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Abstract 
Deeply rooted in the fields of medicine and psychiatry, obsessive-

compulsive behavior continues to gain considerable attention in marketing. 

This study aims to examine the major factors driving obsessive-compulsive 

buying behavior and the mediating role of brand attachment in Kuwait. The 

study used partial least squares structural equation modeling (PLS-SEM) on 

a random sample of 302 branded apparel consumers. The results show that 

materialism and utilitarian values are positively and significantly related to 

brand attachment, which, in turn, mediates the relation between materialism, 

utilitarian and pleasure values, and obsessive-compulsive buying behavior. 

The study contributes to the literature by investigating the predictors of 

obsessive-compulsive buying behavior in a non-Western collectivist culture. 

Furthermore, the study highlights the essential role played by brand 

attachment as a mediator within the context of branded apparel. 

Keywords: Obsessive-compulsive buying, brand attachment, self-

congruence, materialism, utilitarian value, pleasure value. 

 :ملخص
 لارتب  ا  الوس     ال  ر ر  -  ةالتجاري     العلامات  ذات  الملابس  لشراء  القهري  الوسواس  سلوكالعنوان :  

 - التجارية مةالعلا
 رالبلوشي ، منى محمر جعف إبراه مح اة  المؤلفون : 

لا يزال سلوك الوسواس القهري، المتجذر بعمق في مجالات الط  و  الط  و النفي  ي، يحت  ى باهتم  ا  

 ي ة الت  ي تح  رك س  لوك الش  راء كب ر في مجال التيويق. تهرف هذه الرراسة إلى دراسة العوامل الرئ

اسة نم  وذا المع  ادلات لارتبا  بالعلامة التجارية في الكويت. استخرمت الررالقهري  الر ر الوس   ل

من مي  تهلكي   302( على ع نة عشوائ ة مكونة من  PLS-SEMاله كل ة للمربعات الصغرى الجزئ ة )

ية  الق م النفع ة ترتب  بشكل إيجابي  كب ر الملابس ذات العلامات التجارية.  أظهرت النتائج أن الماد

 ن المادي  ة  الق   م النفع   ة      م المتع  ة، ا  بالعلامة التجارية،  ال  ذي ب  ر ره يتوس    العلا   ة ب   بالارتب

 سلوك الشراء الوسواسي القهري. تيل  الرراسة الضوء على ال  ر ر ااساس  ي ال  ذي يلعب  ط الارتب  ا  

 الملابس ذات العلامات التجارية.بالعلامة التجارية كوس   في س اق 
 . ملابس ، الر ر الوس  واس القهرى ، العلامة التجارية ، الوسلا الكلمات الدالة :

Dr. Hayat . Albloushy 
Dr. Muna Mohammed Jafar 

http://ejos.journals.ekb.eg/
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Introduction 

Consumers tend to communicate their aesthetic preferences 

through “appearance management” products such as branded 

apparel (Guthrie et al., 2008, p. 164), which is defined as any 

apparel owned, controlled, and sold exclusively by a specific 

retailer (Fitzell, 1982). Examples of branded apparel include Zara, 

H&M, Aldo, Mango, and forever 21 branded apparel signals 

uniqueness and symbolize the consumer’s identity and status 

(Cham et al., 2018). The attachment theory (Bowlby, 1979) has 

often been employed in marketing literature to explain the 

emotional bonding between consumers and brands (Chen & 

Dwyer, 2018; VanMeter et al., 2018; Wu et al., 2017). 

Nevertheless, brand attachment is not just an emotion-laden 

construct as “it is reflected by mental representations (rich 

cognitive schemas) that include brand-self cognitions, thoughts, 

and autobiographical brand memories” (Park et al., 2010, p. 3). 

Consumer brand attachment can sometimes take extended periods 

of time to develop as the relationship between the self and the 

brand evolve (MacInnis&Folkes, 2017; Yu & Yuan, 2019).  

Brand attachment has been linked to favorable consumer 

behaviors, including brand loyalty (Japutra et al., 2014; Pansari& 

Kumar, 2017), positive word of mouth (Gomez-Suarez & Veloso, 

2020; Vlachos, 2012), brand trust (Huang et al., 2018), brand 

attitude (Schmalz & Orth, 2012), customer advocacy 

(Shimul&Phau, 2018), customer lifetime value (Thomson et al., 

2005) and stronger positive intentions (Kim & Chao, 2019). 

However, research has also recently started to show that brand 

attachment can result in creating negative consumer behaviors, 

such as schadenfreude, trash-talking, and obsessive-compulsive 

consumption (Japutra et al., 2014, 2019; Jhonson et al., 2011). 

Deeply rooted in the fields of medicine and psychiatry (Mudrack, 

2001), obsessive-compulsive behavior continues to gain 

considerable attention in marketing (Aw et al., 2018; Cheah et al., 

2020; Darrat et al., 2023). Although obsession-compulsion is 

regarded in clinical literature as a personality disorder (Solomon 

javascript:showManusriptDetails(179341)
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et al., 1996), psychological literature views this behavior as a set 

of personality traits that is not tantamount to a disorder (Pollak, 

1997). Recent research found that branded apparel is among the 

top compulsively purchased products (Cheah et al., 2020; Cook 

&Yurchisin, 2017; Ye & Lau, 2018). Therefore, it is imperative to 

understand the basic drivers of such behavior (Valaei& 

Nikhashemi 2017).  

Previous research has linked obsessive-compulsive 

consumer behavior to self-congruence discrepancies, materialism, 

and utilitarian and/or hedonic values (Duroy et al., 2014; Pradhan 

et al., 2018). However, with the notable exception of Cheah et al. 

(2020), the intermediate role of brand attachment in the context of 

obsessive-compulsive consumption has largely been bypassed 

(Gonzalez-Jimenez et al., 2018; Hollenbeck &Kaikati, 2012). In 

this research, we fill this gap as we argue that brand attachment 

mediates the relation between self-congruence discrepancies, 

materialism, utilitarian and/or hedonic values, and obsessive-

compulsive consumer behavior in branded apparel. By so doing, 

we contribute to the scant literature on compulsive buying 

behavior by empirically examining the antecedents of obsessive-

compulsive consumer behavior in Kuwait. More specifically, our 

study makes two major contributions; First of all, this study 

examines the mediating effect of brand attachment on obsessive-

compulsive consumer behavior. Although most of the previous 

studies suggest a direct effect between self-congruence and 

materialism on obsessive-compulsive consumer behavior (Ahn et 

al., 2013; Wallace et al., 2017), a stream of research has argued 

that this effect might be indirect (Ekinci et al., 2008; Nam et al., 

2011; Roy &Rabbanee, 2015). Secondly, although most of the 

existing research examines the positive outcome of self-

congruence and materialism on consumer behavior (Gomez-

Suarez & Veloso, 2020; Vlachos, 2012), this study evaluates the 

negative consequence / dark side of self-congruence and 

materialism on consumer behavior. 

http://ejos.journals.ekb.eg/
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This paper is organized as follows. Part two reviews the 

previous studies and develops the research hypotheses. Part three 

describes the methodology used to carry out the analysis. Part 

four deals with research findings, while Part five discusses the 

research findings. As the final Part deals with research limitations 

and explores potential avenues for future research. 

Literature review and hypotheses development 

Previous studies consider self-brand connections as an 

antecedent to brand attachment (Banerjee & Shaikh, 2022; Gill-

Simmen et al., 2018; Japutra et al., 2018; Vredeveld, 2018). The 

fit between the self-concept and the brand personality is known as 

self-congruence (Aaker, 1999; Sirgy, 1982). Also, argues that the 

self-concept is composed of two different types: the actual self 

and the ideal self (Malar et al., 2011). Japutra et al. (2019, p. 457) 

noted that “the actual self represents the state where individuals 

consider who they really are, whereas the ideal self represents the 

state of individuals’ aspirations of their ideas and goals in the 

future.” Thus, the actual self-congruence represents the perceived 

fit between the actual self and the brand personality, whereas the 

ideal self-congruence reflects the consumer’s perception of the fit 

between the ideal self and the brand personality.  

There has been strong theoretical and empirical support for 

the link between the consumers’ self-concept and brand 

attachment (Kleine et al., 1993; Park et al., 2010; Thomson et al., 

2005). This line of reasoning is based on the idea that emotional 

brand attachment “depends on the degree to which consumers 

view the brand as being part of themselves” (Malar et al., 2011, p. 

37). The actual-self congruence is supported by some basic 

theoretical underpinnings. For example, the self-verification 

theory (Swann, 1983) argues that individuals are constantly 

motivated to verify, validate, and sustain their existing self-

concepts as they search to avoid experiences that threaten their 

sense of self (Swann et al., 1992). On the other hand, the ideal-

self congruence is supported by the self-enhancement theory 

(Ditto & Lopez, 1992). This theory argues that individuals are 

javascript:showManusriptDetails(179341)
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motivated to fulfill their aspirations and their self-esteem 

(Sedikides &Strube, 1997; Higgins, 1987).  

In the consumer behavior literature, the actual and the ideal 

self are found to predict brand attachment (Liu et al., 2012; Roy 

&Rabanee, 2015; Usakli&Baloglu, 2011). For example, Ekinci 

and Riley (2003) found that the ideal self is strongly correlated 

with brand attachment and consumers’ attitudes toward the brand. 

Similarly, Hyun and Han (2015) found that consumers are more 

likely to become attached to brands that better represent their self-

identity and self-esteem. Holenbeck and Kaikati (2012) found that 

consumers prefer brands that invoke both the actual and ideal 

selves. In a similar vein, Kaufmann et al. (2012) found a positive 

influence of both the actual and the aspiration self on emotional 

brand attachment. Finally, Kressmann et al. (2006) found that 

prompt self-verification and self-enhancement motives greatly 

enhance brand attachment. This discussion suggests the following 

hypotheses: 

H1: Actual self-congruence has a positive impact on brand 

attachment. 

H2: Ideal self-congruence has a positive impact on brand 

attachment. 

Materialism represents the importance attached to the 

possession and acquisition of material goods (Johnson &Attmann, 

2009). Thus, materialism reflects consumers’ “attempt to engage 

in the construction and maintenance of the self through the 

acquisition and use of products, services, experiences, or 

relationships that are perceived to provide desirable symbolic 

value” (Kaufmann et al., 2016, p. 5736). Rindfleisch et al. (2009) 

found that through attachment to brands, materialistic consumers 

achieve symbolic security. Pieters (2013) found that consumers 

who fail to obtain interpersonal attachment usually rely on 

material possessions as a secondary attachment. In a similar vein, 

prior research found that materialistic attachment to brands may 

be used by consumers as a substitute for deteriorating social 

http://ejos.journals.ekb.eg/
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connections (Moulding et al., 2017; Rahman et al., 2017). 

Previous research has also established a direct link between 

materialism and brand attachment and brand attitudes (Dittmar, 

2005; Prendergast & Wong, 2003). This discussion suggests the 

following hypothesis: 

H3: Materialism has a positive impact on brand 

attachment. 

Tseng and Lee (2018) noted that brand attachment can be 

influenced by utilitarian and affective or hedonic motivations. 

Utilitarian or functional benefits achieved from brand experience 

are referred to as “cognitive” benefits, whereas the hedonic or 

sensory experience with the brand can result in “emotional” 

benefits (Voss et al., 2003, p. 317). Thus, the hedonic consumer 

value, which basically originated from the hedonic consumption 

theory (Holbrook & Hirschman, 1982), appears to be “more 

particular and individualistic” (Chauhan et al., 2021, p. 405). 

Owing to its expressive and perceptual effects, branded apparel 

has been categorized as products with high hedonic value 

(Rossiter et al., 1991). Prior research has shown that hedonic 

value can be as important as utilitarian value (Duman& Mattila, 

2005; Yang & Mattila, 2016). This line of research has also 

shows that both functional and excitement experienced by the 

consumer during shopping are related positively to emotional 

brand attachment (Ladhari et al., 2017). This discussion suggests 

the following hypotheses: 

H4: Utilitarian value has a positive impact on brand 

attachment. 

H5: Pleasure value has a positive impact on brand 

attachment. 

Previous research found that when consumers are 

emotionally attached to brands, they will be more willing to use 

their personal resources such as time and money to purchase their 

preferred brands (Impett& Gordon, 2010; Park et al., 2010). Thus, 

a strong brand attachment “may lead to higher compulsive buying 
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behavior” (Japutra et al., 2019, p. 458). In fact, several studies 

have linked brand attachment to obsessive-compulsive buying 

behavior (Doron et al., 2009; Horvath &Birgelen, 2015; Kessous 

et al., 2015; O’Guinn& Faber, 1989). These studies found that 

obsessive-compulsive consumers tend to exhibit high emotional 

bonds with brands and a higher predisposition to compulsive 

buying in general. This discussion suggests the following 

hypotheses: 

H6: Brand attachment has a positive impact on obsessive-

compulsive buying behavior. 

Several consumer behavior studies have investigated the 

mediating or moderating role of brand attachment. For example, 

Jahn et al. (2012). Found that brand attachment mediates the 

relation between customer engagement and brand loyalty. Liu et 

al. (2022) reported that brand attachment mediates the relation 

between lifestyle congruence and grocery stores’ loyalty. 

Banerjee and Shaikh (2022) found that brand attachment 

moderates the relation between brand nostalgia and the intention 

to purchase brand extensions. However, with the notable 

exceptions of Japutra et al., 2017, 2018, virtually no studies have 

examined the mediating role of brand attachment within the 

context of undesirable shopping behaviors.  

In their seminal work, Japutra et al., 2017, 2018 found 

support for brand attachment mediating the relation between self-

congruence and compulsive buying behavior. Several authors 

found that brand attachment increases the purchase likelihood, 

which results in compulsive buying (Cheah et al., 2020; Horvath 

&Birgelen, 2015; Kaufmann et al., 2016). Studies also have 

shown that consumers highly attached to brands that resemble 

their actual or ideal selves are more likely to compulsively buy 

such brands (Huang et al., 2017; Kessous et al., 2015). In a 

similar vein, previous research has also demonstrated that there is 

an indirect link between self-congruence and consumer buying 

behavior (Nam et al., 2011; Roy &Rabbanee, 2015), which 

http://ejos.journals.ekb.eg/
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implies that brand attachment plays a mediating role between 

self-congruence and obsessive-compulsive buying behavior.  

Previous research has documented the positive and 

significant link between materialism and obsessive-compulsive 

buying behavior (Moschis, 2017; Reeves et al., 2012). Since 

materialism has also been found to be linked positively to brand 

attachment (Dittmar, 2005; Ridgway et al., 2008), this implies 

that brand attachment may mediate the relation between 

materialism and obsessive-compulsive buying behavior. Finally, 

brand attachment was found to have a mediating effect on the 

relation between both utilitarian and Pleasure values and 

obsessive-compulsive buying behavior (Cheah et al., 2020). This 

discussion suggests the following set of hypotheses: 

H7a: Brand attachment mediates the relation between 

actual self-congruence and obsessive-compulsive buying 

behavior. 

H7b: Brand attachment mediates the relation between ideal 

self-congruence and obsessive-compulsive buying behavior. 

H7c: Brand attachment mediates the relation between 

materialism and obsessive-compulsive buying behavior. 

H7d: Brand attachment mediates the relation between 

utilitarian value and obsessive-compulsive buying behavior. 

H7e: Brand attachment mediates the relation between 

pleasure value and obsessive-compulsive buying behavior. 

Figure 1 shows the conceptual model to be tested in this 

study. As shown in the graph, brand attachment is conceptualized 

as comprising five primary antecedents – actual and ideal self-

congruence, materialism, and utilitarian and hedonic values. 

Brand attachment, in turn, is hypothesized to mediate the relation 

between these antecedents and consumers’ obsessive-compulsive 

buying behavior. 
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Figure 1. Conceptual research model 

 

3. Method 

3.1 Sampling and data collection 

To test the research conceptual model, data were collected 

online through Survey Monkey - a leading survey management 

solution. Following Cheah et al. (2020), three eligibility criteria 

were implemented: (1) the respondent must be a Kuwaiti citizen; 

(2) he or she must be at least 18 years old; and (3) he or she must 

have purchased branded apparel before. The effective sample size 

included 302 consumers who met all eligibility criteria. 

3.2. Survey Tools 

A two-section, self-completion questionnaire was 

developed based on an extensive literature review. The first 

section captured demographic variables, whereas the other section 

consisted of items measuring the study constructs. All items were 

assessed on a five-point Likert-type scale ranging from “strongly 

disagree” to “strongly agree.” Both actual and ideal self-

congruence were measured with three items each taken from 

Malar et al. (2011) and Sirgy et al. (1997), respectively. Examples 

include: “This branded apparel is consistent with how I see 

http://ejos.journals.ekb.eg/
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myself” and “This branded apparel is a mirror image of the 

person I would like to be.” The brand attachment dimensions 

(self-brand connection and brand prominence) were adapted from 

Dwivedi (2014), Stokburger-Sauer et al. (2012), and Han et al. 

(2010). Examples include: “This branded apparel embodies what 

I believe in” and “When buying apparel, I only look for branded 

ones.” Materialism was measured by eight items taken from 

Richins (2004). Examples include: “I admire people who own 

expensive branded apparel”, “I like a lot of luxury branded 

apparel in my life”, and “My life would be better if I owned 

certain branded apparel that I do not have.” The utilitarian and 

hedonic value items were adapted from Babin et al. (1994). 

Examples include: “I only buy branded apparel that I really need” 

and “The branded apparel I buy is fun to use.” Finally, obsessive-

compulsive buying behavior was measured using three items 

taken from Ridgway et al. (2008). Examples include: “My closet 

has unopened shopping bags of this branded apparel” and “Others 

might consider me a shopaholic for this branded apparel.” 

3.3 Procedures 

Following Fastoso and Gonzalez-Jimenez (2020), the 

questionnaire, developed originally in English, was translated into 

Arabic using the double back-translation method (Craig & 

Douglas, 2005). First, the original 29 items of the research tool 

were first translated from the English language into Arabic 

language by a bilingual expert. Second, another bilingual expert 

retranslated the same items back into English. The back-

translation method did not identify any problematic items. 

However, some items were paraphrased to ensure translation 

equivalence (Musa &Pevalin, 2012). 

4. Results 

4.1 Common method variance test 

Because data on both the antecedents and consequences 

were collected using the same Likert-type scale from the same 

respondent, a common-method variance must be checked (Du et 
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al., 2007). We checked for the common-method variance problem 

using Harman’s single-factor test. Podsakoff et al. (2003) argued 

that the common-method variance can pose a problem if the 

exploratory factor analysis (EFA) results in a single non-rotated 

factor solution or if one general factor dominates most of the 

covariance among the measures. Figure 2 shows that the non-

rotated factor solution reveals five factors with eigenvalues > 1, 

with the first-factor accounting for less than the recommended 

limit of 50%, indicating that the common-method variance is not 

a significant problem that might affect the results of the study. 

 

 

 

 

 

 

 

 

Figure 2. Exploratory factor analysis screen plot with 

variance explained 

4.2 Descriptive statistics 

The effective sample included 302 branded apparel 

consumers. 75.2 percent were female. This was to be expected 

because branded apparel “is predominantly targeted towards 

female shoppers” (So et al., 2013). The mean age was 29.9 (SD = 

17.5). 37.7 percent of the respondents have a pre-university 

education, 47.7 percent have a university degree, and 14.6 have a 

graduate degree. The average income in the sample was 1100 KD 

(SD = 8330 KD). Figure 3 depicts the distribution of responses to 

the questionnaire items across the sample.  
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Figure 3. The distribution of questionnaire responses across 

the sample 

4.3 PLS-SEM estimation 

The PLS-SEM statistical technique was used to test the 

research hypotheses. The seminr package was used within the R 

4.2 environment (R Core Team, 2022) to estimate the model 

parameters. Table 1 reports the item loadings, Cronbach’s alpha, 

composite reliability and the average variance extracted (AVE). 

All Cronbach’s alpha and composite reliabilities exceeded the 

cut-off value of 0.70 usually used in the social sciences 

(Bagozzi& Yi, 2012). Thus, the results confirm the internal 

consistency and the convergent validity (AVE > 0.5) of the scales 

used. Discriminate validity was evaluated using the Fornell and 

Larcker (1981) criterion. As shown in Table 2, all constructs 

exhibit satisfactory discriminate validity as the ratio correlation 

values were all less than the threshold of 0.85 (Kline, 2011).  
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Table 1. Factor Loadings, Reliability, and Convergent 

Validity 

  Λ Alpha CR AVE 

AS1 0.780 0.804 0.883 0.716 

AS2 0.894       

AS3 0.859       

IS1 0.905 0.908 0.942 0.845 

IS2 0.936       

IS3 0.916       

M1 0.801 0.912 0.928 0.619 

M2 0.795       

M3 0.823       

M4 0.763       

M5 0.689    

M6 0.832       

M7 0.800    

M8 0.782       

UV1 0.949 0.689 0.931 0.607 

UV2 0.918       

UV3 0.836    

HV1 0.875 0.872 0.818 0.811 

HV2 0.857       

HV3 0.567       

BA1 0.863 0.884  0.913 0.638 

BA2 0.868    

BA3 0.855    

BA4 0.812    

BA5 0.683    

BA6 0.688    

OB1 0.846 0.837 0.902 0.754 

OB2 0.882       

OB3 0.876       

Note: 

Λ = Loadings 

Alpha = Cronbach’s alpha 

CR = Composite reliability 

AVE = Average Variance Extracted 
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Table 2. Discriminant validity – Fornell&Larcker Criterion 

Construct 

  AS IS M UV HV BA OB 

AS 0.846             

IS 0.737 0.919           

M 0.574 0.652 0.787         

UV 0.507 0.589 0.664 0.779       

HV 0.347 0.417 0.431 0.595 0.901     

BA 0.587 0.636 0.782 0.688 0.352 0.799   

OB 0.531 0.599 0.675 0.552 0.498 0.311 0.868 

Having established the validity and reliability through 

measurement model assessment, we assessed the research 

hypotheses via a bootstrapping technique with 5000 iterations as 

shown in Figure 4. As suggested by Hair et al/ (2016), the 

assessment was conducted in two phases: R2 and path 

coefficients. First, the R2for brand attachment (0.69) and 

obsessive-compulsive buying (0.44) indicate medium or high 

predictive power of corresponding constructs. Second, from the 

graph, we see that materialism (β = 0.499, T = 8.736) and 

utilitarian value (β = 0.325, T = 5.109) have a positive impact on 

brand attachment, which supports H3 and H4. The brand 

attachment also was found to have a positive and significant 

impact on obsessive-compulsive buying behavior, which supports 

H6. Surprisingly, actual self-congruence (β = 0.117, T = 1.710) 

and ideal self-congruence (β = 0.089, T = 1.208) do not have any 

direct effect on obsessive-compulsive buying behavior. Contrary 

to H5, the hedonic value (β = -0.134, T = -3.309) has a negative 

and significant effect on brand attachment. Table 3 summarizes 

the results of the direct relationships.  
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Figure 4. Bootstrapped PLS-SEM model. 

Table 3. Direct Relationships 

 Β T 

AS ->BA 0.117 1.710 

IS ->BA 0.089 1.208 

M ->BA 0.499 8.736** 

UV ->BA 0.325 5.109** 

HV ->BA -0.134 -3.309* 

BA ->OB 0.660 15.607*** 

*** p < 0.001; ** p < 0.01; * p < 0.05 

Following Nitzl et al. (2016), the mediation analysis was 

examined via bootstrapping the indirect effect. Table 4 shows that 

brand attachment mediates the relationship between materialism 

and obsessive-compulsive buying behavior (β = 0.329, T = 

7.035), which supports H7c. Similarly, brand attachment mediates 

both the relationship between utilitarian value and obsessive-

compulsive buying behavior (β = 0.329, T = 7.035), which 

supports H7d and also the relation between hedonic value and 

obsessive-compulsive buying behavior (β = 0.088, T = -3.223), 

which supports H7e. However, the results show that there is no 
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mediating influence of brand attachment between actual self-

congruence (β = 0.077, T = 1.727) and ideal self-congruence (β = 

0.058, T = 1.169) and obsessive-compulsive buying behavior, 

which reject H7a and H7b. 

Table 4: Mediation Analysis 

 β T 95% CI 

AS ->BA ->OB 0.077 1.727 (-0.008, 0.167) 

IS ->BA ->OB 0.058 1.169 (-0.039, 0.0158) 

M ->BA ->OB 0.329 7.035** (0.238, 0.422) 

UV ->BA ->OB 0.214 5.218* (0.133, 0.295) 

HV ->BA ->OB -0.088 -3.223* (-0.144, -0.036) 

** p < 0.01; * p < 0.05 

5. Conclusion 

From a theoretical perspective, the results of this study 

contribute to the existing literature on consumer-brand 

relationships in several ways. First, although prior research has 

generally advocated consumers’ identification with their preferred 

brands (Borghini et al., 2021; Hegner et al., 2017), the results of 

this study show that this identification comes with an important 

caveat as a strong brand attachment may lead to undesirable 

consumer behaviors (Lucic et al., 2021; Aw et al., 2018). Thus, 

the major contribution of this research is to show how brand 

attachment operates in relation to negative consumer behaviors. 

In fact, some scholars have noted that companies that condone 

compulsive buying might face ethical dilemmas related to their 

social responsibilities (Horvath &Birgelen, 2015). Thus, if most 

consumers consider the brand irresponsible, this might result in a 

decline in the reputation of the brand in the long run. Second, 

through a series of mediation analyses, this research adds new 

insights into the important mediating role of brand attachment of 

the link between materialism and utilitarian value and obsessive-

compulsive buying behavior. This finding supports a growing 

number of prior studies proposing an indirect link between 

materialism and/or shopping value and brand behaviors (Cifci et 
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al., 2016; Nam et al., 2011). Finally, by conducting the study in 

an Arab nation, we extend the existing obsessive-compulsive 

buying literature conducted mainly in Western countries such as 

the US (Harnish et al., 2017, 2018), Canada (Yi, 2012), and 

Western Europe (Duroy et al., 2018; Maccarrone-Eaglen& 

Schofield, 2018).  

From a practical perspective, the results of this study also 

offer initial empirical evidence showing that materialism and 

utilitarian values drive brand attachment. Because materialist 

consumers seek brands that allow them to join an aspiration social 

group (Shrum et al., 2013), brand managers should strive to 

develop marketing and advertising campaigns that associate their 

brands with prestige and status. For instance, brand managers 

might create exclusive and/or limited-edition product lines geared 

toward materialist consumers. Branded apparel marketers in 

Kuwait should also pay more attention to highlighting the 

importance of the utilitarian aspect of the products. For example, 

branded apparel may be marketed based on its ability to meet 

practical needs and solve practical problems. Finally, although we 

did not find a positive and significant relation between self-

congruence and brand attachment as was the case in research 

conducted in the West, it appears that consumers’ definition of 

self-concept is focused on social dimensions (actual social self 

and ideal social self) (Liu et al., 2022) in a collectivist Arab 

culture. The social self or “the self-glass appearance” (Rabbanee 

et al., 2020, p. 1409) refers to “how the consumer believes 

significant others see him/her.” Thus, branded apparel managers 

should focus on the social motivations behind brand attachment. 

For example, advertising campaigns for branded apparel should 

focus on the social comparison between the self and others by 

highlighting feelings such as envy or jealousy. Finally, since 

brand attachment can lead to obsessive-compulsive buying 

behavior, we argue that policymakers in Kuwait should regulate 

marketing and advertising content that indirectly influences 

obsessive-compulsive buying. One way to do that is by regulating 
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excessive claims related to branded apparel marketing 

communications. 

5. Limitations and future research 

Despite the several contributions of this study to the body 

of knowledge of consumer-brand relationships, it suffers from 

some limitations that future research needs to address. First, the 

study sample is limited to Kuwaiti consumers, which limits the 

generalizability of the results. A cross-cultural research 

examining antecedents of obsessive-compulsive buying behavior 

is needed to test whether the results of this study hold. Second, we 

used five variables as antecedents to the brand attachment. To 

increase the explanatory power of the model used, future research 

may add to this list. For example, Wen et al. (2019) showed that 

brand trust is a major antecedent of brand attachment. Social self-

congruity (Gonzalez-Jimenez et al., 2019) is another potential 

antecedent that can be tested in a collectivistic culture. Future 

research might also add responsiveness, quality, and reputation 

(Japutra et al., 2017). Third, with the exponential growth of online 

shopping, future research should examine brand attachment and 

the obsessive-compulsive buying behavior of branded apparel. 

Prior research found that drivers of online brand attachment 

drivers include social media presence (Tag, 2015), negative 

online information (Chiou et al., 2013), and engagement in 

relevant virtual communities (Brodie et al., 2013; Zhou et al., 

2012). 

References 

• Aaker, J. (1999). The malleable self: The role of self-expression in 

persuasion. Journal of Marketing Research, 36, pp. 45-57. 

• Ahn, T., Ekinci, Y., & Li, G. (2013). Self-congruence, functional 

congruence, and destination choice. Journal of Business Research, 

66, pp. 719-723. 

• Aw, E., Cheah, J., Ng, S., &Sambasivan, M. (2018). Breaking 

compulsive buying-financial trouble chain among young Malaysian 

consumers. Young Consumers, 19, pp. 328-344. 

javascript:showManusriptDetails(179341)


 

The Egyption Journal for Specialzed Studies  23 

Obsessive-Compulsive Behavior to Buy Branded Apparel… http://ejos.journals.ekb.eg 

 
• Babin, B., Darden, W., & Griffin, M. (1994). Work and/or fun: 

measuring hedonic and utilitarian shopping value. Journal of 

Consumer Research, 20, pp. 644-656. 

• Bagozzi, R., & Yi, Y. (2012). Specification, evaluation, and 

interpretation of structural equation models. Journal of the Academy 

of Marketing Science, 40, pp. 8-34. 

• Banerjee, S., & Shaikh, A. (2022). Impact of brand nostalgia on 

intention to purchase brand extensions: Moderating role of brand 

attachment. Journal of Product and Brand Management, 31, pp. 

1005-1017. 

• Borghini, S., Sherry, J., & Joy, A. (2021). Attachment to and 

detachment from favorite stores: An affordance theory perspective. 

Journal of Consumer Research, 47, pp. 890-913. 

• Bowlby, J. (1979). On knowing what you are not supposed to know 

and feeling what you are not supposed to feel. Canadian Journal of 

Psychiatry, 24, pp. 403-408. 

• Brodie, R., Ilic, A., Juric, B., &Hollebeek, L. (2013). Consumer 

engagement in a virtual brand community: An explanatory analysis. 

Journal of Business Research, 66, pp. 105-114. 

• Cham, T., Ng, C., Lim, Y., & Cheng, B. (2018). Factors influencing 

clothing interest and purchase intentions: A study of Generation Y 

consumers in Malaysia. International Review of Retail, Distribution 

and Consumer Research, 28, pp. 174-189. 

• Chauhan, S., Banerjee, R., Chakraborty, C., Mittal, M., Shiva, A., & 

Ravi, V. (2021). A self-congruence and impulsive buying effect on 

user’s shopping behavior over social networking sites: An empirical 

study. International Journal of Pervasive Computing and 

Communications, 17, pp. 401-425. 

• Cheah, X., Chan, T., Ting, H., &Memon, M. (2020). Compulsive 

buying of branded apparel, its antecedents, and the mediating role of 

brand attachment. Asia Pacific Journal of Marketing and Logistics, 

32, pp. 1539-1563. 

• Chen, N., & Dwyer, L. (2018). Residents’ and place satisfaction and 

place attachment on brand building behaviors: Conceptual and 

empirical differentiation. Journal of Travel Research, 57, pp. 1026-

1041. 

• Chiou, J., H, A. & Hsieh, C. (2013). How negative online 

information affects consumers’ brand evaluation: The moderating 

effects of brand attachment and source credibility. Online 

Information Review, 37, pp. 910-926. 

http://ejos.journals.ekb.eg/


 

  خصصة جلة المصرية للدراسات المت الم 

Vol (12) N (41) P (2) January 2024                                       EJOS-2307-1267 (R1) 

24 

• Cifci, S., Ekinci, Y., Whyatt, G., Japutra, A., Molinillo, S., &Siala, 

H. (2016). A cross-validation of consumer-based brand equity 

models: Driving customer equity in retail brands. Journal of Business 

Research, 69, pp. 3740-3747. 

• Cook, s., &Yurchisin, j. (2017). Fast fashion environment: 

Consumer’s heaven or retailer’s nightmare? International Journal of 

Retail and Distribution Management, 45, pp. 143-157. 

• Craig, C., & Douglas, S. (2005). International marketing research. 

John Wiley & Sons: Chichester, UK.  

• Darrat, A., Darrat, M., &Darrat, M. (2023). Does wanting more lead 

to losing control? Examining the psychological drivers of compulsive 

buying. Young Consumers, 24, pp. 56-73. 

• Dittmar, H. (2005). Compulsive buying- a growing concern? An 

examination of gender, age, and endorsement of materialistic values 

as predictors. British Journal of Psychology, 86, pp. 467-491. 

• Ditto, P., & Lopez, D. (1992). Motivated skepticism: Use of 

differential criteria for preferred and non-preferred conclusions. 

Journal of Personality and Social Psychology, 63, pp. 568-584. 

• Doron, G., Moulding, R., Kyrios, M., Nedeljkovic, M., &Mikulincer, 

M. (2009). Adult attachment insecurities are related to obsessive-

compulsive phenomena. Journal of Social and Clinical Psychology, 

28, pp. 1022-1049. 

• Du. S., Bhattacharya, C., & Sen, S. (2007). Reaping relational 

rewards from corporate social responsibility: The role of competitive 

positioning. International Journal of Research in Marketing, 24, pp. 

224-241. 

• Duman, T., & Mattila, A. (2005). The role of affective factors on 

perceived cruise vacation value. Tourism Management, 26, pp. 311-

323. 

• Duroy, D., Sabbagh, O., Baudel, A., &Lejoyeux, M. (2018). 

Compulsive buying in Paris psychology students: Assessment of 

DSM-5 personality traits domains. Psychiatry Research, 267, pp. 

182-186. 

• Dwivedi, A. (2014). Self-brand connection with service brands: 

Examining relationships with performance satisfaction, perceived 

value, and brand relationship quality. Services Marketing Quarterly, 

35, pp. 37-53. 

• Ekinci, Y., & Riley, M. (2003). An investigation of self-concept: 

Actual and ideal self-congruence compared in the context of service 

evaluation. Journal of Retailing and Consumer Services, 10, pp. 201-

214. 

javascript:showManusriptDetails(179341)


 

The Egyption Journal for Specialzed Studies  25 

Obsessive-Compulsive Behavior to Buy Branded Apparel… http://ejos.journals.ekb.eg 

 
• Ekinci, Y., Dawes, P., & Massey, G. (2008). An extended 

model of the antecedents and consequences of consumer satisfaction 

for hospitality services. European Journal of Marketing, 42, pp. 35-

68. 

• Fastoso, F., & Gonzalez-Jimenez, H. (2020). Materialism, 

cosmopolitanism, and emotional brand attachment: The roles of ideal 

self-congruence and perceived brand globalness. Journal of Business 

Research, 121, pp. 429-437. 

• Fitzell, P. (1982). Private labels: Store brands and generic products. 

AVI Publishing Company, Westport, CT. 

• Fornell, C., &Larcker, D. (1981). Evaluating structural equation 

models with unobservable variables and measurement error. Journal 

of Marketing Research, 18, pp. 39-50. 

• Gill-Simmen, L., Macinnis, D., Eisingerich, A., & Park, C. (2018). 

Brand-self connections and brand prominence as drivers of employee 

brand attachment. AMS Review, 8, pp. 128-146. 

• Gomez-Suarez, M., & Veloso, M. (2020). Brand experience and 

brand attachment as drivers of WOM in hospitality. Spanish Journal 

of Marketing, 24, pp. 231-246. 

• Gonzalez-Jimenez, H., Fastoso, F., &Fukukawa, K. (2019). How 

independence and interdependence moderate the self-congruity effect 

on brand attitude: A study of east and west. Journal of Business 

Re4search, 103, pp. 293-300. 

• Guthrie, M., Kim, H., & Jung, J. (2008). The effects of facial image 

and cosmetic usage on perceptions of brand personality. Journal of 

Fashion Marketing and Management, 12, pp. 164-181. 

• Hair, J., Hult, G., Ringle, C., &Sarstedt, M. (2016). A Primer on 

Partial Least Squares Structural Equation Modeling (PLS-SEM). 

Sage Publications. 

• Han, Y., Nunes, J., &Dreze, X. (2010). Signaling status with luxury 

goods: The role of brand prominence. Journal of Marketing, 74, pp. 

15-30. 

• Harnish, R., Bridges, K., &Karelitz, J. (2017). Compulsive buying: 

Prevalence, irrational beliefs and purchasing. International Journal of 

Mental Health and Addiction, 15, pp. 993-1007. 

• Harnish, R., Gump, J., Bridges, K., Slack, F., &Rottschaefer, K. 

(2018). Compulsive buying: The impact of attitudes toward body 

image, eating disorders, and physical appearance investment. 

Psychological Reports, 122, pp. 1632-1650. 

http://ejos.journals.ekb.eg/


 

  خصصة جلة المصرية للدراسات المت الم 

Vol (12) N (41) P (2) January 2024                                       EJOS-2307-1267 (R1) 

26 

• Hegner, S., Fetscherin, M., & van Delzen, M. (2017). Determinants 

and outcomes of brand hate. Journal of Product and Brand 

Management, 26, pp. 13-25. 

• Higgins, T. (1987). Self-discrepancy: A theory relating self and 

affect. Psychological Review, 94, pp. 319-340. 

• Hollenbeck, C., &Kaikati, A. (2012). Consumers’ use of brands to 

reflect their actual and ideal selves on Facebook. International 

Journal of Research in Marketing, 29, pp. 395-405. 

• Holbrook, M., & Hirschman, E. (1982). The experiential aspects of 

consumption: Consumer fantasies, feelings, and fun. Journal of 

Consumer Research, 9, pp. 132-140. 

• Horvath, C., &Birgelen, M. (2015). The role of brands in the 

behavior and purchase decisions of compulsive versus non-

compulsive buyers. European Journal of Marketing, 49, pp. 2-21. 

• Huang, X., Huang, Z., Robert, S., &Wyer, R. (2018). The influence 

of social crowding on brand attachment. Journal of Consumer 

Research, 44, pp. 1068-1084. 

• Huang, Z., Zhang, C., & Hu, J. (2017). Destination brand personality 

and destination brand attachment – The involvement of self-

congruence. Journal of Travel and Tourism Management, 34, pp. 

1198-1210. 

• Hyun, S., & Han, H. (2015). Luxury cruise travelers: Other customer 

perceptions. Journal of Travel Research, 54, pp. 107-121. 

• Impett, E., & Gordon, A. (2010). Why do people sacrifice to 

approach rewards versus to avoid costs? Insights from attachment 

theory. Personal Relationships, 17, pp. 299-315. 

• Jahn, B., Gaus, H., &Kiessling, T. (2012). Trust, commitment, and 

older women: Exploring brand attachment differences in the elderly 

segment. Psychology & Marketing, 29, pp. 445-457. 

• Japutra, A., Ekinci, Y., & Simkin, L. (2014). Exploring brand 

attachment, its determinants and outcomes. Journal of Strategic 

Marketing, 22, pp. 616-630. 

• Japutra, A., Ekinci, Y., & Simkin, L. (2014). Positive and negative 

behaviors resulting from brand attachment. European Journal of 

Marketing, 52, pp. pp. 1185-1202. 

• Japutra, A., Ekinci, Y., Simkin, L., & Nguyen, B. (2018). The role of 

ideal-self congruence and brand attachment in consumers’ negative 

behavior: Compulsive buying and external trash-talking. European 

Journal of Marketing, 52, pp. 683-701. 

javascript:showManusriptDetails(179341)


 

The Egyption Journal for Specialzed Studies  27 

Obsessive-Compulsive Behavior to Buy Branded Apparel… http://ejos.journals.ekb.eg 

 
• Japutra, A., Ekinci, Y., & Simkin, L. (2017). Self-congruence, brand 

attachment and compulsive buying. Journal of Business Research, 

99, pp. 456-463. 

• Jhonson, A., Matear, M., & Thomson, M. (2011). A coal in the heart: 

Self-relevance as a post-exit predictor of consumer anti-brand 

actions. Journal of Consumer Research, 38, pp. 108-125. 

• Johnson, T., &Attmann, J. (2009). Compulsive buying in a product-

specific context: Clothing. Journal of Fashion Marketing and 

Management, 13, pp. 394-405. 

• Kaufmann, H., Vrontis, D., &Mankova, Y. (2012). Perceptions of 

luxury: Idiosyncratic Russian consumer culture and identity. 

European Journal of Cross-Cultural Competence and Management, 

2, pp. 209-235. 

• Kaufmann, H., Petrovici, D., Filho, C., & Ayres, A. (2016). 

Identifying moderators of brand attachment for driving customer 

purchase intention of original vs counterfeits of luxury brands. 

Journal of Business Research, 69, pp. 5735-5747. 

• Kessous, A., Roux, E., &Chandon, J. (2015). Consumer-brand 

relationships: A contrast of nostalgic and non-nostalgic brands. 

Psychology & Marketing, 32, pp. 187-202. 

• Kim, R., & Chao, Y. (2019). Effects of brand experience, brand 

image and brand trust on brand building process: The case of Chinese 

millennial generation consumers. Journal of International Studies, 

12, pp. 9-21. 

• Kleine, R., Kleine, S., &Kernan, J. (1993). Mundane consumption 

and the self: A social-identity perspective. Journal of Consumer 

Psychology, 2, pp. 209-235. 

• Kline, R. (2011). Convergence of structural equation modeling and 

multilevel modeling. In Williams, M. (Ed.). Handbook of 

Methodological Innovation. Sage Publications, Thousand Oaks, CA. 

• Kressmann, F., Sirgy, M., Hermann, A., Huber, F., Huber, S., & Lee, 

D. (2006). Direct and indirect effects of self-image congruence on 

brand loyalty. Journal of Business Research, 59, pp. 955-964. 

• Ladhari, R., Souiden, N., & Dufour, B. (2017). The role of emotions 

in utilitarian service settings: The effects of emotional satisfaction on 

product perception and behavioral intentions. Journal of Retailing 

and Consumer Services, 34, pp. 10-18. 

• Liu, F., Li, J., Mizerski, D., & Soh, H. (2012). Self-congruity, brand 

attitude, and brand loyalty: A study on luxury brands. European 

Journal of Marketing, 46, pp. 922-937. 

http://ejos.journals.ekb.eg/


 

  خصصة جلة المصرية للدراسات المت الم 

Vol (12) N (41) P (2) January 2024                                       EJOS-2307-1267 (R1) 

28 

• Liu, F., Mu, Y., Fu, X., & Liu, Y. (2022). Passionately attached or 

properly matched? The effect of self-congruence on grocery store 

loyalty. British Food Journal, 124, pp. 4054-4071. 

• Lucic, A., Uzelac, M., &Previsic, A. (2021). The power of 

materialism among young adults: Exploring the effects of values on 

impulsiveness and responsible financial behavior. Young Consumers, 

22, pp. 254-271. 

• Maccarrone-Eaglen, A., & Schofield, P. (2018). A cross-cultural and 

cross-gender analysis of compulsive buying behavior’s core 

dimensions. International Journal of Consumer Studies, 42, pp. 173-

185. 

• MacInnis, D., &Folkes, V. (2017). Humanizing brands: When brands 

seem to be like me, part of me, and in a relationship with me. Journal 

of Consumer Psychology, 27, pp. 355-374. 

• Malar, L., Krohmer, H., Hoyer, W., &Nyffenegger, B. (2011). 

Emotional brand attachment and brand personality: The relative 

importance of the actual and the ideal self. Journal of Marketing, 75, 

pp. 35-52. 

• Moschis, G. (2017). Research frontiers on the dark side of consumer 

behavior: The case of materialism and compulsive buying. Journal of 

Marketing Management, 33, pp. 15-16. 

• Moulding, R., Duong, A., Nedeljkovic, M., & Kyrios, M. (2017). Do 

you think that money can buy happiness? A review of the role of 

mood, materialism, self, and cognitions in compulsive buying. 

Current Addiction Reports, 4, pp. 254-261.  

• Musa, A., &Pevalin, D. (2012). An Arabic version of the spiritual 

well-being scale. The International Journal for the Psychology of 

Religion, 22, pp. 119-134. 

• Nam, J., Ekinci, Y., &Whyatt, G. (2011). Brand equity, brand loyalty 

and consumer satisfaction. Annals of Tourism Research, 38, pp. 

1009-1030. 

• Nitzl, C., Roldan, J., & Cepeda, G. (2016). Mediation analysis in 

partial least squares path modeling: Helping researchers discuss more 

sophisticated models. Industrial Management & Data Systems, 116, 

pp. 1849-1864. 

• O’Guinn, T., & Faber, R. (1989). Compulsive buying: A 

phenomenological exploration. Journal of Consumer Research, 16, 

pp. 147-157. 

• Pansari, A., & Kumar, V. (2017). Customer engagement: The 

construct, antecedents, and consequences. Journal of the Academy of 

Marketing Science, 45, pp. 294-311. 

javascript:showManusriptDetails(179341)


 

The Egyption Journal for Specialzed Studies  29 

Obsessive-Compulsive Behavior to Buy Branded Apparel… http://ejos.journals.ekb.eg 

 
• Park, C., MacInnis, D., Priester, J., Eisingerich, A., &Iacobucci, D. 

(2010). Brand attachment and brand attitude strength: Conceptual and 

empirical differentiation of two critical brand equity drivers. Journal 

of Marketing, 74, pp. 1-17. 

• Pieters, R. (2013). Bidirectional dynamics of materialism and 

loneliness: Not just a vicious circle. Journal of Consumer Research, 

40, pp. 615-631. 

• Podsakoff, P., MacKenzie, S., Lee, J., & Podsakoff, N. (2003). 

Common method biases in behavioral research: A critical review of 

the literature and recommended remedies. Journal of Applied 

Psychology, 88, pp. 879-903. 

• Pollak, J. (1997). Obsessive-compulsive personality: A review. 

Psychological Bulletin, 86, pp. 225-241. 

• Pradhan, D., Israel, D., & Jena, A. (2018). Materialism and 

compulsive buying behavior: The role of consumer credit card use 

and impulse buying. Asia Pacific Journal of Marketing and Logistics, 

30, pp. 1239-1258. 

• Prendergast, G., & Wong, C. (2003). Parental influence on the 

purchase of luxury brands of infant apparel: An exploratory study in 

Hong Kong. Journal of Consumer Marketing, 36, pp. 157-169. 

• R Development Core Team (2022). R: A Language and Environment 

for Statistical Computing. R Foundation for Statistical Computing, 

Vienna, Austria (http:www.R-project.org). 

• Rabbanee, F., Roy, R., & Spence, M. (2020). Factors affecting 

consumer engagement on online social networks: Self-congruity, 

brand attachment, and self-extension tendency. European Journal of 

Marketing, 54, pp. 1407-1431. 

• Rahman, M., Albaity, M., & Maruf, B. (2017). The role of religiosity 

on the relationship between materialism and fashion clothing 

consumption among Malaysian generation Y consumers. Social 

Indicators Research, 132, pp. 757-783. 

• Reeves, R., Baker, G., &Truluck, C. (2012). Celebrity worship, 

materialism, compulsive buying, and the empty self. Psychology & 

Marketing, 29, pp. 674-679. 

• Richins, M. (2004). The material value scale: Measurement 

properties and development of a short form. Journal of Consumer 

Research, 31, pp. 209-219. 

• Ridgway, N., Kukar-Kinney, M., & Monroe, K. (2008). An expanded 

conceptualization and a new measure of compulsive buying. Journal 

of Consumer Research, 35, pp. pp. 622-639. 

http://ejos.journals.ekb.eg/


 

  خصصة جلة المصرية للدراسات المت الم 

Vol (12) N (41) P (2) January 2024                                       EJOS-2307-1267 (R1) 

30 

• Rindfleisch, A., Burroughs, J., & Wong, N. (2009). The safety of 

objects: Materialism, existential insecurity, and brand connection. 

Journal of Consumer Research, 36, pp. 1-16. 

• Rossiter, J., Percy, L., & Donovan, R. (1991). A better advertising 

planning grid. Journal of Advertising Research, 31, pp. 11-21. 

• Roy, R., &Rabbanee, F. (2015). Antecedents and consequences of 

self-congruity. European Journal of Marketing, 49, pp. 444-466. 

• Schmalz, S., & Orth, U. (2012). Brand attachment and consumer 

emotional response to unethical firm behavior. Psychology & 

Marketing, 29, pp. 869-884. 

• Sedikides, C., &Strube, M. (1997). Self-evaluation: To thine own self 

be good, to thine own self be sure, to thine own self be better. In 

MarkZarma (ED.). Advances in Experimental Social Psychology, 

Vol. 29, Academic Press, San Diego, pp. 209-269. 

• Shimul, A., &Phau, I. (2018). Customer advocacy for luxury brands. 

Australian Marketing Journal, 25, pp. 264-271. 

• Shrum, L., Wong, N., Arif, F., Chugani, S., Gunz, A., Lowrey, T., 

&Sundie, J. (2013). Reconceptualizing materialism as identity goal 

pursuits: Functions, processes, and consequences. Journal of 

Business Research, 66, pp. 1179-1185. 

• Sirgy, M. (1982). Self-concept in consumer behavior: A critical 

review. Journal of Consumer Research, 9, pp. 287-300. 

• Sirgy, M., Grewal, D., Mangleburg, T., Park, J., Chen, K., Claiborne, 

C., Johar, J., & Berkman, H. (1997). Assessing the predictive validity 

of two methods of measuring self-image congruence. Journal of the 

Academy of Marketing Science, 25, pp. 229-241. 

• So, J., Parsons, A., & Yap, S. (2013). Corporate branding, emotional 

attachment and brand loyalty: The case of luxury fashion branding. 

Journal of Fashion Marketing and Management, 17, pp. 403-423. 

• Solomon, D., Shea, M., Leon, A., Mueller, T., Coreywell, W., Maser, 

J., Endicott, J., & Keller, M. (1996). Personality traits in subjects 

with bipolar I disorder in remission. Journal of Affective Disorder, 

40, pp. 41-48. 

• Stokburger-Sauer, N., Ratneshwar, S., & Sen, S. (2012). Drivers of 

consumer-brand identification. International Journal of Research in 

Marketing, 29, pp. 406-418. 

• Swann, W. (1983). Self-verification: Bringing social reality into 

harmony with the self. In Jerry Suls and Anthony Greenwald (Eds.). 

Social Psychological Perspectives on the self. Vol. 2. Lawrence 

Erlbaum Associates, Hillsdale, NJ. 

javascript:showManusriptDetails(179341)


 

The Egyption Journal for Specialzed Studies  31 

Obsessive-Compulsive Behavior to Buy Branded Apparel… http://ejos.journals.ekb.eg 

 
• Swann, W., Stein-Seroussi, A., &Giesler, R. (1992). Why people 

self-verify? Journal of Personality and Social Psychology, 62, pp. 

392-401. 

• Tag, D. (2015). A study on the influence of convergence benefit of 

Facebook fan page in brand attachment and brand commitment. 

Journal of the Korea Convergence Society, 6, pp. 199-206. 

• Thomson, M., MacInnis, D., & Park, C. (2005). The ties that bind: 

Measuring the strength of consumers’ emotional attachment of 

brands. Journal of Consumer Psychology, 15, pp. 77-91. 

• Tseng, T., & Lee, C. (2018). Facilitation of consumer loyalty toward 

branded applications: The dual-route perspective. Telematics and 

Informatics, 35, pp. 1297-1309. 

• Usakli, A., &Baloglu, S. (2011). Brand personality of tourist 

destinations: An application of self-congruity theory. Tourism 

Management, 32, pp. 114-127. 

• Valaei, N., &Nikhashemi, S. (2017). Generation Y consumers’ 

buying behavior in fashion apparel industry: A moderation analysis. 

Journal of Fashion Marketing and Management, 21, pp. 523-543. 

• VanMeter, R., Syrdal, H., Powell-Mantel, S., Grisaffe, D., &Nesson, 

E. (2018). Don’t just “like” me, promote me: How attachment and 

attitude influence brand behaviors on social media. Journal of 

Interactive Marketing, 43, pp. 83-97. 

• Vlachos, P. (2012). Corporate social performance and consumer-

retailer emotional attachment: The moderating role of individual 

traits. European Journal of Marketing, 46, pp. 1559-1580. 

• Voss, K., Spangenberg, E., &Grohmann, B. (2003). Measuring the 

hedonic and utilitarian dimensions of consumer attitude. Journal of 

Marketing Research, 40, pp. 310-320. 

• Vredeveld, A. (2018). Emotional intelligence, external emotional 

connections and brand attachment. Journal of Product and Brand 

Management, 27, pp. 545-556. 

• Wallace, E., Buil, I., &Chernatony, L. (2017). Consumers’ self-

congruence with a ‘liked’ brand cognitive network influence and 

brand outcomes. European Journal of Marketing, 51, pp. 367-390. 

• Wen, T., Qin, T., & Liu, R. (2019). The impact of nostalgic emotion 

on brand trust and brand attachment: An empirical study from China. 

Asia Pacific Journal of Marketing, 31, pp. 1118-1137. 

• Wu, T., Lu, Y., Gong, X., & Gupta, S. (2017). A study of active 

usage of mobile instant messaging application: An attachment theory 

perspective. Information Development, 33, pp. 153-168. 

http://ejos.journals.ekb.eg/


 

  خصصة جلة المصرية للدراسات المت الم 

Vol (12) N (41) P (2) January 2024                                       EJOS-2307-1267 (R1) 

32 

• Yang, W., & Mattila, A. (2016). Why do we buy luxury experiences? 

International Journal of Contemporary Hospitality Management, 28, 

pp. 1848-1867. 

• Ye, Y., & Lau, K. (2018). Designing a demand chain management 

framework under dynamic uncertainty: An exploratory study of the 

Chinese fashion apparel industry. Asia Pacific Journal of Marketing 

and Logistics, 30, pp. 198-234. 

• Yi, S. (2012). Shame-proneness as a risk factor of compulsive 

buying. Journal of Consumer Policy, 35, pp. 393-410. 

• Yu, X., & Yuan, C. (2019). How consumers’ brand experience in 

social media can improve brand perception and customer equity. Asia 

Pacific Journal of Marketing and Logistics, 31, pp. 1255-1251. 

• Zhou, Z., Zhang, Q., Su, C., & Zhou, N. (2012). How do brand 

communities generate brand relationships? Intermediate mechanisms. 

Journal of Business Research, 65, pp. 890-895. 

 

javascript:showManusriptDetails(179341)


 
 
 
 
 
 
 
 

 المجلــــة

 المصرية
 للدراسات المتخصصة

  شمس جامعة عين –تصدرها كلية التربية النوعية  –محكمة علمية دورية فصلية 
 شمس 

 
 
 

 

 رئيس مجلس الإدارة
 مصطفى السيد أسامة /أ.د

 نائب رئيس مجلس الإدارة
 داليا حسين فهمى /أ.د

 التحرير  رئيس
 علي سـيد إيمان /أ.د

 هيئة التحرير 
 )مصر( أ.د/ محمود حسن اسماعيل 

 )سوريا(  أ.د/ عجاج سليم
 )مصر( أ.د/ محمد فرج

  المغرب() العلالي بعبد الوهاأ.د/  محمد 
 ( السعودية) الضويحي حسين بن محمد د/.أ

 المحرر الفن 
 نجيب محمد أحمد /د

 التحرير  سكرتارية
 يعبد الباق محمد عامر محمد/  د

 إدوارد أسامةأ/                  فأشر ىليل/ أ

  أ/ محمد عبد السلام         أ/ زينب وائل          
 المراسلات : 

م الأستاذ الدكتور/ رئيس سالمراسلات با ترسل
 ى التحرير، على العنوان التال

  –كلية التربية النوعية   –ش رمسيس  365
 26844594/02جامعة عين شمس ت/ 

 الموقع الرسمي: 
ps://ejos.journals.ekb.egtth 

 البريد الإلكتروني:  
egyjournal@sedu.asu.edu.eg 

 6164 - 1687  : الموحد للطباعة الترقيم الدولي

 2682 - 4353ني : الموحد الإلكترو دولي الترقيم ال
 قاط  ن(7) ( : 2023 يونيولة )ج لما تقييم

   (0.3881) :( 2023  أكتوبر) Arcifمعامل ارسيف 

   الثانىالجزء ( ـ 41ـ العدد ) (12المجلد )

 2024 يناير

 الهيئة الاستشاريةللمجلة

 )مصر(  نصار فتحي إبراهيم /أ.د
 ة  استاذ الكيمياء العضوية التخليقي

 شمس  عين جامعة - النوعية  التربية كلية 

 ( مصر)فى مصط السيد أسامة /أ.د
 جامعة عين شمس  -استاذ التغذية وعميد كلية التربية النوعية 

 )الكويت( حمدان  اللطيف دبع أ.د/ اعتدال
 ورئيس قسم الموسيقى استاذ الموسيقى

 الكويت  دولة الموسيقية للفنون العالي  المعهدب 

 )مصر(  نحسالسيد بهنسي  /أ.د
 عين شمس  جامعة – الآداب  كلية – استاذ الإعلام

 )السعودية( الصالح عبدالله   بدر/  د.أ 
 سعود الملك جامعة التربية بكلية  التعليم  استاذ تكنولوجيا

 )الأردن( حداد  نجيب رامى /أ.د
  الأردنية الجامعةوعميد كلية الفنون والتصميم  الموسيقية استاذ التربية

 )الكويت(  البغيلي فايز رشيد أ.د/
 الكويت  دولة الموسيقية للفنون لي العا المعهد عميداستاذ الموسيقى و

 )مصر(  طايع الرؤوف عبد سامى /أ.د
 جامعة القاهرة  –ة الإعلام يكل –استاذ الإعلام 

ورئيس المنظمة الدولية للتربية الإعلامية وعضو مجموعة خبراء  
 الإعلام بمنظمة اليونسكو

 )مصر(  أ.د/ سوزان القليني
 مس جامعة عين ش –كلية الآداب  -استاذ الإعلام

عضو المجلس القومي للمرأة ورئيس الهيئة الاستشارية العليا للإتحاد  
 للمرأة يالأفريقي الأسيو

 )السعودية(  الشاعر إبراهيم الرحمن أ.د/ عبد 
 نايف  جامعة - والاتصال التعليم  استاذ تكنولوجيا

 )الإمارات(المخلافي  غالب نرحمعبد الأ.د/ 
   متعلي تقنيات -تدريس وطرق استاذ مناهج

 المتحدة ارات العربية جامعة الأم –

 )السعودية(  عقيل علوان عمر أ.د/
 المجتمع  خدمة وعميد صةخالا  استاذ التربية

 خالد  الملك جامعة - التربية كلية 

 )السعودية( البراق نافع  ناصر أ.د/
 سعود  الملك بجامعة الاعلام قسم سرئياستاذ الاعلام و

 )العراق(  بدن هاشم أ.د/ ناصر
 الموسيقية  الفنون قسم المسرحية الموسيقى  نياتتق استاذ

 ة رالبص جامعة   -الجميلة  الفنون كلية 

Prof. Carolin Wilson (Canada) 
Instructor at the Ontario institute for studies in 
education (OISE) at the university of Toronto 

and consultant to UNESCO 

Prof. Nicos Souleles (Greece) 
Multimedia and graphic arts, faculty member, 

Cyprus, university technology  

 

 ا .ابجدي   مرتبة ترتيبا   الأسماء( *)

https://ejos.journals.ekb.eg/
mailto:egyjournal@sedu.asu.edu.eg

	04 الغلاف الداخلى الانجليزى 2024 ج2
	02 تصنيف المجلة 2023
	03 محتويات العدد 41 ج2
	12 غلاف حياة & منى  EEEE
	12 حياة & منى  EEE
	01 الغلاف الداخلى عربى 2024 ج 2

