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Abstract. Brands try to initiate and build strong relationships with their customers in order to overcome the rising
local and international competition in apparel and other industries. Previous research suggests that brand addic-
tion is one of the most significant ways through which consumer engage with brands. Meanwhile, it is a sort of
consumer-brand relationship by which brands could enable themselves to build and sustain strong long-term re-
lationships in order to get competitive edge over other business rivalries in the market. The purpose of this study
is to demonstrate the relationship of brand addiction with some of its possible antecedents and outcomes. In or-
der to address the research problem, data have been collected from a convenience sample in apparel industry of
Pakistan. Multiple regression analysis has been used in order to analyze the results. Findings suggest that brand
trust is positively correlated with brand addiction whereas brand love and brand passion do have positive impact
on brand addiction that will lead to generate positive word of mouth. Moreover, this research contributes in the
existing literature of marketing, as well as provides favorable insight to the practitioners and marketers.

1 Introduction

Brand addiction is one of the significant ways by
which buyer engross with brands (Fajer and Schouten,
1995). Addictive behavior is emerged in shopping,
playing, pornography, plastic surgery, overeating, di-
etetic supplement procedure and others (Murphy et al.,
2014). A neoteric research (Loessl et al., 2008) high-
lights that handy relationships between brand and
consumers may lead consumers toward brand addic-
tion, meanwhile studies also provide evidences that the
bounded relationships of consumer with specific brand
activate the consumers brain area called Insula and this
area is liable of addictive behavior such as addiction
of nicotine (Klaas et al., 2005) and addiction of alcohol
(Myrick et al., 2007).

Brands play a significant and central role in hu-
mans consumption behavior as well as define their
lives (Ahuvia, 2005; Wallendorf and Arnould, 1988).
Some consumers might be engaged into true vogue of
some brands because tight relationship attaches con-
sumers with their selected brands (Fournier, 1998).
Associations amongst customers and brands such as
brand identification (Escalas and Bettman, 2003)and
brand trust (Hess, 1995) arise as cores to many brand-
ing studies (Albert et al., 2013) and influencing con-
cepts such as brand attachment (Park et al., 2006),
brand passion (Swimberghe et al., 2014) and brand love
(Carroll and Ahuvia, 2006) also have impact on con-
sumer behavior (Albert et al., 2013). Among addic-

tive behaviors of consumers toward different brands,
most of the research emphasizes on compulsive buy-
ing behavior (Cui et al., 2018). However, the phe-
nomena of customer brand associations include variety
of emotions from unintentional emotions to passion-
ate love that ultimately leads to addictive enthusiasm
(Fournier, 1998).

As addictive behavior has different results from
those of ordinary consumption behavior (O’Guinn and
Faber, 1989).This phenomenon of brand addiction re-
mains new and there is need to explore the relationship
of brand addiction with different types of consumer-
brand relationships such as brand trust, brand loyalty,
brand liking, brand passion, brand attachment, and
others (Cui et al., 2018). Meanwhile, to provide the
in depth insight of the relationship of consumer and
brand, there is need to elucidate that how the phe-
nomenon of brand addiction would function in its in-
tegrated framework with some of its antecedents as
well as some of positive consequences that may involve
other important factors (Cui et al., 2018) such as word
of mouth and others. So this study is responding to the
contemporary calls for future research into addictive
behaviors of the consumers (Cui et al., 2018) by high-
lighting the impact of some of the consumers emotional
states such as brand trust, brand love, brand passion
on their addictive behavior toward particular brand. In
addition to it, this study also highlighted the impact
of brand addition on other behavioral aspects such as
word of mouth in order to strengthen the literature of
consumer-brand relationship in marketing.
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This paper begins with reviewing the previous lit-
erature on different consumer brand relationships as
well as diffident variables and addictive activities in
regards to address the significant problems. The fol-
lowing section narrates the procedure of data gather-
ing, methodology and methodological technique, data
analysis and interpretation of the results. Lastly, the
discussion, conclusion, limitations and future research
sections have been discussed.

2 Literature Review

2.1 Brand Addiction

Customarily, addictive behaviors are pertaining to
the drugs and alcohol addictions (American Psychiatric
Association, 2000). As in a recent study, Fournier and
Alvarez (2013) highlight some negative characteristics
of consumers addictive relationships with particular
brands by reasoning from Hirschman (1992) on drugs
and alcoholic addicts. To draw ties between the phe-
nomena of addiction of alcohol, drugs with brand ad-
diction seeks theoretical and empirical support, which
is insufficient in present literature (Cui et al., 2018).
Similarly, previous studies identified that the word ad-
diction should not be associate entirely with the drugs
or narcotics because since associating this term ex-
clusively to narcotics or drugs create an artificial di-
chotomy that narrate the term with the similar condi-
tion, when narcotics or drugs are not included (Alexan-
der, 2014). Indeed, the term addiction should be com-
prehended beyond the territories of substance abuse
(Paulus and Stewart, 2014). Similarly, any source which
could be responsible and capable of stimulating an in-
dividual, could become addictive (Alavi et al., 2012).

Brand addiction can be defined as a customers psy-
chological condition that relates to a self-branding con-
sortium apparent in everyday life as well as includes
positive gratification and affectivity with a peculiar
brand and persistent desire of possessing the prod-
ucts/services of that particular brand, which could be
identified by eleven useful features such as acquisitive-
ness, follow up, dependence hoarding, fascination, ,
lack of self-control, support, outward inspiration, re-
sistance to substitutes, diligence within affordability
and thought occupancy (Mrad and Cui, 2017). In other
words, an individual/consumers positive efforts to sat-
isfy him/her-self through constant acquisition of the
products or services of a particular brand as well as be-
ing identified by this specific brand could be known as
a state of brand addiction.

It is crucial to note that the above eleven features
of brand addiction are derived from consumers experi-
ence with particular brands that differentiate the con-
cept of brand addiction from the concepts of substance
abuse, as well as from other pathological addictive be-

haviors, however in broader context the concept of
brand addiction is added in the category of addiction,
besides results of a previous study by (Mrad and Cui,
2017)on Brand Addiction did not suggest any harm-
ful consequences. However, the concept of brand ad-
diction is overlapping with the concept of compulsive
buying and it looks reasonable to design a holistic view
of brand addiction with in the typologies of consumer-
brand relationships, a salient difference between brand
addiction and uncontrollable purchasing is that, com-
pulsive buying is concentrated on the common ex-
penditure and consumption whereas brand addiction
specifically emphasizes on a specific brand (Mrad and
Cui, 2017). Similarly some speculations of researchers
were also identified that addiction to brand does exist
(Park et al., 2006; Reimann et al., 2012). Moreover many
researchers could factually identify the consumers ad-
dictive behaviors toward different brands and could
build distinctive theoretical models in the area of publi-
cizing, behavioral addiction, psychiatry and consumers
behavior or psychology by using the notion of brand
addiction (Mrad and Cui, 2017). Table 1 outlines the
definitions of the main constructs.

2.2 Brand Trust

Brand trust has been observed as an essential in
many of the researches conducted earlier (Doney and
Cannon, 1997; Moorman et al., 1992). Chaudhuri and
Holbrook (2001) described brand trust as the willing-
ness of the average consumer to rely on the ability
of the brand to perform its stated function. whereas
brand trust also offers a greater lens by which a firm
can scrutinize and evaluate the customer behavioral
comebacks. Brand trust contains five constitutes; first,
brand trust includes customer readiness or willingness
to make him/herself at steak, by relying on the as-
surance of the worth of the particular brand. Sec-
ond, it is distinct with the sense of self-assurance and
safety. Third, Brand trust includes common expecta-
tion as trust can’t prevail without the probability of er-
ror. Fourth, brand trust is a constitute of positive re-
sults and lastly, brand trust needs to create a frame of
mind with the brand regarded as consistent, depend-
able , trustworthy (Doney and Cannon, 1997).

Doney and Cannon (1997) also emphasized that
Trust is specifically pertinent to circumstances of im-
probability, for example amongst the different brands
when superior and inferior differences occur, especially
the trust factor reduces the improbability in the set-
ting where customer senses are vulnerable because cus-
tomer can stand with the brand they trust. Brand trust
is theorized as prominent feature in any company’s
progress (Morgan and Hunt, 1994). Further, Doney
and Cannon (1997) stated as brand trust rises later cus-
tomer’s assessment of firm’s assistance. For example,
when a firm provides assurance to the customer with
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Table 1: Constructs and Definitions

Constructs Definitions
Brand Addiction: An individual consumers psychological state that pertains to a self-

brand relationship manifested in daily life and involving positive af-
fectivity and gratification with a particular brand and constant urges
for possessing the brands products/services (Mrad and Cui, 2017).

Brand Love: The degree of passionate emotional attachment a satisfied consumer
has for a particular trade name (Carroll and Ahuvia, 2006) p. 81).

Brand Trust: The willingness of the average consumer to rely on the ability of the
brand to perform its stated function (Chaudhuri and Holbrook, 2001)
p. 82).

Word of Mouth: Word of mouth Communication (WOM) or by word of mouth commu-
nication is a communication process for the provision of advice either
individually or in groups for a product or service that aims to provide
personal information. (Keller, 2007).

Brand Passion: A strong emotional connection to a brand that people value, find im-
portant, desire to own and/or use, incorporate into their identity, and
invest resources in over a period of time

loyalty, security, trustworthiness, for their brands, it
automatically creates the sense of brand trust. So by
this it can be depicted that brand trust is established
and shaped with straight experience of the customer
with brand. Brand trust is also examiner as an ex-
tensive way that takes place because of customer be-
lief and thoughtfulness customer experiences related
to that brand store (Chaudhuri and Holbrook, 2001).
Ganesan (1994) and Selnes (1998) stated that overall
satisfaction, in evaluating the consumption knowledge
with any particular brand creates the brand trust.

Many researchers have examined that Brand trust
also points towards loyalty and this took place by
the reason of brand trust capacity of generating vastly
esteemed bond (Elena and Jose, 2001). Brand Loy-
alty is a share of repeated procedure of cherished and
prominent relationship that is created from brand trust
(Chaudhuri and Holbrook, 2001). There is a lot of sup-
port in the literature that brand trust is a great factor of
creating brand loyalty (Wu, 2010). Iglesias et al. (2011)
also supported the impact of brand trust in creating
brand loyalty.

Literature suggests that (Keh et al., 2007; Shimp
and Madden, 1988) brand trust leads to brand loyalty,
which is a behavioral stage; similarly brand addic-
tion is an intense mode of behavior that enhances the
concept of understanding usual customer behaviors
(O’Guinn and Faber, 1989); so as brand trust is directly
linked to brand loyalty, similarly, it could be directly
related to the brand addiction. Based on the literature
review the following hypothesis has been developed:

H1: Brand trust has a positive impact on brand Addic-

tion.

2.3 Brand love

Brand love is a new marketing concept which sup-
ports to elucidate and forecast variation in desired post
consumption attitude between gratified customers. It
is an expressive and obsessive relationship which ex-
ists between a pleased customer and the brand (Carroll
and Ahuvia, 2006). Shimp and Madden (1988) theo-
rized eight types of customer-object connection build
on tripartite consideration of relational love defined by
the research (O’Guinn and Faber, 1989). The gears of
customer object ( e.g. brand ) connection is defined
by Shimp and Madden (1988) as, judgment yearning,
guarantee liking basically are the corresponding item to
affection, desire and verdict or assurance apparatuses
of relational love affiliation in turn as designated by
(Carroll and Ahuvia, 2006). Many researchers are fo-
cusing on both expressiveness and obsession while de-
scribing the brand love. It was exposed by a study con-
ducted by Whang et al. (2004) that customer can pledge
himself/ herself with expressive, passionate and ob-
sessive love with any brand which can take them to
erotic affection with the brand for longer time duration.
Keh et al. (2007); Shimp and Madden (1988) related loy-
alty with love that leads to brand love to brand loy-
alty (Carroll and Ahuvia, 2006). Love with the brand
leads its customer towards the feeling of satisfaction as
mentioned by the previous studies such as Thomson
et al. (2005) described that post consumption satisfac-
tion probably leads to heartwarming affection with the
brand for a longer period of time.
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Brand Experience also leads to brand love as Lee
(1977) revealed that ”love is an attitude” which ex-
plains that brand love is also an attitude heading for
brand over a period. Brand love is extremely touchy
in nature (Carroll and Ahuvia, 2006) by this it was
narrated that satisfactory brand perspicacity may take
its customer to loving the brand for a great period.
Customer delighters also leads the customer towards
brand love, if a customer is thrilled with any brand so
there is a likelihood that, it leads to grow its emotional
linkage with that particular brand (de Almeida and
Nique, 2005). Similarly, another researcher explained
that when a customer is delighted, he/she expresses
the great level of pleasure and astonishment with that
brand (Kumar, 1996). Albert et al. (2013) found brand
loves 11 dimensions which are as follow : long term
relationship, pleasure ,remembrances, passion , attrac-
tiveness , matchlessness , self-congruity dreams ,beauty
, satisfaction , trust , willingness’ to pay. As many
researchers mention that brand love leads to brand
loyalty which is a behavioral aspect (Keh et al., 2007;
Shimp and Madden, 1988), similarly brand addiction is
an intense mode of behavior that enhances the concept
of understanding usual customer behaviors (O’Guinn
and Faber, 1989) so as brand love is directly related to
brand loyalty which is a behavioral stage, so this study
proposes that brand love could also be related to the
brand addiction. So on the bases of literature hypothe-
sis was developed that:

H2: Brand love has a positive impact on brand Addic-
tion.

2.4 Brand Passion

Brand passion is defined as a state of intense long-
ing for union with another. Reciprocated love (union
with other) is associated with fulfillment and ecstasy ,
a state of profound physiological arousal (Hatfield and
Walster, 1985). Whereas according to Baumeister and
Bratslavsky (1999), passion entail the strong feeling or
emotions for other person or object and these feelings
are commonly specified by the physiological enthusi-
asm and the wish to be attached with the object or other
person in multiple feelings. In addition to it a previ-
ous study defines brand passion as an emotional con-
struct with the involvement of infatuation, obsession
and excitation for a brand (Albert et al., 2013). There-
fore, interrelated passion encompasses the presence of
the partner in the individuals mind; meanwhile this
individual romanticizes with the partner and the rela-
tionship with this partner, sensual attraction as well as
desire for privilege (Hatfield, 1988). Some of the char-
acteristic of the passion are extraneous in consumption
context (Albert et al., 2013), because consumers likely
do not expect full privilege from the brand (Carroll
and Ahuvia, 2006); whereas, if a consumer is showing

repurchasing behavior and feel him/her-self loyal to-
ward a specific brand, then it might be possible that
he/she anticipates special treatment from that brand in
the shape of discount, gifts, etc. As those customers
who are committed and loyal with the brand might ex-
pect some kind of superior protocols and rewards from
their partner brand (Palmatier et al., 2006).

In the context of consumption, to some extant
brand passion is defined differently as it is essentially
affective, immensely positive attitude towards a partic-
ular brand, which ultimately leads to psychological at-
tachment and also affects the pertinent behavioral fac-
tors (Bauer et al., 2007) that narrate the fervor and zeal
attributes of consumer-brand consortium (Keh et al.,
2007) as well as highlights the aroused and deep posi-
tive feelings toward a particular brand (Thomson et al.,
2005). Similarly, a passionate customer/consumer en-
grosses in an emotional consortium with the specific
brand and feeling amiss when this brand is unavail-
able (Füller et al., 2008). Hence, brand passion emerges
to be a deep feeling of a consumer toward a specific
brand (Bauer et al., 2007; Hatfield and Walster, 1985;
Keh et al., 2007; Thomson et al., 2005). Therefore, these
feelings suggest that consumer is willing to make a
passionate relationship with this specific brand as well
as he/she feels emotional arousal by dominating and
consuming this specific brand (Baumeister and Brat-
slavsky, 1999). As brand passion is significantly a posi-
tive attitudinal state toward a specific brand that affects
the pertinent behavioral factors (Bauer et al., 2007).
Dick and Basu (1994) identified that consumers psycho-
logical state in connection to the brand (brand passion)
has an influence on loyalty; similarly, brand passion
has a positive impact on the brand commitment (Al-
bert et al., 2013). Concerning the ramification of brand
passion, findings suggest that more a consumer values
a brand more he or she is willing to pay the higher price
for that brand (Aaker and Equity, 1991). Besides brand
passion plays a significant role in consumers accep-
tance to pay a higher price for a certain brand (Bauer
et al., 2007).

Similarly, a consumers excitement about or infat-
uation (brand passion) with a specific brand leads to
spread the word of mouth about experience with this
brand (Bauer et al., 2007; Füller et al., 2008). As brand
addiction is an intense mode of behavior that enhance
the concept of understanding usual customer behav-
iors (O’Guinn and Faber, 1989). As brand passion in-
fluences some of the significant behavioral constructs
like willingness to pay more and word of mouth (Al-
bert et al., 2013). Similarly, it can assume that brand
passion influences brand addiction. So on the basis of
previous literature this study hypothesize that:

H3: Brand passion has a positive impact on brand addic-
tion.
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2.5 Positive Word of Mouth

Word of mouth Communication (WOM) or by
word of mouth communication is a communication
process for the provision of advice either individu-
ally or in groups for a product or service that aims to
provide personal information (Keller, 2007). Similarly,
positive and negative word of mouth could be a vital
resource of any business, firm or organization because
word of mouth has a numerous impact on either de-
struction or success of the business. It is also argued
that customers are more influenced by the word of
mouth rather than the advertising and marketing cam-
paigns by the organizations, because it is considered to
be more trustworthy and reliable due to given by in-
dividuals to individuals and regardless of self-interest,
pulling/pushing a product of specific brand (Silver-
man, 1997). Additionally, some authors also argued
that word of mouth plays more influential role on the
behavioral decisions to purchase a particular product
or specific brand than formal advertising (Bone, 1995).
As word of mouth is a behavioral intention, it could be
an outcome of several attitudinal and behavioral inten-
tions such as brand trust, brand love, brand passion,
brand commitment and other (Bauer et al., 2007; Car-
roll and Ahuvia, 2006; Dick and Basu, 1994). Similarly,
positive word of mouth is also generated by the brand
addictive customers or consumers in order to influence
others or initiate individuals to buy and use specific
brands products as they are eager to actively guard the
brand products and brand image every plausible ways;
meanwhile, inspire others to buy and consume similar
brand to whom they are addicted (Cui et al., 2018).
The findings of previous study also include that those
who are addictive to the particular brands put pressure
on other individuals and keep convincing them, en-
courage and inspire them to go and/or purchase and
consume the goods of specific addictive brand (Cui
et al., 2018). Finding of previous studies suggest that
brand addiction elucidate the path of influencing and
convincing others to buy and consume specific brand.
In other words, brand addiction leads to spread posi-
tive words of mouth. So considering word of mouth as
an outcome of brand addiction and based on previous
literature this study hypothesize that:

H4: Band Addiction will lead to positive word of mouth.

2.6 Conceptual Framework

3 Methodology

3.1 Instrument

An instrument based on the 31 items was designed
in order to collect the data. The measurements are
adopted from previous studies. The measure of brand

addiction on 7-point Likert scale is adopted from the
study of Cui et al. (2018); similarly the scale for mea-
sure the brand passion on 7-point likert scale has been
adopted from Albert et al. (2013) besides that to mea-
sure the construct brand trust on 5-point likert scale
has been adopted from Elena and Jose (2001). A 5-
point likert scale to measure the word of mouth and
brand love have been adopted from Carroll and Ahu-
via (2006). The internal reliability of each scale is an-
alyzed by the value of coefficient alpha which is best
predictor of the internal consistency of the variables
(Litwin, 1995). 0.87, 0.83, 0.73, 0.82 and 0.81 respec-
tively which show that the cronbachs alpha values of
all measures are above 0.70. So instruments are reliable
and valid. Whereas gender, age, income, education and
experience with brand are incorporated as demograph-
ics variables.

3.2 Sample and Data collection

A self-administrated survey was distributed by
hand as well as online to a convenience sample of 450
consumers of apparel industry in Lahore and Faisal-
abad. Out of which 247 questionnaires were received,
at the response rate of 54.88%. 28 questionnaires were
fragmented or had missing values and could not be ac-
commodated, so analysis was run on the consummate
sample of 209 respondents. Our sample consisted of
51.20% of the female and 48.80% of the male whereas
majority of our sample size lies between the age of 21-
30 years that is 88.00% and rest of them lies between
other different age categories. In addition to it, 59.81%
of the total sample has bachelor degree and 32.06% of
the total sample has master degree and rest of them
have other education degrees. Besides 39.71% of the
total sample have income between 1-15 thousands PKR
whereas 32.70% have income level between 16-30 thou-
sands PKR and 18.20% have the income level between
31-45 thousands PKR and rest of them have other dif-
ferent income levels. A question about the favorite ap-
parel brand has also been asked during and ten differ-
ent local and international brands were given as op-
tions to the respondents. In response to it 17.02% of
the total sample follow Outfitters as their favorite ap-
parel brand and 16.75% of the respondents follow Ju-
naid Jamshed, a local brand as their favorite brand
whereas 13.88% consider Levis an international brand,
12.88% consider Khaadi a local brand, 10.02% have con-
sider Nishat a local brand as their favorite brands and
rest of the sample have considered different other lo-
cal and international brands as their favorite apparel
brands. Further, 43.06% of the respondents have 1-3
years of experience of their favorite brand and 30.14%
of the respondents have 4-6 years of experience with
their favorite apparel brand and rest of them have ei-
ther less than 1 year of experience or more than 9 years
of experience.
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Figure 1: Research Framework

4 Results

Data were analyzed by using multiple regression
analysis, a statistical technique used to analyze the pro-
posed hypotheses. Below table shows the correlation of
the variables and results of multiple regression analy-
sis. Table 2 highlights the descriptive statistics of the la-
tent and demographic variables whereas Table 3 shows
the correlation among latent variables and Table 4 de-
picts the results of hypotheses testing.

4.1 Correlation Analysis

Table 3 shows the values for correlation between
the study variables.

Correlation matrix indicates that there is a posi-
tive and significant correlation between brand trust and
brand love at 0.672. Similarly, brand trust has a pos-
itive correlation with positive WOM, brand addiction
and brand passion at .401, .399 and .411, respectively.
The remaining variables also have positive correlation
amongst each other as indicated by the proposed hy-
potheses.

4.2 Regression Analysis

We ran two separate regression models for test
the proposed hypotheses. In model 1 Brand Trust,
Brand Love and Brand Passion are incorporated as
independent variables and Brand Addiction as a de-
pendent variable, whereas demographics such as Gen-
der, Age, Education, Income and Brand experience
are incorporated as control variables. The results in-
dicate (R-square= .51, P=.000) that 51% variation of
the dependent variable is explained by all indepen-
dent and control variables whereas P-value ensure that
overall model is fit. On the other hand, in model 2
Brand Addiction is incorporated as independent vari-
able and Positive word of mouth as dependent vari-
able, whereas all above mentioned demographics are
incorporated as control variables and (R-square=.35,
P=.000), which shows that 35% variation of the de-
pendent variable is explained by all independent and

control variables whereas P-value ensure that overall
model is fit.

Four hypotheses have been analyzed by using mul-
tiple regression analysis, results are highlighted in Ta-
ble 4 show that Brand trust (BT) does not have positive
impact on Brand addiction (BT) (β=.033; p=.820; t=.227)
but brand trust is positively related with the brand ad-
diction, so on the basis of statistical value hypothesis
1 is not supported. Furthermore, results depict that
Brand love (BL) has a positive impact on Brand Ad-
diction at the 0.05 level of significance (β=.455; p=.003;
t=3.022) that indicate that hypothesis 2 is supported.
Similarly, Brand Passion (BP) has a positive impact
on Brand Addiction (BA) at 0.001 level of significance
(β=.593; p=.000; t=9.036) so hypothesis 3 is also sup-
ported. On the other hand results indicate that Brand
Addiction (BA) will lead to Positive Word of Mouth
(+WOM) at 0.001 level of significance (β=.346; p=.000;
t=9.386) which depicts that hypothesis 4 has also been
supported. In addition to it, results also depict that con-
trol variables such as Gender, Age, Education, and In-
come and brand experience remained non-significant
in both regression models.

5 Discussion

In the current marketing scenario businesses in-
dulge with more sophistication, brands putting lot of
efforts in order to build strong consumer-brand rela-
tionships in order to achieve competitive advantage.
As previous studies indicated that a lot of research
has been done on different consumer-brand relation-
ship but phenomenon of brand addiction remain new,
meanwhile, it is one of the most important and sig-
nificant ways through which a consumer asserts with
brand (Cui et al., 2018). So the aim of contempo-
rary study was to investigate the effect of the some of
the antecedents of the brand addiction such as brand
trust, brand love and brand passion on brand addiction
which ultimately leads to the positive word of mouth.
As previous research highlights this research gap that
there is need to elucidate that how the phenomenon of
brand addiction could function in its integrated frame-
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Table 2: Descriptive Statistics

Variables S.D Mean Median Mode SE of Mean
Gender .50 .48 .00 .00 .03
Age .47 2.01 2.00 2.00 .03
Education .62 2.35 2.00 2.00 .04
Income 2.02 2.71 1.00 1.00 .14
Brand Experience 1.03 2.56 2.00 2.00 .07
Brand trust .56 3.61 3.71 3.71 .04
Brand Love .59 3.69 3.67 3.67 .04
Positive WOM .75 3.72 4.00 4.00 .05
Brand Addiction 1.17 4.27 4.05 4.00 .08
Brand Passion 1.08 4.73 4.83 5.33 .07

Table 3: Correlation Matrix and Reliability

Latent variables BrandTrust BrandLove PositiveWOM BrandAddiction Brand Passion
Brand Trust (BT) (0.87)
Brand Love (BL) .672 (0.83)
Positive WOM (+WOM) .401 .590 (0.73)
Brand Addiction (BA) .399 .547 .568 (0.82)
Brand Passion (BP) .411 .555 .585 .681 (0.81)

work with some of its antecedents as well as some of
positive consequences that may involve other impor-
tant factors (Cui et al., 2018), which also shows the sig-
nificance of the contemporary study. Findings of this
study elucidate that our first hypothesis was not sup-
ported as brand trust does not have a significant im-
pact on brand addiction. For example if a customer
or consumer has trust on a particular brand then it is
not necessary that it will lead to brand addiction how-
ever brand trust is positively related to the brand ad-
diction. This result opposes the previous literature on
relationship of brand trust with other constructs as for-
mer studies argue that brand trust leads to behavioral
outcomes such as loyalty and brand trust has capabil-

ity of creating a bond with particular brand (Elena and
Jose, 2001). Similarly, Brand loyalty, which is a behav-
ioral component, is created after repeated procedure of
permanent relationship that is established due to trust
on that specific brand (Chaudhuri and Holbrook, 2001).
Whereas our second hypothesis was supported by the
statistical results which posit that brand love leads to
brand addiction which is an intense mode of behavior
(O’Guinn and Faber, 1989). In other words, if a con-
sumer falls in love with a particular brand which is an
attitudinal component then there are more chances that
he or she will show brand addictive behavior. Many
Previous studies also support these findings as brand
love is an emotional attachment of a consumer with a

Table 4: Regression

No. Hypothesis Beta SE t-value P-values Decision
1. BT→ BA .033 .147 .227 .820 Not Supported
2. BL→ BA .455*** .151 3.022 .003 Supported
3. BP→ BA .593*** .066 9.036 .000 Supported
4. BA→ +WOM .346*** .037 9.386 .000 Supported

*p<.10; **p<.05; ***p<.001. Brand Trust BT, Brand Love (BL), Brand Passion (BP), Brand Addiction (BA) and Positive Word
of mouth (+WOM).
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particular brand that ultimately leads to a behavioral
aspect that is brand loyalty (Keh et al., 2007; Shimp and
Madden, 1988).

Further our findings also suggest that brand pas-
sion is one of the antecedents of brand addiction (Cui
et al., 2018) and has positive impact on brand addic-
tion which means that if a consumer is passionate about
his or her favorite brand then there is more probability
that he or she will execute brand addictive behavior,
these findings also have support of arguments of pre-
vious studies such as Dick and Basu (1994) highlight
that a consumers attitudinal component brand passion
which leads to brand loyalty that is behavioral stage.
Similarly, those consumers that are more passionate
about their favorite brand are more likely to give a
greater amount for this particular brand (Aaker and
Equity, 1991). Besides concerning to the implication of
the brand passion previous literature also suggests that
a consumers passion with a particular brand leads to
the generation of positive word of mouth (Füller et al.,
2008). On the other hand, our findings also suggest
that brand addiction leads to communication of posi-
tive word of mouth which means that if a consumer is
addictive to the specific brand then there is more like-
lihood that he or she will generate and spread positive
word of mouth about this specific brand when commu-
nicating with others. These findings also have support
of previous literature as word of mouth a behavioral
outcome could be the consequence of different attitu-
dinal and behavioral antecedents such as brand love,
brand trust, brand passion, and others (Bauer et al.,
2007; Carroll and Ahuvia, 2006; Dick and Basu, 1994).
Likewise, brand addictive consumers generate positive
word of mouth in order to influence and initiate oth-
ers to buy and consume the products of that partic-
ular brand, meanwhile they are eager to preserve the
brand and its image in every possible ways even they
are putting pressure on others and keep trying to con-
vince them to buy and consume this particular brand
(Cui et al., 2018). The findings of the present study
strengthen the marketing literature and a little contri-
bution on the extant literature on consumer-brand rela-
tionships by using the bases from the theory of planned
behavior.

6 Conclusion

Any strong consumer-brand relationship could be
a source of competitive advantage such as brand
love, brand passion, brand commitment, brand loy-
alty, brand addiction and many others. Both interna-
tional and local brands indulge lot of marketing efforts
in order to develop the strong relationships with con-
sumers/customers so they could enable themselves to
attain competitive edge by building long term relation-
ships with consumers/customers. There is a research

call by the previous literature and practitioners which
would enable them to understand and grasp the new
consumer-brand relationships as well as the elucida-
tion of the consortium between possible antecedents
and outcomes of such constructs like brand addiction.
As construct of brand addiction remains new and ex-
pects lot of research work to be done in order to unfold
it. So, purpose of the current study is to quench the re-
search thirst by identifying the relationship of nurtur-
ing consumer-brand relationship construct brand ad-
diction with its possible antecedents such as brand
trust, brand love, brand passion and one of the con-
sequences that is positive word of mouth. Findings
suggest than brand trust does not has positive impact
on brand addiction although it is positively correlated
with brand addiction, whereas brand love and brand
passion do have positive impact on brand addiction.
Whereas, results also indicated that a consumer has an
addictive behavior toward his/her favorite brand then
there is more likelihood that he/she will spread posi-
tive word of mouth regarding this brand.

6.1 Research Implication

This is a propitious research both for academia as
well as for practitioners, because this study has sev-
eral implications for both players. Our timely effort
strengthen the existing literature on marketing and the
theory of reasoned action by providing the somehow
understanding the newly born consumer-brand rela-
tionship brand addiction and how its work in inte-
grated framework with it some possible antecedents
and outcomes. On the other hand practitioners, partic-
ularly entrepreneurial marketers are always looking for
new tactics in order to get competitive edge and max-
imum profit. So this study provides insightful learn-
ing by highlighting the relationship between recently
constructed consumer-brand phenomenon. As find-
ing suggest that brand addiction will lead to positive
word of mouth and could be other favorable outcomes,
so marketer should focus on the antecedents that play
significant role in building of this relationship (brand
addiction) in order to get the favorable outcomes from
this consortium.

6.2 Limitations and Future Research

As applicable with other quantitative research, this
research also has couple of limitations. First, the study
could incorporate some of the antecedents and out-
comes of brand addiction not all, future researchers are
encouraged to incorporate other possible antecedents
of brand addiction such as brand identification, brand
image, brand personality and some outcomes such as
willingness to pay higher price, long-term relationship
sustainability and identify that how they work in an
integrated framework with brand addiction. Second,
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due to time and financial constraints, cross-sectional
data have been collected, so future researcher could
conduct a longitudinal study to highlight that how
strong consumer-brand relationships could be estab-
lished with the passage of time. Third, the research
has been conducted on apparel industry whereas fu-
ture researchers are encouraged to replicate the study
on other industries such as food and telecom. Forth,
research has been conducted in the context of Pakistan,
whereas future researchers are encouraged to replicate
study in other countries contexts.
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