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 Analyzing effective factors on Attachment-Aversion of brand is the aim of the research. 
The research model is formed by using brand experience variables as an independent 

variable, and enticing (annoying) the self, enabling (disabling) the self, enriching 

(impoverishing) the self, brand- self connection, brand prominence as dependent 
variables. In terms of objective, research method is practical and descriptive that 

through using questionnaires and survey, required data is collected. The population is 

Sony's products consumer and Cochran formula sampling method is used and the 300 
acceptable samples were collected. Data analysis software SPSS and LISREL was 

conducted and results indicate that brand experience effect on the self- brand 

connection through enticing (annoying) the self, enabling (disabling) the self, enriching 
(impoverishing) the self, and also brand experience effect on brand prominence through 

enticing (annoying) the self and enriching (impoverishing) the self but enabling 

(disabling) the self doesn’t have any effect on brand Prominence. 
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INTRODUCTION 

 

 Brand and its relationships with customers beyond traditional marketing theories, discussed in related 

literature. Due to the increasing number of competitive products on the market from any product category and 

providing unlimited choices for customers in almost all industries, brand and its relations with customer 

increasingly raise its importance to businesses. Due to strong relationship that is made by large commercial 

enterprises between brand and customers, they resist against competitors and market developments. A strong 

brand has a positive impact on consumer’s attitude toward an enterprises identity and a positive attitude forms in 

a good experience. When Brand-customer relationship measured objectively and correctly, it changed to an 

appropriate criteria to evaluate long-term effects of marketing decisions. Available models in brand field are 

different with attachment- aversion model that developed based on quality of relation with brand, brand 

attachment and brand strong desire. [8] and this paper examines attachment-aversion relation of brand and its 

relationship with customer. 

 

Theoretical Framework: 

What is attachment- aversion model? 

 Attachment- aversion model is developed base on the concept of self and states that, the distance between 

self- brand, and brand prominence is indicator of customer's attachment- aversion of a relationship with a brand. 

[8], a person like a brand, and feet that is close to him, when he find it as a way for developing his identity, this 

relationship is attachment to brand. When a person know the brand as a treat for his identity, person oppose to 

brand and avoid of this sense, this relationship is called aversion to brand (Ibid). 

 Attachment to brand, and aversion to brand are the head ends of attachment- aversion model at any point in 

time, at the same time moving from one end to the other end is possible during the time [4]. Relationship which 

is located somewhere in the middle of these two ends, is called in difference to brand; in such cases the 

relationship is neutral and has no motivational and driving force for a brand or against a brand [8]. 

 The relationship A-A has 2 components or feature: 

1. Brand- self connection 

2. Brand prominence  
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So the relationship A-A, is a hidden structure of person's sense of self and relationship with self- identity that is 

based on these two components. 

 

Brand-self connection: 

 Self concept includes various attributes associated with the person (individual's perception of himself), 

moral features, individual perceptions of past or present experiences, social roles and person's behavior and also 

person's attitude toward himself [5]. Researcher interpret the brand-self connection  as interpersonal relationship 

in social context that shows, brand-self connection  likely includes cognitive beliefs and emotional connection 

with the brand that finally influence the customer's behavior toward brand [1]. In fact brand- self connection   is 

the extent to which important aspects of individual's concept, values and goals are shown by brand. Such things 

suggest that brand can strengthen the customer's identity for doing their goals and so customers are using brand 

as a means to deliver value and identity [3] 

 So tendency to brand shows the amount of person's confidence and his assessment of a brand. In tendency 

to brand the order of severity is the customer's judgment about goodness or badness of brand, and is not the 

severity of brand-self connection. Assessment of brand, without reference to self, can be positive or negative 

[9]. As a result brand- self connection   that is something related to self-concept is defined as perceived distance 

between brand and self. It shows the type of relationship (in near relationship, this is positive and in distance 

relationship this is negative). The kind of relationship is determined by the fit between self and memory of brand 

[8] 

 Brand- self connection   is a field in which brands reflect the person's self- concept. 

 

Brand prominence: 

 Brand prominence is defined as "the amount of features that are designed for the appearance of brand to put 

it in the audience's center of attention [10]. In fact the mean of the concept of brand prominence is that to note 

the attention of the people that shows the identity of brand and its devious feature [7]. when the memories are 

not readily available, psychologically perceived distance is not prominent. The scientific definition of brand 

prominence is "the amount of the availability of perceptual page of a brand for each person"; so as much as 

thinking of a brand comes to mind easier and more frequent, prominence in relation to self- concept of brand is 

more affected [8]. 

 Three determinant factors of attachment- aversion relation of brand have different functions, concepts and 

features, these can be considered as advantages or disadvantages of a brand from the prospective of consumers. 

When the brand helps (prevents) consumers to achieve their goals, the brand become closer (further) to self. 

Current study, present 3 possible advantages (disadvantages) of a brand including: Enticing (annoying) the self; 

Enabling (disabling) the self; Enriching (impoverishing) the self the self or in short 3E (Ibid). 3E in this study is 

related to the state of relation of advantage and disadvantage of a brand with consumer's self (meaningful or 

useful). This distinction is important because presents practical or symbolic profits that is not understandable or 

related to a person's self. 

 A-A relationship and its determinant factors have hearty sharing and also mental sharing. 

 

Brand Experience: a key determinant: 

 Brand experience is defined as consumer's mental response (his senses, emotions, recognition) and also 

evoked responses by brand- related stimuli, that part of it, is produced by design and identity of brand, packing, 

communications and environment [11]. Brand experience occurs when the consumers while investigating or 

using of a brand are faced with it [2]. So brand experience includes a set of incentives that put consumers 

exposed to that brand such as TV advertising, verbal recommendation or advertising of other consumers and 

interaction with design and identification of brand, packing and environment. This brand- related stimuli can 

awaken emotional, perceptual, mental and behavioral reactions, which in turn could lead to a favorable attitude 

toward brand and dependence toward it [13]. 

 Brand experience may be one of the determinant factors in developing consumer- brand relation our time. 

Experimental dimension may determine that whether the brand is enticing (annoying) the self, enabling 

(disabling) the self or enriching (impoverishing) the self the self, and in turn it make the self- brand distance or 

brand prominence [11]. 

 

Enticing (annoying) the self by aesthetically pleasing experience: 

 When a consumer feels the pleasant sensory or aesthetic quality, the psychological distance from bran will 

be reduced, the opposite is also true, when a brand has a unpleasant sensory or aesthetic quality, the 

psychological distance from brand will be increased [8]. In fact Enticing (annoying) the self refers to intangible 

characteristic of brand which is related to hearty connection of an individual with brand. Actually, customer 

finds brand's products interesting from the aesthetic aspect and connect with it. 

 So in this study the following assumptions have been investigated: 
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 Hypothesis 1: brand experience influences self- brand connection by enticing (annoying) the self. 

 Hypothesis 2: brand experience influences brand prominence by enticing (annoying) the self. 

 

Enabling (disabling) the self by performance of products and services: 

 Psychological distance is affected where brand gives a sense of efficiency and capability. This sense of 

efficiency is such that capable the consumer to increase his control on his environment and in this case he 

achieves to his goals and also avoiding from something that he don't want. When the brand gives the consumer 

he sense of autonomy and control over issues, there is a little psychological distance; the opposite is also true, 

when a brand shake the person's sense of frequency and person's ability, a person probably find psychologically 

distancing feeling from the brand [8]. Thus, when a brand's products can get its user to his/ her targets and 

transfer the sense of capability to him' her, that person feels himself/ herself close to brand. In fact, enabling 

(disabling) the self refers to consumer's perceived tangible characteristic towards brand. 

 So in current study the following assumptions have been investigated: 

 Hypothesis 3: brand experience influences brand prominence by enabling (disabling) the self. 

 Hypothesis 4: brand experience influences brand- self connection   by enabling (disabling) the self. 

 

Enriching (impoverishing) the self the selfby self- identity and self expression: 

 Some brands take symbolic meaning and connect with the opposite party. The crucial aspect of advantage 

of individual enrichment is that the brand satisfy person's psychological self and do this with the help of 

symbolic representation of past, present and ideal self in the future, whether internally or externally. When 

person's identity is represented  by brand, he could have privately thanked and enjoy from it or show it generally 

to the outside word; in short, when a brand shows personal belonging of a person internally, o express the ideal 

self or the current self, or strengthen person's value or principles, this brand presents symbolic complacency and 

as a result leading to self enrichment or directed a person toward a higher level of attachment; but when a brand 

impoverish a person with viewing an identity that he strongly opposes it, the brand is become a target for a 

person's to this irritation [8]. Therefore, we can define enriching(impoverishing) the self the self as "when an 

individual presents his/ her favorable identity through using a brand's products to the world and enjoys it, 

thereby it makes this person interested in brand. 

 So in current study the following assumptions have been investigated: 

 Hypothesis 5: brand experience influences brand prominence by self enrichment (impoverish). 

 Hypothesis 6: brand experience influences brand- self connection by self enrichment (impoverish). 

 

 
 

Fig. 1: Conceptual model [8,11]. 

 

Methodology: 

 As achieving the relation between variables that in a multivariate model effects on customer-brand relation 

is the aim of research, therefore the research is correlation and no experiment method. In this method, the effect 

among variables is analyzed base on the research aim. According to research category base on data collection, or 

in the other hand research proposal is descriptive that describes sample features and then generalize them to 

population. According to the aims and topic nature and executive equipments the research is descriptive survey. 

Population in the research is Sony costumers in Esfahan. Also SPSS software and LISREL is used to analyze 

data. In the research sample size evaluated by Cochran formula and estimated for 384 people. Cronbakh Alfa 

method is used to define questionnaire reliability. In order to understand the relationship between variables, 

there is suitable statistical methods which one of them is regression analysis. The linear regression analysis is a 

tool through which we can measure the extent a variable impacts on other variable in terms of linear. 
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Table 1: Reliability computation of questions related to questionnaire 

variable Cronbakh Alfa number Question source 

brand experience .884 10 ( Brakus et, al 2009) 

enticing (annoying) the self .869 2 ( Park et, al 2013) 

enabling (disabling) the self .588 2 ( Park et, al 2013) 

enriching (impoverishing) the self .856 3 ( Park et, al 2013) 

brand – self connection .795 2 ( Park et, al 2010) 

brand prominence .797 2 ( Park et, al 2010) 

Total questionnaire .936 21  

 

 The table upon presents Cronbakh Alfa and number of questions related to questionnaire variables. As 

amount of Cronbakh Alfa is more than .7, so the test has an acceptable reliability. 

 

Descriptive Statistic: 

 In this part by statistic analyzes statistic samples distribution evaluated base on variables such as: Sex, 

marital status, age, and education. 

 
Table 2: Descriptive Statistic. 

variable group frequency percentage 

sex Male 133 44.3 

female 167 55.7 

marital status Single 144 48 

Married 156 52 

age Between 20-30 year 191 63.7 

Between 31-40 year 57 19 

Between 41-50 year 35 11.7 

Between 51-60 year 10 3.3 

Between 61-70 year 7 2.3 

education Associate of art 96 32 

Bachelor of art 133 44.3 

Master of art 64 21.3 

doctorate 7 2.3 

 

 According to table above among 300 people of sample that response; 133 are male and 167 are female. It 

shows that 44.3 percent are male and 55.7 percent are female and 48 percent are single and 52 percent are 

married. Also about 64 percent of them are between 20-30 years old and about 44 percent are bachelor of art, 32 

percent associate of art, 21 percent master of art, and 2 percent are PhD. 

 

Evaluation of the measurement models with t-statistic, the coefficient and standard error of various factors: 

 According to The number of observed variables, the measurement equation is presented. Every equation 

includes coefficient path between Observed variable and latent variable, measurement error of observed 

variable, with significance tests based on trait and amount of R2 that mean determination coefficient or 

proportion of variance by the latent variable. Enticing (annoying) the self Evaluation of Coefficient and t value 

for enticing (annoying) the self. 

 
Table 3: Evaluation of Coefficient and t value for enticing (annoying) the self. 

error Determination 

coefficient 

T statistic Standard 

coefficient 

Items 

- 0.69 - 0.83 Q 11 

0.056 0.86 14.72 0.92 Q 12 

  

Brand experience (BE): 
Table 4: Evaluation of Coefficient and t value for brand experience indicator. 

error determination 
coefficient 

T statistic Standard 
coefficient 

Items 

0.050 0.53 13.98 0.73 Q1 

0.060 0.37 11.00 0.61 Q2 

0.054 0.46 12.76 0.68 Q3 

0.058 0.44 12.37 0.66 Q4 

0.052 0.32 10.14 0.57 Q5 

0.050 0.44 12.29 0.66 Q6 

0.057 0.32 10.12 0.56 Q7 

0.054 0.36 10.95 0.60 Q8 

0.062 0.40 11.55 0.63 Q9 

0.054 0.40 12.73 0.68 Q10 
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Enabling (disabling) the self: 
Table 5: Evaluation of Coefficient and t value for enabling (disabling) the self indicator 

error Determination coefficient T statistic Standard coefficient Items 

- 0.45 - 0.67 Q13 

0.062 0.36 8.77 0.60 Q14 

 

Enriching (impoverishing) the self: 
Table 6: Evaluation of Coefficient and t value for enriching (impoverishing) the self-indicator. 

error determination 
coefficient 

T statistic Standard 
coefficient 

Items 

- 0.63 - 0.79 Q15 

0.058 0.70 15.19 0.84 Q16 

0.057 0.67 14.79 0.82 Q17 

 

Brand _ Self connection (B_SC): 
Table 7: Evaluation of Coefficient and t value for self brand connection indicator. 

error determination 

coefficient 

T statistic Standard 

coefficient 

Items 

- 0.57 - 0.75 Q18 

0.062 0.75 14.41 0.87 Q19 

 

 All the variables are larger than 96/1in t statistic and also they have appropriate determination coefficient. 

So no item removed and model evaluation persevered by the items (questions). 

 

 
 

Model 1: Model in the case of nonstandard estimate. 

 

 
Model 2: Model in case of significant numbers (t-value). 
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 The numbers on the lines indicate the t-value for each path. If this value isn’t significant, it is shown in red 

in the output of the software. In this analysis, the t-statistics for the six paths is over1.96, and it is significant as a 

result. 

 

 
 

Model 3: Model in case of determination coefficient. 

 

 The figure above shows the general model in the standard estimates. Comparison between observed 

variables and latent variables is possible only in case of standard estimate and the standard model shows how 

much of the variance of the observed variable is explained by the latent variable. According to the standard 

coefficients enabling (disabling) the self (0.69), enriching (impoverishing) the self (0.50), enticing (annoying) 

the self (0.21) have the highest effect on brand- self connection variable. 

 

Model confirming: 
Table 8: Suitability evaluation table. 

Reported values indicators 

360.95 Chi- square 

139 Freedom degree 

2.60 Chi- square to freedom degree 

.73.0 RMSEA 

0.89 GFI 

0.85 AGFI 

0.96 NFI 

0.97 NNFI 

98.0 IFI 

98.0 CFI 

 

 As it is shown, the value of x2 to freedom degree equals 2.60 and is smaller than 3 that is an appropriate 

value. The indicator’s low value indicates low diversity between conceptual model of research and observed 

data. Also RMSEA value equals 073.0 and is smaller than 0.08. In addition to x2, as the value of RMSEA is 

lower, it is more suitable. (NFI_CFI_IFI_NNFI) are higher than 9.0 and (GFI_AGFI) are higher than 0.8. So the 

model is suitable and approved. 

 

Main Model no. 2: 

 The Evaluation of the measurement model with t- statistic, coefficients and standard errors in various 

factors Brand experience (BE). 

 
Table 9: Evaluation of Coefficient and t value for brand experience indicator. 

error Determination 
coefficient 

T statistic Standard 
coefficient 

Items 

0.050 0.52 13.89 0.72 Q1 

0.060 0.37 10.97 0.60 Q2 

0.054 0.46 12.74 0.68 Q3 

0.058 0.44 12.38 0.66 Q4 

0.052 0.32 10.18 0.57 Q5 

0.050 0.43 12.19 0.66 Q6 
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0.057 0.32 10.18 0.57 Q7 

0.054 0.37 11.13 0.61 Q8 

0.062 0.40 11.66 0.63 Q9 

0.054 0.47 12.87 0.68 Q10 

 

Enticing (annoying) the self: 
Table 10: Evaluation of Coefficient and t value for enticing (annoying) the self. 

error Determination 

coefficient 

T statistic Standard 

coefficient 

Items 

- 0.71 - 0.84 Q11 

0.056 0.84 14.36 0.91 Q12 

 

Enabling (disabling) the self: 
Table 11: Evaluation of Coefficient and t value for enabling (disabling) the self indicator. 

error Determination 
coefficient 

T statistic Standard 
coefficient 

Items 

- 0.44 - 0.66 Q13 

0.064 0.33 8.32 0.58 Q14 

 

Enriching (impoverishing) the self: 
Table 12: Evaluation of Coefficient and t value for enriching (impoverishing) the self indicator. 

error Determination 

coefficient 

T statistic Standard 

coefficient 

Items 

- 0.61 - 0.78 Q15 

0.063 0.72 14.74 0.85 Q16 

0.061 0.64 14.04 0.80 Q17 

 

 
 

Model 4: Model in the case of nonstandard estimate. 

 

 
 

Model 5: Model in case of meaningful numbers (t-value). 
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Brand prominence (BE): 
Table 13: Evaluation of Coefficient and t value for brand prominence indicator 

error Determination 
coefficient 

T statistic Standard 
coefficient 

Items 

- 0.62 - 0.79 Q20 

0.067 0.70 12.36 0.84 Q21 

 

 All the variables are larger than 96/1in t statistic and also they have appropriate determination coefficient. 

So no item removed and model evaluation persevered by the items (questions). 

 The numbers on the lines indicate the t-value for each path. In this analyzes t statistic value for five paths is 

higher than 1.96 so it is meaningful. It is not meaningful for two paths. 

 

 
 

Model 6: Model in case of determination coefficient. 

 

 The figure above shows the general model in the standard estimates. Comparison between observed 

variables and latent variables is possible only in case of Standard estimate and the standard model shows how 

much of the variance of the observed variable is explained by the latent variable. According to the standard 

coefficients enriching (impoverishing) the self (0.33), enticing (annoying) the self (0.19) have the highest effect 

on brand prominence variable. 

 

Model confirming: 
Table 14: Suitability evaluation table. 

indicators Reported values 

Chi- square 318.20 

Freedom degree 138 

Chi- square to freedom degree 2.31 

RMSEA 066.0 

GFI 0.90 

AGFI 0.86 

NFI 0.96 

NNFI 0.97 

IFI 98.0 

CFI 98.0 

 

 As it is shown, value of x2 to freedom degree equals 2.31 and is smaller than 3 thatis appropriate value. The 

indicator’s low value indicates low diversity between conceptual model of research and observed data. Also 

RMSEA value equals 066.0 and is smaller than 0.08. In addition to x2, as the value of RMSEA is lower, it is 

more suitable and NFI_CFI_IFI_NNFI are higher than9.0. So the model is suitable and approved. Now by using 

t statistics value and standard coefficient, based on the model evaluate the effect of every independent variable 

on dependent variable. 

 

Research hypotheses test: 

 Then, after evaluation and approving model no.1, model hypotheses evaluated and tested according to the 

model and using SOBEL test. 

 Hypothesis 1: brand experience effects on brand – self connection through enticing (annoying) the self 

 H0: brand experience doesn’t effect on brand - self connection through enticing (annoying) the self 

 H1: brand experience effects on brand – self connection through enticing (annoying) the self. 
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Table 15: Results of testing hypotheses Hypothesis 1. 

Determination 

coefficient 

S.E t statistic estimate Path  

0.68 0.066 10.26 0.68 brand experienceenticing 

(annoying) the self 

1 

0.21 0.06 3.39 0.20 enticing (annoying) the self  Brand-self 
connection 

2 

 

 According to the table above, the t statistic absolute value equals 10.26 in path 1 and it’s larger than the 

value in table 96.1. Therefore, there is a meaningful relation between brand experience and enticing (annoying) 

the self; on the other hand the t statistic absolute value equals 3.39 in path 2 and it’s larger than the value in 

table 96.1. So, there is a meaningful relation between enticing (annoying) the self and brand-self connection. 

 
Table 16: Results of SOBEL test of Hypothesis 1. 

Standard indirect effect Indirect effect P 

Significant level 

S.E Z 

statistic Test 

0.143 0.136 0.002 0.043 3.171 

 

 According to SOBEL test statistic (3.171) and meaningful level (0.002) that is smaller than 0.05, null 

hypothesis rejected and according to meaningless direct relation between brand experience and brand- self 

connection in the model, the enticing (annoying) the self variable completely plays a mediator role and its 

indirect effect equals 0.143. As a result brand experience effects on brand-self connection through enticing 

(annoying) the self. 

 Hypothesis 2: brand experience effects on brand-self connection through enabling (disabling) the self. 

 H0: brand experience doesn’t effect on brand-self connection through enabling (disabling) the self. 

 H1: brand experience effects on brand-self connection through enabling (disabling) the self. 

 
Table 17: Results of testing hypotheses Hypothesis 2. 

Determination 

coefficient 

S.E t statistic estimate Path  

0.68 0.066 10.26 0.68 brand experience enabling 

(disabling) the self 

1 

0.21 0.06 3.39 0.20 enabling (disabling) the self  

brand- self connection 

2 

 

 According to the table above, the t statistic absolute value equals 10.95 in path 1 and it’s larger than the 

value in table 96.1. Therefore, there is a meaningful relation between brand experience and enabling (disabling) 

the self; on the other hand the t statistic absolute value equals 2.04 in path 2 and it’s higher than the value in 

table 96.1. So, there is a meaningful relation between enabling (disabling) the self and brand-self connection. 

 
Table 18: Results of SOBEL test of Hypothesis 2. 

Standard indirect effect Indirect effect P 
Significant level 

S.E Z 
statistic Test 

0.614 0.612 0.043 0.302 2.025 

 

 According to SOBEL test statistic (2.025) and meaningful level (0.043) that is smaller than 0.05, null 

hypothesis rejected and according to meaningless direct relation between brand experience and brand- self 

connection in the model, the enabling (disabling) the self variable completely plays a mediator role and its 

indirect effect equals 0.614.So, brand experience effects on brand-self connection through enabling (disabling) 

the self. 

 Hypothesis 3: brand experience effects on brand-self connection 

 H0: brand experience doesn’t effect on brand-self connection through enriching (impoverishing) the self 

 H1: brand experience effects on brand-self connection through enriching (impoverishing) the self 

 
Table 19: Results of testing hypotheses Hypothesis 3. 

Determination 

coefficient 

S.E t statistic estimate Path  

0.74 

 

0.065 11.33 0.74 brand experience enriching 
(impoverishing) the self 

1 

0.50 0.082 6.10 0.50 enriching (impoverishing) the self 

 brand-self connection 

2 

 

 According to the table above, the t statistic absolute value equals 11.33 in path 1 and it’slargerthan the value 

in table 96.1. Therefore, there is a meaningful relation between brand experience and enriching (impoverishing) 

the self; on the other hand the t statistic absolute value equals 6.10 in path 2 and it’s larger than the value in 
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table 96.1. So, there is a meaningful relation between enriching (impoverishing) the self and brand-self 

connection. 

 
Table 20: Results of SOBEL test of Hypothesis 3. 

Standard indirect effect Indirect effect P 

Significant level 

S.E Z 

statistic Test 

0.370 0.370 0.000 0.069 5.375 

 

 According to SOBEL test statistic (5.375) and meaningful level( 0.000) that is smaller than 0.05, null 

hypothesis rejected and according to meaningless direct relation between brand experience and brand- self 

connection in the model, the enriching (impoverishing) the self, variable completely plays a mediator role and 

its indirect effect equals 0.370. As a result, brand experience effects on brand-self connection through enriching 

(impoverishing) the self. 

 Then after evaluating and approving model 2, the hypotheses related to the model are studied and according 

to model and using SOBEL test the hypotheses are tested. 

 Hypotheses 4: brand experience effects on brand prominence through Enticing (annoying) the self 

 H0: brand experience doesn’t effect on brand prominence through enticing (annoying) the self 

 H1: brand experience effects on brand prominence through Enticing (annoying) the self 

 
Table 21: Results of testing hypotheses Hypothesis 4. 

Determination 

coefficient 

S.E t statistic estimate Path  

0.67 0.066 10.18 0.67 brand experienceenticing (annoying) the self 1 

0.19 0.072 2.64 0.19 enticing (annoying) the self  
brand prominence 

2 

 

 According to the table above, the t statistic absolute value equals 10.18 in path 1 and it’s larger than the 

value in table 96.1. Therefore, there is a meaningful relation between brand experience and enticing (annoying) 

the self; on the other hand the t statistic absolute value equals 2.64 in path 2 and it’s larger than the value in 

table 96.1. So, there is a meaningful relation between enticing (annoying) the self and brand prominence. 
 

Table 22: Results of SOBEL test of Hypothesis 4. 

Standard indirect effect Indirect effect P 
Significant level 

S.E Z 
statistic Test 

0.127 0.127 0.011 0.05 2.554 

 

 According to SOBEL test statistic (2.554) and meaningful level (0.011) that is smaller than 0.05, null 

hypothesis rejected and according to meaningless direct relation between brand experience and brand 

prominence in the model, the enticing (annoying) the self, variable completely plays a mediator role and its 

indirect effect equals 0.127.As a result, brand experience effects on brand prominence through enticing 

(annoying) the self. 

 Hypothesis 5: brand experience effects on brand prominence through enabling (disabling) the self 

 H0: brand experience doesn’t effect on brand prominence through enabling (disabling) the self 

 H1: brand experience effects on brand prominence through enabling (disabling) the self 

 
Table 23: Results of testing hypotheses Hypothesis 5. 

Determination 

coefficient 

S.E t statistic estimate Path  

0.90 0.082 10.91 0.89 brand experience enabling 
(disabling) the self 

1 

0.68 0.39 1.74 0.68 enabling (disabling) the self  

brand prominence 

2 

 

 According to the table above, the t statistic absolute value equals 10.91 in path 1 and it’s larger than the 

value in table 96.1. Therefore, there is a meaningful relation between brand experience and enabling (disabling) 

the self; on the other hand the t statistic absolute value equals 1.74 in path 2 and it’s larger than the value in 

table 96.1. So, there isn’t any meaningful relation between enabling (disabling) the self and brand prominence. 

 
Table 24: Results of SOBEL test of Hypothesis 5. 

Standard indirect 

effect 

Indirect effect P 

Significant level 

S.E Z 

statistic Test 

0.612 0.605 0.085 0.352 1.722 
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 According to SOBEL test statistic (1.722) and meaningful level (0.085) that is larger than 0.05, null 

hypothesis doesn’t reject and so enabling (disabling) the self variable doesn’t play indicator role. As a result, 

brand experience doesn’t effect on brand prominence through enabling (disabling) the self. 

 Hypothesis 6: brand experience effects on brand prominence through Enriching (impoverishing) the self 

 H0: brand experience doesn’t effect on brand prominence through enriching (impoverishing) the self 

 H1: brand experience effects on brand prominence through enriching (impoverishing) the self 

 
Table 25: Results of testing hypotheses Hypothesis 6. 

Determination 
coefficient 

S.E t statistic estimate Path  

0.74 0.064 11.13 0.72 brand experienceenriching 

(impoverishing) the self 

1 

0.33 0.099 3.42 0.34 enriching (impoverishing) the selfbrand 
prominence 

2 

 

 According to the table above, the t statistic absolute value equals 11.13 in path 1 and it’s larger than the 

value in table 96.1. Therefore, there is a meaningful relation between brand experience and enriching 

(impoverishing) the self; on the other hand, the t statistic absolute value equals 3.42 in path 2 and it’s larger than 

the value in table 96.1. So, there is a meaningful relation between enabling (disabling) the self and brand 

prominence. 

 
Table 26: Results of SOBEL test of Hypothesis 6. 

Standard indirect effect Indirect effect P 
Significant level 

S.E Z 
statistic Test 

0.244 0.245 0.001 0.075 3.285 

 

 According to SOBEL test statistic (3.285) and meaningful level (0.001) that is smaller than 0.05, null 

hypothesis is rejected and so according to meaningless direct relation between brand experience and brand 

prominence in the model, enriching (impoverishing) the self variable completely plays an indicator role and its 

indirect effect is 0.244. As a result brand experience effects on brand prominence through enriching 

(impoverishing) the self. 

 

Conclusion: 

 Brand management contains tangible and intangible features management of brand. Tangible features in 

brands’ products include product, price, packaging, and so on. While in service brands, tangible feature is 

customer’s experience. Intangible features also include emotional connection with product and services [12]. 

 Today, in the comparative world that all companies attempt to overtake their rival companies, those that are 

in customer’s mind are successful. It never happens except organized efforts to introduce product to consumers 

that brand management is responsible for it in important companies. 

 To become a source of competitive advantage for the company, managers have to utilize their strategic 

management based on Elements that include: 

- The development of a coherent marketing of brand image; 

- Long-term brand management plan to achieve long-term goals; 

- Evolution of the development in brand image and market value; 

- The allocation of essential human and financial resources to brand management. 

 The research results shows that there is a meaningful relation between enticing (annoying) the self and 

brand prominence. Study outcomes are relevant to Park et al., [8]. Park et al indicate when a customer 

comprehend product’s beauty, he makes a close relation to the brand. 

 Second hypothesis shows that there is a meaningful relation between brand-self connection and enriching 

(impoverishing) the self. It is similar to Schmitt’s Predictor [11]. He indicates that brand experience could be 

one of important factors that develop customer-brand relation. He shows that brand experience specifies brand 

distance to the self and brand prominence. The third hypothesis shows that there is no relation between brand 

prominence and brand experience through enabling (disabling) the self. The results are against to Park et.al 

outcomes that show brand experience effects on brand prominence through enriching (impoverishing) the self. 

This antithesis could be defined as the fact that brand experience through enabling the self is not important for 

Iranian customer and doesn’t have any effect on brand prominence. The result is similar to Park et.al outcome 

that brand experience effects on brand prominence through enriching (impoverishing) the self. The results 

demonstrate when an individual shows his identity by a brand, he enjoys and shows in public and the brand 

presents a symbolic pleasure. 
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Managerial implications: 

 In order to improve customer- brand and regarding applied variables in the model following implications 

are presented: 

• According to confirming the effects of brand experience on brand-self connection through enticing 

(annoying) the self, it is suggested that the company identifies position of the products in different aspects than 

other rival company in industry by considering customer’s brand comprehensive plan and prepares suitable 

marketing and connecting program and beauty recognition elements (size, shape, color and …) should be 

consider. In addition, products should be designed in a way that completely response customer’s need. 

• According to the effect of brand experience on brand- self connection through enabling (disabling) the self, 

it is suggested that companies alter their whole concentrate of people, experience, advantage, ideal organization, 

and discussion rather than customer, product, quality, diverse organization, and connections. And also 

companies should pay more attention to different aspects of soothing, fun, excitement, confidence and passion, 

social acceptance, self-honor in the company’ activities that are related to connection and promotion. 

• According to confirming brand experience effects on brand-self connection through enriching 

(impoverishing) the self, it is suggested to increase innovation and products’ gracefully of the company. And 

also, designing of products should be considered strongly to result in products diversity from other rival 

companies and customers should be absorbed in products through appropriate marketing in future. 

• According to confirming enticing (annoying) the self and brand prominence, it is suggested that by creating 

a condition that belongs to products customers, it is possible to prepare desirable context and attitudes for 

customer in the field of brand. 

• According to confirming enriching (impoverishing) the self and brand prominence, it is suggested that in 

addition of mentioned points in previous parts that result in brand prominence improvement, main source of 

brand value (for both customer and organization) potentially is hidden in customer’s mind. Therefore, to 

improve brand condition, focus on everything except customer’s mind is wrong. So, the scientific relation 

between functional and non-functional advantages thoughts that related to creating brand activities should be 

evaluate in this way. 

 

Suggestions for future research: 

- In the future, researchers need to examine the actual conditions of the market to get if variables such as market, 

competitive activities, and promotional activities effect on valued relationship or not. 

- It is advised that in addition to customer survey, the company wholesalers and retailers that are significant in 

number surveyed about structures and their relations. 

- Researchers could increase the value of their study and brand by using more brands in the area of goods or 

services. 

 

Research limitation: 

 In the process of scientific research there are a set of conditions and cases which are out of researcher's 

control and they potentially can have impact on results and create difficulties for its extendibility. Current study 

is not an excerpt: 

 Because of cultural, social, psychological and demographic and geographic differences, this study can result 

in different findings. 

 One of study's limits is newness of this topic. Except few numbers of papers in the context of attachment-

aversion model and its variables. There are not many research carried out in this context in Iran. So, it is natural 

that doing a new work is with difficulties. 

 Lack of collaboration from some consumers and sales agents of Sony products brought up some difficulties 

for researcher.  

 Collecting data using questionnaire has many benefits and it is the most effective method for collecting data 

in this research. Nonetheless, using observation and interview can provides other valuable and supplementary 

information which unfortunately could not be executed because of time and official limits.  

 Other limits in this research are related to sample size and statistical sample. Study findings are limited to 

only a few numbers of consumers in Isfahan city. Opinions of other consumers in other provinces and other 

countries definitely can help to comprehensiveness of study findings which unfortunately doing this was not 

practical because of geographical expansion. 
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