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Abstract 

Emotional brand attachment has emerged as an important marketing concept that can 

strengthen a brand's performance. One way to create emotional bonds with consumers 

is to match the brand's personality with the consumer's self-concept (i.e. self-

congruence). Nonetheless, research on brand attachment has a strong westernized 

focus leaving a vast majority of the world's population outside the frame of research, 

which limits our understanding of how consumers perception of self form emotional 

attachments to brands across cultures. We address this issue by developing the novel 

construct of ought self-congruence and test a conceptual model in two large scale 

studies including 810 respondents from Sweden and South Korea. The results showed 

similarities as well as unique cultural differences. Brand personalities in line with a 

consumer's actual self-view yield the strongest positive impact on emotional brand 

attachment in both cultures. However, an ideal self-congruent brand only showed a 

positive impact on Swedish consumers or when the self is sculpt independently from 

others. In contrast, South Koreans formed attachments to global brands that were 

congruent with an ought self-perception. A consumer's regulatory focus provides a 

theoretical explanation to the mixed results. Avenues for further research and 

managerial implications are also proposed. 

 

Keywords:  Self-congruence, Emotional Brand Attachment, Brand Personality, Self-

Brand Connections, Self-Construal, Consumer Psychology, Cross-Cultural 

Psychology, Regulatory Focus Theory, Ought Self-congruence 
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1. Introduction 

Researchers and practitioners within the field of marketing have put an enormous 

effort in investigating the underlying mechanisms of emotional brand attachment 

(e.g. Thomson, MacInnis & Park, 2005; Thompson, Rindfleisch & Arsel, 2006; Park, 

MacInnis, Priester, Eisingerich & Iacobucci, 2010; Malär, Krohmer, Hoyer & 

Nyffenegger, 2011; Batra, Ahuvia & Bagozzi, 2012; Dunn & Hoegg, 2014) in order 

to find new ways to create and sustain emotional bonds between brands and 

consumers. Yet, the understanding of how these emotional connections to brands are 

formed across cultures is still limited. Nevertheless, emotional brand attachment can 

be seen as a key marketing construct strengthening a brand's performance through 

increased consumer loyalty (Thomson et al., 2005), positive word-of-mouth (Batra et 

al., 2012) and a higher willingness to pay a premium price (Park et al., 2010). 

Attachment between a person and a specific object can be seen as an emotion-laden 

target-specific bond (Bowlby, 1979). In a marketing context, emotional brand 

attachment thus becomes a link between a consumer and a brand based on the feelings 

of connection, passion and affection (Thomson et al., 2005). One way for marketers to 

create emotional bonds with consumers is to match the brand personality, where a 

brand is thought of in human characteristics (Aaker, 1997), with values that are 

congruent with how consumers perceive themselves (i.e. self-congruence) (Sirgy, 

1982).  

 

For instance, Harley Davidson and L’Oreal have used communication strategies built 

on a vision of freedom and beauty, allowing consumers to promote their aspirational 

dreams through the respective brands and corresponding products, and as such come 

closer to their ideal vision of themselves. Nonetheless, companies such as Unilever, in 

their Dove “Real Beauty Campaign” and Dressman’s “For Perfect Men” 

advertisement have recently begun to use models with appearances that are closer to 

an ordinary person. These campaigns arguably tap into the part of how most 

consumers may perceive their actual version of self. In line with the prevailing 

marketing trend, Malär et al. (2011) investigated emotional brand attachment and how 

it responds to people’s view of themselves. Their results inferred that emotional 

connections towards a brand were stronger when the perceived fit was built on 

authentic rather than aspirational motives by showing that brands congruent with a 
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consumer’s actual self had a stronger impact on emotional brand attachment 

compared to brands that aspired on an ideal self-view. Malär et al.´s (2011) work 

further demonstrated the importance of congruence between the consumers´ self and a 

brand in order to enable the spurring of emotional attachments.      

1.1 Problem Formulation 

Despite the growing interest in investigating the antecedents to emotional brand 

attachment in relation to the concept of self, one considerable gap in previous 

research is its strong westernized focus. With an estimated 85% of the world's 

population living outside of North America and Europe (Population Reference 

Bureau, 2015), and thus not within the typical research frame, the understanding of 

how emotional attachments to brands are formed across cultures is lacking. The 

current westernized focus on emotional branding poses a challenge for international 

marketing practitioners representing global trademarks. Although forming and 

maintaining a globalized branding strategy with a rather uniform brand personality 

and branding message across markets may generate economies of scale and an 

increased availability for centralized control over brand equity (Aaker & 

Joachimsthaler, 1999). Such a strategy arguably fails to accommodate cross-cultural 

differences. In fact, a recent poll conducted by SapientNitro found that 75% of senior 

marketers in global corporations experienced a major challenge in managing the 

diversity of global consumers in cross-border campaigns (Laker & Anderson, 2012). 

International marketing scholars have addressed this issue by stressing the importance 

for global corporations to incorporate the consumers´ perception of self as a 

successful segmentation tool when targeting consumers from diverse cultures, in 

order to take advantage of the dramatic growth the global marketplace has to offer 

(Westjohn, Singh & Magnusson, 2012). Nevertheless, given the strong efforts that 

have been given to how marketers can create and sustain emotional bonds with their 

consumers, the literature on self-congruence in relation to emotional brand attachment 

provides limited guidance of how the consumers´ concept of self form emotional 

connections to global brands across different cultures. Park et al., (2010, p.14) has 

addressed this by noting “additional research is needed on how marketers can 

enhance brand attachment by fostering brand-self connections.” 
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From an academic point of view, this research gap becomes particularly challenging 

since early cross-cultural psychologists suggest that self-concepts may operate in 

unique ways based on different cognitive, social and cultural settings (Markus & 

Kitayama, 1991). Since western cultures are founded on Protestant values that are 

manifested through inner accomplishments, the self tends to be primarily guided by 

expressing one’s inner psychological characteristics such as attitudes, personality 

traits, and abilities (Heine & Ruby, 2010). Therefore, individuals in Protestant 

cultures tend to strive for autonomy by separating the self from others (Markus & 

Kitayama, 1991). The self can consequently be seen as bounded and stable that puts 

less emphasis on external figures to make up the self-concept (Singelis, 1994). This 

stands in stark contrast to East Asian Confucian values which puts heavy emphasis on 

group belonging and strong family relations (Sung & Tinkham, 2005). As such, 

Confucian cultures tend to construe the self as interdependent to significant others, 

making it more flexible and variable in order to fit in with the social context (Singelis, 

1994; Cross, Hardin & Gercek-Swing, 2011). Recent studies have also found that 

individuals in primarily Protestant and Confucian cultures tend to differ in their 

pursuit of well-being (Minkov, 2007; 2009). While Protestant values encourage 

people to pursue hedonic features in life, Confucian principles tend to restrain 

hedonism and instead encourage diligence and hard work (Minkov, 2009).   

 

As these cultural aspects have an instrumental impact on the self-concept, which in 

turn can regulate the formation of emotions (Lee, Aaker & Gardner, 2000; Crocker & 

Park, 2004), it infers that self-congruence in relation to emotional brand attachment 

has culture specific elements, and as such deserves research attention. The limited 

cross-cultural research within this field has recently been acknowledged by Fetscherin 

and Heinrich (2015) who notes that more research is needed to fully understand types, 

meaning and drivers of consumers’ relationships to brands across various cultures. 

We address this knowledge gap by extending the previous work of Malär et al. (2011) 

by testing how different aspects of self relates to emotional brand attachment in two 

distinct cultures. More specifically, protestant Sweden and Confucian South Korea 

provides ideal settings due to their vast cultural differences. Further, given the 

importance of living up to expectations set by significant others, in combination with 

the strong virtue of diligence in Confucian cultures, a consumer´s “ought self” 

(Higgins, 1998) may have a prominent role in the formation of emotional attachment. 



4 
 

Therefore, this study is introducing ought self-congruence as a novel construct that 

may impact how emotional bonds to brands are formed. By doing so, this study is 

contributing to the knowledge of how consumers form emotional connections to 

brands across cultures. With this background in mind, the aim of the thesis is to 

provide a better understanding of how the self forms emotional attachments to global 

brands within these two distinct cultures. This leads to the following research 

question: 

 

(1) What is the relationship between different dimensions of self and emotional brand 

attachment in a cross-cultural setting and (2) to what extent is this relationship 

contingent on a culturally bounded self-view? 

 

The thesis is structured as following: First, the proposed conceptual model is 

introduced together with its central components. It is proceeded by a literature review 

with detailed presentation of the constructs and hypothesized relationships. 

Thereafter, the methodological choices and considerations are presented in order to 

describe the research process and is followed by a presentation of the empirical 

findings. The final part of this thesis presents a discussion of the result, academic and 

managerial implications as well as limitations and avenues for further research. 
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2. Conceptual Framework    

Our proposed conceptual model is highlighted in Figure 1, which builds on previous 

research by Malär et al. (2011). The constructs marked with dashed circles represent 

the necessary extensions in this cross-cultural study.  A central assumption in current 

thesis is that consumers use brands to define themselves in relation to others by 

consuming brands that reinforce their self-concept (Aaker, 1999; Malär et al., 2011). 

As suggested, a way of doing so is to match the personality of a brand that is 

congruent with one's concept of self (Sirgy, 1982; Aaker, 1999; Malär et al., 2011). 

The self-concept refers to an individual's thoughts and feelings, representing the 

cognitive and affective perception of who and what we are (cf. Rosenberg, 1979). 

Higgins (1987; 1998) proposes that the self-concept can be conceptualized into three 

central domains representing different aspects of the self. The actual self represents 

the attributes that one actually thinks that one possess (“this is who I really am”). On 

the other hand, the ideal self refers to the attributes one would desire or ideally like to 

possess (“this is who I would ideally like to be”). The ought self reflects the attributes 

that one believes one should or ought to possess (“this is who I should be”). Putting 

this into the context of emotional brand attachment, it has been suggested that the 

stronger the fit between a brand and the self (i.e. self-congruence), the stronger the 

bond that connects them (Park et al., 2010). 

 

 

 

Nevertheless, each dimension of the self may not be equally important for all 

consumers in every culture. We propose that the relationship between the domains of 

self and emotional brand attachment may be affected by whether a consumer defines 



6 
 

the self as an independent entity or in relation to others (i.e. Markus & Kitayama, 

1991). Accordingly, self-construal can be seen as a key variable that moderates the 

relationship between emotional brand attachment and the different aspects of self. 

While individuals with an independent self-construal emphasize autonomy and 

separateness from others, a person holding an interdependent self-construal view the 

self as interrelated to one's surrounding environment (Markus & Kitayama, 1991; 

Singelis, 1994). Table 1 provides an overview of the constructs, their conceptual 

definitions and theoretical sources. Next, each of the constructs are presented in more 

detail, with the underlying motivations of self and hypothesized relations to emotional 

brand attachment being further discussed. 

 

Construct Conceptual Definition Theoretical Source 

Emotional Brand 

Attachment 

(Dependent 

variable) 

An emotional laden bond between a 

consumer and a brand that includes feelings 

of connection, passion and affection. 

Bowlby, 1979; 

Thomson et al., 2005 

Actual Self- 

Congruence 

(Independent 

Variable) 

The perceived fit between a brand´s 

personality and attributes the consumer 

actually thinks he/she possesses  

Higgins 1987;Sirgy, 

1982; Sirgy, 1997 

Malär et al., 2011 

Ideal Self- 

Congruence 

(Independent 

Variable) 

The perceived fit between a brand´s 

personality and attributes the consumer 

desires and/or ideally wants to possess 

Higgins 1987; Sirgy, 

1982; Sirgy, 1997; 

Malär et al., 2011 

Ought Self- 

Congruence 

(Independent 

Variable) 

The perceived fit between a brand´s 

personality and attributes the consumer 

feels he/she should possess in terms of 

obligations, responsibilities and/or duties as 

defined by one´s significant others 

Higgins, 1987; Pham 

& Avnet; 2004; 

Dornyei & Ushioda, 

2009; Haws et al., 

2010 

Independent Self-

Construal 

(Moderating 

Variable) 

Bounded, unitary and stable view of self 

that is separate from social context. 

Includes emphasis on: Internal thoughts 

feelings and abilities. 

Markus & Kitayama, 

1991; Singelis, 1994 

 

Interdependent 

Self-Construal 

(Moderating 

Variable) 

 

Flexible, variable view of self. Includes 

emphasis on: External public features such 

as statuses, roles and relationships. 

 

Markus & Kitayama; 

1991; Singelis, 1994 

Table 1; Constructs & Conceptual Definitions 
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2.1 Emotional Brand Attachment – The Construct 

The dependent variable in our framework, emotional brand attachment, refers to the 

bond that connects a consumer with a specific brand and includes feelings of 

connection, passion and affection (Thomson et al., 2005; Fedorikhin, Park & 

Thompson, 2008). The concept is grounded in the pioneering work in Bowlby´s 

(1982) interpersonal attachment theory which postulates that early interactions 

between a caregiver and an infant have a significant impact for an individual in 

forming relationships in their later life. Bowlby (1982) also suggests that individuals 

have an innate motivation to form interpersonal attachments with significant others. 

Thus, attachment becomes a central factor in forming interpersonal romantic 

relationships (Hazan & Shaver, 1987). In a marketing context, previous research has 

found that consumers also possess the ability to form attachments with brands (Belk, 

1988; Schouten & McAlexander, 1995; Fournier, 1998). For instance, Fournier 

(1998) developed a framework of brand relationships that consists of multiple 

dimensions including commitment, love, intimacy and passion, and notes that 

personal attachments are “at core of all strong brand relationships” (p. 363). 

Emotional brand attachment can therefore be characterized by intimate feelings that 

can vary in strength depending on social, affective and cognitive factors (Park et al., 

2010; Malär et al., 2011; Dunn & Hoegg, 2014). Furthermore, emotional attachments 

to brands tend to develop over time, where the strength of the connection is dependent 

on multiple interactions with the brand in order to create meaning and affective cues 

for the consumer (Thomson et al., 2005). However, in a recent study, Dunn and 

Hoegg (2014) found that during extreme conditions (i.e. experiencing a fearful event), 

strong attachments to brands can be developed rather instantly. Nevertheless, in the 

context of emotional brand attachment and the relationship between self-brand 

congruence, attachment towards a brand is here conceived as an emotional bond 

which develops over time through integration into one's self-concept (Park et al., 

2010).          

2.1.1 Emotional Brand Attachment in relation to other Marketing 

Constructs 

Thomson et al. (2005) further suggests that emotional brand attachment differs in 

several respects to other marketing related constructs. For instance, classic persuasion 
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models assume that favorable brand attitudes predict behavioral intention (e.g. 

Fishbein & Ajzen, 1975). However, although favorable attitudes towards an object 

may result in strong attachments, these attitudes can develop without having a central 

importance in someone’s life (Park et al., 2010). Thus, favorable attitudes can easily 

get altered whilst emotional attachments tend to create strong relationships with the 

brand (Thomson et al., 2005). Similarly, emotional attachment towards a brand may 

naturally create satisfaction and satisfaction may eventually create emotional 

attachment. However, satisfaction and attachment should not be treated indifferently 

(cf. Oliver, 1999). While satisfaction may not be manifested on a behavior level, 

brand attachment can create anxiety and separation distress and as such implies a 

deeper emotional connection with a brand (Thomson et al., 2005; Batra et al., 2012).    

 

Further, emotional brand attachment has been found to positively impact brand 

loyalty and willingness to pay a price premium (Thomson et al., 2005). It also 

increases the willingness to perform difficult behaviors such as promoting, defending 

and recommending the brand (Park et al., 2010). Additionally, strong attachments 

often result in more favorable evaluations to brand extensions and brand mishaps 

(Fedorikhin et al., 2008) as well as increase trust and satisfaction (Thomson, 2006). 

However, other studies report that consumers who are emotionally attached to a brand 

were less concerned with unethical firm behavior (Schmalz & Orth, 2012), and has a 

stronger tendency to convert positive emotions to negative anti-brand behaviors due 

to increased expectations from the brand (Johnson, Matear & Thomson, 2011). In 

addition, emotional branding among global corporations may result in negative 

emotions towards the brand, leading to negative brand image connotations among 

consumers (Thompson et al., 2006). It is therefore important to note that emotional 

brand attachment should be seen as a double-edged sword, which does not merely 

foster desirable brand outcomes.      

2.2. Dimensions of Self            

A central argument put forth in this thesis is that the integration of a consumer's self-

concept is pivotal when forming emotional brand attachment. Nonetheless, the 

concept of the self is abstract and complex and how to precisely conceptualize it is 

ambiguous and not universally agreed upon. Sirgy (1982) is criticizing the lack of 
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dimensionality when the self-concept is treated as a single construct. Rather he 

inferred that the concept of self should be seen as a multidimensional construct 

including different aspects of the self. Hence, Sirgy (1982) noted two fundamental 

domains of the self-concept: the actual self and the ideal self. Nevertheless, regulatory 

focus theory (i.e. Higgins, 1987; 1998) suggests that the ideal self-concept should be 

divided into two separate constructs: ideal self and ought self. Thus, as referred to in 

Table 1 above, Higgins (1987) propose that the concept of self has three basic 

domains: (1) actual self, (2) ideal self and (3) ought self. He further posits that the 

actual self refers to attributes that one actually thinks one possess. On the other hand, 

the ideal self represents the attributes one would desire or ideally like to possess. This 

includes goals and aspirations of how a person ideally would perceive themselves. 

The ought self reflects the attributes that one believes he/she should or ought to 

possess. It is a representation of someone's sense of duty, obligations and/or 

responsibilities, and has come to be interpreted by subsequent literature as being 

defined primarily by one’s significant others (Dornyei & Ushioda, 2009).  

 

Important to note is that the actual self domain represents a current state of who one is 

and what one stands for. In contrast, ideal self and ought self can be referred to as 

self-guides that provide desired end-states, which regulates one's behavior towards 

certain goals (Higgins, 1998). With significant discrepancies between one's actual self 

and any of the self-guides, several negative emotional states may follow. For instance, 

an actual-ideal discrepancy is related to dejection-related emotions (i.e. 

disappointment and sadness), whilst an actual-ought discrepancy often leads to 

agitation-related feelings such as fear and edginess (Higgins, 1987). Reducing the 

gaps may however generate positive emotions as well as make one's self-esteem more 

stable and improved (Higgins, 1987). Further, these domains are not fixed or static, 

but should rather be seen as context specific dependent on social experiences (Markus 

& Wurf, 1987). For instance, an individual in a public setting may draw upon how the 

person wants to be perceived by others, whilst self-representation might be less 

important in a private milieu. Thus, depending on the context an individual is a part of 

different aspects of self may become more salient and accessible (Aaker, 1999). 
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2.2.1 Emotional Self-Brand Connections 

One way in which the self-concept can be reflected is through the symbolic usage of 

brands (Levy, 1959). Through his seminal work on self-brand relationships, Belk 

(1988) further notes that “we are what we have” (p. 139) suggesting that material 

possessions are incorporated into the concept of self. As such, user imagery 

associations or personality traits of a brand can work as associative cues of the self-

concept (Aaker, 1999; Escalas & Bettman, 2003). Previous research has shown that 

self-brand connections are instrumental to signaling one's status (Sirgy, 1982), 

reinforcing a consumer's self-identity (Kleine, Kleine & Allen, 1995), facilitating 

interpersonal relationships (Schouten & McAlexander, 1995), forming brand 

relationships (Fournier, 1998) and comparing oneself to specific reference groups 

(Escalas & Bettman, 2003; 2005). Chaplin & John (2005) suggest that this process is 

evolutionary with attachments to brands beginning to take form in a person's early 

adulthood. In the context of brand attachment and self-brand connections, scholars 

within the current field refer to self-expansion theory in order to explain why 

consumers form emotional bonds towards brands (e.g Park et al., 2010; Malär et al., 

2011; Fournier & Alvarez, 2013; Park, Eisingerich & Park, 2013; Morhart et al., 

2015). Expansion theory proposes that people have an innate motivation to 

incorporate others (here brands) into one's concept of self (Aron & Aron, 1996; Aron, 

Fisher, Mashek, Strong, Li & Brown, 2005). For instance, Aron and Aron (1996) 

argues that individuals tend to reshape their self-concept and include attributes of 

significant others (e.g. one's partner). Extending this finding to the context of 

emotional brand attachment, Park et al. (2010, p. 4) notes that “the more an entity 

(brand) is included in the self, the closer the bond that connects them”. Hence, the 

more a brand is congruent with a consumer's self-concept, the stronger the emotional 

attachment for that brand (Malär et al., 2011).     

2.2.2 Self-Congruence in Consumer Behavior   

As abovementioned, one way to form attachments to brands is through the concept of 

self-congruence where a brand's personality, defined as a set of human characteristics 

associated with a brand (Aaker, 1997, p. 357), is matched with values congruent with 

a consumer's perception of self (Aaker, 1999; Malär et al., 2011). Hence, we define 

self-congruence as the perceived fit between the personality of a brand and one's 
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concept of self. The desire for self-congruence is primarily motivated through self-

esteem and self-consistency reasons (Sirgy, 1982). The self-esteem motive refers to 

an inclination to feel good about ourselves and pursue avenues that enhance and 

protect the self-concept (Morse & Gergen, 1970; Sirgy, 1982). The motivation for 

self-consistency originates from Festinger's (1957) cognitive dissonance theory. It 

pertains to the ambition of people to reach consistency between beliefs and behaviors 

because self-discrepancies produce negative psychological states associated with 

discomfort (Higgins, 1987). Putting this into a branding context, inconsistency (i.e. 

incongruence) between the self-concept and a particular brand personality may create 

unpleasant and contradictory feelings of who one is and what one stands for. 

Consequently, this may result in a decreasing relevance for the brand (Escalas & 

Bettman, 2003). The theoretical arguments presented above regarding self-expansion, 

self-consistency and self-esteem applies to all three dimensions of the self, explaining 

why attachments to brands are formed. However, just as an individual possesses 

different aspects of self, each dimension has some distinct routes to reach each state, 

and these differ in several respects.  

2.2.3 Self-Congruence in relation to Emotional Brand Attachment   

Swann, Stein-Seroussi and Giesler (1992) propose that people have an inherent 

motivation to verify, validate and sustain their existing concept of self. In this regard, 

individuals are actively seeking to get their self-view confirmed by others because 

self-verifying information will lead to stable self-concepts. This process allows people 

to feel that they understand themselves while feeling in control of who they are 

through the reinforcement of their actual self-concept (Swann et al., 1992; Leary, 

2007) which facilitates positive emotions (Burke & Stets, 1999). Swann et al. (1992) 

found that the innate motivation for self-verification occurs even with a negative self-

concept. The researchers showed that students with a negative self-view tend to seek 

negative rather than positive feedback to confirm their actual sense of self. In the 

context of self-congruence and emotional brand attachment, a person that views him 

or herself as sincere and rugged may therefore seek information that verifies their 

actual self-view. One way of doing so is to match the personality of a brand that is 

congruent with one's beliefs as a part of a self-verification process (Sirgy, 1982; 

Malär et al., 2011). It should therefore be hypothesized that: 
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H1a: Actual self-congruence has a positive impact on Emotional Brand 

Attachment 

This stands in stark contrast to the ideal self-concept, which is grounded in the self-

enhancement motive. Self-enhancement theory postulates that people desire to 

increase the positivity of one’s self-concept and enhance one’s self-esteem (Leary, 

2007). As such, individuals are motivated to view the self in a positive manner in 

relation to their past as well as others (Wilson & Ross, 2001; Leary, 2007). This, in 

turn, motivates people to seek information that supports their self-esteem, in order to 

promote their dreams of aspiration (Higgins, 1987; Ditto & Lopez, 1992; Alicke & 

Sedikides, 2009). For example, an individual who has the aspiration to be perceived 

as sophisticated or competent may seek brands that makes him or her feel closer to 

whom they would like to be (i.e. their ideal self). One way to promote these 

aspirational goals is to match the personality of a brand that is congruent with one's 

ideal self-concept (Aaker, 1999; Malär et al., 2011). Within this process, the 

consumer forms attachments to brands, which support their aspirational goals 

(Swaminathan, Stilley & Ahluwalia, 2009; Malär et al., 2011). Hence, we predict that: 

H2a: Ideal self-congruence has a positive impact on Emotional Brand 

Attachment 

Nevertheless, while one's ideal self-concept is guided by viewing the self in a positive 

light, ones ought self is guided by the motivation to protect the self and prevent the 

presence of negative self-perceptions (Higgins, 1987; Alicke & Sedikides, 2009; 

Haws, Dholakia & Bearden , 2010). For instance, an individual who believes that one 

should be perceived as a good or moral person may be motivated to present 

themselves consistent with such beliefs and avoid attributes that collide with these 

virtues. To distinguish between ideal and ought selves, Crocker & Park (2004) notes 

that people are motivated to promote their ideal self by self-enhancing, in order to 

boost one's self-esteem. Similarly, individuals who reinforce their ought self are 

motivated to prevent or avoid mistakes and errors that could lead to a drop in self-

esteem. By preventing a negative outcome, the individual will be more inclined to feel 

relaxed and peaceful (Higgins, 1998), and an attachment will be formed towards the 

object (here, brand) that provides the sense of security from negative outcomes 

(Bowlby, 1982; Belk, 1988). For example, an individual who feels pressure to live up 

to the duties and obligations of being viewed as reliable or responsible may seek 

brands which gets him or her closer to the person the individuals significant others 
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think he/she should be (i.e. their ought self). One way of living up to these 

expectations is by matching one´s ought self-concept with a congruent brand 

personality. In line with this, previous research suggests that consumers are prone to 

use brands as means to portray themselves in accordance with societal norms 

(Fournier, 1998; Wooten & Reed, 2004). Thus, the security provided by the brand 

will make one value the relationship and want to continue it (Bowlby, 1982; Park, 

MacInnis & Priester, 2006). In turn, this leads to an emotional connection with the 

brand. Therefore, we predict that: 

H3a: Ought self-congruence has a positive impact on Emotional Brand 

Attachment 

 

A summary of the self-dimensions with underlying motives and symbolic function of 

the brand, which is hypothesized to create emotional brand attachment, is presented in 

table 2 below.    

 

Self-Dimension Underlying 

Motivation 

Symbolic Brand 

Function 

Theoretical Source 

 

Actual self 

 

Individual focus: self-

verification. The 

Individual seeks 

information that 

verifies who he or she 

is in order to better 

understand the self. 

 

Self-verifying function. 

The brand personality 

assists to communicate 

who the consumer is 

and what one stands 

for. 

 

Swann et al., 1992; 

Kleine et al., 1995; 

Aaker, 1999; Escalas & 

Bettman, 2003; Malär 

et al., 2011 

 

Ideal self 

 

Individual focus: 

promoting aspirational 

dreams. Uses self-

enhancing mechanisms 

to promote one´s self-

esteem. 

 

Self-enhancing 

function. The brand 

personality assists the 

consumer to promote 

one´s aspirational 

dreams. 

 

Higgins, 1987;1998; 

Ditto & Lopez, 1992; 

Crocker & Park 2004; 

Alicke & Sedikides, 

2009; Swaminathan, 

Stilley & Ahluwalia, 

2009; Malär et al., 2011 

 

Ought self 

 

Individual focus: 

preventing negative 

self-perceptions, which 

could lead to a drop in 

one´s self-esteem 

 

Self-protective 

function. The brand 

personality assists the 

consumer to prevent 

negative self-

perceptions of not 

living up to duties and 

expectations. 

 

Higgins, 1987;1998; 

Fournier, 1998; 

Crocker & Park 2004; 

Wooten & Reed, 2004; 

Alicke & Sedikides, 

2009; Haws, Dholakia 

& Bearden, 2010. 

Table 2; Self dimensions with underlying motives 
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Nonetheless, it is important to note that the hypothesized effects in H1a, H2a H3a 

may not be equally important for all consumers in every culture. This section 

therefore predicts the moderating role of self-construal as an important construct that 

affects the relationship of the different aspects of self-congruence and emotional 

brand attachment. 

2.3 Self Construal - The Culturally Bounded Self     

A central theme in this thesis is that the perception and formation of self is dependent 

on the cultural context that an individual is a part of, which in turn may impact 

emotional attachment to brands. Early work by Markus and Kitayama (1991) supports 

the notion that self is dependent on cultural norms, values and beliefs. The authors 

coined the term self-construal, which refers to how individuals see “the self, others, 

and the interdependence of the two” (p.224). More specifically, Markus and Kitayama 

(1991) suggested that the self chronically differs in terms of seeing it as separate or a 

part of the social and cultural surrounding. Through different self-ways, which can be 

seen as a set of core cultural values and beliefs that determine what constitutes a 

person and what it means to be a good, moral or appropriate individual, people tend to 

view the self in relation to its context (Heine, Lehman, Markus & Kitayama, 1999). 

Building upon this notion, Markus & Kitayama (1991) propose two contrasting yet 

interconnected construals of self: Independence and Interdependence. 

2.3.1 Independent Self-Construal   

The independent self-construal is primarily predominant in western cultures, and it 

entails a prioritization of the individual over the group (Markus & Kitayama, 1991). 

Thus, people strive for autonomy and separateness of the self from others (Singelis, 

1994; Cross et al., 2011). In cultures where autonomy is highly regarded, people tend 

to achieve this cultural goal by viewing the self from one's internal thoughts, feelings 

and actions in relation to others (Markus & Kitayama, 1991). Consequently, as 

previously highlighted in Table 1, individuals who exert an independent self-construal 

put an emphasis on (a) being unique and expressing the self, (b) identifying one's 

internal attributes while promoting one's goals and (c) being direct in communication 

with others (Singelis, 1994). As such, uniqueness and internal attributes become the 

basis for self-esteem for people with independent self-construals (Markus & 
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Kitayama, 1991). On a philosophical level, Crocker and Park (2004) suggest that 

independence has cultural roots in the protestant ethic deep rooted in western societies 

which underline a strong emphasis on one's own accomplishments. The protestant 

ethic views a person separately from others, which creates a need to believe in one's 

own value, worth and competence (Crocker & Park, 2004). Hence, western societies 

that are built on these core values tend to view the self as independent from others in 

accordance to these virtues (Singelis, 1994; Triandis, 2001).       

 

In cultures where attending to one's internal beliefs is seen as a social norm, people 

holding this belief are prone to express one's actual self, since not attending to these 

feelings will result in being viewed as inauthentic or denying one's actual self 

(Markus & Kitayama, 1991). Previous research has also found that consumers who 

hold an independent self-view form connections to brands that help signal self-

expression (Escalas & Bettman, 2005; Swaminathan et al., 2007). Self-expression is 

often seen as a key motivation that is emotionally pleasing because it helps the 

consumer to communicate to others what they are and whom they are not (Kleine et 

al., 1995; Fournier, 1998; Malär et al., 2011). Consequently, individuals who have an 

independent self-view, in which independence and autonomy is highly regarded, will 

therefore seek brands with personalities that can help them reinforce their actual self 

and feel connected to those brands that can fulfill this purpose. Therefore, we 

hypothesize that: 

H1b: An independent self-construal strengthens the positive relationship 

between actual self-congruence and emotional brand attachment. 

Moreover, people with an independent self-construal have been found to put more 

emphasis on the promotion of one's aspirational goals than individuals´ with 

interdependent self-construals (Aaker & Lee, 2001; Hong & Chang, 2015). The 

underlying rationale is that cultural goals can affect one´s regulatory focus and as 

such people with an independent self-view are focused on autonomy and individual 

achievements (Lee et al., 2000; Aaker & Lee, 2001). While people holding an 

interdependent self-construal tend to regulate one's focus on fitting in, individuals 

primarily possessing an independent self-construal are more focused on standing out 

and enhance one’s self-esteem by trying to achieve one's own ideal potential (Markus 

& Kitayama, 1991). Hence, information compatible with one's aspirational goals 

tends to be better recalled for highly independent consumers, leading to more positive 
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brand evaluations (Aaker & Lee, 2001; Hong & Chang, 2015). In line with this 

reasoning, emotional attachments to aspirational brand personalities should be 

stronger when the consumer holds an independent self-construal since it helps the 

consumer to reduce self-discrepancy by promoting one's aspirational dreams 

(Higgins, 1997; 1998). Accordingly hypothesis H2b is: 

H2b: An independent self-construal strengthens the positive relationship 

between ideal self-congruence and emotional brand attachment 

2.3.2 Interdependent Self-Construal 

For the interdependent self-construal, especially prevalent in East Asian cultures, the 

priority is on the group rather than the individual (Markus & Kitayama, 1991). In 

interdependent cultures, the interrelatedness to others plays a defining role in the 

shaping of identity. Fitting in with group values and norms, the ability to restrain the 

self and adjust to the environment, as well as reaching group harmony, hence become 

strong motivators and the foundation for self-esteem (Markus & Kitayama, 1991; 

Cross et al., 2011). Due to the interdependency, the self is often construed as being 

flexible and variable to external and public features. Thus, status, roles and 

relationships are salient, and acting appropriately is highly emphasized (Singelis, 

1994). Further, communication is more indirect in these cultures and one is expected 

to be able to “read others’ minds” (Singelis, 1994, p. 581). Unlike independence, 

which has its founding in the protestant ethic, interdependence has its roots in 

Confucian principles such as benevolent paternalism, respect for traditions, and strong 

family ties (Crocker & Park, 2004; Sung & Tinkham, 2005). Ultimately, as a result of 

these values, the self tends to be seen as intertwined with others and sculpt by 

situations in East Asian societies (Singelis, 1994). 

 

In accordance to these findings, self-brand connections in interdependent societies are 

often formed based on group affiliation rather than individual attributes (Escalas & 

Bettman, 2005; Swaminathan et al., 2007). Furthermore, viewing the self as an 

interdependent entity also makes one place external pressures onto the self in terms of 

social conformity (Wong & Ahuvia, 1998). Hence, living up to the obligations and 

duties set by society becomes important in order to facilitate interpersonal harmony 

(Markus & Kitayama, 1991; Heine et al., 1999). While individuals holding an 
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independent self-construal may respond in a negative manner to social conformity, 

people with an interdependent self-view may see conformity to others as a highly 

valued end state (Markus & Kitayama, 1991). These cultural aspects can affect an 

individual's motivational focus (Lee et al., 2000). Previous research has shown that 

individuals holding an interdependent self-view are more motivated to avoid negative 

outcomes than are people with independent self-views (Aaker & Lee, 2001). This 

makes them more prone to search for and recall information with a prevention-focus 

concerning one´s obligations and duties (Aaker & Lee, 2001), and thus reinforce their 

ought self. Extending this finding to the current context, we suggest that individuals 

holding an interdependent self-view will form attachments to brands that allow them 

to gain group affiliation (Swaminathan et al., 2007), fulfill social obligations, and 

alleviate the anxiety of failing to live up to them (Higgins, 1987). Consequently, 

Hypothesis 3b reads as follows: 

H3b: An interdependent self-construal strengthens the positive 

relationship between ought self-congruence and emotional brand 

attachment. 

2.3.3 Self-Construal and its relation to Individualism-Collectivism   

Although independent and interdependent self-construals may seem as direct 

opposites of one another, and would thus be conceived as opposing ends of a single 

continuum, Singelis (1994) proposes that the two should rather be considered and 

measured as separate dimensions. This is because individuals are two-sided who 

possess aspects of both independent and interdependent self-views. However, one's 

cultural context is argued to typically promote the development of one or the other 

more strongly. Hence, individuals within the same culture tend to have similar self-

construals (Markus & Kitayama, 1991; Cross et al., 2011). These similarities in self-

construals are found to correspond well with the cultural measurement of 

individualism-collectivism (i.e. Hofstede, 2001; Triandis, 2001). Accordingly, in 

cultures considered individualistic, more people are likely to have a stronger 

independent self-construal whilst higher interdependent self-construals are generally 

more common in collectivist cultures (Cross et al., 2011). Due to the connection 

between self-construal and individualism-collectivism, the two concepts are often 

confused, but as Cross et al. (2011) notes, self-construal describes individuals and 
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individualism-collectivism describes cultures. Thus, independence and 

interdependence exist on an individual level in each culture, and when measured on 

an aggregate level, the different aspects of self-construal may display chronic 

differences between the cultures (Cross et al., 2011).       

2.4 Conceptual Framework with Hypotheses    

The proposed conceptual model with hypothesized relationships is highlighted in 

figure 2 below. It should be noted that hypotheses H1a and H2a replicate the study 

conducted by Malär et al. (2011) where only H1a was found significant. However, 

with the cross-cultural nature of the current study, H2a is hypothesized to be 

significant as well. Further, H3a represents the proposed relationship between the 

novel construct of ought self-congruence and emotional brand attachment. Together 

with the moderating effect of self-construal, it serves as a proposed necessary 

extension to Malär et al’s. (2011) model. The interaction effect of independent and 

interdependent self-construal is represented by hypotheses H1b, H2b, and H3b. The 

relationship between actual and ideal self-congruence and emotional brand attachment 

is thought to be strengthened by an independent self-view (H1b, H2b), whilst it is 

hypothesized that an interdependent self-view will positively impact the relationship 

with ought self-congruence (H3b).  

 

In order to detect potential cross-cultural differences, the main effect (H1a-H3a) is 

investigated on a national level between the two distinct cultures. Moreover, the 

moderating role of self-construal (H1b-H3b) is tested on an individual level following 

the rationale that both independent and interdependent self-construals exist in each 

individual but tend to differ in salience among different cultures (Cross et al., 2011).   
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Summary of Hypotheses 

H1a: Actual self-congruence has a positive impact on Emotional Brand Attachment 

H2a: Ideal self-congruence has a positive impact on Emotional Brand Attachment 

H3a: Ought self-congruence has a positive impact on Emotional Brand Attachment 

H1b: An independent self-construal strengthens the positive relationship between actual-

self congruence and emotional brand attachment. 

H2b: An independent self-construal strengthens the positive relationship between ideal 

self-congruence and emotional brand attachment 

H3b: An interdependent self-construal strengthens the positive relationship between 

ought-self congruence and emotional brand attachment. 

Table 3; Summary of hypotheses 

 

 

 

 

 

 

 

 



20 
 

3. Methodology 

3.1 Research Design   

In order to investigate the relationship between self-congruence and emotional brand 

attachment in the two distinct cultures, and to what extent the relationship is 

contingent on a culturally bounded self-view, an explanatory research design was 

found appropriate (e.g. Saunders, Lewis & Thornhill, 2009). Through deduction, the 

conceptual model containing six hypotheses was developed and aimed to be 

empirically tested. The deductive logic began with reviewing the literature by 

examining relevant theories in social and cross-cultural psychology in order to 

develop, extend and test the work by Malär et al. (2011) in a cross-cultural setting. In 

line with this reasoning, Brewer and Crano (2003) suggests that adopting such an 

approach permits the researcher to build or deduce hypotheses derived from theory, 

which can be empirically tested through verification or falsification. Furthermore, to 

investigate the hypothesized relationships between the variables, a quantitative 

research approach was adopted. A quantitative research approach was found suitable 

based upon two primary reasons. First, it allowed us to investigate the impact of the 

different dimensions of self-congruence on emotional brand attachment, while 

examining the moderating role of self-construal in a cross-cultural context. Second, 

the approach also allowed for testing and generalizing theory in order to generate 

scientific knowledge (e.g. Calder, Phillips & Tybout, 1981; Calder & Tybout, 1987). 

 

3.2 Research Strategy 

To test the six hypotheses, two quantitative large-scale studies were conducted in 

Sweden and South Korea. The two countries were purposely chosen because of their 

similarities as well as cross-cultural differences. More specifically, the nations are 

similar in terms of technical and economic development (Central Intelligence Agency, 

2016) while previous studies has shown that they tend to differ in terms of construing 

the self as either more independent or interdependent (Sung & Tinkham, 2005; 

Nishikawa, Norlander, Fransson & Sundbom, 2007). Consequently, this strategy 

seemed appropriate since it allowed for cross-cultural comparison to be in center of 

the analysis. In order to collect the data, a self-administered questionnaire was 
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developed. Although this method has its shortcomings (cf. Schwarz & Oyserman, 

2001), the strength in using this data collection approach was that it permitted us to 

gather a large amount of standardized data in a relatively short period of time, as 

suggested by Saunders et al. (2009). An additional considerable advantage of the data 

collection method was that it enabled us to investigate the relationship between the 

variables in order to address the aim of the study. 

 

3.2.1 Sampling Frame                                 

In order to achieve sampling equivalence, which in current thesis refers to the 

recruitment of participants who are similar on other dimensions than culture (Hall, 

2005), our subject pool consisted of undergraduate and graduate university students. 

The primary strength in using a student sample was that the respondents in both 

countries were somewhat homogeneous in other terms than cultural such as 

socioeconomic, age and gender. In line with this reasoning, Malhotra et al. (1996) 

suggest that accounting for variability is especially important in cross-cultural 

research in order to assure comparability between the samples. The use of university 

students also followed the suggestion by Peterson (2001) who argues that using 

college students can be fruitful since they show a greater homogeneity than non-

student samples. Nevertheless, this procedure naturally limits the generalization of the 

study to other populations and cultures.     

 

3.3 Measurements and Scales 

The quantitative research was conducted through a self-administered questionnaire 

developed from previously validated scales intended to measure emotional brand 

attachment (dependent variable), self-congruence (independent variable), and self-

construal (moderating variable). The items to the corresponding constructs were all 

measured using seven-point likert scales anchored by “strongly disagree” to “strongly 

agree”. 
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3.3.1 Measurement of Emotional Brand Attachment 

The literature on brand attachment recognizes two well established, however 

contrasting, measures (Dunn & Hoegg, 2014). Thomson et al. (2005) formulated a 

ten-item scale based on the emotions of (1) affection, (2) passion and (3) connection, 

which are found to indicate emotional attachment.  On the contrary, Park et al. (2010) 

argues that attachment goes beyond emotions. As such, the contributing two-factor 

model emphasizes a more cognitive approach where brand-self connection and brand 

prominence capture the emotional elements of brand attachment. Although we 

recognize that both scales examine brand attachment, the current research aims at 

studying various aspects of self and its implication on emotional brand attachment in 

a cross-cultural context. Based upon two reasons, the cognitive brand attachment 

scale (Park et al., 2010) was arguably not applicable for this thesis. (1) The scale does 

not differentiate between the various aspects of self, and (2) it does not distinctly 

measure the emotional aspect of brand attachment. Further, in order to replicate and 

compare the findings with Malär et al. (2011), Thomson et al’s. (2005) scale was 

deemed the most appropriate. Hence, in order to assess the dependent variable the 

respondents were asked to indicate their feelings towards a randomly assigned brand 

(see section 3.4.2 Brand Selection procedure below) using the underlying ten facets of 

emotional brand attachment, which can be found in table 4 below.   

 

3.3.2 Measurement of Self-Congruence 

The independent variables of actual and ideal self-congruence were assessed using the 

self-image congruence scale initially introduced by Sirgy et al. (1997) and later 

refined by Malär et al. (2011) in order to adapt it to brand personalities as well as 

differentiate between actual and ideal self-congruence. This measurement of self-

congruence was operationalized using a two-step approach. First, the respondents 

were asked to think about the specific brand and describe it using human 

characteristics. Thereafter, they were instructed to think about themselves and their 

own personality (actual self). Once this was done, respondents were asked to indicate 

the level of congruence between how they see themselves in correspondence to the 

personality of the specific brand (for full instructions, see appendix B). The procedure 

was repeated for ideal self-congruence with the respondents being instructed to think 
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about who they would like to be and indicate the match between their ideal self and 

the brand personality. However, the self-image congruence scale refined by Malär et 

al. (2011) only contains two items and thus arguably has rather low dimensionality. 

Hence, we added an additional item to both constructs from Morhart et al. (2015) that 

also originates from the self-image congruence scale (Sirgy et al., 1997).   

 

Due to the absence of scales measuring the novel construct of ought self-congruence, 

we followed the procedure proposed by Churchill (1979) in order to establish a valid 

measure of this new theoretical construct. More specifically, we used Higgins (1987) 

definition of ought self, and defined ought self-congruence as the perceived fit 

between a brand's personality and the attributes one should or ought to possess in the 

sense of one's duties, obligations and/or responsibilities as defined by one’s 

significant others. Next, we used the same two step approach as described above and 

generated five items in a similar manner as Malär et al. (2011) and Sirgy et al. (1997) 

to ensure dimensionality and content validity (Haynes, Richards & Kubany, 1995). 

The complete list of items can be found in table 4. 

 

3.3.3 Measurement of Self-Construal 

The moderating variable of self-construal was assessed using Singelis’ (1994) self-

construal scale. In line with the theoretical prediction that people are two-sided and 

thus possess aspects of both independent and interdependent self-views, the self-

construal scale measures interdependence and independence separately rather than as 

opposite dimensions. Although the scale has been criticized, primarily for only having 

adequate inter-item reliability (Singelis (1994) reports α = .73 and .74 for 

independence and α = .69 and .70 for interdependence), it is the most well established 

scale to measure self-construal and as such was deemed the most appropriate scale for 

this thesis (Cross et al., 2011). Respondents’ self-construal was measured using 

twelve items each for independence and interdependence. The full list of items can be 

found in table 4 below.    
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Constructs and Items 
 
Emotional Brand Attachment (Thomson, MacInnis & Park, 2005) 
Ten items, seven-point (strongly disagree to strongly agree), Likert-type scale 
EBA1. Affection 
EBA2. Love 
EBA3. Peaceful(ness) 
EBA4. Friendly(ness) 
EBA5. Attachment 
EBA6. Bonded 
EBA7. Connected 
EBA8. Passion 
EBA9. Delight 
EBA10. Captivation 
 
Actual Self-Congruence (Malär et al, 2011; Morhart et al, 2015; Sirgy, 1997) 
Three items, seven-point (strongly disagree to strongly agree), Likert-type scale 
ASC1. The personality of the brand is consistent with how I see myself (my actual self) 

ASC2. The personality of the brand is a mirror image of me (my actual self) 
ASC3. The personality of the brand is close to my own personality (my actual self) 
 
Ideal Self-Congruence (Malär et al, 2011; Morhart et al, 2015; Sirgy, 1997) 
Three items, seven-point (strongly disagree to strongly agree), Likert-type scale 
ISC1. The personality of the brand is consistent with how I would like to be (my ideal self) 
ISC2. The personality of the brand is a mirror image of the person I would like to be (my ideal self) 
ISC3. The personality of the brand is close to my ideal personality (my ideal self)* 
 
Ought Self-Congruence (Higgins, 1987; Sirgy, 1997)* 
Five items, seven-point (strongly disagree to strongly agree), Likert-type scale 
OSC1. The personality of the brand is consistent with how I should be (my ought self)* 
OSC2. The personality of the brand is a mirror image of the person I ought to be (my ought self)* 
OSC3. The personality of the brand is close to the personality I should have (my ought self)* 
OSC4. The personality of the brand is consistent with the person I am expected to be (My ought self)* 
OSC5. The personality of the brand reflects the person I feel I have a duty to be (My ought self)* 
 
Independent Self-Construal (Singelis, 1994) 
Twelve items, seven-point (strongly disagree to strongly agree), Likert-type scale 
IndSC1. I´d rather say “No” directly, than risk being misunderstood 
IndSC2. Speaking up during class (or at a meeting) is not a problem for me 
IndSC3. Having a lively imagination is important to me 
IndSC4. I am comfortable with being singled out for praise or rewards 
IndSC5. I am the same person at home that I am at school (or work) 
IndSC6. Being able to take care of myself is a primary concern for me 
IndSC7. I act the same way no matter who I am with 
IndSC8. I feel comfortable using someone´s first name soon after I meet them, even when they are much older than I am 
IndSC9. I prefer to be direct and forthright when dealing with people I´ve just met 
IndSC10. I enjoy being unique and different from others in many respects 
IndSC11. My personal identity independent from others, is very important to me 
IndSC12. I value being in good health above everything 
 
Interdependent Self-Construal (Singelis, 1994) 
Twelve items, seven-point (strongly disagree to strongly agree), Likert-type scale 
InterSC1. I have respect for authority figures with whom I interact 
InterSC2. It is important for me to maintain harmony within my group 
InterSC3. My happiness depends on the happiness of those around me 
InterSC4. I would offer my seat in a bus to my professor (or boss) 
InterSC5. I respect people who are modest about themselves 
InterSC6. I will sacrifice my self-interest for the benefit of the group that I am in 
InterSC7. I often have the feeling that my relationships with others are more important than my own accomplishments 
InterSC8. I should take into consideration my parents´ advice when making education/career plans 
InterSC9. It is important to me to respect decisions made by the group 
InterSC10. I will stay in a group if they feel they need me, even I´m not happy with the group 
InterSC11. If my brother or sister fails, I feel responsible 
InterSC12. Even when I strongly disagree with a group member, I avoid an argument 
 

Table 4; Constructs and Items  
* Items generated by researchers   
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3.4 Research Procedure   

3.4.1 Translation and Pilot test 

Since the questionnaire was distributed to both Swedish and South Korean students, 

the survey was translated from English into the respective languages. To ensure 

semantic equivalence, we adopted a back-translation approach as suggested by Brislin 

(1970). More specifically, the Swedish questionnaire was translated to the native 

language by the researchers and translated back to English by a bilingual relative. The 

translations were then compared, discussed and refined until consensus was reached. 

A similar procedure was used for the South Korean questionnaire. The questionnaire 

was sent to a bilingual postgraduate student in Seoul whom was instructed to follow 

the abovementioned approach. The Korean translation was then compared and refined 

in collaboration with a local professor. Once the translations were done, a small pilot 

study was conducted. The goal of this process was to ensure face validity of the 

questionnaire (Saunders et al., 2009) as well as receive an indication of construct 

validity (e.g. Churchill, 1979). Thirty-one (n = 31) students at Uppsala University 

participated in the pilot study. After an initial inspection of the result, few items were 

further refined to fit into a Swedish context. A similar approach was undertaken for 

the South Korean version with the refinements from the Swedish pilot study being 

incorporated. The pilot study in South Korea generated two minor refinements, which 

were added to the Swedish questionnaire to ensure that the Swedish and South Korean 

questionnaires were equivalent.    

 

3.4.2 Brand Selection Procedure 

Since the unit of analysis was the perceived relationship between a consumer and a 

specific brand, several criteria for the chosen brands needed to be fulfilled. On a 

general level, the brand had to be familiar to the respondents (Malär et al., 2011). 

Second, the chosen brands needed to represent global trademarks that exist in both 

Sweden and South Korea. Third, the brands had to be self-expressive or publicly 

consumed in order to capture the different dimensions of the respondents’ self-

concept (Aaker, 1999). Fourth, the chosen brands had to represent a plethora of 

different brand personalities, since the different dimensions of brand personality may 
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tap into different aspects of the self-concept (Aaker, 1997). Fifth, none of the chosen 

brands should have their country of origin in any of the respective countries due to an 

increased likelihood of ethnocentric biases (e.g. Shimp & Sharma, 1987). Based on 

these five criteria, three product categories (apparel, durable goods & FMCG) with 14 

corresponding brands were purposely chosen from the Best Global Brands 2015 

ranking conducted by Interbrand (Interbrand, 2016). Since arguably none of the 

brands listed in Interbrand's ranking represented a rugged brand from any of the three 

product categories, we added The North Face since it fulfilled all the abovementioned 

criteria. To ensure that a plethora of brand personalities were present amongst the 

selected brands, a similar approach to the one described in Park and John (2010) was 

undertaken. More specifically, a pretest with measures based on Aaker’s (1997) brand 

personality scale consisting of the 15 facets, representing the five brand personality 

dimensions of sincerity, excitement, competence, sophistication and ruggedness was 

performed. Twenty (n= 20) Swedish students were shown the 15 brands and asked to 

indicate which trait they strongly associated with the respective brand. This procedure 

resulted in 7 brands being chosen to participate in the study that were combined found 

to represent a plethora of different brand personalities. Nonetheless, it is important to 

note that since the unit of analysis was the perceived relationship a consumer has with 

a specific brand, the different dimensions of brand personality were not of any further 

interest in this thesis. The full list of the chosen brands can be found in table 5 

below.   

 

Selected Brands   

Adidas Originals  

Apple  

Nike  

The North Face 

Louis Vuitton  

Ralph Lauren 

Starbucks 

 

Table 5; Selected Brands 

 

3.4.3 Data Collection                    

Seven versions of the questionnaires, each with one of the abovementioned brands, 

were distributed between March 20th and April 1st, 2016. In order to collect the data, 
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a non-probability convenience sampling technique was used. The strength of using 

this approach was that it enabled us to reach the target student population in a 

relatively cost-efficient way (Saunders et al., 2009) with no other approaches being 

applicable, primarily in South Korea. The questionnaires were distributed amongst 

students in two large Universities in Seoul, South Korea and Uppsala, Sweden. More 

specifically, respondents were approached by the researchers at various times and 

locations within the respective university’s campus area and asked whether they were 

willing to participate in the study. Through the help of local professors, the 

researchers were also allowed to visit seven lectures with an estimated average 

response rate of 79%. The students that chose to participate were randomly assigned 

one of the seven versions of the questionnaires. The respondents were then asked to 

indicate if they were familiar with the specific brand. If this was not the case, the 

respondents were randomly assigned a new brand, in accordance to Malär et al. 

(2011). The data collection procedure yielded a total of 810 completed surveys, 

equally distributed between the two samples (South Korea, n=394 and Sweden, 

n=416). The respondents had a median age of 22 in both samples ranging from 19 to 

48 years old. 47% of the respondents were males, 52% females and 1% of the 

respondents did not disclose their gender.     

            

3.4.4 Ethical Considerations 

Due to the personal character of the items within the questionnaire, several steps were 

taken to consider the ethical issues in conducting this type of research (e.g. Saunders 

et al., 2009). First, since our research concerned how consumers relate to global 

brands, it was important to inform the respondents about this purpose. However, a 

detailed explanation of the research topic was not explicitly told due to the risk of 

potentially impacting the results of the study. Furthermore, because the items 

potentially could be seen as very personal to the respondents, they were informed that 

their answers were treated anonymously and confidentially as well as that the 

participation was fully voluntary. The respondents were also informed that the 

research was strictly going to be used for academic purposes and nowhere else.          
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3.4.5 Common Method Bias 

Since the questionnaire relied on self-report measures and somewhat abstract 

constructs, there was a potential risk for common method bias, which refers to 

variance being attributed to the measurement method rather than the observed 

variables (Podsakoff, MacKenzie, Lee & Podsakoff, 2003). This source of 

measurement error may lead to various kinds of response biases such as social 

desirability, and acquiescence bias where respondents are agreeing or disagreeing to 

statements regardless of the content. As such, method biases pose a threat to the 

validity of claims regarding relationships between variables (Bagozzi & Yi, 1991). 

Although providing anonymity and appropriate questionnaire design can mitigate 

some of the method biases, it is difficult, if not impossible, to completely eliminate it 

(Podsakoff et al., 2003). Nevertheless, to mitigate the problems associated with 

common method bias we followed the suggestions provided by Podsakoff et al. 

(2003) when designing and distributing the questionnaire. First, anonymity was 

guaranteed as well as a reminder to answer the questions as honestly as possible in 

order to decrease the likelihood of social desirability bias. The respondents were also 

explicitly requested to not discuss the content and when possible asked to sit apart 

from classmates or peers during their participation. This was however hard to control 

for during the seven lectures visited since they were conducted in large scale 

auditoriums, which could have impacted the respondents experienced anonymity. 

Further, psychological separation of measurements was taken into consideration. 

More specifically, short meta-paragraphs were presented between the measurements 

to reduce the recall of previous information when responding to the questions. 

Finally, to test for common method bias, Harman’s single-factor test was performed. 

Accordingly, all the variables were loaded into a principal component exploratory 

factor analysis, and the unrotated factor solution was examined to see if (1) a single 

factor emerged, or (2) if one factor explained a majority of the covariance between 

measures (e.g. Podsakoff et al., 2003). This procedure resulted in a ten-factor solution 

with eigenvalues greater than one, while one single factor accounted for twenty-three 

percent of the variance, which is well below the threshold recommended by Podsakoff 

et al. (2003). Hence, the precautionary steps taken in designing and distributing the 

questionnaire, together with the post-hoc test provided preliminary support that 

common method bias was not of great concern.  
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4. Result 

4.1 Construct Validity and Reliability 

To assess construct validity between the six latent constructs in our conceptual model, 

SPSS Statistics v 21 was used to analyze the data. Before conducting any analyses, 

the data was examined and a few detected outliers were removed in accordance to 

Pallant’s (2013) recommendations. We included all 45-items into one exploratory 

factor analysis (EFA), however a six-factor solution describing the theoretically 

independent constructs could not be achieved. Thus, we adopted the approach used by 

Hackman, Ellis, Johnson and Staley (1999) and ran two separate factor analyses: One 

with the dependent (Emotional Brand Attachment) and the three independent (Self-

Congruence) latent constructs and another factor analysis including our two 

moderating variables (Self-Construal).             

 

4.1.1 Independent and Dependent Variables 

In order to assess construct validity between the latent variables of emotional brand 

attachment (EBA), actual self-congruence (ASC), ideal self-congruence (ISC) and 

ought self-congruence (OSC), an exploratory factor analysis using principal 

component analysis with varimax rotation was performed. Since the total sample size 

was 810 with 394 Korean and 416 Swedish respondents, it exceeded the minimum 

ratio for an EFA of 10 cases per item as recommended by Nunnally (1978). 

Furthermore, the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and 

Bartlett´s test of sphericity were used to assess the intercorrelations between the 

variables (Kaiser, 1970). The two samples were first kept separated in order to 

examine the factor solutions for the dependent and independent variables in South 

Korea and Sweden respectively. For both the Korean and the Swedish samples, EBA3 

and EBA4 cross-loaded and were thus removed from further analysis to increase 

construct validity. OSC4 was also removed in both samples due to cross-loadings in 

the Korean sample. This resulted in a satisfactory 4 factor solution with eigenvalues 

greater than 1, the KMO at .899 which is well above the recommended minimum of 

.6 (Hair, Black, Babin, Anderson & Tatham, 2006) and Bartlett´s test of sphericity 

being significant (p. <.001) for the Korean sample. All communalities exceeded .5, 
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thus exceeding the absolute minimum cut-off value suggested by Child (2006) of .2. 

For the Swedish sample, the 4 factor solution was forced (eigenvalue of the fourth 

component = .780), the KMO was .934, Bartlett´s test of sphericity was significant (p. 

<.001) and all communalities were above .5. Furthermore, we followed the approach 

used by Sung and Tinkham (2005) by pooling the data into one sample in order to 

analyze whether the latent variables showed convergent and discriminant validity 

across the two cultures. An exploratory factor analysis using principal component 

analysis with varimax rotation was once again performed. A 4-factor solution was 

forced since actual and ideal self-congruence initially loaded on the same factor. The 

final solution had a KMO of .923, Bartlett´s test of sphericity was significant (p. 

<.001) and all communalities exceeded .5. It explained 75.2% of the total variance 

with the fourth component having an eigenvalue of .950, which is close to the 

conventional cut-off. Thus, construct validity was achieved for emotional brand 

attachment and ought self-congruence, however, it could not be fully ensured for 

actual and ideal self-congruence. Nevertheless, convergent and discriminant validity 

was maximized for each latent construct. Reliability was assessed using Cronbach’s 

alpha (Nunnally, 1978). Emotional brand attachment had an alpha of .91. Actual, 

ideal and ought self-congruence had alphas of .92, .95 and .91 respectively. Thus, all 

4 constructs showed very good internal consistency since they were well above the 

recommended threshold of .7 (Nunnally, 1978). The latent variables with underlying 

items and psychometric properties can be found in table 6 below. 

4.1.2 Moderating Variables 

The same approach as aforementioned was applied for the moderating variables. All 

24 items measuring Independent and Interdependent self-construal were subjected for 

an exploratory factor analysis. As expected, after several iterations with a majority of 

items being dropped, thus reducing multidimensionality, a satisfactory two-factor 

solution appeared with eigenvalues exceeding 1 and explaining 54% of the total 

variance. Independent self-construal (IndSC) was represented by IndSC9, IndSC10 

and IndSC11, while Interdependent self-construal (InterSC) consisted of InterSC1, 

InterSC2, InterSC6 and InterSC9. The KMO for the final solution was .618 and 

Bartlett´s test of sphericity was significant (p. <.001) with communalities exceeding 

.3. Thus, the two constructs showed both convergent and discriminant validity. 
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Cronbach´s alpha for Independent self-construal was .62 and for interdependent self-

construal .65, thus both slightly below .7 (Nunnally, 1978). However, after inspecting 

the corrected item-total correlation, measuring the degree to which each item 

correlates with the total score, all items in both constructs exceeded the acceptable 

cut-off of .3 as recommended by Pallant (2013). The reliability for both constructs 

were therefore deemed acceptable. Each construct and their psychometric properties 

are shown in table 6.   

 

Construct            Cronbach’s α    Eigenvalue    Factor Loading 
 

Emotional Brand Attachment      .91           8.87  

EBA1. Affection                .722 

EBA2. Love                .754 

EBA5. Attachment                .760 

EBA6. Bonded                .777 
EBA7. Connected                .784 

EBA8. Passion                .660 

EBA9. Delight                .750 

EBA10. Captivation                .705 

 
Actual Self-Congruence     .92            .95 
ASC1. The personality of the brand is consistent with how I see myself            .825 

ASC2. The personality of the brand is a mirror image of me             .761 

ASC3. The personality of the brand is close to my own personality           .795 
 

Ideal Self-Congruence     .95           1.29 
ISC1. The personality of the brand is consistent with how I would like to be          .771 

ISC2. The personality of the brand is a mirror image of the person I would like to be           .778 

ISC3. The personality of the brand is close to my ideal personality            .783 
 

Ought Self-Congruence      .91           2.43 
OSC1. The personality of the brand is consistent with how I should be            .859 

OSC2. The personality of the brand is a mirror image of the person I ought to be            .842 

OSC3. The personality of the brand is close to the personality I should have           .848 

OSC5. The personality of the brand reflects the person I feel I have a duty to be           .748 
 

Independent Self-Construal       .62           1.75 
IndSC9. I prefer to be direct and forthright when dealing with people I´ve just met           .668 

IndSC10. I enjoy being unique and different from others in many respects            .839 

IndSC11. My personal identity independent from others, is very important to me           .763 
 

Interdependent Self-Construal     .65           2.01 
InterSC1. I show great respect for authority figures with whom I interact             .718 

InterSC2. It is very important for me to maintain harmony within my group               .756 

InterSC6. I would make big sacrifices to my self-interest for the benefit of the group that I am in           .596 

InterSC9. It is important to me to respect decisions made by the group             .743 

 
Table 6; Constructs and psychometric properties 
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4.2 Normality of the Data 

Once the construct validity was assessed, each latent variable was examined in order 

to assure no serious violations to the assumption of normality. Each of the variables 

had a mean ranging from 3.46 to 5.01 suggesting that the responses were somewhat 

centered on the 7-point scale. Nevertheless, both Actual self-congruence and 

Interdependent self-construal had kurtosis values slightly higher than +-1, indicating 

that the ASC variable had a relatively flat distribution while the InterSC construct was 

relatively peaked. Therefore, we followed the suggestion by Hair et al. (2006) and 

inspected the normal probability plot. Each of the variables showed a diagonal 

pattern, which together with the large sample size (n = >200) inferred that the data did 

not seriously violate the assumption of normality (Hair et al., 2006). The descriptive 

statistics for each variable is presented in table 7. 

 

Construct Mean Median Std. Dev Skewness Kurtosis 

EBA 3,73 3,90 1,28 -0,249 -0,544 

ASC 3,46 3,67 1,41 -0,036 -1,024 

ISC 4,04 4,34 1,58 -0,374 -0,801 

OSC 3,63 3,75 1,36 -0,182 -0.780 

IndSC 4,68 4,67 1,08 -0,155 -0,351 

InterSC 5,01 5,00 0,81 -0,600 1,049 

Table 7; Descriptive statistics 

         

4.3 Difference between Samples 

To examine whether the two samples tend to differ in terms of construing the self as 

either more independent or interdependent, an independent t-test was performed 

between the Swedish and Korean samples. The test showed a statistically significant 

difference in independence between the Swedish (M=5.00, SD=.98) and South 

Korean (M=4.33, SD=1.07; t(781) = 9.242, p< .001, two-tailed) samples. To assess 

the effect size of the differences, we used the guidelines proposed by Cohen (1988) 

and calculated the Eta2 using the following equation: t2/(t2+(N1+N2-2)). The power of 
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the differences in the means (mean difference =.67, 95% CI: .53 to .81) was moderate 

(Eta2= .096). This implies that the Swedish respondents showed a higher 

Independence than the Korean sample. Additionally, Interdependence scores also 

differed between Sweden (M=5.13, SD=.80) and South Korea (M=4.89, SD=.80; t 

(807) = 4.142, p< .001, two-tailed). The magnitude of the differences in the means 

(mean difference = .23, 95% CI: .12 to .34) was however small (Eta2= .021) inferring 

that construing the self as interdependent between the samples marginally differed.    

 

4.4 Hypothesis Testing   

To test the hypothesized relationships between the variables, a series of ordinary least 

squares regressions were performed. More specifically, to test how the different 

dimensions of the self are related to emotional brand attachment between the distinct 

cultures, the main effect was examined at a national level. Accordingly, two separate 

regressions were performed, one for each sample, in order to decipher potential cross-

cultural differences. The following regression equation was used: 

 

EBA= β0 + β1ASC + β2ISC + β3OSC + ε 

 

Before performing the regression analyses, the assumptions of linearity, 

homoscedasticity and multicollinearity were checked. We followed the suggestion by 

Pallant (2013) and produced partial plots where a reasonably linear pattern appeared. 

We also plotted the standardized residuals and found a rectangular, centralized 

pattern, suggesting no violations of linearity and homoscedasticity. The correlation 

matrix in table 8 below indicated that multicollinearity was not of serious concern as 

no correlation between independent variables exceeded .7 in line with Pallant’s 

(2013) suggestion. In fact, after inspecting the variance inflation factor (VIF), all 

values were below 3, well beneath the recommended threshold of 10 (Hair et al., 

2006).     
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  EBA ASC ISC OSC IndSC InterSC 

EBA 1 

     ASC .531** 1 

    ISC .504** .658** 1 

   OSC .447** .557** .636** 1 

  IndSC .132** .141** -.008 .004 1 

 InterSC .217** .145** .132** .147** .018 1 

VIF n/a 1,954 2,199 1.791 1.042 1,028 

Table 8; Correlations & VIF-values 

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

  n/a Not applicable 

        

 

4.4.1 Main Effect Sweden 

The first model (see table 9) tested the hypotheses H1a, H2a and H3a in the Swedish 

sample. The overall model fitted the data well, F(3,409)=84.23 (p<.001) with 

R²=.382. Thus, the dimensions of self-congruence could explain 38.2 percent of the 

variance in emotional brand attachment. In line with H1a, we found a positive effect 

for actual self-congruence on emotional brand attachment (β1=.299; t=5.078, p<.001). 

H1a was therefore supported in the Swedish sample. H2a postulated that ideal self-

congruence had a positive impact on emotional brand attachment, which also was 

supported (β2=.291; t=4.859, p<.001). Nevertheless, H3a did not reach the 

conventional cut-off point of significance at the five percent level (β3 =.099; t=1.929, 

n.s.). Albeit being close to significant, H3a was thus not supported in the Swedish 

sample. Overall, H1a and H2a were supported, while H3a was not. 

 

4.4.2 Main Effect South Korea 

As referred to in table 9, the second model tested the main effect among South 

Koreans. The model fitted the data F(3,389)=48.57 (p<.001) with an  R²=.272. Once 

again a positive and significant relationship was found between actual self-

congruence and emotional brand attachment (β1=.311; t=5.660, p<.001) in support of 

H1a. However, contrary to the Swedish sample, H2a was not supported (β2=.085; 

t=1.396, n.s.) inferring that ideal self-congruence did not have a significant impact on 
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emotional brand attachment among the respondents in South Korea. In line with H3a, 

which suggested that ought self-congruence would positively impact emotional brand 

attachment, a significant relationship was found (β3 =.214; t=3.708, p<.001). Hence, 

H1a and H3a were supported in the South Korean sample, whilst H2a was not 

supported. Taken together, although differences were found between the two samples, 

the explanatory power (standardized coefficients for β1) was the highest for actual 

self-congruence in both nations. 

 

 

 
Main Effect 

 

Sweden South Korea 

 

Std. Beta t-value Std. Beta t-value 

Independent Variables   

        ASC .299*** 5.078 .311*** 5.660 

      ISC .291*** 4.859 .085n.s. 1.396 

      OSC .099n.s. 1.929 .214*** 3.708 

  

  

  Moderating Variables   

         IndSC - - - - 

       InterSC - - - - 

  

  

  Interaction Terms 

 

  

         ASCxIndSC - - - - 

       ISCxIndSC - - - - 

       OSCxInterSC - - - - 

Overall Model     

       F-value (3, 409) 84.23*** (3, 389) 48.57*** 

     R² .382 .272 

Table 9; Results, main effect 

   *** p <.001 

    n.s. = not significant 

     

4.4.3 Interaction Effect 

In order to examine how the relationship between self-congruence and emotional 

brand attachment was moderated by self-construal, a moderated regression analysis 

was used. To assess the interaction effect of self-construal, the pooled dataset was 

analyzed to detect whether the hypothesized relationships were affected by one's self-

construal. Hence, the interaction effect was measured on an individual level following 

the theoretical notion that individuals may possess both sides of independent and 

interdependent self-construals (e.g. Singelis, 1994; Cross et al., 2011). In line with the 
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approach proposed by Irwin and McClelland (2001), the moderated regression models 

contained all components of the interaction, even though self-construal by itself does 

not have an interpretive meaning in this thesis. The following regression equations 

were used: 

 

EBA= β0 + β1ASC + β4IndSC + β6ASCxIndSC + ε 

EBA= β0 + β2ISC + β4IndSC + β7ISCxIndSC + ε 

EBA= β0 + β3OSC + β5InterSC + β8OSCxInterSC + ε 

 

Further, since our interaction terms were multiplied, this usually causes problems 

related to multicollinearity (cf. Jaccard, Turrisi & Wan, 1990). In order to address 

these problems, we followed the Aiken and West (1991) approach and mean-centered 

all the predicting variables by subtracting the sample mean from each scores before 

multiplying them. As a result of the mean-centering, the VIF values for all the 

independent variables measuring the interaction effect were below the threshold of 10 

(Hair et al., 2006). In fact, the highest VIF value was 2.2.   

 

As shown in table 10, the first regression model fitted the data F(3,800)=107.35 

(p<.001) with an R²=.287. However, the first interaction term was not significant (β6 

=.034; t=1.141, n.s.). H1b was therefore not supported. The second moderated 

regression model measuring the impact of independent self-construal on the 

relationship between ideal self-congruence and emotional brand attachment also 

showed a good fit F(3,797)=102,62 (p<.001) with an R²=.279. In support of H2b, the 

interaction was positive and significant (β7 =.062; t=2.042, p<.05). The third and last 

regression model had an overall fit of F(3,804)=78.60 (p<.001) with a corresponding 

R²=.227. H3b was not supported since the interaction term was not significant (β8 =-

.056; t=-1.778, n.s.). In sum, H2b was supported, indicating that an independent self-

construal strengthens the positive relationship between ideal self-congruence and 

emotional brand attachment. H1b and H3b were, however, not supported.  
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Interaction Effect 

 

ASCxIndSC ISCxIndSC OSCxInterSC 

 

Std. Beta t-value Std. Beta t-value Std. Beta t-value 

Independent Variables       

        ASC .519*** 17.073 - - - - 

      ISC - - .501*** 16.581 - - 

      OSC - - - - .431*** 13.665 

  

      

  Moderating Variables       

         IndSC .058n.s. 1.919 .134*** 4.444 - - 

       InterSC - - - - .147*** 4.647 

  

      

  Interaction Terms 

 

      

         ASCxIndSC .034n.s. 1.141 - - - - 

       ISCxIndSC - - .062* 2.042 - - 

       OSCxInterSC - - - - -.056n.s. -1.778 

Overall Model             

     F-value (3, 800) 107.35*** (3, 797) 102.62*** (3, 804) 78.60*** 

     R² .287 .279 .227 

Table 10; Results, interaction effect   

   *** p <.001 

      * p <.05 

      n.s. = not significant 

        

To rule out any speculations that the moderating variables of self-construal impacted 

the reverse patterns than the ones hypothesized (e.g. that an independent self-

construal would impact the relationship between ought self-congruence and emotional 

brand attachment) all alternative combinations were tested. As expected, no 

alternative moderations reached significance (see appendix A).                  

4.4.4 Simple Slope Analysis 

In order to further examine the nature of the interaction effect of independent self-

construal on the relationship between ideal self-congruence and emotional brand 

attachment, a median split was performed on the moderating variable. Hence, it was 

split into two groups; high and low levels of independent self-construal (cf. Jaccard et 

al.,1990). This procedure allowed us to perform a simple slope analysis with a 

graphical representation of the relationship between ideal self-congruence and 

emotional brand attachment at the two different levels of the moderating variable. The 

bold slope represents the relationship when independent self-construal is low and the 

dashed slope visualizes the relationship for respondents with an independent self-

construal value above the median. As highlighted in figure 3 below, the relationship 

between ideal self-congruence and emotional brand attachment is stronger when 
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independent self-construal is high in comparison to when independence is low in 

further support of H2b. 

 

 

Figure 3: Moderating effect of Independent self-construal on ideal self-congruence and 

emotional brand attachment 

 

A summary of the hypothesis testing is provided in Table 11 below. Next, a 

discussion of the findings is presented along with academic contributions, managerial 

implications and avenues for further research.    

 

Summary Hypothesis Testing 

H1a: Actual self-congruence has a positive impact on 

Emotional Brand Attachment 

Supported 

H2a: Ideal self-congruence has a positive impact on 

Emotional Brand Attachment 

Supported in Sweden, not 

supported in South Korea 

H3a: Ought self-congruence has a positive impact on 

Emotional Brand Attachment 

Supported in South Korea, not 

supported in Sweden 

H1b: An independent self-construal strengthens the 

positive relationship between actual self-congruence 

and emotional brand attachment. 

Not supported 

 

H2b: An independent self-construal strengthens the 

positive relationship between ideal self-congruence and 

emotional brand attachment 

Supported 

 

H3b: An interdependent self-construal strengthens the 

positive relationship between ought self-congruence 

and emotional brand attachment. 

Not supported 

 

Table 11; Summary of hypothesis testing 
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5. Discussion 

This study is a modest but bold attempt to steer the conversation away from the 

conventional westernized focus that has characterized research regarding how 

consumers form emotional attachments to brands. By introducing ought self-

congruence as a novel construct and investigating how the self form emotional 

connections to global brands in two distinct cultures, our findings support and extend 

the notion that self-congruence can positively impact emotional brand attachment (i.e. 

Malär et al., 2011). Our results show that (1) the relationship between different 

dimensions of self and emotional brand attachment displays similarities as well as 

unique differences across cultures and (2) that this relationship is partially impacted 

by a culturally bounded self-view. This suggests that individual and cultural aspects 

affect how emotional bonds are formed towards global brands. More specifically, 

brand personalities that are congruent with one's actual perception of self have the 

strongest positive impact on emotional brand attachment in both cultures. 

Nevertheless, an ideal self-congruent brand did only have a positive and significant 

impact among Swedes in contrast to South Koreans who form attachments to global 

brands that are congruent with the perception of their ought selves. Further, the 

positive relationship found between one's ideal self and emotional brand attachment is 

strengthened when the self is sculpt independently from others.   

 

In line with self-consistency theories (Festinger, 1957, Higgins 1996), our results 

indicate that brands that allow consumers to express their actual vision of self yield a 

stronger emotional connection towards the brand. This finding can be explained by 

people's tendency to strive for consistency of one's beliefs in order to verify the self 

(Swann et al., 1992), which is emotionally pleasing since it enables one to express 

one's self-identity through the usage of brands (Sirgy, 1982; Fournier, 1998, Escalas 

& Bettman 2003). Although the relationship between actual self-congruence and 

emotional brand attachment was significant in both cultures, it does not necessarily 

mean that the emotional attachments are formed in the same way. Kleine et al. (1995) 

discuss attachments as a combination of affiliation and autonomy seeking 

components, which varies in relevance amongst individuals. In line with this 

reasoning, brands that match one's actual self could both enable the separation of the 

self from out-groups as well as the affiliation with people who are similar. Thus, it 
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could be that the relationship between actual self-congruence and emotional brand 

attachment is founded on the opportunity for separation in one culture, whilst it is 

primarily seen as a means for affiliation in another culture. Hence, brands that are in 

line with one's actual self-view may allow consumers to form different attachments to 

brands, either on an individual or group level (Swaminathan et al., 2007).  

 

The relative strength in this relationship can further be explained by the temporal 

orientation of the self-domains (e.g. Kleine et al., 1995). Since the actual self 

represents continuity of the current state of self, it is arguably closer to a more defined 

sense of self, compared to the self-guides (i.e. ideal and ought self), which represent 

end-states and thus signal a change of the self-concept. Further, Malär et al. (2011) 

notes that an authentic relationship creates strong emotions since it is characterized by 

presenting one's true and genuine self and not by acting in an artificial or bogus 

manner. As such, actual self may be psychologically closer, making the emotional 

bond between consumer and brand stronger. This, in turn, converts to stronger 

attachments since the relationship is closer and manifests a sense of oneness with the 

brand (Park et al., 2010). 

 

Our hypothesis regarding the positive relationship between ideal self-congruence and 

emotional brand attachment received partial support (supported in Sweden but not in 

South Korea). A theoretical explanation behind the mixed result can be found in 

regulatory focus theory which postulates that humans have a basic motivation to 

approach pleasures and avoid pains as a basis for one's self-esteem (Higgins, 1997; 

1998). While Protestant values, apparent in western societies, are grounded in a 

belief-system that encourages the expression of one's own accomplishments and 

believing in one's value, worth and competence, people within this cultural system 

have a stronger tendency to be motivated by the promotion of these aspirational goals 

than the prevention of negative outcomes (Lee et al,. 2000). As such, self-enhancing 

mechanisms serve as a basis for the bolstering of one's well-being as it decreases the 

discrepancy with one's ideal self  (Heine & Ruby, 2010). Putting this into a branding 

context, brands that allow consumers to promote their aspirational goals (i.e. 

reinforcing their ideal self) become emotionally appealing since they can work as 

means to pursue these predominantly western virtues. By acting on these virtues, 

emotional attachments to aspirational brands may be formed in Sweden since they 
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support one´s self-esteem by helping the consumer to pursue an ideal version of the 

self. This in turn reduces the self-discrepancies between who one is and one´s 

aspirational dreams (Higgins, 1987).  

 

The mixed results may also be related to the moderating effect of independent self-

construal, which strengthens the positive relationship between ideal self-congruence 

and emotional brand attachment (highlighted in figure 3 above). Having a strong 

independent self-view arguably makes one less inclined to view the self as a social 

object, which in turn makes one less disposed to participate in social comparisons 

(e.g. Festinger, 1954). Some consumers may have negative perceptions of brands with 

personalities that are too idealistic since they represent a gap between one's reality 

and aspirational dreams, which may be due to the negative feelings associated to such 

comparisons (Malär et al., 2011). A brand with an aspirational brand personality can 

evoke negative feelings such as jealousy or envy since it can be seen as being “out of 

reach” for the consumer (p.45). For instance, a consumer who views an attractive 

spokesperson may get the feeling that the brand personality is representing superior 

traits that are not attainable, which is inevitably an emotional process (Thomson, 

2006). However, having a relatively stable sense of the self makes one put less 

emphasis on social comparisons to make up the self-concept (Stapel & Koomen, 

2001) and as such, viewing the self primarily from one's internal abilities indicates 

that comparisons with others ought to be of less concern. Thus, a strong independent 

self-view could reduce the potential negative feelings associated with social 

comparison, which in turn allows for the positive emotions to be strengthened.  

 

Similarly, having an autonomously construed self also implies that external figures 

play a less prominent role in the formation of the self-concept (Markus & Kitamaya, 

1991; Singelis, 1994). As such, an individual with a highly independent self-view 

may care less about impressions from others, freeing the opportunity to pursue one's 

own desired path. In contrast, an individual that constantly rely on others opinions 

may find it difficult to pursue his or her ideal self since it highlight one´s internal 

dreams (Higgins, 1998), which may collide with these external opinions. From a 

branding perspective, brands that symbolize ideal aspirations could therefore be 

associated with a potential risk for consumers who are concerned with public 

impressions, since the brand may evoke negative self-presentations that could be 
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disapproved or even challenged by others (Wooten & Reed, 2004). Nonetheless, with 

less emphasis on external figures, a highly independent consumer may not experience 

the risk of using brands that are in line with their ideal self-concept, which enables the 

positive emotions for the brand to be in the center of attention. These aspects can 

explain why the relationship between ideal self-congruence and emotional brand 

attachment is strengthened by an independent self-view as well as the mixed results 

between the two cultures since Swedes are found to construe the self as more 

independent relative to South Koreans. 

 

In contrast to our results between ideal self-congruence and emotional brand 

attachment, the reverse pattern was found regarding the positive relationship between 

ought self-congruence and emotional brand attachment (supported in South Korea but 

not supported in Sweden). While expressing internal attributes is predominantly 

important from a western perspective, attending to obligations from significant others 

(reinforcing the ought self) may limit an individual's strive for autonomy, which can 

explain why no significant relationship was established in Sweden. Nevertheless, as 

contemporary South Korean culture is heavily influenced by Confucian principles, 

which emphasizes strong family relationships and vertical structures between family 

members (Sung & Tinkham, 2005), attending to the obligations set by significant 

others can work as a guiding moral compass through which life is organized (Wong & 

Ahuvia, 1998). The focus of living up to the duties and expectations set by one's 

family members is further emphasized and culturally manifested in the Korean 

language. The term “undutiful child” (불효자식, Bulhyo Jasig) refers to a person 

who fails to live up to expectations and is associated with emotional feelings such as 

shame or guilt (Cheng, Chi, Fung, Li & Woo, 2015). These strong moral principles, 

apparent in the contemporary South Korean society, can in turn affect one´s 

regulatory focus towards preventing negative mishaps and as such is a strong 

motivational force that regulates one's emotions (e.g. Lee et al., 2000). 

 

Putting this into the current context, brands that allow consumers’ to get closer to the 

personality they feel expected to possess can provide a sense of security (e.g. Bowlby, 

1982, Thomson et al., 2005), which reduces the ought self-discrepancy. This allows 

for emotional attachments to develop since the brand helps the consumer to alleviate 
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the anxiety of not living up to the expectations formed by the external environment 

(i.e. significant others). In line with this reasoning, Fournier (1998) demonstrated that 

attachments to brands can be formed when they serve a self-protective function which 

guards the self from the fear of not living up to social obligations. Hence, the 

relationship found between ought self-congruence and emotional brand attachment in 

South Korea could be explained by the security the brand provides, which in turn 

converts to positive emotions to the brand since the brand personality evokes 

desirable traits as seen from significant others. 

 

An alternative explanation of the attachment process regarding the relationship 

between ought self-congruence and emotional brand attachment can be found in 

consumers’ tendencies to form attachments to brands that facilitate interpersonal 

relationships (e.g. Schouten & McAlexander, 1995). Brand personalities that help to 

signal that one is living up to the expectations set by family members can provide 

positive emotions since the brand symbolizes that their opinions are important. This 

may in turn create stronger interpersonal connections between family members 

through the usage of brands. Given the central importance of harmonious family 

relationships in South Korea, attending to these virtues may explain why consumers 

form emotional attachments to brands that are in line with their ought self-perception. 

This does not necessarily mean that Swedish consumers neglect the importance of 

significant others, but that one's family members may play a less prominent role in 

forming emotional attachments to global brands.       

 

5.1 Academic Contributions 

The current study makes several important academic contributions. First and 

foremost, it contributes to knowledge by linking self-congruence and regulatory focus 

theory to emotional brand attachment in a cross-cultural context. As such, this thesis 

addresses the call from Fetscherin and Heinrich (2015) that more research is needed 

to understand how consumers relate to brands across different cultures. Through the 

introduction of ought self-congruence as a  novel construct with a corresponding 

measure that showed construct validity and reliability across two cultures, this thesis 

is the first, to the best of our knowledge, to directly measure how the ought-self 
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impacts emotional brand attachment. Further, we extend Malär et al.’s. (2011) work 

by suggesting that a consumer's motivational focus can be a key component when 

forming emotional attachments to global brands. Our empirical findings support the 

notion that regulatory focus may chronically differ between cultures (i.e. Lee et al, 

2000; Aaker & Lee, 2001). As abovementioned, while Swedes were found to form 

attachments with brands that can promote their aspirational dreams, South Koreans 

showed the reverse pattern and felt emotional connections to brand personalities that 

were in line with their duties and obligations. Taken together, this demonstrates the 

potential relevance of regulatory focus theory in order to understand how consumers 

form emotional connections to brands cross-culturally and aligns the view of self-

congruence as a multidimensional construct (Sirgy, 1982) that entails cultural 

elements.  

 

Another academic contribution can be tied to the moderating variable of independent 

self-construal which strengthens the relationship between ideal self-congruence and 

emotional brand attachment. Although self-construal was measured on an individual 

level, our findings suggest that construing the self as independent differs in magnitude 

on a national level (Swedish consumers show higher independence relative to South 

Koreans). With the cultural context promoting the development of self-construal 

(Markus & Kitayama, 1991), this further emphasizes that individual and cultural 

conditions play a prominent role when developing emotional attachments to global 

brands. A final contribution is linked to the prevailing academic and managerial trend 

regarding the pursuit for an authentic approach to branding (e.g. Gilmore & Pine, 

2007; Malär et al., 2011; Morhart et al., 2015). In accordance to Malär et al., (2011), 

our findings indicate that brand personalities in line with an actual self-view yield the 

strongest emotional attachment in both cultures. Hence, it seems plausible that 

authentic branding motives have a prerequisite function when forming strong 

emotional brand attachments on a cross-cultural level.  

    

5.2 Limitations and Future Research 

As with any type of research, this study is not without its limitations. First, our 

findings should be interpreted with caution since only seven publicly consumed 
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brands from three product categories were included, and the sample was limited to 

university students who may not fully represent each nation’s general population. 

Therefore, the results found should not be overgeneralized. Future studies may try to 

replicate our findings using other cultures, populations and brands. An interesting 

approach would be to compare how private and publicly consumed brands differ in 

salience and strength across cultures in relation to the different dimensions of self and 

emotional brand attachment. Such an approach could provide additional insights to 

how the self forms emotional bonds in other contexts and settings. Another limitation 

concerns the measurement of self-construal. More specifically, the self-construal scale 

by Singelis (1994) showed apparent issues regarding construct validity, which 

resulted in a majority of items being dropped. Hence, the multidimensionality of the 

two self-construal constructs can be criticized. Future studies may adopt an 

experimental approach to measuring self-construal by manipulating this variable 

through situational priming. Previous studies have successfully shown that different 

self-views can be temporarily accessible through manipulation (Aaker and Lee, 2001; 

Hong & Chang, 2015), which may provide a more robust measurement of self-

construal.  

 

Moreover, with the nature of this study, no detailed documentation is given of the 

underlying psychological processes that consumers use when forming attachments to 

brands. Interesting avenues for further studies could therefore be to directly explore 

how regulatory focus is manifested in the creation of emotional brand attachment, as 

well as investigating how consumers convert the negative feelings associated with a 

prevention focus into positive emotions towards the brand. Further, this study does 

not discriminate between types of brand relationships that may exist between the 

different dimensions of self-congruence. Fournier (1998) discusses multiple forms of 

relationships (e.g. flings, arranged marriages, best friends etc.) that tend to vary in 

strength of attachment. Future studies may link self-congruence with Fournier´s 

(1998) typology of consumer-brand relationships in order to provide additional 

insights of the nature behind the different dimensions of self and emotional brand 

attachment. Interesting questions could be whether an actual self-congruent brand can 

be associated with a best friend relationship or if an ought self-congruent brand has 

the same characteristic as an arranged marriage, and investigate the extent to which 

these relationship types are impacted by one's cultural heritage.      
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5.3 Managerial Implications 

This study also has implications for marketing managers in charge of global brands. 

Adopting an emotional branding strategy has several benefits, such as increased 

consumer loyalty (Thomson et al., 2005), higher satisfaction (Thomson, 2006), and 

positive word-of mouth (Batra et al., 2012), which can strengthen a brand's 

performance (Park et al., 2010). However, implementing such an approach should be 

managed carefully given the potential harmful outcomes of emotional branding for 

global brands (e.g. Thompson et al., 2006). Our findings suggest that marketing 

managers should consider several aspects before implementing emotional elements in 

their marketing strategy.  

 

First, adopting a contingent global branding strategy that addresses cultural 

differences should be emphasized. Since our results indicate that consumers differ 

when forming emotional bonds to brands, a rather uniform brand personality and 

branding message across markets may not capture the cultural diversity of consumers. 

Instead, global marketing managers should incorporate their consumers’ cultural 

environment into their branding strategies in order to better grasp how targeted 

consumers’ views of themselves align with the personality of the brand. In line with 

the current trend of collaborative branding (c.f. Schau, Muñiz & Arnould, 2009), 

companies could then beneficially receive insights and rework brand personalities in 

accordance to the consumer’s perception of self, which is, according to our findings, 

an important driver of emotional brand attachment. Another managerial implication is 

that marketing managers should consider shifting their efforts to a more authentic 

branding approach (Malär et al., 2011) since congruence between a brand and 

consumer's view of their actual self have the strongest impact on emotional 

attachment in both cultures. Other than the examples of Dove and Dressman provided 

earlier, a prominent example of such an approach can be seen in Nike's global attempt 

to steer away from the heavy reliance on professional athletes as endorsers, towards 

complementary usage of “ordinary people” in their marketing communication. This 

arguably allows the brand to tap into how most consumers may perceive their actual 

version of themselves. In line with our findings, such a strategy can be beneficial in 

terms of creating emotional brand attachment.  
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Nevertheless, companies that choose to emphasize aspirational benefits through a 

brand's personality should carefully consider the cultural context. Although portraying 

a consumer's aspirational goals could be beneficial, especially in western cultures or 

when the consumer is viewing him or herself independently from others, such a brand 

strategy may be inapt in an East Asian context. Instead, emphasizing a brand's ability 

to live up to expectations set by significant others could be highlighted in Confucian 

cultures. From a managerial point of view, this stresses the importance of carefully 

framing an aspirational brand message according to the consumer's regulatory focus. 

Global brand managers should therefore consider whether the brand personality 

should be portrayed as a facilitator of a consumer's aspirational dreams or as a self-

protective mean that can provide a sense of security and thereby enable the spurring 

of interpersonal relationships. An example of the later approach can be seen in 

Hyundai’s recently launched “You now” campaign in South Korea, which focuses on 

an adult son paying gratitude to his father by letting him be the first passenger in his 

new Hyundai Grandeur. With subtle hints, the automaker is depicting the positive 

emotions associated with living up to a parent's expectations and how that fosters a 

harmonious father-son relationship. Our findings indicate that such an approach can 

successfully create emotional attachments in the right cultural context.  

 

Further, the results indicate that consumers who view themselves independently from 

others tend to become emotionally attached to brand personalities that are in line with 

their aspirational desires. A possible explanation could be that these consumers are 

less likely to see themselves as social objects. An implication of this finding is that 

aspirational branding may be fruitful when the brand message is focused on 

individual accomplishments, which could give the consumer the feeling that ideal 

standards are within reach when targeting highly independent consumers. In contrast, 

brands targeting consumers with a low independent self-view could highlight positive 

impressions received from others in order to mitigate the experienced risk of external 

judgments (e.g. Wooten & Reed, 2004) associated with aspirational branding. 

Overall, the proposed managerial implications give guidance to global brand 

managers of how and when they can create brand messages or brand personalities that 

enhances the opportunity for emotional brand attachment to spur. 
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Appendix A 

Non-hypothesized relationships of interaction effect 

 

 
Interaction Effect (non-hypothesized) 

 

ASCxInterSC ISCxInterSC OSCxIndSC 

 

Std. Beta t-value Std. Beta t-value Std. Beta t-value 

Independent Variables 

 

      

       ASC .511*** 17.181 - - - - 

     ISC - - .483*** 15.961 - - 

     OSC - - - - .445*** 14.221 

  

      

  Moderating Variables 

 

      

      IndSC - - - - .152*** 3.990 

    InterSC .143*** 4.775 .155*** 5.064 - - 

  

      

  Interaction Terms 

 

      

       ASCxInterSC -.005n.s. -.186 - - - - 

     ISCxInterSC - - .003n.s. .104 - - 

     OSCxIndSC - - - - .042n.s. 1.338 

Overall Model             

     F-value (3, 805) 116.59*** (3, 802) 102.51*** (3, 799) 74.66*** 

     R² .303 .277 .219 

*** p <.001 

      n.s = not significant 
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Appendix B 

Survey scale items with translation  
 

* = Item removed after exploratory factor analysis  

 
Dependent Variable 

Emotional Brand 

Attachment 

 

English 

 

Swedish Translation 

 

Korean Translation 

Ten items adopted 

from Thomson et al., 

(2005). All items 

measured on a seven 

point (Strongly 

Disagree-Strongly 

Agree) Likert-Scale 

 

 

I feel ____ towards 

the brand   

 

EBA1. Affection 

EBA2. Love 

EBA3. Peaceful* 

EBA4. Friendly* 

EBA5. Attachment 

EBA6. Bonded 

EBA7. Connected 

EBA8. Passion 

EBA9. Delight 

EBA10. Captivation 

 

Jag känner en ___ till 

varumärket  

 

Affektion 

Kärlek  

Frifullhet  

Vänskapliget  

Hängivenhet  

Koppling  

Förbindelse 

Passion  

Glädje  

Förtjusning   

나는 이 브랜드에 

________ 감정을 느낀다 

 

애정어린 

사랑의 

평화적인 

친숙한 

애착된 

결합된 

연결된 

열정적인 

기쁜 

매료된 

Independent Variable 

Actual Self-

congruence (ASC) 

 

English 

 

Swedish Translation 

 

Korean Translation 

Three items adopted 

from Malär et al., 

(2011), and Morhart 

et al., (2015)   

Respondents were 

given the following 

instructions:  

 

Take a moment and 

think about brand X. 

(Try to) describe this 

brand using 

personality 

characteristics (such 

as friendly, down-to-

earth, adventurous, 

exciting, charming, 

competent, 

sophisticated, 

confident, tough 

etc.). 

 

Respondenterna gavs 

följande 

instruktioner:  

 

Ta ett ögonblick och 

tänk på varumärke X. 

Försök att beskriva 

varumärket genom 

att använda 

personlighetsdrag 

(som vänlig, 

jordnära, äventyrlig, 

spännande, charmig, 

kompetent, 

sofistikerad, 

självsäker, tuff mm).  

 

다음과 같은 

지시사항이 있습니다: 

 

이 브랜드에 대해 

잠시 생각을 해보시기 

바랍니다. 성격 

특성(사교적, 철저한, 

모험적, 흥분된, 

매력적인, 유능한, 

정교한, 자신감 있는, 

강인한 등)을 

고려하여 이 브랜드를 

스스로 설명해 보시기 

바랍니다. 
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 Now think about how 

you see yourself 

(your actual Self). 

What kind of person 

are you? How would 

you describe your 

personality? Once 

you´ve done this 

please indicate your 

agreement or 

disagreement to the 

following statements: 

Tänk nu på hur du 

ser dig själv (ditt 

faktiska jag). Vilken 

typ av person är du? 

Hur skulle du 

beskriva din 

personlighet? När du 

väl gjort detta, var 

vänlig att indikera 

hur väl du instämmer 

med följande 

påståenden 

이제 나에 대해 

어떻게 보는지 생각해 

주십시오(실제 자아). 

나는 어떤 

사람입니까? 나의 

성격을 어떻게 묘사할 

수 있습니까? 이러한 

생각들을 한 이후 

다음 항목들에 대해 

동의하는 정도를 

선택하세요. 

 

 
ASC1 The personality of 

the brand is 

consistent with how I 

see Myself (my 

actual self) 

 

Personligheten för 

varumärket 

överensstämmer med 

hur jag ser mig själv 

(mitt faktiska jag) 

이 브랜드의 

성격특성은 나를 

어떻게 바라보는 

지와 일치한다 (실제 

자아) 

ASC2 The personality of 

the brand is a mirror 

image of me (my 

actual self) 

 

Personligheten för 

varumärket är en 

spegelbild av mig 

(mitt faktiska jag) 

 

이 브랜드의 

성격특성은 현재 

나의 이미지를 잘 

반영한다 (실제 

자아) 

 

ASC3 The personality of 

the brand is close to 

my own personality 

(my actual self) 

 

Personligheten för 

varumärket är nära 

min egen 

personlighet (mitt 

faktiska jag) 

이 브랜드의 

성격특성은 나의 

실제 성격과 

비슷하다 (실제 

자아) 

 

Independent Variable 

Ideal Self-

congruence (ISC) 

 

English 

 

Swedish Translation 

 

Korean Translation 

Three items adopted 

from Malär et al., 

(2011), and Morhart 

et al., (2015)   

Now think about how 

you would like to see 

yourself (your ideal 

self). What kind of 

person would you 

Tänk nu på hur du 

skulle vilja se dig 

själv (ditt ideala jag) 

Vilken person skulle 

du vilja vara? När du 

나 스스로 나에 대해 

어떻게 보고 싶은지 

생각해 주십시오 
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like to be? Once 

you´ve done this, 

indicate your 

agreement or 

disagreement to the 

following statements 

 

 

väl gjort detta, var 

vänlig att indikera 

hur väl du instämmer 

med följande 

påståenden: 

 

(이상적 자아). 나는 

어떤 사람이 되고자 

합니까? 나의 성격을 

어떻게 묘사하고 

싶습니까? 이러한 

생각들을 한 이후 

다음 항목들에 대해 

동의하는 정도를 

선택해 주시기 

바랍니다 

ISC1 The personality of 

the brand is 

consistent with how I 

would like to be (my 

ideal self) 

 

Personligheten för 

varumärket är 

överensstämmande 

med hur jag skulle 

vilja vara (mitt ideala 

jag) 

이 브랜드의 

성격특성은 나를 

어떻게 바라보고 

싶은 지와 일치한다 

(이상적 자아) 

ISC2 The personality of 

the brand is a mirror 

image of the person I 

would like to be (my 

ideal self) 

 

Personligheten för 

varumärket är en 

spegelbild av 

personen jag skulle 

vilja vara (mitt ideala 

jag) 

이 브랜드의 

성격특성은 내가 

되고 싶은 사람의 

이미지를 잘 

반영한다 (이상적 

자아) 

 

ISC3 The personality of 

the brand is close to 

my ideal personality 

(my ideal self) 

 

Personligheten för 

varumärket är nära 

min ideala 

personlighet (mitt 

ideala jag) 

 

이 브랜드의 

성격특성은 나의 

이상적 성격과 

비슷하다(이상적 

자아) 

 
 
 
Independent Variable 

Ought Self-

congruence (OSC) 

 

English 

 

Swedish Translation 

 

Korean Translation 

Five items generated 

by the researchers  

Finally  think about 

how you should be 

seen by your 

significant others 

(your Ought self). 

What kind of person 

should you be? What 

kind of person do 

your significant 

others (your family) 

think it is your duty 

Tänk slutligen på hur 

du borde se dig själv 

enligt dina 

närstående (“ditt 

borde jag”). Vilken 

person borde du 

vara? Vilken person 

tycker dina 

närstående (din 

familj) att du har en 

plikt att vara? Vilken 

타인이 나에 대해 

어떻게 봐야 하는지 

생각해 주십시오 

(마땅한 자아). 

타인에게 나는 

어떠한 사람이 

되어야 합니까? 

나에게 중요한 
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to be? What kind of 

person do you 

believe you have the 

obligation to be? 

Once you´ve done 

this please indicate 

your agreement or 

disagreement to the 

following statements: 

 

person känner du att 

du har en skyldighet 

att vara? När du väl 

gjort detta, var vänlig 

att indikera hur väl 

du instämmer med 

följande påståenden: 

 

사람들 (가족)은 

나의 역할이 

무엇이라 

생각합니까? 나의 

의무는 무엇이라 

생각합니까? 이러한 

생각들을 한 이후 

다음 항목들에 대해 

적절한 답변을 부탁 

드립니다 

 

OSC1 The personality of 

the brand is 

consistent with how I 

should be (my ought 

self) 

 

Personligheten för 

varumärket är 

överensstämmande 

med hur jag borde 

vara (mitt borde jag) 

 

이 브랜드의 

성격특성은 내가 

어떻게 되어야 하는 

지와 일치한다 

(마땅한 자아) 

OSC2 The personality of 

the brand is a mirror 

image of the person I 

ought to be (my 

ought self) 

 

 

Personligheten för 

varumärket är en 

spegelbild av 

personen jag borde 

vara (mitt borde jag) 

 

이 브랜드의 

성격특성은 내가 

어떠한 사람이어야 

하는지에 대한 

이미지를 반영한다 

(마땅한 자아) 

OSC3 The personality of 

the brand is close to 

the personality I 

should have (my 

ought self) 

 

Personligheten för 

varumärket är nära 

den personligheten 

jag borde ha (mitt 

borde jag) 

 

이 브랜드의 

성격특성은 내가 

가져야 할 성격과 

비슷하다 (마땅한 

자아) 

 
 
 
 

OSC4* The personality of 

the brand is 

consistent with the 

person I am expected 

to be (My ought self) 

 

Personligheten för 

varumärket stämmer 

överens med 

personen jag 

förväntas vara (mitt 

borde jag) 

 

이 브랜드의 

성격특성은 내가 

되고자 하는 사람과 

일치한다 (마땅한 

자아) 

OSC5 The personality of 

the brand reflects the 

person I feel I have a 

duty to be (My ought 

self) 

 

Personligheten för 

varumärket 

reflekterar den 

person jag känner en 

plikt att vara (mitt 

borde jag) 

이 브랜드의 

성격특성은 내가 

반드시 되어야 할 

사람의 성격을 잘 
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 반영한다 (마땅한 

자아) 

 

 
Moderating variable 

Independent self-

construal (IndSC) 

12 items adopted 

from Singelis 

(1994) Self-

Construal Scale  

 

 

English 

 

 

Swedish Translation 

 

 

Korean Translation 

IndSC1* I´d rather say “No” 

directly, than risk 

being 

misunderstood 

Jag skulle hellre 

säga “Nej” direkt än 

riskera att bli 

missförstådd 

나는 오해를 받기 보단, 

직접적으로‘싫다’라고 

말하는 편이다 

IndSC2* Speaking up during 

class (or at a 

meeting) is 

absolutely not a 

problem for me 

Att uttala sig under 

en lektion (eller 

under ett möte) är 

absolut inget 

problem för mig 

나는 수업이나 회의에서 

나의 의견을 주장하는 

것은 전혀 문제가 안 

된다 

IndSC3* Having a lively 

imagination is 

important to me 

Att ha en livlig 

fantasi är viktigt för 

mig 

생생한 상상력을 지니는 

것은 나에게 중요하다 

IndSC4* I am comfortable 

with being singled 

out for praise or 

rewards 

Jag är bekväm med 

att pekas ut för 

beröm eller 

belöningar 

나는 사람들 중에서 

선택되어 칭찬이나 

보상을 받는 것이 

불편하지 않다. 

IndSC5* I am exactly the 

same person at 

home that I am at 

school (or work) 

Jag är exakt samma 

person hemma som 

jag är i skolan (eller 

på jobbet) 

나는 학교에 있을 때와 

집에 있을 때 완전히 

같은 사람이다 

IndSC6* Being able to take 

care of myself is a 

primary concern for 

me 

Att kunna ta hand 

om mig själv är en 

primär angelägenhet 

för mig 

남에 의지하지 않고 

스스로를 돌볼 수 있는 

것은 나에게 매우 중요한 

일이다. 

IndSC7* I act the same way 

no matter who I am 

with 

Jag är på samma 

sätt oavsett vem jag 

är med 

내가 누구와 있든지 

나는 똑같이 행동한다 

IndSC8* I feel very 

comfortable using 

someone´s first 

name soon after I 

meet them, even 

when they are much 

older than I am 

Jag känner mig 

väldigt bekväm med 

att använda en 

persons förnamn 

kort efter att vi har 

träffats, även om 

personen är mycket 

äldre än mig 

나보다 훨씬 나이가 

많은 사람을 만나도 

그의 이름을 부르는 

것에 대하여 나는 

괜찮은 편이다 

IndSC9 I prefer to be direct 

and forthright when 

dealing with people 

Jag föredrar att vara 

direkt och rättfram 

när jag handskas 

나는 처음 만나는 

사람에게 직접적이고 
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I´ve just met med människor jag 

just träffat 
직설적으로 행동하는 

것을 선호한다 

IndSC10 I enjoy being unique 

and different from 

others in many 

respects 

Jag tycker om att 

vara unik och 

annorlunda än andra 

i många avseenden 

나는 여러 면에서 다른 

사람들과 다르고 독특한 

것을 즐기는 편이다 

IndSC11 My personal 

identity independent 

from others, is very 

important to me 

Min personliga 

identitet oberoende 

av andra, är väldigt 

viktig för mig 

나의 정체성이 다른 

사람들과 독립적인 것은 

나에게 매우 중요한 

일이다 

IndSC12* I value being in 

good health above 

everything 

Jag värderar att vara 

vid god hälsa över 

allt annat 

나는 무엇보다 건강을 

가장 중요시 여긴다 

 

 
Moderating variable 

Interdependent self-

construal (InterSC) 

12 items adopted 

from Singelis (1994) 

Self-Construal Scale  

 

 

English 

 

 

Swedish Translation 

 

 

Korean Translation 

InterSC1 I show great respect 

for authority figures 

with whom I interact 

Jag visar en stor 

respekt för personer 

med auktoritet som 

jag träffar 

나와 교류하는 

권위자에 나는 큰 

존중을 표시한다 

InterSC2 It is very important 

for me to maintain 

harmony within my  

group 

Det är väldigt viktigt 

för mig att bibehålla 

harmoni inom min 

grupp 

내가 속한 집단 

내에서 조화를 

이루는 것은 나에게 

매우 중요하다 

InterSC3* My happiness 

depends on the 

happiness of those 

around me 

Min lycka är 

beroende av hur 

lyckliga de i min 

omgivning är 

나의 행복은 주변의 

행복에 영향을 

받는다 

 
InterSC4* I would gladly offer 

my seat in a bus to 

my professor (or 

boss) 

Jag skulle gärna 

erbjuda min sittplats 

på bussen till min 

lärare (eller chef) 

나는 교수님이나 

상사에게 버스에서 

자리를 기쁘게 내줄 

수 있다 

InterSC5* I have a great respect 

for people who are 

modest about 

themselves 

Jag har en stor 

respekt för personer 

som är anspråkslösa 

나는 겸손한 

사람들에게 큰 

존중이 있다 

InterSC6 I would make big 

sacrifices to my self-

interests for the 

benefit of the group 

that I am in 

Jag skulle göra stora 

uppoffringar av mina 

egen-intressen för 

den grupp jag tillhör 

내가 속한 집단의 

이익을 위해 큰 

희생을 할 수 있다 

 



55 
 

 
InterSC7* I often have the 

feeling that my 

relationships with 

others are 

significantly more 

important than my 

own 

accomplishments 

Jag har ofta känslan 

att mina relationer 

med andra är 

betydligt mer viktiga 

än mina egna 

prestationer 

나의 개인적인 

성취보다 다른 

사람들과의 관계가 

훨씬 더 중요하다 

InterSC8* I should strongly 

consider my parents´ 

advice when making 

education/career 

plans 

Jag borde starkt 

överväga mina 

föräldrars råd när jag 

gör upp mina planer 

som rör min 

utbildning/karriär 

나의 진로나 

미래적인 계획에 

대한 결정에 있어 

부모님과 상의하는 

것을 나는 중요하게 

생각한다 

InterSC9 It is important to me 

to respect decisions 

made by the group 

Det är viktigt för mig 

att respektera beslut 

som tas av gruppen 

내가 속한 집단의 

결정에 존중을 

표하는 것은 

중요하다 

InterSC10* I will stay in a group 

if they feel they need 

me, even if I´m not 

happy with the group 

Jag kommer stanna i 

en grupp om de 

känner att de behöver 

mig, även om jag inte 

är tillfredsställd med 

gruppen 

내가 속한 그룹에 

행복하지 않아도, 

내가 필요하다면 

나는 집단에 계속 

머무를 것이다 

InterSC11* If my brother or 

sister fails, I feel 

responsible 

Jag känner ett ansvar 

om min bror eller 

syster misslyckas 

나의 형제가 

실패한다면, 나는 

책임감을 느낄 것이다 

InterSC12* Even when I strongly 

disagree with a group 

member, I avoid an 

argument 

Även om jag 

misstycker starkt 

med en 

gruppmedlem så 

undviker jag en 

argumentation 

내가 속한 집단의 

사람과 의견차이가 

심해도, 나는 논쟁을 

피할 것이다 
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