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There is growing research interest in emotional brand attachment (e.g., Malär et al., 2011; 

Louis and Lombart, 2010; Grisaffe and Nguyen, 2011; Park et al., 2009; Fedorikhin et al., 

2008; Thomson, 2006; Chaplin and John, 2005; Thomson et al., 2005; Fournier, 1998). Past 

studies (e.g., Malär et al., 2011; Aaker, 1999; Belk, 1988) show that emotional brand 

attachment can be created by matching the brand personality with the consumer’s self-

concept. Malär et al. (2011), in particular, conclude that, when the focus is on brand 

personality, actual self-congruence has greater influence on emotional attachment than ideal 

self-congruence. Furthermore, Malär and her colleagues assert that product involvement, self 

esteem, and public self-consciousness increase the positive influence of actual self-concept on 

emotional brand attachment but weaken the impact of ideal self-concept on emotional brand 

attachment.  

Thus, Malär et al.’s (2011) studies cast doubt on the efficacy of marketing efforts aimed at 

creating emotional brand attachment by way of appealing to the consumer’s ideal self-

congruence. The question is: could there be other circumstances in which ideal self-

congruence has some impact on emotional brand attachment?  If such circumstances could be 

identified, marketers would build emotional brand attachment by appealing to ideal self-

congruence given the relevant circumstances. Malär et al. (20011) recognize the need to 

address this question as they recommend that further studies be carried out in this area. We 

are not aware of any studies which have addressed this research question. Consequently, the 



purpose of the present study is to explore the relative importance of actual and ideal self on 

emotional brand image in the context of brand user-imagery.  The study focuses on the 

following three research objectives, in the context of brand user-imagery: (1) to understand 

the influence of perceived actual self on emotional brand attachment, (2) to establish the 

influence of perceived ideal self on emotional brand attachment, and (3) Evaluate the relative 

impact of actual-self versus ideal-self on emotional brand attachment. 

Conceptual framework and Hypotheses 

Figure 1 presents the proposed conceptual framework for this study, built on Malär et al.’s 

(2011) conceptual framework.  

Figure1: Proposed framework: Relative impact of perceived actual and 

ideal self on emotional brand attachment in brand user-imagery context 

 

 

 

 

 

 

 

 

Adapted from Malär et al., 2011, page 36. 
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The dependent variable of the conceptual framework is emotional brand attachment. 

Emotional brand attachment, defined as “the bond that connects a consumer with specific 

brand” (Malär et al. 2011, p. 36), includes feelings of affection, passion, and connection 

towards brands (Malär et al., 2011). Emotional brand attachment is important to marketers 

because it increases loyalty of customers (Malär et al., 2011). Loyal customers readily spread 

positive word of mouth (Carrol and Ahuvia, 2006; Thomson et al., 2005; Fournier 1998), are 

prepared to pay premium prices (Thomson et al. 2005) and willing to overlook mistakes of 

companies (Bauer et al. 2009; Batra et al. 2012 

In the present study, self-concept is conceptualized as two dimensional construct (Malär et al., 

2011). As can be seen in figure 1, the two constructs are ‘actual self‘, which refers to how an 

individual see him/herself (current self-identity), and ‘ideal self’, which defines how an 

individual would like to see him/herself (desired self-identity).  

When the focus is on brand personality, defined as “the set of human characteristics 

associated with a brand” (Aaker, 1997, p 347), consumers can achieve actual self-congruity 

by consuming brands with personality that is similar to actual self (Malär et al., 2011). 

Similarly, ideal self-congruence is achieved when consumers buy products with personality 

that matches ideal self. Thus, actual self-congruity reflects consumer’s perception of a fit 

between the actual self and the brand’s personality, whereas ideal self- congruity can be 

described as a perceived fit between the ideal self and the brand’s personality.  In this study, 

we investigate whether or not ideal self will have greater impact on emotional brand 

attachment than actual self, when the aim is to match self-concept with brand user-imagery. 

Brand user imagery is defined as set of characteristics which are associated with a ‘typical 

user’ of the brand (Aaker, 1996).  



Marketers often use a variety of methods to transfer desirable brand characteristics from 

humans to brands, such as employing presenters and spokespersons with required 

characteristics to appear in the product advertisement (McCracken, 1989, Rossiter and Percy, 

1987), or portraying celebrities using or endorsing the brand (Aaker, 1996; Hayes et al., 

2008). Marketers assume that consumers who hold the celebrities associated with the brand in 

high esteem will transfer such goodwill to the brands endorsed by same celebrities.  In such 

cases, the brands endorsed by the celebrities are expected to appeal to the consumers’ ideal 

self. The Products which appeal to the ideal self are most likely to be highly conspicuous 

products, such as cars, fashion wear, etc.).  

Empirical evidence in past studies demonstrate that celebrities have positive effects on 

attitudes and behaviour of the consumers who admire them when characteristics of celebrities 

match between celebrity and product (e.g. Amos et al., 2008; Atkin and Block 1983; Ohanian, 

1991; Kahle and Homer, 1985; Kamins 1990).  Choi and Rifon’s (2012) past research omitted 

to examine an essential aspect of the endorsement which is the relationship between celebrity 

and customer. Especially, “a match between a consumer’s perception of the celebrity endorser 

and his/hers own ideal self concept”. Choi and Rifon (2012) established that when consumer 

identifies the celebrity’s image as similar to his/her own ideal self-image, the consumer is 

more likely to purchase the product than where there is no match between image of admired 

celebrity and ideal self. In view of the reviewed literature so far, the following 4 hypotheses 

are under consideration. The proposed framework for the present study includes two 

moderating variables, i.e., consumer’s career stage and self-esteem. In summary, the working 

hypotheses of the present study are as follows: 

Main effects 

When the focus is on brand user imagery:- 



H1:  Actual self-congruence has significant impact on emotional brand attachment. 

 H2: Ideal congruence has significant impact on emotional brand attachment. 

H3: Ideal self-congruency has greater impact on emotional brand attachment than actual self-

congruence. 

Moderating effects 

H4: When the consumer is in early career stage, ideal self-congruence has greater impact on 

emotional brand attachment than actual self-congruence. 

H5: When the consumer is in late career stage, ideal self-congruency has lower impact on 

emotional brand attachment than actual self-congruence. 

H5: When self-esteem is low, ideal self-congruence has higher impact on emotional brand 

attachment than actual self-congruence. 

H6: When self-esteem is high, ideal self-congruence has lower impact on emotional brand 

attachment than actual self-congruence. 

Methodology 

 A survey research method will be used to collect data. Respondents will be asked to fill in 

questionnaires through emails. Two familiar brands, endorsed by well know celebrities, will 

be used as references for user brand imager in two separate studies. Study 1 will involve Nike 

shoes while study 2 involves Ray Ban sunglasses. Respondents will be directed to the website 

for the respective brands for each of the studies as shown below. 

(1) Nike shoes: 
https://www.google.co.uk/search?q=nike+celebrity+endorsements+2013&sa=X&espv=2&tb
m=isch&tbo=u&source=univ&ei=kOOqU6W5I8uw7AbXgoCgAg&ved=0CCwQsAQ&biw=1400
&bih=949 

(2) Ray Ban sunglasses: http://www.sunglasses-shop.co.uk/ray-ban/celebrity.aspx 

https://www.google.co.uk/search?q=nike+celebrity+endorsements+2013&sa=X&espv=2&tbm=isch&tbo=u&source=univ&ei=kOOqU6W5I8uw7AbXgoCgAg&ved=0CCwQsAQ&biw=1400&bih=949
https://www.google.co.uk/search?q=nike+celebrity+endorsements+2013&sa=X&espv=2&tbm=isch&tbo=u&source=univ&ei=kOOqU6W5I8uw7AbXgoCgAg&ved=0CCwQsAQ&biw=1400&bih=949
https://www.google.co.uk/search?q=nike+celebrity+endorsements+2013&sa=X&espv=2&tbm=isch&tbo=u&source=univ&ei=kOOqU6W5I8uw7AbXgoCgAg&ved=0CCwQsAQ&biw=1400&bih=949
http://www.sunglasses-shop.co.uk/ray-ban/celebrity.aspx


 

Measurements 

Structural equation modelling (SEM) will be used to test the hypothesised relationships. Data 

will be collected from adult respondents of at least 18 years.   

Measuring variables for main effects 

Emotional brand attachment will be measured using the six-item validated scale widely used 

in previous studies (e.g., Malär et al., 2011; Thomson et al., 2005). 

Sirgy et al.’s (1997) user image based “global” congruity scale will be used to measure the 

User Image self-congruity (UIC) (see Parker, 2009). 

Sirgy et al.’s (1997) user image based “global” congruity scale will be adapted to measure the 

user image- ideal self- congruence.  

Measuring the moderating variables 

Rosenberg’ (1965) ten item Self Esteem Scale will be used to assess self-esteem, following 

same practice in recent studies (e.g.   Malär et al., 2011). 

Career stages will be measured on categories adapted from Cron (1984): (1) Exploration, (2) 

Establishment, (3) Maintenance, and (4) Disengagement  
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