40%

50,000 PKR and above

30.70%

Source: own elaboration.
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Participants were given questionnaires and asked to think about a brand (s) to which
they are attached – or for which they are passionate about – or to choose from Nescafé,
Clean & Clear Shampoo, Lux Soap, Surf Excel, Pepsi, Q Mobile, Bata Shoes, Sony TV,
Junaid Jamshed (a clothing brand), or Canon Camera and think about which of these
brands they are particularly attached to and would like to buy. Next, participants
were asked to fill out surveys that mapped the endogenous variable (i.e.purchase
intention), the exogenous variable (i.e. brand attachment and brand passion), and the
moderating (i.e.product involvement) variable.

Measures
Like many marketing studies, we borrowed all scales from prior research (Gilal et al.,
2019d; 2019e). Consumers’ purchase intentions were assessed using Homburg,
Schwemmle, and Kuehnl’s (2015) three-item scale, and the responses were recorded
on a scale from 1 (definitely would not buy) to 5 (definitely would buy). We used three
items to measure brand attachment, borrowed from Ilicic and Webster’s (2014) study,
already been implemented by marketing researchers (Gilal et al., 2020a). Likewise,
subjects indicated their brand passion with ten items borrowed from Gilal et al. (2018a,
2018b). Cronbach’s alphas of consumer purchase intention (α = 0.944), brand attachment (α = 0.878), and brand passion (α = 0.977) were above there commended minimum value of 0.70 (Hair et al., 1998). Finally, based on a focus group discussion with
three professors of marketing, we decided to choose ten brands: Nescafé, Clean & Clear
Shampoo, Lux Soap, Surf Excel, Pepsi, Q Mobile, Bata Shoes, Sony TV, Junaid Jamshed
(a clothing brand), and Canon Camera. The selection was based on acceptance of the
brands in the Pakistani context, the first five were low-involvement convenience
brands, while the latter five were high-involvement shopping brands. We manipulated
product category/involvement by giving respondents the above list of brands. They
were asked to choose one brand to which they are attached and which they would love
to buy and use. We operationalized product category/involvement as 1 = “low involvement” (i.e. convenience brands) and 2 = “high involvement” (i.e. shopping brands).

Exploratory Factor Analysis (EFA)
We first conducted an EFA to test the applicability of each item in the present study’s
settings. Our data reveal a three-factor solution, explaining 84.19% of the total variance. As reflected in Table 2, the Kaiser-Meyer-Olkin value was 0.948, and Bartlett’s
test of sphericity (χ² (120) = 3717.517, p < .001) was significant. Collectively, the EFA
results confirm the appropriateness of the data sample for factor analysis (Reio and
Shuck, 2015).
DOI: 10.7206/cemj.2658-0845.39
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Table 2. Exploratory factor analysis for the three-factors model
Factors

Factor
Loading

Factor 1

% of Variance
Explained

Eigen-Value

Cumulative
% of Variance

Cronbach
α

49.42

7.91

49.42

.977

18.26

2.92

67.68

.944

16.51

2.64

84.19

.878

Brand Passion
BP6

.881

BP5

.878

BP2

.876

BP1

.875

BP4

.872

BP3

.967

BP8

.967

BP10

.961

BP7

.859

BP9

.847

Factor 2
Purchase Intention
PI1

.899

PI2

.885

PI3

.881

Factor 3
Brand Attachment
BA2

.889

BA3

.869

BA1

.845

Note: Kaiser-Meyer-Olkin = 0.948; Bartlett’s Test of Sphericity = 3717.517: p< 0.001; df = 120.
Source: own elaboration. Confirmatory Factor Analysis (CFA).

Next, we conducted a CFA to inspect the suitability of our three-factor model. To this
end, we employed a procedure from past research (see Gilal et al., 2018d) to compare
a three-factor model (i.e. brand attachment, brand passion, and purchase intention)
with other nested models. Our results established that the three-factor model fits the
data better than alternative models (see Figure 2), confirming the uniqueness of each
variable under scrutiny. Table 3 displays the detailed results.
Vol. 29, No. 1/2021
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Table 3. Model comparison: discriminant validity
Model

X 2/df

df

CFI

TLI

IFI

SRMR

RMESA

3-Factors (BA, BP, PI)

1.42

101

.988

.989

.989

.029

.046

2-Factors (BA/BP combined)

4.16

103

.912

.898

.913

.060

.124

1-Factor (BA/BP/PI combined)

8.35

104

.974

.762

.795

.140

.190

Note: BA = Brand attachment; BP = brand passion; PI = purchase intention.
Source: own elaboration.

Figure 2. Confirmatory factor analysis

Source: own elaboration.
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Bivariate Correlation
Table 4 presents the findings of the bivariate analysis, which shows that brand attachment correlates significantly with consumer purchase intention (r = 0.365***). Likewise, brand passion correlates strongly to consumer purchase intention (r = 0.416***).
The results further indicate that the correlation between brand attachment and brand
passion is significantly positive (r = 0.547***). These findings generally support the
theory that consumer purchase intention is significantly influenced by brand attachment (and brand passion).

Table 4. Descriptive statistics
Brand
passion

M

SD

α

Brand
attachment

Brand Attachment

4.539

0.674

.878

1

Brand Passion

4.258

1.047

.977

.416**

1

Purchase Intention

4.038

1.188

.944

.365**

.547**

Variables

Purchase
intention

1

Note: ** p < 0.01, * p < 0.05.
Source: own elaboration.

Structural Equation Modeling (SEM)
Next, we conducted SEM to explore whether brand attachment or brand passion is
more important in predicting consumer purchase intention. The indexes of the proposed SEM demonstrated an excellent fit: CMIN/DF = 1.424; CFI = 0.988; RFI = 0.962;
NFI = 0.97; TLI = 0.986; SRMR = 0.029; RMSEA = 0.046; PCLOSE = 0.654;
AIC = 213.83. See Figure 3 for the detailed results.
Hypothesis 1, presented in Figure 3, proposes a significantly positive link between
brand attachment and purchase intention. Our data support this view (β = 0.18**).
Similarly, Hypothesis 2 posits that there is a significant positive association between
brand passion and consumer purchase intention (β = 0.50***). This theory is further
supported by our data, which indicates that brand passion significantly improves
consumer purchase intention. Collectively, the SEM findings show that both brand
attachment and brand passion have a considerable influence on consumer purchase
intention (see Table 5).
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Figure 3. Estimated theoretical framework

Source: own elaboration.

Table 5. Hypotheses testing
H

Hypothesized Relationship

βeta

CR

H1

Brand Attachment → Purchase Intention

0.18**

2.46

H2

Brand Passion → Purchase Intention

0.50***

6.90

Note: *** p < .001, ** p < 0.01; CR = critical ratio.
Source: own elaboration.

Moderating Effect of Product Involvement
We tested Hypotheses 3a and 3b, which concern the moderating effect of product
involvement, using the procedure endorsed by Preacher, Rucker, & Hayes (2007). Our
data confirm Hypothesis 3a, which posits that the effect of brand attachment on consumer purchase intention is moderated by product involvement (β = -0.499*). We then
conducted the analysis recommended by Aiken, West, and Reno (1991) to examine
DOI: 10.7206/cemj.2658-0845.39
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whether the impact of brand attachment on purchase intention is more prominent for
low – than high-involvement products. Our results, presented in Figure 4, indicate
that consumer purchase intention is better captured by brand attachment when product
involvement is low (β = 0.950***: CI = 0.575 to 1.325) than when product involvement
is high (β = 0.451**: CI = 0.168 to 0.733). In other words, brand attachment has better
results in improving consumer purchase intention for convenience products than for
shopping products (see Table 6).

Figure 4. Two-way interaction effects of brand attachment by product involvement
on purchase intention

Source: own elaboration.

Similarly, H3b posits that the effect of brand passion on purchase intention is moderated
by product involvement. Our data reveal a considerable interaction effect of brand
passion and product involvement on purchase intention (β= 0.287*). Consequently,
H3b is confirmed. We further employed a procedure recommended by Aiken, West,
and Reno (1991) to investigate whether the relationship is more prominent for low – or
high-involvement products. Our results (see Figure 5) revealed that consumer purchase
intention is strengthened more by brand passion when product involvement is high
(β = 0.726***: CI = 0.558 to 0.894) than for a low-involvement product (β = 0.439***:
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CI = 0.224 to 0.654). Together, these findings clearly show that brand attachment is
an important criterion for boosting consumer purchase intention for convenience
products, while brand passion is an important criterion for improving purchase intention for shopping products.

Table 6. Moderation effect of product involvement
(a) Brand attachment as an independent variable
β

t

p

Product Involvement

2.09

1.90

.058

Brand Attachment

1.45

3.56

.000

-0.499

2.10

.037

Conditional
Effect

SE

z

P

LLCI

ULCI

Low Involvement (Convenience Product)

.950

.190

4.99

.000

.575

1.325

High Involvement (Shopping Product)

.451

.143

3.14

.002

.168

.733

Predictor

Brand Attachment xProduct Involvement
Product Involvement 1 SD

F

R2 (Change R2)

12.52

.157 (.018)

(b) Brand passion as an independent variable
β

t

p

Product Involvement

-1.29

-2.11

.036

Brand Passion

.152

.649

.517

Brand Passion x Product Involvement

.287

2.07

.039

Conditional
Effect

SE

z

P

LLCI

ULCI

Low Involvement (Convenience Product)

.439

.109

4.03

.000

.224

.654

High Involvement (Shopping Product)

.726

.085

8.53

.000

.558

.894

Predictor

Product Involvement 1 SD

F

R2 (Change R2)

36.80

.315 (.015)

Source: own elaboration.

Discussion of Results
The present study is the first attempt to simultaneously determine the impacts of brand
attachment and of brand passion on purchase intention in an emerging market. We add
to brand management research in various ways. First, this study attempted to confirm
whether a brand attachment is capable of producing purchase intention in consumers.
DOI: 10.7206/cemj.2658-0845.39
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Second, we contributed by exploring whether brand attachment or brand passion is
a stronger predictor of actual purchase intention. Third, this study contributed to the
examination of whether the impact of brand attachment and brand passion on the
purchase intent of younger consumers is moderated by product involvement.
Consistent with expectations, our data reveals that consumer purchase intention does
derive from brand attachment. Although this finding differs from some published studies
(Mazar, Amir, and Ariely, 2008; Rizwan et al., 2013; Japutra et al., 2014), it is consistent
with those of Schmalz and Orth (2012), Levy and Hino (2016), Japutra et al. (2014),
and Bidmon (2017), which significantly link brand attachment to consumers’ behavioral
responses such as purchase behavior, WOM, brand loyalty, intention to revisit, and
brand trust, respectively.

Figure 5. Two-way interaction effects of brand passion by product involvement
on purchase intention

Source: own elaboration.

Furthermore, our results show that brand passion had the strongest impact on young
consumers’ purchase intentions. This finding confirms the results of many marketing
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scholars, who suggested that consumer brand passion positively enhances WTP a price
premium, WOM, intention to play a digital game, and brand loyalty (Back, Lee, and
Stinchfield, 2011; Albert, Merunka, and Valette-Florence, 2013; Herrando, Jiménez-Martínez, and Martín-De, 2016; Hemsley-Brown and Alnawas, 2016).
Moreover, the results of our moderation analysis reveal that both brand attachment and
brand passion significantly improved consumer purchase intention for both low-and
high-involvement products. However, while brand attachment relates positively to
consumer purchase intention, this relationship is more promising for low-involvement
convenience products than for high-involvement shopping products. Conversely, brand
passion appears to be more important for boosting consumer purchase intention with
regard to high-involvement shopping. Although these findings are consistent with
Lee, Cheng, and Shih (2017) and Stewart et al. (2019), they differ from some published
studies (Bart, Stephen, and Sarvary, 2014; Candi et al., 2017) that indicate that consu
mer attitude and purchase intention result from both high-involvement convenience
products and low-involvement shopping products. Collectively, these results clearly
show that brand attachment is an important criterion for increasing consumer purchase
intention with regard to convenience products, whereas brand passion is a more important criterion for improving purchase intention for shopping products.

Research Implications
Our study contributes both theoretically and practically to this growing body of brand
management research in several ways. First, we link brand attachment (and brand
passion) to consumer purchase intention under the theoretical framework of attachment theory. Our findings disclose that both brand attachment and brand passion
significantly increase purchase intention among young consumers. Therefore, we help
to broaden the theoretical logic of attachment theory by indicating that consumer
purchase intention can be increased in emerging markets by capturing young consu
mers’ brand attachment and brand passion.
Second, our research supports the validity of the categorization theory (CT) in emerging markets. The authors of the CT and its supporters suggest that products can be
categorized into low- and high-involvement items based on their characteristics (Candi
et al., 2017; Mervis and Rosch, 1981). In the light of the CT, we studied the moderation
of product involvement on the association between brand attachment (and brand
passion) and consumer purchase intention. Particularly, our study illuminated that
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– while brand attachment is an important criterion for increasing purchase intention
for both categories of products –its impact is more promising for low-involvement
convenience products than for high-involvement shopping products. Conversely, brand
passion relates the most positively to young consumers’ purchase intentions regarding
high-involvement shopping products. Accordingly, our contribution helps to broaden
the theoretical notion of CT by reporting the importance of product involvement and
how it matters with regard to increasing young consumers’ purchase intentions.
Third, our data revealed a positive association between brand attachment and consumer purchase intention. Prior research examining the effect of brand attachment
on purchase intention has reported mixed findings. Therefore, this study conclusively
establishes the promising role of brand attachment in improving purchase intention.
Thus, a brand manager seeking to enhance purchase intention may benefit from consider
ing the framework of this body of knowledge and focusing on consumer attachment.
Fourth, this study confirms that brand passion is the factor that has the strongest
impact on consumer purchase intention. Therefore, brand managers wishing to increase
purchase intention among young consumers may consider the findings of this study
and direct their focus on creating, maintaining, and sustaining brand passion among
young consumers.
Fifth, by assessing brand attachment and brand passion, we found that consumer
brand passion had the highest impact on purchase intention. Hence, our study is the
first to shed light on whether brand attachment or brand passion is the most essential
in predicting consumer purchase intention. Thus, brand managers of both high- and
low-involvement products who are aiming to increase purchase intention for their
brands could profitably consider the findings of this research and focus on creating,
maintaining, and enhancing consumer-brand passion.
Finally, our moderation analysis concluded that brand attachment is more effective
at improving purchase intention for low-involvement products (i.e. convenience pro
ducts), while brand passion is more promising for increasing purchase intention for
high-involvement products (i.e. shopping products). These findings are valuable for both
domestic and international managers seeking to increase purchase intention for conve
nience and shopping products. For instance, national managers involved in marketing
convenience products should focus more on creating brand attachment, while managers
of companies marketing shopping products who wish to improve customer purchase
intention should focus more on creating brand passion.
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Limitations and Ways Forward
This study is not without limitations. First, when brand attachment and brand passion
were assessed, our research indicated that brand passion had the highest effect on
consumer purchase intention. These results should be considered carefully as the sample
size of the present study was n = 205 consumers, which cannot be seen to represent
the entire population of Pakistan. Thus, we believe that future research should gather
more data and that a longitudinal experimental design would be required to make our
results generalizable.
Second, the moderation findings indicate that brand attachment is more promising
for boosting purchase intention for low-involvement products, while brand passion is
more promising for increasing purchase intention for high-involvement products. Our
results provide some guidance as to how to improve consumer purchase intention.
However, it is not clear whether brand attachment or brand passion is the most effective factor in increasing purchase intention for convenience versus shopping products
in men versus women (Gilal et al., 2018b; Friedmann and Lowengart, 2019; 2019a).
Thus, we invite branding scholars to fill this gap by developing moderated-moderation
models to compare the impacts of brand attachment and brand passion on young
consumers’ purchase intentions for convenience versus shopping products for both
male and female customers.
An increasing number of international scholars of brand management highlight the
significance of age in segmenting, targeting, and positioning. As such, Gilal et al. (2019a)
noted that compared to young customers, older customers respond much more strongly
to personally and historically nostalgic advertisements with regard to their engagement
in brand resurrection movements. Based on this idea, we invite scholars to extend the
findings of this research by considering the moderating effect of customer age, so as to
better understand how brand attachment and brand passion are linked to purchase intention; that is, whether the impact of brand attachment or brand passion on purchase
intention is stronger for younger or older customers. Finally, we deem it interesting to
explore the antecedents and outcomes of passion for masstige brands in both emerging
and developed market settings (Paul, 2019; Kumar, Paul, and Unnithan, 2020).

Conclusion
Extant literature presents mixed evidence for the impact of brand attachment on key
consumer behavior outcomes. Specifically, one group of researchers noted a signifiDOI: 10.7206/cemj.2658-0845.39
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cantly positive link between brand attachment and purchase intention, while other
researchers documented only a trivial impact of brand attachment on consumer purchase intention. This study conclusively tested a fully-fledged conceptual model comprised of brand attachment and brand passion as independent variables and product
involvement as a moderating variable to assess the impact on the purchase intention
of young consumers in an emerging market. Our data established that the strongest
positive link was between brand passion and purchase intention among young consumers, followed by the effect of brand attachment. Likewise, moderation findings
suggested that while brand attachment is positively related to purchase intention, this
relationship is more promising for low- than high-involvement products. On the other
hand, brand passion is more positively related to young consumers’ purchase intentions with regard to high-involvement products than to low-involvement products. In
light of these results, our study has conclusively confirmed the respective significances
of brand attachment and brand passion in increasing purchase intention among young
consumers in an emerging market.

This research was supported by the National Natural Science Foundation of China (71801120),
the Ministry of Education of Humanities and Social Science Research youth fund project of
China (18YJC630038), and the Shandong Social Science Planning Fund (19CQXJ05).
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