
Brand Attachment:

Constructs,

Consequences,

and Causes

Full text available at: http://dx.doi.org/10.1561/1700000006



Brand Attachment:
Constructs,

Consequences,
and Causes

C. Whan Park

University of Southern California
USA

choong@marshall.usc.edu

Deborah J. MacInnis

University of Southern California
USA

Joseph Priester

University of Southern California
USA

Boston – Delft

Full text available at: http://dx.doi.org/10.1561/1700000006



Foundations and Trends R© in
Marketing

Published, sold and distributed by:
now Publishers Inc.
PO Box 1024
Hanover, MA 02339
USA
Tel. +1-781-985-4510
www.nowpublishers.com
sales@nowpublishers.com

Outside North America:
now Publishers Inc.
PO Box 179
2600 AD Delft
The Netherlands
Tel. +31-6-51115274

The preferred citation for this publication is C. W. Park, D. J. MacInnis and
J. Priester, Brand Attachment: Constructs, Consequences, and Causes, Foundations

and Trends R© in Marketing, vol 1, no 3, pp 191–230, 2006

ISBN: 978-1-60198-100-4
c© 2008 C. W. Park, D. J. MacInnis and J. Priester

All rights reserved. No part of this publication may be reproduced, stored in a retrieval
system, or transmitted in any form or by any means, mechanical, photocopying, recording
or otherwise, without prior written permission of the publishers.

Photocopying. In the USA: This journal is registered at the Copyright Clearance Cen-
ter, Inc., 222 Rosewood Drive, Danvers, MA 01923. Authorization to photocopy items for
internal or personal use, or the internal or personal use of specific clients, is granted by
now Publishers Inc for users registered with the Copyright Clearance Center (CCC). The
‘services’ for users can be found on the internet at: www.copyright.com

For those organizations that have been granted a photocopy license, a separate system
of payment has been arranged. Authorization does not extend to other kinds of copy-
ing, such as that for general distribution, for advertising or promotional purposes, for
creating new collective works, or for resale. In the rest of the world: Permission to pho-
tocopy must be obtained from the copyright owner. Please apply to now Publishers Inc.,
PO Box 1024, Hanover, MA 02339, USA; Tel. +1-781-871-0245; www.nowpublishers.com;
sales@nowpublishers.com

now Publishers Inc. has an exclusive license to publish this material worldwide. Permission
to use this content must be obtained from the copyright license holder. Please apply to now
Publishers, PO Box 179, 2600 AD Delft, The Netherlands, www.nowpublishers.com; e-mail:
sales@nowpublishers.com

Full text available at: http://dx.doi.org/10.1561/1700000006



Foundations and Trends R© in
Marketing

Volume 1 Issue 3, 2006

Editorial Board

Editor-in-Chief:
Jehoshua Eliashberg
University of Pennsylvania

Co-Editors
Teck H. Ho
University of California Berkeley

Mary Frances Luce
Duke University

Editors
Joseph W. Alba, University of Florida
David Bell, University of Pennsylvania
Gerrit van Bruggen, Erasmus University
Pradeep Chintagunta, University of Chicago
Dawn Iacobucci, University of Pennsylvania
Brian Sternthal, Northwestern University
J. Miguel Villas-Boas, University of California, Berkeley
Marcel Zeelenberg, Tilburg University

Full text available at: http://dx.doi.org/10.1561/1700000006



Editorial Scope

Foundations and Trends R© in Marketing will publish survey and
tutorial articles in the following topics:

• B2B Marketing

• Bayesian Models

• Behavioral Decision Making

• Branding and Brand Equity

• Channel Management

• Choice Modeling

• Comparative Market Structure

• Competitive Marketing Strategy

• Conjoint Analysis

• Customer Equity

• Customer Relationship
Management

• Game Theoretic Models

• Group Choice and Negotiation

• Discrete Choice Models

• Individual Decision Making

• Marketing Decisions Models

• Market Forecasting

• Marketing Information Systems

• Market Response Models

• Market Segmentation

• Market Share Analysis

• Multi-channel Marketing

• New Product Diffusion

• Pricing Models

• Product Development

• Product Innovation

• Sales Forecasting

• Sales Force Management

• Sales Promotion

• Services Marketing

• Stochastic Model

Information for Librarians
Foundations and Trends R© in Marketing, 2006, Volume 1, 4 issues. ISSN paper
version 1555-0753. ISSN online version 1555-0761. Also available as a com-
bined paper and online subscription.

Full text available at: http://dx.doi.org/10.1561/1700000006



Foundations and TrendsR© in
Marketing

Vol. 1, No. 3 (2006) 191–230
c© 2008 C. W. Park, D. J. MacInnis and J. Priester
DOI: 10.1561/1700000006

Brand Attachment: Constructs,
Consequences, and Causes

C. Whan Park1, Deborah J. MacInnis2

and Joseph Priester3

1 Marshall School of Business, University of Southern California,
Los Angeles, CA 90089-0443, USA, choong@marshall.usc.edu

2 Marshall School of Business, University of Southern California,
Los Angeles, CA 90089-0443, USA

3 Marshall School of Business, University of Southern California,
Los Angeles, CA 90089-0443, USA

Abstract

This review examines four key issues involved in developing and estab-
lishing strong brand relationships with its customers. The first concerns
the meaning of “brand attachment” and its critical consequences for
brand equity. The second concerns outcomes of brand attachment to
customers and the firm. The third concerns the causes of brand attach-
ment. We articulate the process by which strong brand attachment is
created through meaningful personal connections between the brand
and its customers. We also articulate the identification and manage-
ment of a strategic brand exemplar that allows the firm to create brand
attachment and sustain and grow the brand’s competitive advantages.
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1

Introduction

Work on relationship marketing suggests that developing strong rela-
tionships between consumers and brands is important (Pine II et al.,
1995; Sheth and Parvatiyar, 1995; Fournier and Mick, 1998; Webster
Jr., 2000) given their implications for customer loyalty and price insen-
sitivity (cf. Sheth and Parvatiyar, 1995; Price and Arnould, 1999). In
turn, these customer responses can lower costs and increase company
revenues (Kalwani and Narayandas, 1995; Pine II et al., 1995; Price
and Arnould, 1999).

Unfortunately, little is known about the factors that underlie strong
brand relationships. This review attempts to articulate such factors by
using the theoretical construct of brand attachment. Below, we define
the construct of brand attachment and differentiate it from other con-
structs. As Figure 1.1 shows, we argue that brand attachment is critical
to outcome variables that underscore the brand’s value to the firm (see
also Thomson et al., 2005). We also add to the literature by articu-
lating the antecedents to strong brand attachments, articulating both
the bases on which strong brand attachments form and the market-
ing activities that foster them. As Figure 1.1 shows, we posit that
strong brand-customer attachments derive from the brand’s success at

1

Full text available at: http://dx.doi.org/10.1561/1700000006



2 Introduction

Fig. 1.1 Brand attachment: Construct, consequences, and causes.

creating strong brand self-connections by gratifying, enabling, and/or
assuring the self. These successes are themselves contingent on the effec-
tiveness of marketing activities that use affect, typicality, vividness,
and rich information to foster a strong brand-self connection through
a strategic brand exemplar.

The remaining sections of the review describe the attachment con-
struct, its relationship to other constructs, the nature of brand-self
connections, and the role of strategic brand exemplars in creating these
connections. Theoretical and managerial issues follow in the discussion
section.
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