
Jinnah Business Review
Jan 2019, Vol. 7, No. 1, pp. 27-36

Impact of Self Expressive Brands and Brand Attachment on Brand Advocacy:
The Mediating Role of Brand Love
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Abstract. The main objective of this study was to examine the impact of self expressive brands and brand attach-
ment on brand advocacy with the mediating role of brand love. Findings are revealed on the survey of people
who get involved with the Clothing Brand and become brand advocates. Hypotheses were tested with a sample
of 275 respondents and the regression analysis was conducted to test the hypotheses. The results of the study
show the partial mediating impact of brand love on the relationship between self expressive brands and brand
advocacy, while full mediation impact of brand love on brand attachment and brand advocacy relationship has
been observed. This research project highlights that brand love needs to be created along with brand attachment
in customers mind so as to make them brand advocates. The findings of this research will help the marketer for
implementing better marketing techniques to make their brand more strong and recognizable among customers.
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1 Introduction

In the recent years, the marketers came to realize
that the customer’s experience, feedback and reviews
are significant determinants for developing marketing
strategies (Chattopadhyay and Laborie, 2005). So, they
push the customers towards WOM behavior through
direct interaction with customers (Wragg, 2004). Dur-
ing the past few decades, the researchers started paying
attention to the concept of love (Hatfield and Sprecher,
1986). Because of the familiar and favorable signal that
a brand sends, consumers buy the brand with more
comfort, believing that the brand will meet their expec-
tations (Kim et al., 2008). The consumers show greater
love and attachment for brands that reflect their in-
ner self as well as their social self (Carroll and Ahu-
via, 2006). Consequently, their purchase decisions are
mainly based on the symbolic meanings of a prod-
uct, which is used to create and maintain self iden-
tity (Fournier, 1998). Such type of brand identification
with oneself helps in creating positive feeling towards
a specific brand called brand love (Hwang and Kan-
dampully, 2012). For a brand love, the consumers are
required to be attached to that brand so as to feel that if
that brand is missed or matchless, they don’t have the
same brand (Hazen and Shaver, 1987). The concept of
attachment was first taken from the attachment theory
of psychology. Later on different authors have stud-
ied this with diverse perspectives as interpersonal rela-
tionships (Bowlby, 2012). According to Bergkvist and

Bech-Larsen (2010), the consumers who have strong
brand identification experience have more brand love
and active engagement. People give positive comments
about a brand and sometimes recommend it to others;
it is asserted that brand advocates are also likely to ac-
cept new brand extensions and to forgive a brand for
wrongdoing (Du et al., 2007).

Nowadays, consumers are facing uncertainty about
brand attributes because of too much clutter of brands
in the competitive market environment (Cătălin and
Andreea, 2014). By choosing a specific brand, an in-
dividual may obtain personal identity as well as so-
cial identity in the society (Fournier, 1998). During
the past few decades, only few researchers have ex-
amined the relationship of brand advocacy and brand
choice. The previous research revealed that the higher
level of brand advocacy enhances the chances of brand
to be included in consideration set (Erdem and Swait,
2001). This research study extends previous work on
brand advocacy and it will provide a good insight into
the application of branding theory through consumer-
object relationships. Furthermore, managerial implica-
tions for developing effective brand management sys-
tem that appeal to customers will also be highlighted
in this study (Sheeraz et al., 2012).

Creating the customer engagement is considered as
an important business practice for establishing sustain-
able competitive advantage, so as to predict the future
business performance (Brodie et al., 2013). The con-
cept helps the firm in maintaining long term consumer-
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brand relationships, which states that customers form
relationship with the brands which they like the most
(Fournier, 1998). The customer engagement is desired
by the marketers because it leads to sales growth and
also enhances the firm’s profitability (Sashi, 2012). The
marketers should position the brands according to the
consumer’s preference and lifestyle (Cătălin and An-
dreea, 2014). The results of the study are beneficial for
brand managers as they can use different marketing
tools to make their brand more strong and recognizable
for increased profits (Sheeraz et al., 2012).

This study has considerable importance from man-
agerial aspect as it would indicate that if brand love
influences the customer’s perception towards a certain
brand in a positive way and affect their purchase in-
tension through the effect of positive word of mouth,
then the firm should create the feeling of love by com-
municating the right message about the brand that is
relevant to customers’ identity and encourage them to
“express yourself” through association with the brand
(Hwang and Kandampully, 2012). Furthermore, the
aim of the study is to add more knowledge to the exist-
ing literature on brand advocacy specifically in clothing
industry.

2 Literature Review

2.1 Brand Advocacy

During the past few decades, the academic society
and practitioners have started paying attention to the
concept of brand advocacy. The customers consider
advocacy as an influential source of information, be-
cause it is derived from a less biased source (Herr et al.,
1991). When a customer makes connection with a par-
ticular brand, the connection leads him to advocacy as
the customer willingly spreads positive WOM about
the brand (Anderson, 1998). Du et al. (2007) defined
the brand advocacy as “to accept new brand extensions
and to forgive a brand for wrongdoing”. According
to Harrison-Walker (2001) the customer’s commitment
with a brand and the quality of service motivates the
customers to advocate the brand among others. Brand
advocacy is one form of value creation. The two dimen-
sions of brand advocacy are words of mouth and brand
acceptance (Wallace et al., 2014). Words of Mouth ad-
vocacy is considered as an important tool for brand de-
velopment. It can be defined as the process of shar-
ing information and opinions about a particular prod-
uct or service among customers (Jalilvand et al., 2011).
Words of mouth are created from friends, relatives, pro-
fessionals and experts, etc (Senecal and Nantel, 2004).
Whenever the company introduces new product, the
customers accept the brand, recommend this to others
and forget the wrongdoing of brand (Du et al., 2007).

2.2 Self Expressive Brands and Brand Ad-
vocacy

Self expressive brand refers to a perception that
how well a particular brand will communicate the per-
son’s inner self and boost his/her social self. By obtain-
ing a specific brand, people tend to express to others
what kind of personality they have (Georgescu et al.,
2011). An individual present his/her likeable image
through a specific brand. For example, a young girl
may wear branded dress as to show that she is cool
and stylish (Aaker, 2010). Self expressive brands per-
suade the consumer to accept the brand, develop bond
of affection, become loyal and spread positive WOM
about the brand (Carroll and Ahuvia, 2006). As self ex-
pressive brands have the ability to express customer’s
inner self, as well as social self among others therefore,
the brand must have a clear and distinguish image that
allow customers to show their personal identity to oth-
ers (Karjaluoto et al., 2016).

Many research studies have been conducted to in-
vestigate the impact of brand advocacy on consumer
behavior. When a consumer receives consistent posi-
tive WOM about a brand, then he or she shows stronger
intention to purchase that brand (Mazzarol et al., 2007).
Wallace et al. (2014) investigated the impact of self-
expressive brands on brand advocacy and stated that
the customers like the brand that expresses their so-
cial selves to others and have high probability to ac-
cept new product from the same brand and forget
the wrongdoing. The consumer develops strong bond
and connectedness with a particular brand and tries to
maintain long lasting relationship with the brand by
spreading positive words of mouth about the brand
and accepting its wrongdoing. Because the brand de-
velops symbolic significance to consumer and become
part of his personal identity, self image, and self es-
teem. The relationship leads the customers to brand
advocacy (Rageh Ismail and Spinelli, 2012). So it can
be hypothesized that:

H1: Self-Expressive Brands have positive impact on
Brand Advocacy.

2.3 Brand Attachment and Brand Advocacy

In recent years, the brand attachment gained the
importance in marketing. Attachment is the set of
emotional and cognitive schemas that are used by con-
sumers to create a relationship to connect themselves
with the brand (Thomson et al., 2005). According to
Batra et al. (2012) attachment is an emotional connec-
tion between a person and a brand. In attachment
process, the consumers feel attachment to a particular
brand, think that the brand is matchless, and miss the
brand when the brand is not available to them (Park
et al., 2006). Brand attachment creates emotional asso-
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ciation with a brand. This emotional attachment can
be strengthened by three factors i.e., customer’s associ-
ation with a brand, affection with a brand and a feel-
ing of strong liking towards a brand (Thomson et al.,
2005). The attachment feelings that a consumers de-
velop for a particular brand are the same as they de-
velop attachment in their interpersonal relationships
(Baldwin et al., 1996). Consumer with strong attach-
ment to a brand is more willing to maintain long term
relationship with the brand and produce positive word
of mouth about the brand (Whan Park et al., 2010).

The concept of attachment was first taken from the
attachment theory of psychology (Bowlby, 2012). This
theory explained the deep attachment formed by the
infants with caregivers. When this theory is applied
to consumer brand relationship, the attachment to a
brand is based on trust and consistency of response.
The customer feels attachment to a brand, which is
consistent and always available, maintain relationship
with that brand and become brand advocate. For in-
stance, a consumer decides to wear Hollister Brand be-
cause she feels emotional attachment with that brand.
This feeling of attachment describes a strong bond of
affection between the consumer and the brand (Kleine
et al., 1995). After using that brand she will produce
positive statements and spread positive Word of Mouth
about the brand in her social circle. Hence, the cus-
tomer’s perception of attachment with a particular
brand promotes the advocacy of that brand (Lee and
Workman, 2015). Therefore, it is expected that:

H2: Brand Attachment has positive impact on Brand
Advocacy.

2.4 Self Expressive Brands and Brand Love

Ahuvia (2005) identified that the self expressive
brands help to extend ones’ ‘self ’. When a brand pro-
vides something imperative to a customer, they make
this brand as part of their identity and include it in their
social life (Goldsmith, 2009). Because the consumers
are now aware that the brand is not only linked with
their lifestyle, goals and values but also it is used to ex-
press those values to other people (Berger and Heath,
2007). The favorable characteristic of a brand helps in
creating customer’s self-connection and therefore leads
to intense love and commitment to the brand that keeps
the consumer with the brand and encourages him to
become a brand lover (Loureiro et al., 2012). Based
on cognitive perception, males are more loyal with a
brand than females; as men require detailed informa-
tion about a particular brand or product because of its
technicality. So the company should provide specific
information about the brand to its customers (Pandir
and Yasin, 2017).

Fournier and Mick (1999) identified brand love as
a sort of satisfaction and explained that a satisfied cus-

tomer becomes emotionally attached to a brand and
thus willingly declares love to that brand because the
brand is incorporated in his/her identity. According to
Aaker (2010) self-expressive brands develop a strong
relationship between consumer and the brand. Aggar-
wal (2004) proposed that consumer makes relationship
with brands as they consider them as relationship part-
ners so they show stronger feeling of love and affection
for that brand, which gives social identity and self con-
fidence to them and hence this feeling of self confidence
motivates them to show stronger love and affection to-
wards that brand (Carroll and Ahuvia, 2006). So it is
hypothesized that:

H3: Self Expressive Brands have positive impact on
Brand Love.

2.5 Brand Attachment and Brand Love

Many researchers have widely accepted that attach-
ment is the element of brand love (Loureiro et al., 2012).
According to Lee and Workman (2015) brand attach-
ment develops strong brand loyalty among customers.
The brand attachment creates feeling of love to a brand,
helps to develop interest and to maintain the relation-
ship with the brand in future. A consumer develops
strong affective and cognitive perception of brand in
his mind, which creates feelings of attachment with the
brand Fournier (1998). There is a positive impact of
brand attachment on brand love feeling. This feeling
motivates the consumers to strengthen the trust on the
brand as the interest in the brand leads to maintain long
term relationship and develop feelings of love for that
brand (Loureiro et al., 2012).

The emotional attachment develop strong relation-
ship between customer and the brand, develops posi-
tive feeling for the brand and thus leads to brand love
(Loureiro et al., 2012). The researchers had found that
the psychological attachment to a brand encourages
a customer to show willingness to obtain the brand.
A consumer who is emotionally attached to a brand
feels love towards with the brand, shows repeat pur-
chase intention, spends resources (e.g., money, time
and efforts) to obtain that brand and hence leading
to brand loyalty (Lee and Workman, 2015). The at-
tachment can be formed on the basis of relationship
between an individual and a brand. For instance, the
customers form attachment with luxury brands as the
brands help the customers to enhance their classic im-
age (Park et al., 2006). The consumer with positive ex-
perience of a brand feels strong emotional attachment
to that brand and that emotional attachment leads to
brand love (Carroll and Ahuvia, 2006). It is hypothe-
sized that:

H4: Brand Attachment has a positive impact on Brand
Love.
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2.6 Brand Love and Brand Advocacy

According to (Fournier, 1998) love is a core element
between consumer-brand relationships. The feeling of
love may occur when a consumer possessed love to-
wards a particular brand (Aaker, 1997). The relation-
ship of brand love is deep, long lasting and is con-
sidered as irreplaceable (Albert and Merunka, 2013).
Brand love motivates the customer to produce positive
Words of Mouth about the brand (Batra et al., 2012).
According to Pandir and Yasin (2017), if customer buys
a brand at least once in two weeks, the feeling of love
will be stronger. So, the loyal customers have higher
probability to spread positive Words of Mouth (Bow-
man and Narayandas, 2001). Because the customers
feel love towards the brand that they consider relevant
with their inner self and social self (Cătălin and An-
dreea, 2014) and thus, brand love encourages the cus-
tomers to spread positive words of mouth about the
brand. So the customers produce positive views about
the brand and maintain long lasting relationship with
it (Albert and Merunka, 2013).

During the past few decades, different researchers
have identified different love styles (Albert et al., 2008).
Carroll and Ahuvia (2006) found the positive impact
of brand love on word of mouth behaviour. When the
satisfaction level of customer increases by experiencing
a brand, s/he may spread positive opinion about the
brand (Anderson, 1998). Brand passion is positively as-
sociated with evangelism, where people produce pos-
itive WOM about the brand and persuade others to
make association with the same brand (Matzler et al.,
2007). Bıçakcıoğlu et al. (2018) revealed that brand love
is a powerful source of word of mouth communication,
which states that stronger feeling of love encourage
customers to spread positive words of mouth about a
brand among their family, friends etc. So it is expected
that:

H5: Brand Love has a positive impact on Brand Advo-
cacy.

2.7 Mediating role of Brand Love

Carroll and Ahuvia (2006) stated that the brands
which are more likely to enhance customer’s iden-
tity have stronger affecting responses and hence cre-
ate brand advocacy. When the people get involved
with the brand, they feel love towards that brand, be-
come brand advocates and produce positive word of
mouth about the brand (Wragg, 2004). An individ-
ual may develop strong connection with the brand so
to satisfy his/her psychological needs, to show iden-
tity and to make connection with others (Wallendorf
and Arnould, 1988). Although the concept of eWOM is
growing day by day, but the consumers consider tradi-
tional word of mouth more secure and safe for sharing

their views about the product (Karjaluoto et al., 2016).
The WOM behavior is affected by the nature of self-
expressive brand. If the brand is more self-expressive,
the consumer will strongly engage in positive words of
mouth. Because people want to make connection with
brands so to feel sense of love for them. So, when a
brand meets with both the actual and desired integra-
tion level of customer and enhances his or her sense of
self, the person feels love for that brand and becomes
brand advocate (Carroll & Ahuvia, 2006).

According to Bergkvist and Bech-Larsen (2010) cus-
tomers who have a stronger bond of affection with the
brand express more brand love, and produce positive
WOM about the brand (Wragg, 2004). The attachment
shows the behavioral intention of the customer that
how a customer responses to a specific brand. So, a
customer with strong brand attachment will use emo-
tional, cognitive and financial resources to obtain that
brand (Fedorikhin et al., 2008). The customers with
emotional attachment with a brand become active
brand advocates and make the brand active through
higher level of involvement and word of mouth. The
marketers can forecast the number of actual purchase
of the brand, brand attitude, brand need and the pur-
chase share of the brand through brand attachment
(Whan Park et al., 2010). The strong attachment to a
brand increases the brand loyalty among customers
and they are ready to pay price premium. The cus-
tomer’s emotional attachment to a brand results in
brand love, brand connection and brand affection and
thus, consumer with strong brand attachment is more
committed to the brand and maintain long term rela-
tionship with the firm (Thomson et al., 2005). So it is
hypothesized that:

H6: Brand Love mediates the positive relationship be-
tween Self-Expressive Brands and Brand Advocacy.

H7: Brand Love mediates the positive relationship be-
tween Brand Attachment and Brand Advocacy.

Based on the above relationships between vari-
ables, the following framework is developed:

2.8 Interpersonal relationship theory

Triangular theory of interpersonal relationship is
proposed by Sternberg (1986) in which he explained
the interpersonal relationship among the three funda-
mental components of love (i.e., intimacy, passion, and
decision/commitment). The theory states that a con-
sumer develops strong bond and connectedness with a
particular brand and tries to maintain love throughout
his life because the brand develops symbolic meaning
to consumer and becomes a part of his personal iden-
tity (Fournier, 1998). This feeling of love and attach-
ment with the brand persuades him to produce positive



Jinnah Business Review 31

 

 

 

Brand Advocacy Brand Love 

Self-Expressive Brands 

Brand Attachment  

Figure 1: Research Model

statements about that brand (Ahuvia, 2005). The rela-
tionship strength is based on the combination of any of
these three components which leads to brand advocacy
(Rageh Ismail and Spinelli, 2012).

3 Methodology

3.1 Sample and Procedure

To figure out the impact of self expressive brands
and brand attachment on brand advocacy with the me-
diating role of brand love, the primary data have to
be collected. The population of the study includes the
customers of Rawalpindi and Islamabad who used to
wear branded clothes. The data were collected from
both the male and female customers. The quantitative
approach was used to focus on solving the problem un-
der study. As the sampling framework was not avail-
able so the convenience sampling technique was used
to collect data from the respondents within a given time
period.

In the data collection process, self administered
questionnaire was used to collect data about variables
of the theoretical framework. 24.4% respondents were
males and 75.6% were females. Most of customers be-
long to age group of 21-30 years. There were 85.1% cus-
tomers who belong to age group of 21-30 years, 8.4%
were from age group of Below 20 years, 4% were from
age group of 31-40 years while 2.5% were from age
group of 41 and above. The data were gathered from
students, housewives and job holders who mentioned
their favourite clothing brands. There were 70.18% stu-
dents, 8% housewives, 18.55% doing job in public and
private sector while 3.27% were running their own in-
dependent business. Total 300 questionnaires were dis-
tributed, out of which 283 were given back by the re-
spondents. There were 8 questionnaires in which data
were missing. Thus 275 questionnaires were used for
data analysis and the response rate was 92%.

3.2 Scales and Measures

The eight items of Self Expressive Brands were
adopted from Carroll and Ahuvia (2006) and measured
on 5-point Likert scale. First sample item was “This
clothing brand symbolizes the kind of person I really
am inside”. Brand Attachment was measured on 5-

point Likert scale with three items that were adopted
from Fournier (1998); Chang and Chieng (2006) and
Thomson et al. (2005). The item includes “No other
clothing brand can take the place of this brand”. To
measure Brand Love, ten items that were adopted from
Carroll and Ahuvia (2006) and measured on 5- point
Likert scale. The sample item of Brand Love was “This
is a wonderful clothing brand”. Brand Advocacy was
measured using five items. It contains two dimen-
sions: WOM (3 items) and Brand acceptance (2 items).
The items of word of mouth were adopted from Unal
and Aydın (2013) while items of brand acceptance were
adopted from Carroll and Ahuvia (2006); & Du et al.
(2007). The items were measured on 5- point Likert
scales. First item was “I recommend this brand to many
people”. SPSS software was used for data analysis. The
population parameters are estimated through sample
statistics and simple Linear Regression was run to test
the hypothesis.

4 Results

Table 4.1: Reliability Analysis

Variables No of items Alpha
Self Expressive Brands 8 0.876
Brand Attachment 3 0.797
Brand Love 8 0.811
Brand Advocacy 5 0.779

For good reliability, the value of Cronbach’s alpha
should be in the range of 0.7 – 1. Table 4.1 presented
above shows that the Cronbach’s alpha for self expres-
sive brands 0.876, brand attachment is 0.797, brand love
is 0.811 and brand advocacy is 0.779. Hence, the ques-
tionnaire is considered as reliable for further research
analysis.

4.1 Correlation Matrix

Table 4.2 shows the correlation among the vari-
ables. The results indicate that self expressive brand
and brand attachment are positively and significantly
correlated at 0.5252** (r= 0.587). Similarly, self expres-
sive brand is also positvely correlated with brand love
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Table 4.2: Means, Standard Deviations, Correlations & Reliabilities

Variables Mean S.D SEB B.ATT BL B.ADV
Self Expressive Brands 2.237 0.658 1
Brand Attachment 2.521 0.845 0.525** 1
Brand Love 2.132 0.576 0.624** 0.587** 1
Brand Advocacy 2.146 0.558 0.529** 0.457** 0.688** 1

**. Correlation is significant at the 0.01 (99%) level (2-tailed).

and brand advocacy with p at 0.624** and 0.529** re-
spectively. Brand Love has strong positive impact on
Brand Advocacy (r=0.688, value of P=0.01**) and Brand
Attachment also has positive impact on Brand Advo-
cacy at (r=0.475, P=0.01**). The correlation values are
less than 0.8 which shows that none of the variable is
highly correlated and all the variables are significant at
99% confidence interval. Therefore, it provides initial
support for all hypotheses. As all the variables have
value less than 0.8 hence they all are considered as a
separate construct.

4.2 Regression Analysis

Table 4.3 shows the results from regression analysis
of mediation effect of brand love on the relationship be-
tween self expressive brands and brand advocacy and
brand attachment and brand advocacy. To test the me-
diation analysis regression was run based on Preacher
and Hayes model 4. The results shows that the self
expressive brands has significant positive influence on
brand love (β = 0.546, p < 0.05) and brand advocacy (β
= 0.138, p < 0.05). Brand attachment has a positive and
a significant effect on brand love (β = 0.400, p < 0.05)
while nonsignificant effect on brand advocacy with (β
= 0.053, p > 0.05). Brand love has significant impact
on brand advocacy with (β = 0.568, p < 0.05). The ef-
fect size for both the mediation hypotheses with a 95%
confidence interval was (β = 0.310, CI: 0.200 to 0.429)
and (β = 0.248, CI: 0.152 to 0.340) respectively. Since the
95% confidence interval does not contain zero it shows
that the indirect effect is significant and the mediation

is supported. So, it indicates that brand love partially
mediates the relationship of self expressive brands and
brand advocacy and fully mediates the relationship of
brand attachment and brand advocacy. Therefore, the
proposed hypotheses are accepted and proven to be
true.

5 Discussion

The purpose of this study was to explore the im-
pact of self-expressive brands and brand attachment
on brand advocacy in the presence of brand love. The
findings of this research are helpful starting point for
future research, and provide managers the key to gain
more customers attention through brand advocacy. The
findings of first hypothesis showed that self expressive
brand has positive impact on brand advocacy. The re-
sult is consistent with the proposed hypothesis and is
similar to the results of Batra et al. (2012). Previous
researches also identified the positive relationship be-
tween self expressive brands and brand advocacy. Wal-
lace et al. (2014) revealed that the customers want to
show others that what kind of personality they have
so they prefer the brand which expresses their social
selves among others and thus they have a high proba-
bility to accept new product from the same brand, pro-
duce positive words of mouth about it and forget the
wrongdoing.

Brand attachment was found to have positive im-
pact on brand advocacy. This is because, the brand at-
tachment creates positive feeling towards a brand that

Table 4.3: Regression Analysis

Predictor Outcomes
Brand Love Brand Advocacy

Direct Effects β SE t p β SE t p
Self Expressive Brands .546** .041 13.198 .000 .138** .047 2.943 .004
Brand Attachment .400** .033 11.975 .000 .053 .036 1.483 .139
Brand Love .0568** .054 10.583 .000
Indirect effects β SE LLCI ULCI
Brand Love .310 .059 .200 .429

.248 .049 .152 .340

* p= 0.10, ** p = 0.05, *** p = 0.001; ns = not significant



Jinnah Business Review 33

helps to develop interest in that brand and encourages
maintaining the relationship with the brand in future
and thus, the customers present favorable statement for
a particular brand that can enhance the brand adoption
and acceptance and become the brand advocate Keller
(1993). Similarly, it was hypothesized that there is pos-
itive impact of self-expressive brands on brand love.
The result of this hypothesis is in line with the previous
study of Carroll and Ahuvia (2006). The customers cre-
ate strong brand connection with a brand that is unique
in nature. Because the customers consider that the
brand has the ability to express their identity among
their friends, relatives and peers (Kim & Aimee, 2003).
So they show strong love for the brands that helps them
in determining their social self as well as their ideal self
(Carroll and Ahuvia, 2006).

The relationship between brand attachment and
brand love is also significant and the result is corre-
sponding to the study of Loureiro et al. (2012). Accord-
ing to previous researches, consumers have strong feel-
ing of attachment with their love objects (Fournier and
Mick, 1999). The consumer with positive experience
of a brand feels strong emotional attachment to that
brand and that emotional attachment leads to brand
love (Carroll and Ahuvia, 2006). Hence it is proved
that there is positive impact of brand attachment on
brand love. Moreover, brand love is found to have a
positive impact on Brand Advocacy. This hypothesis
is also accepted and the result is similar to the study
of Bergkvist and Bech-Larsen (2010). Thomson et al.
(2005) stated that brand love motivates the customers
to develop strong connection with their favorite brand.
This loved feeling encourages them to accept the brand
and purchase it again and again. So, brand love leads
them to greater brand loyalty, and thus, the customer
produces positive words of mouth about that brand
and develops long lasting relationship with it (Lee &
Workman, 2015).

The findings of hypothesis revealed that self ex-
pressive brands help in creating brand love which ul-
timately encourages the customers to become brand
advocate. The result is similar to the findings of Du
et al. (2007) and Wallace et al. (2014). According to
Batra et al. (2012) the customers express their identity
through their loved brand among others. As, self ex-
pressive brands help the customer in creating brand
love. Thus, the feeling of love towards a brand leads
towards brand advocacy (Du et al., 2007). So the
self expressive brand has direct and positive impact
on brand love and brand love mediates the relation-
ship between self expressive brand and brand advo-
cacy (Wallace et al., 2014). Similarly, the hypothesis
that brand attachment has positive impact on brand ad-
vocacy in the presence of brand love is also accepted.
The relationship of brand attachment and brand advo-
cacy is fully mediated by brand love and this result is
in line with past study of Carroll and Ahuvia (2006)

and Loureiro et al. (2012). According to Loureiro et al.
(2012) brand attachment has greater positive impact on
brand love than self expressive brands. The strong
brand attachment motivates the customer to maintain
long lasting relationship with the brand and thus the
customer shows willingness to pay for that brand. So
it is concluded that strong brand attachment increases
the brand loyalty among customers and push them to
pay price premium (Thomson et al., 2005).

5.1 Practical Implications

The results of the present study show that brand
love has partial mediating effect on the relationship be-
tween self expressive brands and brand advocacy and
full mediating effect on the relationship between brand
attachment and brand advocacy. So both the local and
corporate managers can build the brand identity by
communicating the message about the brand that is rel-
evant to customers’ identity (Loureiro et al., 2012). The
positive influence of self expressive brands on brand
love shows that the consumers show greater love to a
brand which helps them to show their personal iden-
tity among others. Therefore, the managers should
highlight the symbolic features of a brand so to leave
positive and long lasting impression on customers,
which will ultimately increase the customer’s love for
that brand (Bıçakcıoğlu et al., 2018). At the present
time, this world became an emotional place where cus-
tomer’s decision making is greatly influenced by their
feelings (Berry, 2000). Due to this reason, the man-
agers must create emotional attachment between the
consumers and brands (Levy and Hino, 2016), by intro-
ducing different promotional strategies so to attract the
customer towards the brand. For instance, incentives
program or family and friends programs, etc. help to
keep the customer attached to the brand and thus feel
emotional attachment to that brand (Lee and Workman,
2015). Furthermore, brand love is positively associated
with brand advocacy so factors like brand quality, em-
ployee training could be considered to make sure that
the customers’ needs are fulfilled accordingly. This will
make the customer more committed to the brand and
will spread positive word of mouth about the brand.
On the other hand, companies can also obtain some re-
turn on investment through such type of actions (Al-
bert and Merunka, 2013).

5.2 Limitations of Study

There are few limitations of the study which were
faced while conducting research process. First of all,
the sample size for this research was very small (i.e.,
275) due to which, the results of this research are not
generalized at a large scale and are applicable only in
the twin cities. Secondly, due to time constraint, con-
venience sampling was used to obtain customer’s re-
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sponse which enhanced the biasness and produced nar-
row result. Sampling frame for this research was also
not available due to which probability sampling tech-
nique could not be used. The variables such as brand
hate, brand jealousy or other are not consider for defin-
ing brand love and a small sample was taken for the
conducting the research accordingly. That is why, the
study is not analyzed in detail and the dimensions of
the variables are also not touched. There was also a fi-
nancial constraint while conducting this research such
as cost of printing, travelling and other expenditures.

5.3 Directions for Future Research

Some future research directions are provided to
overcome the limitations of this study in order to ex-
plore the presented relationship more accurately. In
future research, variables such as brand hate, brand
jealousy brand trust should be taken as mediator in
the model presented above. The dimensions of the
variables should be study in order to get more pre-
cise result. The relationship of brand attachment and
brand advocacy could be studied in future because the
relationship is not thoroughly studied in previous re-
searches. Further study should investigate the relation-
ship between antecedents (consumer, brand or brand
attributes etc) and brand love and which of the follow-
ing have greater impact on brand love. Moreover, sam-
pling technique other than convenient sampling should
be used to get more appropriate results. In future,
the research can be conducted in any other sector (e.g.,
footwear industry) and it will be interesting to consider
different brands or product categories in the research
context. Longitudinal research design can be used to
avoid the common method biased. Sample size can also
be increased to obtain the more accurate results.
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