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This study examined the effect of brand attachment on purchase intention in
comparison to the influence of socially oriented brand evaluation. The results of the several
experiments revealed that the influence of brand attachment and social evaluation on purchase
intention is moderated by cultural self-view and situational context. Specifically, brand attachment

significantly predicted purchase intention for consumers with an independent self-construal, while
soclally-oriented brand evaluation significantly predicted purchase intention for consumers with an
interdependent self-construal. Furthermore, when consumers were engaged in an abstract mindset,
brand attachment was the only predictor of purchase intention, regardless of consumers® cultural
self-view. This study emphasized the importance of brand attachment in purchase decisions.
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