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Abstract. This study aims to explore how hedonic value influences obsessive-compulsive buying behavior by
examining the mediating roles of brand attachment and customer-based brand value. The research addresses
inconsistencies in previous studies on the influence of hedonic market value on obsessive-compulsive buy-
ing by integrating brand attachment and customer-based brand value as key factors. The literature review
reveals a gap in understanding the mediating role of these variables in the relationship between hedonic
value and compulsive buying. Six hypotheses were developed and tested using PLS-SEM within a sample of
246 customers in Central Java, Indonesia. The results highlight that customer-based brand value significantly
mediates the impact of hedonic value on brand attachment, which in turn enhances obsessive-compulsive
buying. Additionally, the study finds that brand attachment directly contributes to the increase in compul-
sive buying behavior. The findings suggest that a positive customer experience, influenced by strong brand
identity, is crucial in fostering brand attachment and subsequently driving obsessive-compulsive purchasing.
This research provides a comprehensive understanding of how hedonic and brand-related factors interact to

influence consumer behavior.
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1. Introduction

The growth of heterogeneous business innovation encour-
ages individual behavior to actualize themselves to the use
of new products. New product development becomes the
business strategy of a product brand to stimulate prospec-
tive consumers to plan purchases. The fashion industry still
dominates the obsession of individual behavior towards
the latest business development phenomena. Furthermore,
this buying obsession should be more deeply studied from
the perspective of the emergence of hedonistic values
leading to compulsive buying. The higher obsession with
purchasing behavior can be caused by the impact of brand
attachment (Ebrahimi et al., 2020; Flight & Sacramento,
2015; Gunawan & Bernarto, 2020; Japutra et al., 2022; Lim
et al., 2020) and hedonic values (Ali et al., 2020; Ali et al.,
2021; Cavusoglu et al., 2020; Tarka et al., 2022a, 2022b).
So, the importance of this research lies in addressing the
gaps related to excessive consumerism, which can ulti-

mately harm brand reputation in the long term (Japutra
et al, 2019). In addition, hedonic and social motives af-
fect consumer response to the promotion of daily online
transactions (Kukar-Kinney et al., 2016), resulting in obses-
sive-compulsive disorder (Figee et al., 2016; Filomensky &
Tavares, 2021; Kim et al., 2018; Oliveirra et al,, 2019). So,
there are two questions in this study:

= RQ1: How can the potential of brand attachment in-

crease obsessive-compulsive buying from the high
value of hedonics?

= RQ2: Can the value of hedonism be improved

through the role of customer-based brand value to-
wards obsessive-compulsive buying?

So, the self-congruence theory (SCT) approach is ex-
pected to perfect the limitations of previous research to
acquire the novelty of knowledge.

Previous marketing science studies on customer be-
havior show that hedonic value affects obsessive-compul-
sive buying. Several research have revealed that the desire
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to shop value exceeds personal financial management
in shopping (Eren et al.,, 2012). Gender as a moderation
with neuroticism, extraversion, and openness to experi-
ence may enhance compulsive buying more for women
than males. Research indicates that hedonic motivation,
hedonic value, and brand attachment positively impact
obsessive-compulsive buying behavior (Evangelin et al,
2021; Horvath & Adiglizel, 2017). Brand attachment en-
hances compulsive brand buying in the future, according
to Flight and Sacramento (2015), Wang et al. (2022). Con-
sumers are more loyal to products that reflect their ideal
selves (Flight & Sacramento, 2015). In contrast, role, value,
and social shopping were adversely relevant for obsessive-
compulsive buying in multiple research (Ali et al., 2020).
Hedonic values and obsessive-compulsive buying are neg-
atively correlated through brand attachment, according to
Lim et al. (2020). We investigated "what kind of customer-
based brand value impacts brand attachment to bridge
hedonic values to increase obsessive-compulsive buying”
after these conflicting findings.

Considering contradictory hedonic value findings for
obsessive-compulsive buying, the study used Self-Con-
gruence Theory to fill this research gap. SCT emphasiz-
es the individual's self-concept because his attitude can
be directed anywhere according to life experiences. This
theoretical perspective also adds innovation to customer-
based brand value. Product emotional, epistemic, social,
and rational values reflect brand value (Markus & Kunda,
1986; Sirgy, 1982). Furthermore, the development of this
theoretical perspective provides originality to the impor-
tance of customer-based brand value. Brand value can be
reflected in the emotional, epistemic, social and rational
values inherent in the product (Gupta et al., 2020).

Thus, this study develops a conceptual model of he-
donic value, customer-based brand value, brand attach-
ment, and obsessive-compulsive buying to address gaps in
the literature. The novelty of this study lies in its application
of Self-Congruence Theory (SCT) to better understand the
psychological mechanisms driving obsessive-compulsive
buying behavior, particularly within the context of devel-
oping countries like Indonesia. By integrating SCT with the
concepts of brand attachment and customer-based brand
value, this research highlights the critical mediating roles
these factors play in linking hedonic value to obsessive-
compulsive buying. These insights contribute significantly
to the academic literature on consumer behavior while
also providing practical implications for marketers seeking
to enhance brand loyalty and manage consumer purchas-
ing behavior in competitive markets.

Product utility and product utility symbol function are
two elements of the consumer-brand relationship (Gorba-
niuk et al., 2015; Vazquez et al., 2002; Zarantonello et al.,
2020), which can be measured by brand, hedonic, and sym-
bolic utility. Brand attachment is a long-term consumer-
brand relationship emotion, according to Liu et al. (2020b).
Indonesia was chosen for this study for two reasons: First,
developing countries like Indonesia have significant he-
donic value, which leads to brand fanaticism, especially

for foreign products. Second, Indonesian shoppers equate
discounts with obsessive-compulsive purchasing due to
their hedonic value. Thus, current study develops a con-
ceptual model of hedonic value, customer-based brand
value, brand attachment, and obsessive-compulsive buy-
ing to fill the literature gap. The remainder of this paper
is structured as follows: the next section reviews relevant
literature and hypothesis development. This is followed
by the research methodology, which details the data col-
lection process, and analytical techniques employed. The
results section presents the findings of the study, which
are then discussed in the context of existing literature.
Finally, the paper concludes with the implications of the
findings, limitations of the study, and suggestions for fu-
ture research.

2. Literature review and hypothesis
development

2.1. Hedonic value and customer-based brand
value

This study explores the multidimensional concept of he-
donic value, focusing on the pleasurable and emotional
facets of consumers’ shopping experiences (Kim & Lee,
2024; Lee & Park, 2024). Hedonic value is a crucial driver
of purchasing behavior, as it encompasses the amusement,
enjoyment, and personal significance that consumers de-
rive from their consumption activities (Taufique et al.,
2024). Previous research has suggested that hedonic at-
tributes and benefits act as key motivators for consum-
ers, particularly when purchasing prestigious brands that
convey personal relevance and hedonic value (Gladstone
et al, 2024). This study aims to further understand how
hedonic value, grounded in hedonic consumption theory,
influences consumer-based brand value.

Hedonic value, which originated from hedonic con-
sumption theory, emphasizes the pleasure and gratifica-
tion that consumers experience during shopping (Meh-
rotra et al, 2024; Singh & Milan, 2025). This value is
often linked to amusement, excitement, and personal
significance, which can sometimes lead to compulsive
buying behavior (Horvath & Adiguzel, 2017; Ling et al.,
2024). Consumers frequently associate hedonic value
with brands that symbolize prestige or luxury, leading
to varying emotional outcomes, such as happiness or
disappointment, depending on their expectations (Tran
et al., 2023). Fundamentally, hedonic value remains high-
ly individualized, reflecting unique personal preferences
and emotional responses during shopping (Uluturk &
Asan, 2024).

Hedonic values are deeply subjective and personal
(Alsoud et al., 2024). Consumers driven by hedonic moti-
vations typically seek pleasurable or exciting experiences
during their purchasing process, expecting emotionally
fulfilling shopping activities (Picot-Coupey et al., 2021).
When consumers derive genuine enjoyment from their
purchases, they are less likely to engage in impulsive



buying (Coelho et al., 2023; Etxaburu et al., 2023). Howev-
er, high levels of hedonic shopping values often correlate
with compulsive purchasing behaviors, where individuals
seek products that provide temporary emotional satisfac-
tion (Lim et al., 2020). Variations in hedonic shopping val-
ues significantly influence purchasing decisions, especially
for branded products associated with prestige or luxury
(Rosendo-Rios & Shukla, 2023; Zhao et al., 2022). Given
the significant role of hedonic value in shaping brand per-
ceptions and evaluations, this study investigates its impact
on customer-based brand value. Therefore, this study pro-
poses the following hypothesis:

H1: Hedonic value has a positive effect on customer-
based brand value.

2.2. Hedonic value and brand attachment

Hedonic value has long been recognized as a crucial fac-
tor in consumer behavior, representing the entertainment
aspect and emotional value inherent in shopping expe-
riences (Coelho et al, 2023; Kim et al., 2023). Existing
research suggests that the pursuit of hedonic benefits
serves as a primary driver for consumers to purchase
products, as they seek to maximize their happiness and
personal satisfaction through these purchases (Ong et al.,
2022). Prestigious brands are particularly adept at provid-
ing consumers with a perceived sense of hedonic value,
which reflects and aligns with their salient hedonic mo-
tivations and preferences (Choi et al., 2024). The ability
of these prestigious brands to deliver on this hedonic
dimension is a key factor in fostering brand attachment
and loyalty among their target consumers (Abdul Aziz
et al., 2023).

The existing literature indicates that brand attachment
is formed when key aspects of self-satisfaction, such as
being enjoyable, entertaining, and enriching, are fulfilled
through the consumption of a particular brand (Liu et al.,
2020a; Sun et al, 2024). Consumers perceive this as a
means of connecting the brand to their own self-concept,
as the brand becomes a vehicle for delivering the desired
hedonic value (Yuan et al,, 2022). Furthermore, product
quality and the overall level of perceived happiness de-
rived from using a brand have been found to positively
influence the formation of brand attachment (Jeon, 2022;
Zheng & Xu, 2024). Specifically, when consumers are able
to derive a sense of enjoyment, entertainment, and per-
sonal fulfillment from their interaction with a brand, they
are more likely to develop a strong emotional bond and
attachment to that brand (Huaman-Ramirez & Merunka,
2019; Ugalde et al., 2022). This attachment is further rein-
forced when the brand delivers high-quality products and
services that consistently meet or exceed the consumer’s
expectations, leading to a heightened sense of happiness
and satisfaction (Guru et al., 2024; Welch et al., 2024).
Based on the above, we make the following hypothesis:

H2: Hedonic value has a positive effect on brand at-
tachment.
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2.3. Consumer based brand value and brand
attachment

The resources used by a business to achieve competitive
differentiation from rivals are what give a brand its value
(Diallo et al.,, 2020). According to Faschan et al. (2020),
tangible and intangible components contribute to brand
value, which is based on brand qualities. A product’s phys-
ical attributes refer to its tangible brand value, whereas
customers’ perceptions of the brand name determine
its intangible brand value (Castro-Gonzélez et al.,, 2024).
Brand managers work to increase their brand’s value to re-
tailers in competitive markets where numerous brands sell
comparable items (Li & Aisaiti, 2024). This, in turn, helps
increase their brand’s market share and motivates retailers
to sell more of their brands (Li et al,, 2022). Although it is
impossible for retailers to promote all brands due to lim-
ited resources, they may strategically choose to promote
certain brands that are considered to have superior brand
value (Michel et al., 2022).

Brand value shows the ability of a brand to carry out
its functions through a series of business activities in a way
that enables managers to achieve the company’s business
goals (Gupta et al., 2020). Rather, the meaning of branding
reflects the brand's ability to move the market better than
competitors in a market (Liu et al, 2020a). Competing in
the marketplace requires brand managers to utilize brands
efficiently to differentiate the value they offer consumers
from the value of their competitors (Kim et al., 2010; Leek
& Christodoulides, 2012).

Customer relationships create brand value. Consumer
thoughts and actions determine brand value (Anselmsson
& Bondesson, 2015; Bick, 2009; Skandalis, 2023). Our re-
search uses emotional, social, epistemic, and rational brand
value as independent factors to determine brand value for
brand patenting leverage. In this study, we measure brand
value from the consumer’s perspective. Consumer-based
brand performance measurements are collected and mod-
eled to achieve brand attachment and encourage obses-
sive purchasing.

Emotional value, rational value, epistemic value,
social value

A brand’s emotional pleasure shows consumers its worth
and helps it gain market share through customer equity
(Perez-Villarreal et al., 2019). Customers appreciate this
capability because it enhances their own emotional ful-
fillment and satisfaction (Zheng & Xu, 2024). Customers
respect this capacity because it boosts emotional fulfil-
ment. Brand consistency in emotional value helps people
connect with the brand (Gupta et al., 2018; Gupta et al.,
2020). Organizations often seek cost-effective ways to
achieve their goals, and one strategy is for manufacturers
to offer incentives for bulk purchases to drive increased
sales volume (Kalra et al., 2023). Due to high demand,
customers who buy bulk expect a brand’s products to
flow quickly to their client segments. Customers respect
this brand because it boosts profits and helps them reach
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business goals (Akram et al., 2021). To boost client satis-
faction, loyalty programs should offer distinctive benefits.
A novel program can provide customers with epistemic
value, which arises from a product’s ability to engage their
curiosity or satisfy their need for novelty, knowledge, or
variety (Hasan, 2022). Epistemic value comes from a prod-
uct’s ability to engage curiosity or satisfy a person’s need
for novelty, knowledge, or variety (Zheng & Xu, 2024). In-
novation drives consumer epistemic value by seeking to
engage curiosity to the greatest extent (Furukawa et al,
2019). Our research suggests that this approach can sig-
nificantly increase a product's overall appeal. Addition-
ally, social values play an important role in shaping social
standing and acceptance (Wang et al., 2024) This includes
both social capital and broader societal welfare. It has
been suggested that social value reflects customers’ ac-
ceptance within their social environment (Chen & Zhang,
2021). When applied to goods purchases, social value in-
fluences customers’ purchase intentions (Chi et al., 2021).
Research on the intention to buy electric vehicles indicated
that perceived social worth positively and significantly af-
fects customer satisfaction when environmentally friendly
innovation is the key attribute (Hassan, 2017). Our research
suggests that social values are a multifaceted component
that affects consumers’ purchase intentions and branding.
The following hypothesis is proposed:

H3: Consumer-based brand value has a positive effect
on brand attachment.

2.4. Brand attachment and obsessive-
compulsive buying

Self-congruity is the level of harmony between the con-
sumer’s self-concept and brand personality (Sirgy, 1982).
This is the main motivator of consumer behavior (Sirgy
et al, 1991; Sirgy & Su, 2016). Self-congruity is actually
consistent with the notion of self-motivation, where con-
sumers behave continuously based on their own percep-
tions (Chauhan et al., 2021). Meanwhile, ideal self-congru-
ence closely related to the view which states that individu-
als have the intention to look for ways to increase their
self-esteem (Sirgy et al., 1991). Consumers use brands to
express their true or ideal self-concept (Astakhova et al,
2017). To express their true selves, consumers are guided
by self-verification motives, whereas to express their ideal
selves, consumers are guided by self-enhancement mo-
tives (Astakhova et al., 2017; Chauhan et al,, 2021). Aboul-
nasr and Tran (2019) show that improved brand quality
can trigger self-verification and increased self-motivation.
Therefore, the stronger the harmony between the brand
and the actual or ideal self-concept, the stronger the
emotional attachment to the brand. Consumers can be at-
tached to certain brands because they are materialistic and
feel anxious about their existence and need a symbol of
security (Klabi, 2020; Wen et al., 2019). Brand attachment
and materialism predispose individuals to compulsive buy-
ing, which is expected to escalate significantly (Somma
et al., 2023; Wei et al,, 2022). This behavior is motivated

by a desire to provide oneself with a sense of comfort and
security (Bian & Haque, 2020; Tarka & Kukar-Kinney, 2022).
In other words, individuals may become materialistic to re-
duce their anxiety. Anxiety may increase compulsive buy-
ing behavior (Neale & Reed, 2023). On the other hand,
Lim et al. (2020) suggest that individuals who are highly
attached to a brand tend to spend more time or money
on that particular brand. Kaufmann et al. (2016) show that
consumers who display a brand higher are more likely to
purchase products from that brand, whether genuine or
counterfeit. Brands are able to evoke nostalgic experienc-
es or consumer memories by taking consumers to past
events (Kessous et al.,, 2015; Wen et al., 2019). If a brand
is able to enhance nostalgic experiences, consumers will
become more attached to the brand and increase their
tendency to collect that brand (Gilal et al., 2021; Shimul &
Phau, 2023). Thus, adopting a stronger brand may lead to
a higher tendency for compulsive buying. Therefore, the
following hypothesis is put forward:

H4: Brand attachment has a positive effect on obsessive-
compulsive purchasing.

2.5. Hedonic value, brand attachment,
customer-based brand value and obsessive-
compulsive buying

Compulsive buying, often considered the “dark side” of
consumer behavior problems, is an uncontrolled and ob-
sessive tendency that has become increasingly prevalent
in modern consumer societies (Japutra et al., 2022; Sun &
Bao, 2023). Some researchers argue that it is related to be-
havioral addictions like shopaholics and excessive purchas-
ing (Japutra et al.,, 2019; Lavuri & Thaichon, 2023), leading
to unfavorable consequences such as shame, guilt, and
regret (Rai et al., 2022). However, research also shows that
it can provide intense pleasure and excitement (Horvath &
Adiglizel, 2017), reducing individual anxiety and helping
consumers escape from life stresses (Harnish et al,, 2019;
Japutra et al,, 2022). Compulsive buying can also serve to
overcome negative emotions (Mestre-Bach et al., 2023;
Neale & Reed, 2023). Hedonic value reflects the fulfillment
of hedonic expectations (Le, 2023), motivated by the de-
sire for experience, pleasure, and excitement. This research
suggests a significant relationship between hedonic value
and compulsive buying.

Customer-based brand value reflects consumer per-
ceptions about the value and quality of a brand (Fazal-
e-Hasan et al, 2018), including elements like trust, sat-
isfaction, loyalty, and positive associations (Gupta et al.,
2018; Koay et al., 2020). Previous research shows that he-
donic values positively influence customer satisfaction. In
other words, the greater the hedonic value perceived by
consumers, the higher the customer satisfaction (Lee &
Wu, 2017) and the stronger their attachment to the brand
(Koskie et al., 2023; Sun et al.,, 2024; Ugalde et al., 2022).
Customer-based brand value plays an important role as a
mediator between the influence of hedonic value on brand
attachment, indicating the relationship between hedonic
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value and brand attachment involves consumer percep-
tions and judgments about the brand'’s value.

H5: Hedonic value has a positive effect on brand attach-
ment through compulsive buying.

H6: Hedonic value has a positive effect on brand attach-
ment through customer-based brand value.

3. Research method

3.1. Data collection samples and techniques

The test was conducted quantitatively using the PLS-SEM
statistical method. The respondents in Table 1 consisted of
246 customers who engaged in obsessive-compulsive buy-
ing behavior, as measured through questionnaires based
on indicators related to the four variables. The sample de-
sign was carried out randomly to maintain the quality of
the results that refer to the previous theory and empirical
studies so that the results can be trusted (Hair et al., 2011).
The research scale was a Likert scale, which is a survey
scale for selecting approval (answers) to questions on the
instrument ranging from 1 (strongly disagree) to 5 (strong-
ly agree). The methodological stages in this study involve
four main steps. First, the research framework was devel-
oped based on an extensive literature review, identifying
key variables and their relationships, particularly those re-
lated to hedonic value, customer-based brand value, and
brand attachment, all of which influence obsessive-com-
pulsive buying behavior. This framework guided the for-
mulation of hypotheses and the selection of appropriate
statistical methods. Second, the questionnaire develop-
ment involved a literature review, statement formulation,
and pilot testing. The literature review ensured that the
questions were based on validated and reliable measures.
Each item was then formulated to measure specific aspects
of the constructs being studied. A pilot test was conducted
with 50 respondents to assess the clarity, reliability, and
validity of the questionnaire. Finally, the questionnaire was
distributed using purposive sampling, chosen because the
study specifically required respondents who met the crite-
ria of frequency of time shopping with the most preferred
brands. The study model was analyzed using the SEM-PLS
(Partial Least Square) structural equation model technique
with smart PLS 3.0 software. SEM-PLS techniques can be
used effectively on small sample sizes with complex mod-
els. Furthermore, SEM Techniques can evaluate the results
of mediation while simultaneously time (Tabachnik & Fi-
dell, 2012). The SEM-PLS model is tested in two stages:
the measurement model (outer model) and the structural
model (inner model).

To evaluate discriminant validity, it was essential for
the structural equation modeling (SEM) model to effec-
tively differentiate between distinct constructs or variables
and not perceive them as synonymous with one another.
This assessment involved calculating the square root of
AVE and comparing the concept to the inter-correlation
among the variables. Furthermore, when the square root
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Table 1. Demographic profile of respondents (n = 246)
(source: authors’ own data collecting, 2023)

No. Characteristics Total %
Male 158 | 64.2
1 | Sex
Female 88 358
< 20 years old 48 194
> 20 years old 94 | 383
2 |Age > 30 years old 26 104
> 40 years old 72 | 294
> 50 years old 6 2.5
Senior High School 82 | 334
Bachelor's degree 126 | 51.2
3 |Education | Master's degree 27 | 109
Doctoral Degree 6 2.5
Others 5 2.0
Student 125 | 673
Entrepreneur 20 14.5
4 |Jobs Professional 20 2.7
e e | o0 | 204
Others 21 8.5
Brand Fashion 86 34.8
fanaticism Cosmetic 45 18.4
5 |towards Household needs 26 104
services/ [ Cylinary 44 | 179
products. I thers 45 | 184
Frequency 1 time for a week 12 5
of time 1-3x for a month 53 | 214
6 \S/Vhifhpfk'lzg 1-3x for 6 months 18 | 119
most More than 3x for 6 months 12 5
E:zl;zr;ed Uncertain 151 56.7

exceeded the correlation between the variables, the instru-
ment had strong validity (Hair Jr et al., 2017). According to
Table 2, the instrument is judged as authentic where the
AVE square root value exceeds the correlation between
variables. validity and reliability measurement results are
shown in Table 2, while the proposed hypothesis test is
in Table 3.

Table 2 shows that all variables have a positive factor
loading value with a critical ratio > of 2.0, which is signifi-
cant and reflects its latent variables. All variables are mea-
sured and reflected by the adequate regression weight of
the positive value of loading factors with a critical ratio of
> 2.0 (Arbuckle, 2011) hereby indicating the well-received
of these indicators from all related variables.

Furthermore, convergent validity testing of each indi-
cator used for its latent variable, shows that the average
loading factor value is more than the acceptable threshold
of 0.70, where convergent validity is confirmed. Meanwhile,
the value of the Average Variance Extracted (AVE) latent
variable is also proven to be appropriate with an average
above 0.50, which indicates the validity and acceptance of
the instruments used in this study. All latent variables used
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Table 2. Measurement of validity, reliability, adjusted square

and R — Square (source: data processed, 2023)

Table 3. Hypothesis testing and goodness of fit result
(source: data processed, 2023)

. Dimension/ Loading | Critical
Variable Indicator Factor Ratio
é:"e”F“re 0767 | 12217

Hedonic Value (X1) 0?‘?'”9

AVE = 0.698 Gratlflc.atlon 0.853 30955

CRI = 0.902 Shopping

CA = 0.855 Role Shopping 0.868 34410
Value Shopping 0.850 20.968

Brand Attachment Self'brahd 0.898 47.072

1) connection

AVE = 0.743 Brand prominence | 0.840 25.548

CRI = 0.896

CA = 0.827 Utilitarian value 0.847 26.282

Custumer Based .

Brand Value (22) Emotional value 0.845 20.071

AVE = 0.753

CRI = 0.859 .

CA = 0674 Social value 0.890 42.443
Irresistible 0863 | 31673
impulse
Loss of control 0.702 7.251

. Carrying on

Obsesswg- . despite adverse 0.875 34.934

(CYc)Jmpulswe Buying consequences

AVE = 0.666 Buy things even

CRI = 0923 Fhough don't 0.769 15.725

CA = 0899 intend
Focus on
acquisition rather 0.844 25.764
than usage
Shopaholic 0.830 23.395

R — Square (R%) - Y 0.763

R - Square (R?) - Z2 0.322

Adjusted R Square - Y 0.738

Adjusted R Square — Z2 0.740

*Notes: AVE = Average Variance Extracted; CRI = Construct Reliability
Index; CA = Cronbach’s Alpha.

have good reliability as seen from the Construct Reliability
Index (CRI) above 0.70; and Cronbach’s Alpha (CA) is more
than 0.70. This is because the validity and reliability of the
data instrument met the required limit values, hence the
authors proceeded to the hypothesis testing process.

4. Hypothesis testing

The study proposed 4 hypotheses, and using analyzing Ta-
ble 3 and Figure 1, it was observed that all suggested hy-
potheses were accepted. The results showed that (1) Brand
Attachment had a positive and significant effect on Obses-
sive-Compulsive Buying, (2) Customer-Based Brand Value
had a positive and significant impact on Brand Attachment,
(3) Hedonic value had a positive and significant influence
on Brand Attachment, (4) Hedonic value had a positive and
significant influence on Custumer Based Brand Value, (5)
Brand Attachment mediated the relationship between he-
donic value and Obsessive-Compulsive Buying.

Hypothesis variable | Estimate | C.R [ P-value | Conclusion

Hedonic
Value

H1 |- Custumer
Based Brand
Value

0.567 7.074 *** | Supported

Hedonic
Value
H2 > Brand 0.705

Attachment

14.201 *** | Supported

Consumer-
based brand
H3 | Value

- Brand
Attachment

Brand
Attachment
H4 | > Obsessive-
compulsive
buying

0.253 | 4387 *** | Supported

0.860 |29.318 *** | Supported

Hedonic
Value -
Brand

H5 | Attachment
- Obsessive-
compulsive
buying

0.606 | 11.284 *** | Supported

Hedonic
Value -
Custumer-
H6 |based
Brand Value
- Brand
Attachment

0.123 3.228 *** | Supported

The following is a figure of the Full structural model of
obsessive-compulsive buying

Figure 1 illustrates the full structural model of Ob-
sessive-compulsive buying, highlighting the significant
relationships between Hedonic Value, Customer-Based
Brand Value, Brand Attachment, and Obsessive-Com-
pulsive Buying. The model demonstrates that Hedonic
Value strongly influences both Customer-Based Brand
Value (path coefficient 0.567) and Brand Attachment
(path coefficient 0.705), indicating that consumers’ he-
donic experiences are crucial in shaping their brand
perceptions and emotional connections. Additionally,
Customer-Based Brand Value, composed of Emotional
and Social Value, enhances Brand Attachment (path co-
efficient 0.253), suggesting that higher perceived brand
value leads to stronger emotional attachment. Brand At-
tachment, in turn, exerts a substantial direct effect on
Obsessive-Compulsive Buying (path coefficient 0.860),
underscoring the role of emotional bonds in driving
compulsive purchasing behavior. The model effectively
captures the interplay between these variables, show-
ing how hedonic experiences and perceived brand value
contribute to obsessive-compulsive buying.
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Figure 1. Full structural model — obsessive-compulsive buying

5. Discussion and conclusions

Since it comprises emotional and experiential happiness
derived from a product or service, hedonic value helps
build brand attachment. The joy, excitement, and pleas-
ure from brand interaction surpassed product functional-
ity (Triantafillidou & Siomkos, 2018). Emotionally charged
experiences help consumers develop strong and lasting
brand-consumer bonds. Positive emotional experiences
led to brand attachment, characterized by deep and long-
lasting loyalty. Hedonic value can cultivate emotional
bonds (Rogayah & Nurlinda, 2023), as consumers view
brands as an integral part of lifestyle and identity. This
results in repeat business and brand advocacy, as satis-
fied customers share their positive experiences, enhancing
the ratings of companies. The influence of hedonic value
on brand attachment drives long-term client loyalty and
brand integration into daily life.

The concept of customer-based brand value, which
transforms the perspective on brand equity and value by
moving away from isolating the brand from others (Win-
zar et al., 2018), is essential in influencing brand attach-
ment. When individuals view the brand as offering signifi-
cant value, there is a high possibility of developing strong
emotional ties and attachment to the product. Customer-
based brand value influences the resonance between a
brand and its target audience’s values, preferences, and
aspirations. Brands that have a strong connection with the
identity and lifestyle of consumers were more inclined to
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elicit a profound sense of connection and loyalty. The con-
gruence between the values held by customers and those
espoused by the brand strengthened the emotional bond
(Sheeraz et al., 2018), fortifying loyalty and establishing
a basis for enduring customer connections. The strength
and longevity of brand attachment were significantly influ-
enced by the perceived value assigned by people.

The concept of customer-based brand value, which
transforms the perspective on brand equity and value by
moving away from isolating the brand from others (Win-
zar et al., 2018), is essential in influencing brand attach-
ment. When individuals view the brand as offering signifi-
cant value, there is a high possibility of developing strong
emotional ties and attachment to the product. Customer-
based brand value influences the resonance between a
brand and its target audience’s values, preferences, and
aspirations. Brands that have a strong connection with the
identity and lifestyle of consumers were more inclined to
elicit a profound sense of connection and loyalty. The con-
gruence between the values held by customers and those
espoused by the brand strengthened the emotional bond
(Sheeraz et al., 2018), fortifying loyalty and establishing
a basis for enduring customer connections. The strength
and longevity of brand attachment were significantly influ-
enced by the perceived value assigned by people.

Brand attachment, which refers to a profound emotion-
al bond and allegiance towards the brand (Ghorbanzadeh
& Rahehagh, 2021), can impact and potentially contrib-
ute to the manifestation of obsessive-compulsive buying
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tendencies. When individuals establish strong emotional
connections with a brand, it can play a substantial role
in personal identity and self-expressive behavior (Japutra
et al,, 2019). In certain instances, this emotional attach-
ment may progress into obsessive inclinations, where the
persistent longing for emotional satisfaction becomes
manifested through compulsive purchasing behaviors. In-
dividuals could feel a desire to acquire goods or essential
services from the affiliated brand to strengthen emotional
attachment or pursue a sense of satisfaction. Brand serves
as a solace, and compulsive purchasing behavior is mo-
tivated by the need to uphold or enhance the emotional
gratification.

Brand attachment mediates the relationship between
actual self-congruence and impulse buying and fully me-
diates the relationship between ideal self-fit and impulse
buying (Japutra et al., 2019). In addition, hedonic value and
brand attachment positively affect obsessive-compulsive
purchases. So, brand attachment can mediate the effects
of materialism and utilitarian value on compulsive buying
(Lim et al., 2020). The higher the hedonic value inherent
in the individual, the higher the hedonic position, which
results in the most robust brand personality and credibility
(Ugalde et al., 2023). Two findings are from the mediat-
ing role of brand attachment and customer-based brand
value. First, the highest indicator of the role of brand at-
tachment is self-connection, meaning that consumers’
self-connection with brands promoted through influencers
has a more substantial effect on individuals with a higher
level of competitive orientation. A brand’s high self-con-
nection of individual hedonism has increased compulsive
buying. Second, the highest indicator of customer-based
brand value is social value, meaning the primary metric
used to assess brand value based on customer perception.
This shows that those interested in material goods with
a global viewpoint are more likely to choose brands that
match their desired vision.

In conclusion, this study aimed to construct a theo-
retical model addressing the inconsistencies associated
with obsessive-compulsive buying through the lens of
brand attachment. Acceptance of the projected hypoth-
esis yielded several insights into connecting hedonic
value with the escalation of obsessive-compulsive buy-
ing. Primarily, the reinforcement of SCT was based on
the study of Liu et al. (2020b) and Mikulincer and Shaver
(2005). Consumers viewed brands as significant entities,
forming a connection by deriving hedonic value. The mo-
tivation for customers to shop for fashion items via retail
m-commerce applications proved capable of stimulating
hedonic value, thereby facilitating effective and conve-
nient usage (lyer et al., 2018; Parker & Wang, 2016). E-
commerce applications enhance customer-based brand
value, positioning hedonic value as a strategic lever to
augment brand attachment. The rationale behind this
path lies in considering hedonic value as the initial stage
leading to increased brand attachment, forming an ac-
tual self-image and an inherent social self-image ideal
within the individual. This concept was in line with the

core tenets of SCT (Sirgy, 1982). Individual attachment to
a brand seeks to maximize happiness (Russell, 2015), and
hedonic value inevitably leads to desire or excitement
during the acquisition process (Russell, 2015), reflected
in hedonism or enthusiasm throughout the procurement
procedure (Ladhari, 2017). Brands with distinct charac-
teristics offer hedonic perceptions of value, representing
reasons or values that resonate personally (Vigneron &
Johnson, 1999). Pleasure experienced during the purchas-
ing process increases the chances of impromptu buying
(Horvath & Adiglzel, 2017). Consequently, there was a
perception that consumers who buy for both hedonic
and utilitarian reasons were more susceptible to com-
pulsive purchasing.

Managerial implication

This study reveals that hedonic value plays a crucial role in
deepening consumers’ emotional attachment to a brand,
which in turn strengthens loyalty and drives repeat pur-
chases. Marketers can apply this insight by crafting cam-
paigns that focus on creating positive emotional experi-
ences, thereby fostering stronger, long-term relationships
with consumers. Additionally, the study highlights that
customer-based brand value mediates this relationship,
indicating that enhancing the perceived social and emo-
tional value of a brand can further solidify its position and
encourage consistent purchasing behavior. The potential
for obsessive-compulsive buying behavior, however, un-
derscores the need for marketers to design campaigns
that are not only effective but also ethical, promoting
responsible and sustainable consumption. These findings
are particularly relevant for fashion brands in competitive
markets, where understanding the influence of brand at-
tachment on compulsive purchasing is critical. Misleading
younger consumers could have long-term negative effects
on business growth and brand reputation. Given that to-
day’s youth are more materialistic, focused on product
functionality, and less loyal to brands, marketing strategies
must adapt by tailoring packaging and communication to
align with their preferences. Ultimately, staying attuned to
trends and evolving shopping habits is essential for main-
taining and growing a brand'’s success over time.

Limitation and future research

This study is subject to several limitations that warrant
consideration. First and foremost, the analysis is inher-
ently cross-sectional, comprising the simultaneous collec-
tion of data on both independent and dependent vari-
ables. Additionally, the context of the study was confined
to a specific sample within Indonesia. At the same time,
the concepts underlying hypotheses and measurements
are generalist, potentially introducing cultural or regional
biases. It is important to note that this study exclusively
explored the impact of hedonic value on compulsive buy-
ing, without addressing the effects of impulsive buying
behavior. This omission represents a significant limitation



in the discussion of study outcomes. Based on specula-
tions, certain variables may serve as potential mediators,
such as customer-based brand competitiveness or behav-
ior. The potential exists for variables to function as mod-
erators, considering factors like environmental conditions,
cultural nuances, or gender dynamics. Considering these
limitations, it is recommended that future investigations
should leverage the skills and knowledge contained in cul-
tural operant resources, using a consumer culture theory
framework.
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