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ABSTRACT

The objective of this study is to understand the relationship between type of advertising and brand
attachment in IT products. For this purpose, 4 experimental groups in total were structured by applying 2
(Gain and Loss) x 2 (Reference and Scarcity Pressure) between-subjects factorial design for IT and non-IT
products. The results showed that the gain-loss frame and scarcity pressures on brand attachment were not
statistically significant in IT products. And, interaction effect of gain-loss frames and scarcity pressure on
brand attachment was found in IT products. However, in non-IT products, only the effect of gain-loss frame
was shown. That is, the more emphasis on gain and the less pressure on scarcity, the more effective ad type
for brand attachment in IT products. On the basis of the results, theoretical and managerial implications,

and directions for further research discussed.
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1. INTRODUCTION

"In China, the crowd who was waiting for
the release of iPhone 4S got angry and threw out
many eggs and there occurred some disturbances
like fist-fighting between some of them since the
opening of an Apple store in Beijing was delayed."
[1]. Whenever a new upgrade version is released, i
phone owners share information when the new i
phone is due for release and let each other know
what specifications the new i phone has. As
purchasing of i-Phone, it is hard to explain that the
aggressive purchasing behaviors of consumers are
an early adapter's behavior. "An innovator or an
early adapter is a person who quickly buys a new
product, has an innovative mind and the
outstanding opinion leadership, spends much time
for searching information and feels curious of new
things a lot" [2]. In addition, such a person has a
high desire to show his/her own leading edge status
to other people [3] However, "the innovative
property of an innovator or an early adapter is the
personality implicit in his/her self" [2]. And "A
consumer's passion for an innovative product is
rational" [4]. That is, even though an innovative

consumer is similar to a consumer showing his/her
brand attachment in the aspect that he/she reserves
for a product in advance and tries to buy a new
product quickly, such kind of passion is rational
while he/she doesn't want to endure any physical
pains as the implicit personality, but not the results
from the accumulated emotion and behaviors unlike
brand attachment. In addition, the passion for an
innovative product is exerted when the brand is
very innovative.

Therefore, it can be said that the
aggressive purchasing behavior of a consumer who
wants to buy an iPhone is the behavior that it is
hard to be done without the brand attachment. That
is, "it is a behavior which expresses the bondage of
a consumer and a brand and appears after a
consumer shows his/her brand attachment (love) as
a core factor which maintains or strengthens the
brand royalty that a consumer contributes to the
brand as well as loving it." Interestingly, such
purchasing behavior is also free from situational
factors that show negative effects on consumer
behaviors such as pressure.

This study investigates the types of advertising
that affect brand attachment, the impact on brand
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attachment when framing by loss and gain. Also,
this study investigated the effect of scarcity
pressure on brand attachment.

2. RELATED WORK

2.1 Attachment theory

Attachment means the quality of active
and interactive relationships based on affection, as
a stable and sustained emotional bond between
individuals [2, 3].

Bowlly [3] explained that attachment is
formed through the continuing process of a spiritual
representation model formed through close
relationships as a child, particularly through
repeated interaction experiences with a mother, and
said that mental representation models formed in
infants affect the subsequent belief in themselves
and the formation of relationships with others [3].
In addition, the infant's attachment behavior does
not only appear as an approach to the attachment,
but as a protective behavior to preserve the
attachment. And when attachment bonds are
established reliably, they appear as a search
behavior for the environment [3]. Attachment is
formed through an internal working model that
creates a mental representation of a particular
object, which continues to form attachment to a
specific person who provides psychological well-
being, as well as to children and adults and older
people, and as attachment is formed, the follow-up
behavior is shown in 1989 Multiple attachment
models are also presented, including not only
mothers but also professional caregivers such as
fathers and kindergarten teachers [4, 5]. In other
words, brand attachment is a very attractive concept
in explaining consumer behavior and inner
psychology of a brand long-term relationship
because attachment is formed according to the
quality of the relationship that the infant has with
the caregiver and emotional bond with the object
that was initially formed.

From this point of view of multi-adoption
model, it is the brand attachment that enables
consumers to form active, loving, and interactive
relationships with the brand and share their
emotions with the brand [6, 7]. As relationships
between consumers and brands have become more
important in terms of relationship marketing [8],
studies have been conducted, such as brand
attachment and attachment [6, 9], attachment styles
[10]. In other words, the study on brand attachment
is being conducted in an effort to improve the
effectiveness of relationship marketing by
identifying the relationship between consumers and

brands in a situation where the core value and
efficiency or effectiveness of the relationship
marketing is questioned. Emotional attachment to a
brand is associated with feelings of relationships,
affection, love, and passion [11], and the target of
attachment is not only for family members, friends,
lovers, celebrities, etc., but also for consumers'
experiences such as pets, places, products and
brands [6].

2.2 Self-expression theory and self-expansion
theory

The brand attachment behavior of
consumers can be described by the theory of self-
expression [12] and the theory of self-extension
based on the social identity theory [13]. The
implication of the social identity theory is that self-
concepts are based, and consumer spending is used
as a means to realize their ideal shape [14].

Self-presentation is a process in which
people continue to control and manage information
in order to convey their identity to others [15],
through which they can present themselves to
others [12]. In addition, they try to express self-
awareness again by modifying and altering the
objects they are attached to [16].
In addition, self-expansion theory states that
consumers have an inherent incentive to shape their
self-concepts and expand their self [17]. The ability
to express oneself reflecting a personal identity also
helps form a successful interpersonal relationship
by understanding and empathizing with the
thoughts and intentions of oneself and others.
Therefore, people who value social interaction try
to self-expression that reflects their individual
identity [12], which means they can extend
themselves by consuming objects that combine not
only individual intrinsic motivations but also social
motivations to represent their own unique needs,
values, beliefs and standards and express
themselves. Therefore, brands play an important
role in expressing self-expression needs, and the
more brands they are included in themselves, the
stronger their brand and solidarity [18], the more
they want to reinforce self-expression by
transforming the brands they are engaged in.

2.3 Studies on Brand Attachment

Brand attachment is a strong emotional
bond between consumers and brands. And brand
attachment consists of three dimensions: Affection,
Passion and connection [6, 18]. Contrary to brand
attachment, brand experience is not an emotional
concept. Brand experience is the sensation, feeling,
perception and behavioral response that are
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ventilated by the stimulus associated with the brand.

Over time, brand experience may lead to emotional
cohesion, but emotion is merely an internal result of
experience [19].

Pre-research on brand attachment defines
the concept of brand attachment by separating it
from other attachment concepts or identifying
related variables of brand attachment [6, 18] or two
variables ~ that  affect brand  attachment
characteristics focus on [10, 20-22].

First, if you look at studies of the concept
of brand attachment, there are several
subcomponents or concepts that make up a brand
attachment. Consumers' brand attachment has three
dimensions: trust, emotional bond, and love and
care. Thomson et al. also presents three dimensions
of love, passion and connection [6].

Second, studies have been conducted on
factors affecting brand attachment [6, 23, 24].
Product benefits affect brand attachment and brand
attachment drives brand immersion. And in the
process of people becoming attached to a target,
they exhibit characterized behaviors such as
proximity tracking, safe-based behavior, safety
orientation, and separation resistance [6]. In
addition, Lambert-Pandraud and Laurent studied
perfume products for their age and found that they
tend to change frequently when they are young and
adopt the latest, and that they tend to be attached as
they get older [25].

Brand attachment is created by matching
consumer's identity with brand personality.
However, it is important to match the brand's
individuality with the real self or with the ideal self
[23]. Studies by Maliir, et al. have shown that in
general, matching the true self has an effect on
brand attachment [23]. The adjustment variables
such as involvement, pride, and public self-
awareness have positive effects on brand
attachment, but negative effects of ideal self-
satisfaction.

Orth, Limon and Rose have a brand
attachment effect, and as a consumer characteristic,
the number of customers with high levels of
extroversion, openness, acceptance, and
conscientiousness increases [24].

Brand attachment reflects the quality of
the relationship between consumers and brands. In
the means by which a brand is considered an agent
of its own, the psychological state in which
individuals feel a strong cognitive and emotional
bond associated with the brand, the more likely it is
to become attached to the brand, whether it is a
brand that creates a differentiated image from

others or sets up or protects the status or wealth of
consumers themselves.

Third, research has been conducted on
which consumers are more attached to the brand.
However, these studies should identify the
psychological characteristics of consumers because
attachment to the brand is from the characteristics
of the consumer. Based on Bowlby [3] formatted
attachment types into stable, frightening, negligible,
and immersive, depending on whether the internal
operating model for himself and others is positive
or negative. Studies on these types of attachment
form the basis of research on the type of brand
attachment.

Studies of attachment styles have been
conducted in this regard [10, 20-22]. However, it is
not easy to identify characteristics of consumers
through attachment styles. Consequently, it would
be more advantageous for companies to conduct
marketing activities to induce brand attachment by
identifying consumers' post-attachment behavior
and consumers who represent brand attachment as a
result of their actions. Fourth, prior studies of post-
brand behaviors suggest relational variables such as
purchase intent, payment intent, oral, forgiveness
[26], repurchase, conversion behavior, and
recommendation [7]. Research is needed to look at
these relationships with consumers, as well as
product-related behaviors directly performed by
consumers.

Fedorikhin, Park, and Thomson identified
the relationship between brand attachment and
brand extension, saying they acted in favor of
expanding the brand after brand attachment [26]. In
other words, brand attachment is favorable to brand
expansion such as intent to purchase, willingness to
pay, oral, forgiveness, and so on, and fitness for
brand expansion plays. And when brand attachment
is formed, it shows behaviors such as
recommendation, delay of purchase, premium
pricing, brand community membership, brand
display [18].

2.4 Relationship between Brand Attachment
and Scarcity

Scarcity increases the value of a product or
an opportunity. That is, "thanks to scarcity caused
by the consumers' desire for uniqueness pursuing
such uniqueness, the value increases relatively."
The consumers who have a brand attachment get
immersed in the relevant brand. And it was found
that to match a consumer to his/her self is generally
effective to a brand attachment [23].

"The extended self explains well the
relationship between self and brand selection of a
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consumer." [7]. That is, the more a brand becomes
a part of a self, the closer the bond being connected
to the brand. "As the relationship between a brand
and a self evolves as time goes by, a brand
attachment is generated." [27]. People's possessions
have a close relationship with their selves and
reflect their selves. "The possession and use of a
product are helpful for a consumer to define his/her
identity and live his/her life."[8]. Since scarcity
becomes a very useful tool for a consumer to
transmit his/her uniqueness, if a consumer cannot
express the uniqueness of his/her self by using
scarcity pressure, the consumer who has the brand
attachment might feel much bigger scarcity
pressure. Therefore, it is possible to attach a brand
that does not put scarcity pressure on.

"Consumers usually select a specific brand
which they think it matches to their selves well.",
and to hold a brand means that a consumer
distinguish himself/herself from other people and
verifies his/her identity. In addition, "the consumers
who have brand attachments typically show their
characteristics as collectors, so they tend to invest
their time, efforts and energy for a target to be
collected which reflects their own selves." [8].

A brand attachment is built by mating the
self of a consumer and the individuality of a brand.
As a concept reflecting the quality of the
relationship between a consumer and a brand, a
brand attachment is a psychological status which a
consumer feels a strong cognitive and emotional
bond which is connected and as a means which is
felt instead of his/her self; it is said that the more a
brand builds a differential image from others' ones,
expresses his/her position or wealth or saves/keeps
his/her face, the higher the possibility that the
relevant brand attachment can be built.

3. HYPOTHESIS DEVELOPMENT

A message frame is a way to select certain
elements and features and highlight them
prominently in a message, meaning the same
meaning but the expression of the content is
different. Particularly widely used message frames
are gain-loss frames centering on the probabilistic
theory of Tversky and Kahneman [28]. Prospect
theory states that even in the same situation,
people's preferences and attitudes to targets and
situations can vary depending on how they express
them in a message, especially if the results of the
brand shown in an ad are framed in either direction
of profit or loss. In general, it is referred to as a
gain frame to present the positive results that can be
obtained by using the brand through messages, and

it is called a loss frame to present the negative
consequences that must be borne by not using the
brand [28].

The larger the difference between a
model's body image and one's body image shown in
an ad, the less dissatisfied and self-esteem your
body is. In other words, using the body of a
superior advertising model as a comparative
evaluation of our body will result in the recognition
of a negative frame that causes negative emotions.
If the contents of the advertisement are negatively
framed, it can negatively affect brand attachment.
On the other hand, ads that present better results in
connection with themselves or frame them with
benefits can have a positive effect on brand
attachment.

HYPOTHESIS 1. The frame of advertising
has effect on brand attachment.

Consumers' information ~ processing
patterns are divided into internal, independent and
interactive cognitive processes and affect the final
assessment of targets [29]. According to their dual
information processing model, an associative-
propositional evaluation (APE), exposure to
internal emotional processing as an implicit
assessment results in automatic processing of
information based on mood or emotional response
rather than information content and an emotional
attitude toward the target. On the other hand, as an
explicit assessment, external cognitive processes
assess the stimulus or information and check the
validity of the target. This process is related to how
consumers handle dual information that is separated
by the emotional content of an ad and the cognitive
stimuli of an ad, and the impact on brand
attachment was identified in this study by
presenting a frame that emphasizes the unique
nature of the ad as an emotional aspect of the ad,
and the loss and gain as a cognitive stimulus of the
ad.

The consumer's perception of being unique
is rather tacit and emotional. Our tacit knowledge
of language has an inherently built-in uniqueness
principle [30], i.e. the unique aspect of advertising
is the emotional response to the appearance of
advertising  visuals that are different from
expectations, which can affect brand attachment
through automatic processing. Consumers also use
brands to connect brands and selves, and these self-
brand connections have a strong attachment to
identify themselves with the brand. Therefore, the
assessment of the degree of performance of the
brand shown in the advertisement is self-evaluated
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and this affects the brand attachment. In other
words, the uniqueness of the brand shown in the ad
is linked to its own self, influencing its attachment.

HYPOTHESIS 2. Advertisements that do
not emphasize scarcity pressure have a greater
impact on brand attachment.

The effect of a gain-loss frame can be
adjusted by a variety of variables, because the gain-
loss frame is merely a representation of the same
message content at different points of reference.
Therefore, it is important to go further from
whether to frame messages as gains or losses and
focus on which factors more interactively can
increase the persuasion effect of the gain-loss frame
[28]. In this context, this study looks at the unique
characteristics of the creative aspects of advertising
combined with the gain-loss frame.

Emotional aspects of advertising and
brand attachment can be directly related to brand
attachment as part of self. In other words, the more
emotional aspects an ad represents match the
concept of self, the more attached the brand it is
advertising. Also, ads that emphasize loss-benefit
as a cognitive stimulus of advertising will affect the
brand attachment being advertised. Emotional, not
cognitive, can have a greater impact on brand
attachment than on profit. However, this study
suggests that ads emphasizing benefits rather than
emphasizing negative losses will have more impact
on brand attachment because they are cognitively
aware of losses and benefits.

HYPOTHESIS 3. The more emphasis is
on gain, the less scarcity pressure effect on brand
attachment.

The research model is summarized as
follows. In order to verify the hypothesis, we
analyzed IT products and non - IT products
respectively.

Scarcity
Pressure

—

Gain / Loss Brand

Frame

Attachment

Figure 1: Research Model

4. EXPERIMENTAL RESULT
4.1 Study 1: IT Products

4.1.1 Research process

For this study, 4 experimental groups in
total were structured by applying 2 (Gain and Loss)
x 2 (Reference and Scarcity Pressures) between-
subjects factorial design. Specifically speaking, to
research the brand attachments, some products,
such as, smart phones, tablet PCs, PDAs, Smart
TVs, game consoles and digital cameras, etc., were
selected through a prior research.

And the scarcity pressure situation was
classified into high and low scarcity pressures
depending on the types of clues which are
suggested in the scenario.

To select the sample, we used a survey
company having enough experiment objects since
they have enough number of consumer panels and
we implemented the experiment by using some
scenarios targeting 470 people in order for each
experimental group to have over 200 people
respectively (Table 2). In order to comprehend the
appropriateness of the scenarios that was selected
through some in-depth interviews with marketing
experts, the scenarios were reviewed through a
prior research targeting 30 university students
additionally. Based on the results from the
verification of the appropriateness of the scenarios,
this research was conducted targeting the subjects
other than the ones who participated in the prior
research.

The virtual advertising leaflets were
produced by requesting to some specialized
copywriters and designers in the relevant areas in
order to enhance the reality of the survey. The
overall tone & manner and the proportion of text
and images of the overall advertise are fixed at the
same, but it was composed of the 'leaflets in a type
of notice on sales promotion activity' in order to
provide the information on pressure situations
properly.

As mentioned earlier, this experiment was
conducted through a survey company having
enough experiment objects since they have enough
consumer panels. For this experiment, we explained
some precautions for filling in the survey
questionnaire in short. After that, we handed out
one of 4 kinds of questionnaires which are
composed of differently depending on the scenarios
to each experiment subject randomly and made
them to answer to all of the questions. For example,
scarcity pressure was done through some restriction
of quantity, such as, "Limited Quantity" and
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"Limited Edition", etc. In addition, social pressure
was expressed by creating a scenario suggesting the
attitudes of a reference group and place pressure
was done by producing promotion leaflets
expressing place pressure limiting to "Pop-Up
Store", etc.

4.1.2 Result of hypothesis test

First, an operational check of the
experiment was performed to determine whether
the experiment was appropriate.

The brand attachment was measured by
four items, and the validity and reliability of each

item were measured through factor analysis and
reliability analysis. As a result of the factor analysis,
it was bundled as one factor and it was 3.119 in
Eigenvalue. Also, Factor loading, which means the
degree of correlation between each variable and the
factor, is more than 0.8, which is valid.

In addition, reliability analysis was
conducted to confirm whether the research
variables ~ were measured accurately and

consistently. Cronbach's o value, which shows the
reliability of the measurement result, was
confirmed by the brand attachment .905.

Table 1: Creditability Test of Measurement for IT product

Factor Items Factor loading Cronbach's a
I love the brand. 901
Brand The brand has a charm that captivates me. .886 005
attachment I have a bond with the brand. .874
I have an attachment to the brand. .872
To wverify hypotheses, a total of 4 However, unlike the expectation, this relationship

experimental groups were performed ANOVA 2
(Gain and Loss) x 2 (Reference and Scarcity
Pressures) between-subjects.

First, Hypothesis 1 predicted that the
frame of advertising effect on brand attachment.
However, unlike the expectation, this relationship
was not statistically significant (F = 3.54, p =.311).

Second, Hypothesis 2 predicted that it
does not emphasize the scarcity pressures greater
advertising more impact on brand attachment.

was not statistically significant (F = 0.02, p =.974).
Third, Hypothesis 3 predicted that the
more emphasis is on gain, the less scarcity pressure
effect on brand attachment. As we expected, the
interaction effect between loss / gain frame and
quantity constraint was statistically significant. The
experimental result is in Table 2 and Figure 2.

Table 2: Difference of mean between Group for IT products

Reference Scarcity Pressure
(n=227) (n=235)
(nL:‘;ZSl) 3.57(.91) 3.89(1.12) 3.73(1.03)
(niglsnn 4.46(.91) 4.16(1.11) 4.30(1.02)
4.00(1.10) 4.03(1.12)
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Table 3: Experimental Results of ANOVA. for IT Product

Source d.f. Mean Square F -Vaule P Value
Gain-Loss @ 1 39.020 3.54 311
Main Effect | Scarcity Pressure
1 0.190 .002 974
®
Interaction Effect O X 1 11.035 10.618 .001
Residual 458 1.039
4,75
amgumRaference
= ¢ =Scarcity Pressure
A
i
t 425
2
a
M n
e d
n 3.75
t
3.25

Loss

Gain

Figure 2: Interaction Effect between Advertising Frame and Scarcity Pressure for IT Product

4.2 Study 2: Non - IT Products

4.2.1 Research process

In this study, 4 experimental groups in
total were structured by applying the 2 (Gain and
Loss) x 2 (Reference and Scarcity Pressures)
between-subjects factorial design like study 1.
Sports shoes were selected to investigate brand
attachments of non - IT products.

To select the sample, we used a survey
company with a professional consumer panel, and
implemented the experiment using scenarios. The
experimental process was similar to that of study 1,

except product. A total of 434 valid samples were
collected from the survey (Table 5), and the

characteristics of sample groups are shown in Table
4.

4.2.2 Result of hypothesis test

As a result of factor analysis, four items
for brand attachment measurement were classified
as one factor and the factor loading was over .899
(Table 4). Also, Cronbach’s o which shows the
reliability of the measurement was .938.
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Table 4: Creditability Test of Measurement for non - IT product

Factor Items Factor loading Cronbach's a
I love the brand. .899
Brand The brand has a charm that captivates me. 925 038
attachment I have a bond with the brand. 924
I have an attachment to the brand. 925
In study 2, a total of 4 experimental groups  significant (F = .03, p .867). Finally, the

were performed ANOVA 2 (Gain and Loss) x 2
(Reference and Scarcity Pressures) between-
subjects like study 1.

As a result, the effect of advertising on
brand attachment was statistically significant. (F =
7.94, p = .005). However, the effect of scarcity
pressure on brand attachment was not statistically

interaction effect between the loss / gain frame and
statistically
significant (F = 2.46, p = .118). The experimental

the quantity constraint

not

results are shown in Table 6 and Figure 2.

Table 5: Difference of mean between Group for non - IT product

Reference Scarcity Pressure
(n=213) (n=221)
Loss
(n=218) 4.03(1.20) 4.21(1.11) 4.13(1.15)
Gain
(n=216) 4.50(.93) 4.35(1.14) 4.42(1.04)
4.26(1.10) 4.29(1.12)
Table6: Experimental Results of ANOVA. for non - IT Product
Source d.f. Mean Square F -Vaule P Value
Gain-Loss @ 1 9.610 7.94 .005
Main Effect Scarcity Pressure
1 .034 .03 .867
®
Interaction Effect D X©®@ 1 2.978 2.46 118
Residual 430 1.21
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Figure 3: Interaction Effect between Advertising Frame and Scarcity Pressure for non - IT Product

4.3 Discussions

Previous studies have shown that
consumers are generally known to be sensitive to
losses, but in advertising messages the effects of
gain frames and loss frames are mixed, and in
brand attachments, gain frames are more effective
than loss frames [31]. In addition, if brand
attachment and scarcity pressure have an effect on
purchasing intent, and if the brand attachment is
high and the scarcity pressure increases, the
purchasing intent is increased. However, this study
suggests scarcity pressure as a moderating variable
in the effect of gain/loss frames on brand
attachment. It also contributes to the research that
extends the products studied into IT products and
non-IT products.

The result shows the interaction effects of
scarcity pressure in the relationship between
gain/loss frame and brand attachment for IT
products. That is, for IT products, brand attachment
was high for advertising without scarcity pressure
in the gain frame. But non-IT products, only the
main effects of gain/loss frames were shown, rather
than the interaction effects of scarcity pressures.
That is, for non-IT products, the advertising of gain
frames was highly brand-attached.

5. CONCLUSIONS
This study investigates the types of

advertising that affect brand attachment in IT
products and non-IT product when framing by loss

and gain. Also, it investigated the interaction effect
of scarcity pressure on brand attachment. As a
result, unlike the non-IT product, IT products
showed an interaction effect between gain-loss
frame and scarcity pressure. On the other hand,
non-IT products showed only the main effects of
loss/benefit frames, unlike IT products, indicating
that gain frames increased brand attachment. This
suggests that there is a suitable message frame
strategy for IT products in advertising.

It is effective to emphasize strengths of IT
products and not press for brand attachment. In
other words, psychological pressure negatively
affects brand attachment.

In other words, psychological pressure
negatively affects brand attachment. Because brand
attachment is an emotional bond, stimuli that
interfere with it can have a negative impact on
brand attachment. In addition, since it disturbs
proximity seeking, the pressure stimulus may cause
deterioration of brand attachment. On the other
hand, for non-IT products, advertising that
emphasizes gain frames will be effective.

The existing studies on brand attachments
are mainly focused on some affirmative factors.
However, this study deals with some effects which
can influence negatively on the pressures against
consumers in the ways of inducing consumers'
irrational impulse buying, etc., in the aspect of the
consumers' empathy. Especially, this study focused
on scarcity pressure.

Consumers are always exposed to some
pressure situations. Consumers cannot avoid such
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pressure situations as time pressure under which a
consumer doesn't have enough time to make a
rational decision [32], place pressure occurring in
case that a specific product must be purchased (is
hard to be purchased) at a specific place [33], place
pressure and scarcity pressure occurring due to the
scarcity of a product, social pressure by some
influential other parties like a reference group and
compulsive buying tendency as an individual
characteristic [34].

And even though it is not dealt in this
study as one of activities after brand attachments,
the non-alignable difference preferring behaviors
which were suggested in the structural alignability
may be dealt with [35]. That is, since the consumers
who have brand attachments consider feasibility
more important than desirability, they can do their
behaviors preferring non-alignable traits to
alignable ones. In addition, a study for
comprehending the differences between the types
of brand attachments might be conducted.

Since this kind of study deduces the results
that the consumers' behaviors after brand
attachments can reduce some negative effects under
some pressure situations of the consumers, it can be
the base for doing the relationship marketing more
efficiently by showing the values that the
consumers who have brand attachments can have
unlike the habitual buying behaviors.

However, in order for consumers to do
some rational buying behaviors, it is important to
exclude some pressure situations for buying
behaviors. That is, the result from this study can
improve the understanding of the social problems
that can occur when consumers' responses to some
pressure situations are excessive. For example,
pressure situations can induce basically impulse
buying or instigate overconsumption compared to
general buying situations.

Finally, it can be said that one thing that

pressure situations are avoided is the heuristic habit.

And it can be said that one type of the

representative heuristic habits is a brand attachment.

However, as can be seen in the cases of the
purchase of Apple iPhone cell phones, the
difference between habits and brand attachments
can be said that it is the passion for a brand that the
concept, 'brand attachment' has from the beginning.
Thus, it is thought that the understanding of the
difference between habits and brand attachments as
the inertia to consumers can be enhanced.
Moreover, it can be enlightened the fact
that brand attachments as well as habitual buying
are the natural behaviors of consumers and have the
values that can reduce some non-rational behaviors

which can be done by consumers as well as
reducing the emotional aspect.
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