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A B S T R A C T

This research explores the role of materialism, and social comparison to brand addiction in relation to compulsive
buying. A structural equation modeling was used to analyze data through partial least squares by collecting online
data in Vietnam. The research findings explain social comparison is an antecedent leading to addictive behavior.
Materialism mediates and increases the addictive behavior when consumers are significantly impacted by social
comparison. In addition, brand addiction leads to word-of-mouth and willingness to pay premium price when
consumers are set under social comparison and materialistic tendency. The managerial and theoretical application
is also provided in this research.
1. Introduction

The brand relationships have been explored through brand constructs
such as brand trust (Delgado-Ballester and Luis Munuera-Alem�an, 2001),
brand commitment (Warrington and Shim, 2000), brand loyalty
(Chaudhuri and Holbrook, 2001), or brand love (Batra et al., 2012).
Brands identify the consumers' image, as well as show the consumers'
identification to others (Kuenzel and Vaux Halliday, 2008, p. 1), and play
a key role in consumer's behavior (Carroll and Ahuvia, 2006). Consumers
strongly bond with the preferred brand (Park et al., 2008), which is the
cause of the overlapping brand identity (Tu�skej et al., 2013). Both brand
love and brand attachment demonstrate the affective connection be-
tween the brand and consumers (Carroll and Ahuvia, 2006; Park et al.,
2010). Brand relationships become more intensified and tighten con-
sumers' loyalty, causing the compulsive urge and debt tolerance to
possess the collection of any new brand products (Cui et al., 2018). Brand
addiction (BA) covers a higher degree of loyalty, commitment, and
mental behavior (Mourad, 2015; Mrad and Cui, 2017b).

Brand addiction (BA) is a new brand construct, which refers to con-
sumers' addictive behavior, with consumers particularly loving the
brand, and compulsively buying the brand's products (Cui et al., 2018;
Weinstein et al., 2016). Their intensive emotions and thinking are always
toward the brand (Das et al., 2019). Brand addiction has been proved to
promote a higher degree in loyalty compared to other brand constructs
10 October 2020; Accepted 4 N
evier Ltd. This is an open access a
(Estevez et al., 2017; Flores, 2004). However, the potential factors pre-
dicting brand addiction and the behavioral consequences of this
construct are still lacking (Mrad and Cui, 2017). It is important to predict
potential factors scaling up to an intensively emotional degree. Materi-
alism is the key feature causing compulsive buying (Reeves et al., 2012),
which a dimension of brand addiction (Mrad and Cui, 2020). In addition,
social comparison urges consumers to possess more brands or trendy
products to insist on their social class (Phua et al., 2017). Social com-
parison can influence an individual's tendency to compulsive purchase by
managing negative influence or accomplishing a self-attractiveness (Liu
et al., 2019). The connection between social comparison and materialism
is shown through the specific compulsive buying feature of brand
addiction. Therefore, brand addiction may lead to willingness to pur-
chase behavior cause of the compulsive buying urges. Under the social
comparison impact, and hedonic value tendency, loyal consumers nor-
mally tend to spread positive word-of-mouth to their closed community
(Amaro et al., 2020; Coelho et al., 2019). The influence of the relation-
ship between consumers toward their addictive brands remains a ques-
tion, though. This research will figure out the key antecedents and
consequences of brand addiction, adding a new understanding of brand
addiction.

Vietnam was chosen as the research context of this study. As an
emerging market, Vietnam is a quick economic growth since 2002 and a
booming middle class (Ralph, 2017), thus people are getting richer and
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spending more. People in that group earn at least over $700 per month,
and this middle class will double by 2020 to 33 million, that means the
great potential consumption. Vietnam also has a tiny sliver (less than 2%)
of the very rich, calling the upper middle class (Yew Lim et al., 2016).
Despite the extensive research on materialism, and addictive purchasing
behavior toward the favorable in developed nations, no study can be
found on the topic of materialism and brand addiction in Vietnam.

To fill this research gap, the present study makes several important
contributions to the existing literature. First, we propose a conceptual
model based on existing literature to explore the reasons for brand
addiction and materialism behavior. Second, we extend the scope of the
literature by testing and validating the conceptual model by involving
various social comparison (SC) and word-of-mouth (WOM), and will-
ingness to pay (WTP) of brand addiction. Third, we focus on materialism
as a possible mediator between social comparison and brand addiction
among Vietnamese consumers.

2. Consumer–brand relationships

This section defines the main concept of brand addiction and in-
troduces the relational constructs in the model.

2.1. Brand addiction

Brand addiction is defined as “a consumer's psychological state that
involves mental and behavioral pre-occupation with a particular brand
driven by uncontrollable urges to possess the brand's products, involving
positive affectivity and gratification” (Mrad and Cui, 2017b, p. 7). The
Cambridge dictionary defines addiction as “the need or strong desire to
do or to have something, or a very strong liking for something which is an
inability to stop doing or using something.” Habitual behavior displays a
positive relationship of previous and current consumption. Addiction
behavior comes when past consumption significantly influences on the
present consumption, a strong habit (Becker, 1992). Becker (1992)
divided habitual behavior into harmful and beneficial habits. With brand
addiction being a procedure of loyalty from low to high degree, partly
built on habit and revealing a highly emotional attachment, strong
connection, and commitment to rebuying products without considering
negative stories, Messinis (1999) indicates the linkage of habit and
addiction.

Brand addiction includes “culture of consumerism, materialism, and
individualism” (Purdy, 2018). Mrad and Cui (2017b) indicate that con-
sumer self-image congruence leads to brand love and brand addiction,
and brand addiction significantly impacts on life happiness because it
creates the positive effects on consumers such as weight, outlook. When
consumers are satisfied with the brand, this creates resistance to brand
switching (Lam et al., 2010). Consumers, especially the elderly ones, are
likely to rebuy and actively resist switching brands (Karani and Frac-
castoro, 2010). When consumers are addicted to their favorite brand,
then they buy more products, attend more brand events. Mrad and Cui
(2017a) found that feeling of guilt, appearance esteem, debt attitude, and
life happiness are the effects of brand addiction. To figure out the ante-
cedents and consequences of brand addiction, the relational concepts of
brand addiction will be considered such as brand passion, brand love,
brand loyalty, and brand attachment.

2.2. Relational concepts

Social comparison (SC) refers to individual difference in social com-
parison (Gibbons and Buunk, 1999; Vogel et al., 2015). High SC
personnel is “sensitive to the behavior of others and has a degree of
uncertainty about the self, along with interest in reducing self--
uncertainty” (Gibbons and Buunk, 1999, p. 138). Womenwho are high in
SC perceive more dimensional closeness with other women in regard to
appearance (Buunk et al., 2012). Individuals can use benchmarks to
determine their capabilities and find out sources for their inspiration
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(Johnson and Lammers, 2012). SC and BA both indicate the connection
between individuals with a specific community, for example, Apple
brand community. Algesheimer et al. (2005) identify the relationship
between a brand community's intentions and behaviors and SC. Identi-
fication of brand community can lead to positive consequences and better
community engagement. Addictive consumers create the difference of
identification with others by using products from their favorite because
their self-identities overlap with these brand images. Thus, BA and SC
may relate to each other. Addictive consumers only focus on the favorite
brand, meanwhile, SC people can look at the hot trend, therefore
addictive consumers and SC people may be distinct. Predicting the cor-
relation between SC and BA will be conducted in this study.

2.3. Materialism

The term “materialism” refers to possessions, the high-level of con-
sumption of commodities (Belk, 1985; Richins and Dawson, 1992), and a
way of life that is based entirely upon material interests. Materialists
focus on material needs and desires, and they tend to neglect spiritual
matters and, with them achieving a sense of happiness via the number
and quality of possessions that they accumulate, the materialism scale
thus contains three dimensions: acquisition centrality; acquisition as the
pursuit of happiness; and possession-defined success (Belk, 1985; Richins
and Dawson, 1992). Addictive consumers tend to increasingly accumu-
late their favorite brand's products. In this aspect, materialism logically
connects to higher purchasing involvement (Browne and Kaldenberg,
1997). As materialists use brands to reduce their feelings of uncertainty
in the marketplace (Rindfleisch et al., 2009), materialism can increase
the self-brand connection. Materialism is a motivator for shopping, and it
positively impacts on the relationship between brand engagement and
shopping in both genders (Goldsmith et al., 2011, 2012). Similarly,
Podoshen and Andrzejewski (2012) have found that there is a positive
relationship between materialism and brand loyalty, impulsive buying,
happiness, and success. Therefore, materialism may correlate with brand
fanaticism. This research will explore the correlation between the
materialism described by Richins and Dawson (1992) and BA.

3. Research hypotheses

Social comparison and addictive consumers both indicate the
connection between individuals with a specific community (Chang et al.,
2020; Deleuze et al., 2015; Kim, Choi, Qualls and Han, 2008). Alge-
sheimer et al. (2005) identify the relationship between a brand com-
munity's intentions and behaviors and social comparison orientation.
Identification of brand community can lead to positive consequences and
better community engagement (Brodie et al., 2013; Kumar & Kumar,
2020). Addictive consumers create the difference of identification with
others by using products from their favorite because their self-identities
overlap with the image of these brands (Mrad and Cui, 2020). In addi-
tion, SC can create positive affect (Hemphill and Lehman, 1991), and
influence what consumers buy (Wood, 1996). Thus, BA and SC may
relate to each other. Predicting the correlation between SC and BAwill be
conducted as follows.

H1: Social comparison is likely to develop brand addiction.

Consumers react differently with different possessions (Belk, 1984).
Materialism indicates a belief that possessions can reduce stress, and
bring happiness in life (Richins and Dawson, 1992). With compulsive
buying being a key factor of brand addiction (Granero et al., 2016),
materialism contributes to enhancing compulsive buying behavior
(Manolis and Roberts, 2012), and we conclude that materialistic in-
dividuals are likely to increase the addictive behavior with a favorite
brand the products of which they increasingly accumulate. In this aspect,
materialism logically connects to higher purchasing involvement
(Browne and Kaldenberg, 1997), and materialists use brands to reduce
their feelings of uncertainty in the marketplace (Rindfleisch et al., 2009).
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Thus, materialism, which is a motivator for shopping and positively
impacts on the relationship between brand engagement and shopping in
both genders (Goldsmith et al., 2011, 2012), can increase the self-brand
connection. Similarly, Podoshen and Andrzejewski (2012) have found
that there is a positive relationship between materialism and brand
loyalty, impulsive buying, happiness, and success. Therefore, materi-
alism may correlate with brand addiction. Thus, the findings suggest that
there is a linkage to connect materialism, compulsive buying, and brand
addiction.

H2: Materialistic consumers are likely to develop brand addiction.

Brand addiction refers to the strongly emotional connection of con-
sumers (Cui et al., 2018), thus, they easily ignore the brand scandals, or
negative information (Lee et al., 2017; Wakefield and Bennett, 2018).
Self-identity refers to the selves, identities, and self-schemas that show
people's sense of who they are (Belk, 1988; Escalas et al., 2013; Hogg
et al., 2000), and strongly builds up self-brand connection through
self-brand congruence (Wallace et al., 2017). When being addictive to a
brand, consumers like to speak about a lovable brand to others cause of
self-brand connection between their self-identity and brand identifica-
tion (Kemp et al., 2012; Stokburger-Sauer et al., 2012). Addictive con-
sumers always spread positive information through different ways
(Kudeshia et al., 2016). Thus, we posit that:

H3: Brand addiction is positively related to word-of-mouth.

With consumers becoming highly loyal and having a strong emotion
to the brand, they are willing to buy more in the future (Aaker and Keller,
1990; Gounaris and Stathakopoulos, 2004). In addition, the connection
of the identity also leads addicted consumers to willingness to pay high
price to own the product (Levin et al., 2004; Nalbantis et al., 2017). Thus,
we posit that:

H4: Brand addiction is positively related to willingness to pay.

This research seeks to determine whether materialism acts as a
mediator social comparison and brand addiction. The mediation effect of
materialism and compulsive behavior has been determined by a number
of studies of (Nga et al., 2011; Rose, 2007). Compulsive buying and brand
addiction have a strong relationship in terms of the shopping desires
(Mrad and Cui, 2019). Materialistic consumers are partly caused by the
addictive behavior. Buying the favorite brand brings consumers happy
and satisfied feelings (Otero-L�opez et al., 2011; Rose, 2007). Social
comparison with friends in terms of peer pressure positively predicts
materialism (Chan and Prendergast, 2007; Heaney et al., 2005), espe-
cially the brand or product is advertised on the media. Both social
comparison, and materialism contribute into increasing the addictive
behavior (Dittmar, 2005; Yurchisin and Johnson, 2004). Based on the
extant literature, materialism is proposed amediating role between social
comparison and brand addiction. Therefore, the following hypothesis is
proposed. Figure 1 depicted the research model.

H5: Materialism mediates the relationship between social comparison
and brand addiction.
Figure 1. Resea
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4. Methodology

4.1. Data

The questionnaire was pre-tested by 10 respondents and revised
accordingly to ensure content validity. All scales either were developed
in or translated to Vietnam (translation/back-translation procedure). As a
result, the wording of some of the items was modified to improve the
clarity of the questions. The sample of comprised 250 respondents in the
Vietnam collected via online survey. The screening question was used to
identify the target consumers, which is “Do you have a favorite brand?” If
the participants answered “Yes”, they were requested to write down the
name of the brand. The participants answered all questions taken around
3–5 min. The sample characteristics and data screening are assessed. IBM
SPSS Statistics 26 software is used to test the exploratory factor analysis.
Finally, data from 236 respondents were used to test the proposed model,
with an effective rate of 94.4 per cent, after eliminating extreme values.
Following prior research (e.g., Cui et al., 2018; Escalas and Bettman,
2005), respondents were asked to specify a favorite brand name and refer
to that brand when answering the survey questions. Respondents were
balanced in terms of gender, with 124 males (52.50%) and 110 females
(46.6%), and two others (.9%). As for the characteristics of the sample,
respondents' ages ranged from 18 to 65 years. A total of 56.4% of re-
spondents were aged between 18 and 25 years. In terms of education, a
total of 55.1% of respondents were at vocational certificate, 18.6 % of
respondents were at bachelor's degree, and 20.3% of respondents were at
post-graduate degree. Finally, respondents' income ranged from 5million
Vietnam Dong (VND) per month up to above 15 million VND per month,
with 55.5% earning under 5 million VND per month and 25.4% earning
from 5 to 10 million VND per month. Regarding the frequency of favorite
brands, the Apple, Adidas, and Samsung are three top brands (33, 20 and
17 per cent, respectively) (see Table 1).

4.2. Procedure

To test the theoretical model, scales were adopted from the literature
for brand love, brand addiction, obsessive passion, WOM, and WTP. All
measures used 7-point scales with the same labels (strongly disagree/
disagree/somewhat disagree/neither disagree nor agree/somewhat
agree/agree/strongly agree).

Brand addiction was measured with six items from Cui et al. (2018)
(e.g., “I tend to give up some life activities and duties such as the occu-
pational, academic, and familial in order to fulfill some activities related
to my favorite brand”). Items were averaged to form a brand addiction
evaluation index (Cronbach's alpha ¼ .869).

Materialism was measured with six items from Richins and Dawson
(1992) (e.g., “I admire people who own expensive homes, cars, and
clothes”). Items were averaged to form a materialism evaluation index
(Cronbach's alpha ¼ .855).

SC was measured with six items from Allan and Gilbert (1995) (e.g.,
“In social situation, I sometimes compare my appearance to the
rch model.



Table 1. Demographic descriptive.

Variable Responses Total number Percentage %

Gender Total 236 100%

Male 110 46.6%

Female 124 52.5%

Others 2 0.9%

Age Total 236 100%

18–24 133 56.4%

25–35 52 22%

36–45 45 19.1%

Over 45 6 2.5%

Education Total 236 100%

Primary school 2 0.9%

High school 12 5.1%

Vocational or Trade Certificate 130 55.1%

Associate diploma or Diploma

Bachelor's degree/Graduate certificate 44 18.6%

Post-graduate Degree (Master, PhD etc.) 48 20.3%

Income Total 236 100%

Under 5 million VND/month 131 55.5%

From 5 to 10 million VND/month 60 25.4%

From 10 million to 15 million VND/month 21 8.9%

Over 15 million VND/month 24 10.2%

Brand name Total 236 100%

Apple 33 14%

Adidas 20 8.5%

Samsung 17 7.2%

Nike 12 5.1%

Zara 12 5.1%

Others 142 65.1%
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appearances of other people”). Items were averaged to form a SC eval-
uation index (Cronbach's alpha ¼ .874).

WOM was measured with four items from Karjaluoto et al. (2016)
(e.g., “I ‘talk up’ my favorite brand to my friends”). Items were averaged
to form a WOM evaluation index (Cronbach's alpha ¼ .894).

WTP was measured with three items from Louviere and Islam (2008)
(e.g., “My willingness to buy the favorite brand is absolute”). Items were
averaged to form a WTP evaluation index (Cronbach's alpha ¼ .874).

5. Results

5.1. Reliability and validity of the measures

The check for discriminant validity between the latent variables
including brand addiction, social comparison materialism, WOM, and
WTP relied on a more formal test, based covariance structure analysis.
For each two above concepts, the sequential tests either allowed the
correlation between concepts to be freely estimated or constrained the
correlation to equal 1. Table 3 shows the correlation between constructs.
The tests confirm that concepts differ, or brand addiction is different with
relative concepts.

We used structural equationmodeling (AMOS, 26) to test the fit of our
measurement model composed of five latent constructs (materialism, SC,
brand addiction, WOM, and willingness to pay). We first tested models,
and we found that all items loadings above .50. Next, we tested the fit of
the structural model through structural equation modeling (SEM)
(Anderson and Gerbing, 1988). The data fit the model well (Chi squar-
e/df ¼ 2.231, Goodness of fit index (GFI) ¼ .884, comparative fit index
(CFI) ¼ .944, tucker lewis index (TLI) ¼ .930, root mean square error of
approximation (RMSEA) ¼ .002, standardized root mean squared resid-
ual (SRMR) ¼ .0558). We used partial least square path modeling (PLS)
to estimate of the model parameters, which can analyze the distribution
4

freely (Albert et al., 2013). All factor loadings were significant, and all
correlations were below .70 (Campbell and Fiske, 1959), indicating
configural invariance. We further confirmed that our latent measures
exhibited convergent and discriminant validity (Fornell and Larcker,
1981) (see Tables 2 and 3 for factor loading, average variance extracted,
internal consistency, and see Table 4 for Pearson correlations of the
measures).

5.2. Common-method variance

The intercorrelation (IC) scores were below the square root of the
average variance extracted (AVE) scores, indicating that discriminant
validity was achieved. Before testing the research hypotheses, common-
method variance was checked. This is because in a study such as this,
where data are collected using similar types of response scales (e.g.,
Likert scales) from the same respondents, common-method variance may
pose a problem (Du et al., 2007). Based on previous research,
common-method variance was checked using Harman's single-factor test,
which suggests that common-method variance poses a problem if (1) a
single unrotated factor solution appears from the exploratory factor
analysis (EFA) test, or (2) one general factor accounts for the majority of
the covariance among the measures. Based on the data, the unrotated
factor solution revealed five factors with Eigen values >1. The factor
accounts for 37.597% of the total variance, less than 50%. This suggests
that common-method variance does not pose a significant problem.
There was no general factor in the unrotated structure (Du et al., 2007).

5.3. Hypotheses testing

After confirming the reliability and validity of the measures, a boot-
strapping procedure (5000 subsamples) was conducted to test the
research hypotheses. For this study's purposes, two models were tested:



Table 2. Measurement model.

Construct Loading α

Brand addiction .869

I often fail to control myself from purchasing products of my favorite brand. 0.723

I tend to give up some life activities and duties such as the occupational, academic and familial in order to fulfil some activities related to my favorite brand. 0.657

I tend to allocate certain portion of my monthly income to buy the products of my favorite brand. 0.701

I usually remember tenderly the previous experience with my favorite brand. 0.747

I experience a state of impatience immediately before I can get hold of the products of my favorite brand. 0.765

I follow my favorite brand's news all the time. 0.736

Materialism .855

I admire people who own expensive homes, cars, and clothes, 0.678

The things I own say a lot about how well I'm doing in life. 0.771

I like to own things that impress people. 0.789

I like a lot of luxury in my life. 0.754

My life would be better if I owned certain things I don't have. 0.710

It sometimes bothers me quite a bit that I can't afford to buy all the things I'd like. 0.771

Social comparison .874

In social situation, I sometimes compare my appearance to the appearances of other people. 0.856

I often compare myself with others with respect to what I have accomplished in life. 0.931

If I want to learn more about something, I try to find out what others think about it. 0.871

I always pay a lot of attention to how I do things compared with how others do things. 0.847

I always like to know what others in a similar situation would do. 0.844

I often like to talk with others about mutual opinions and experiences. 0.832

WOM .894

I have recommended my favorite brand to lots of people. 0.846

I “talk up” my favorite brand to my friends. 0.921

I try to spread the good word about my favorite brand. 0.915

I give my favorite brand tons of positive word-of-mouth advertising 0.802

Willingness to pay .874

The likelihood of my purchasing the favorite brand is willingness. 0.907

My willingness to buy the favorite brand is absolute. 0.921

The probability that I would consider buying the favorite brand is 100%. 0.852

Notes: All values are significant at the 0.05 level. α ¼ Cronbach's alpha.

Table 3. Reliability and discriminality check.

CR AVE WTP MA SC WOM BA

WTP .876 .703 .838

MA .822 .537 .566 .733

SC .872 .695 .548 .453 .834

WOM .899 .692 .663 .489 .488 .832

BA .869 .612 .755 .431 .682 .777 .765

Notes: CR: Composite Reliability; AVE: Average Variances Extracted. The diagonal scores (in bold) indicate the square root of AVE; BA: Brand addiction, SC: Social
comparison, WOM: Word-of-Mouth; WTP: Willingness to pay; MA: Materialism.

Table 4. Correlations of BA and correlated constructs.

Correlations

BA SC WOM WTP MA

BA 1 .639** .645** .628** .494**

SC 1 .524** .533** .509**

WOM 1 .614** .518**

WTP 1 .537**

MA 1

Notes: BA: Brand addiction, SC: Social comparison, WOM: Word-of-Mouth; WTP: Willingness to pay; MA: Materialism; ***p < 0.001; **p < 0.01; *p < 0.05.

M.T.H. Le Heliyon 6 (2020) e05460
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the full mediation model and the partial mediation model. In the partial
mediation model, the paths between SC and materialism on brand
addiction are available, whereas these paths are not available in the full
mediation model. Table 4 shows results of the model and hypotheses
testing. As can be seen from the results, brand addiction explains 40.9%
and 44.7%, respectively, of the variance in overall materialism in the full
and partial mediation model.

To assess the measurement model, we ran multi-group SEM analyses.
The fit of measurement model was acceptable (χ2/df (345) ¼ 2.393, CFI
¼ .87, TLI ¼ .86, RMSEA ¼ .08). As predicted in H1, H2 the relationship
between SC, materialism and brand addiction was found as statistically
significant (β ¼ .64, p < .0001; and β ¼ .49, p < .0001, respectively) and
accordingly H1, and H2 are supported. The results also reveal that SC is a
better predictor of brand addiction than materialism.

In concert with H3, and H4 brand addiction positively affects will-
ingness to pay premium (β ¼ 0.63, p < 0.001), and word-of-mouth (β ¼
0.64, p < 0.001) and thereby, H3, and H4 are supported. When con-
sumers display high brand addiction, they display higher propensity to
conduct word-of-mouth and willingness to pay premium prices (see
Table 5).

5.4. Mediation via materialism

In order to test H5, the four conditions which were proposed by Baron
and Kenny (1986) were followed in consideration of the mediating
impact of materialism on the relationship between SC and brand addic-
tion. Those conditions are as follows: there must be a significant rela-
tionship (a) between SC and brand addiction (β ¼ 0.52, p < 0.001); (b)
between SC and materialism (β ¼ 0.51, p < 0.001); (c) between mate-
rialism and brand addiction (β¼ 0.23, p< 0.001); (d) when investigating
the mediating impact of materialism statistically, the existing significant
relationship between SC and brand addiction as examined in the first
condition (β ¼ 0.64) has been considerably decreased, and becomes
statistically insignificant (β ¼ .52, p < 0.001). Therefore, this result
specifies a partial mediating impact of materialism on the link between
SC and brand addiction (see Table 5 and Figure 2).

To further test the mediation analysis, we checked the indirect effect
and bias-corrected 95% bootstrap confidence interval (CI) from the PLS
output. It is suggested that the SEM approach is superior to Baron and
Kenny's (1986) approach in testing mediation effect, since it estimates
everything simultaneously (Zhao et al., 2010). Firstly, we checked the
mediation effect of materialism on SC and brand addiction (see Table 6).
The confidence interval for the indirect effect of actual SC and brand
addiction excludes zero (95% CI [0.06, 0.19]). The results show that
materialism mediates the relationship between SC and brand addiction.
The direct effect of SC on impulsive buying is also significant (SPC ¼ .12,
p < 0.001) and since a � b � c (0.075) is positive, it is a competitive
mediation (Zhao et al., 2010).
Table 5. Results of the hypotheses testing.

Hypotheses Full mediation

SPC

H1: Social comparison → Brand addiction .64***

H2: Materialism → Brand addiction .49***

H3: Brand addiction → Willingness to pay premium .63***

H4: Brand addiction → Word-of-mouth .64**

H5: Social comparison → Materialism

Variance explained

Brand addiction 40.9%

Notes: SPC ¼ Standardized Path Coefficient; ***p < .0001; **p < .001.
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6. Discussion and conclusion

6.1. Theoretical implications

Research on brand addiction is recent, offering limited insights into
the antecedents and consequences of this construct. The findings of this
study offer initial empirical evidence showing that materialism and SC
drive buying behavior of brand addiction. Whereas previous research
focused validate the brand addiction scale and assessed the compulsive
buying role toward brand addiction (Mrad & Cui, 2017, 2019). The
research model tests a nomological network that the features
well-established consumer-brand relationship constructs, including both
antecedents and consequences of brand addiction. Building on insights
about how materialism and SC shape preferences for products by iden-
tifying ideal self-congruity as an explanatory factor of their preference for
brands by focusing on a product category chosen for both functional and
social benefits, we find that materialism and SC are positively associated
with brand addiction yet only for brands high in ideal self-congruity.

Recent research on brand addiction focused on figuring out the
definition and the scale have not yet offered the antecedents and con-
sequences. Brand addiction's components include bonding, brand
exclusiveness, collection, and compulsive urges, which support to iden-
tify the specific factors (Mourad, 2015). With findings determining
materialism impacts on brand love, the proposed model establishes and
tests a nomological network and predicts the antecedents and conse-
quences of brand addiction, which can refer that consumers tending to
own expensive homes, cars, or clothes (Kim et al., 2012) will be addictive
with the luxury brands in those things (Gil et al., 2012).

Materialism also impacts on compulsive buying (Claes et al., 2016), a
dimension of brand addiction (Cui et al., 2018) and this research finding
insists that materialism can increase the addictive behavior of loyal
consumers and urge them to buy more products, however, previous
research has not confirmed that materialism directly leads to brand
addiction. In addition, consumers rely heavily on showing their
self-definition, and seek their self-image via the brand, and they will be
easily obsessed by the favorite brand (Mageau et al., 2009), which links
to brand addiction. However, compulsive buying refers a negative aspect
of purchasing behavior (Shoham and Bren�ci�c, 2003). Brand addiction
was built up from both positive and negative sides. Materialism and
compulsive buying indicate the negative aspects, because they control
the consumers' mind, and urge them to consume more products, and
participate in all brands' events (Wang and Yang, 2008).

Consumers become engaging with the brand when their self-identity
overlaps with brand identity (Abarbanel et al., 2018; Harrigan et al.,
2018) and SC emphasizes on how other people's views react on the
consumer's behavior and their selecting of the brand to show their
identity (Auty and Elliot, 1998), which increases the addictive behavior
with the brand. SC emphasizes on how other people's views react on the
consumer's behavior and their selecting of the brand to show their
Partial mediation Support

SPC

.52*** Supported

.23** Supported

.63*** Supported

.64** Supported

.51*** Supported

44.7%



Figure 2. Research model results.

Table 6. Mediating effects of the partial mediation model.

Hypotheses Bias-corrected bootstrap 95% confidence interval

Indirect effect SE t-value Lower Upper

Social comparison →Materialism→ Brand addiction .12*** .056 9.294 .06 .19

Notes: Bootstrapping based on n ¼ 5000 subsamples; ***p < 0.01; SE: Standard error.
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identity (Auty and Elliot, 1998). SC contributes to strengthening the
consumers' commitment with brand cause of the unique identity.
Regarding positive sides of brand identity, the unique brand identity
makes people stand out from the social community in a positively
emotional way. Thus, these research findings can confirm that SC con-
tributes to enhancing the brand addiction.

The findings also emphasize that WOM and willingness to pay are the
most popular effects of brand constructs. When the origins of intrinsic
motivation of materialism and SC are different, it drives the consumers'
behavior following to different ways. As SC is the main motivation urging
consumers to connect with the brand identity, they will be willing to pay
a premium to buy the products (Kuenzel and Vaux Halliday, 2008), with
materialistic consumers always wanting to buy more products to satisfy
their buying behavior (Yurchisin and Johnson, 2004), especially of the
addictive brand. This urges them to buy more and spread positive in-
formation to others (Gounaris and Stathakopoulos, 2004; Kuenzel and
Vaux Halliday, 2008).

6.2. Managerial implications

To implicate the theoretical contribution, current findings suggest
that brand managers should enhance the hedonic values, and unique
features of the brand, which enhance inspiration for loyal consumers.
High brand value can build up through quality materials, innovative
attributes of products, and inspired advertisement strategies. Band
managers can create an idealized image of the brand, then emphasized
brand features in advertisements to attract for the consumers.

Regarding the consequences of brand addiction in the relationship
with materialism and SC, this result shows that brand addiction tends to
effect on WOM more than the WTP. Materialistic consumers seem to
positively spread the word to others (Vega-V�azquez et al., 2017), which is
the most effective channel to advertise and attract new potential con-
sumers in their network. The unique physical features of products which
encourages consumers to be proud of the brand and actively spread the
words to their closed community like friends, colleagues.

Along with the improvement of virtual communities, brands should
maintain and enhance the interactions with their consumers via social
media channels such as brand Instagram, Fan pages, Twitter, and so on.
Managers should invite passionate consumers who own a rich brand
knowledge and commit with the brand for a long period to share their
7

knowledge, usage experiences within the communities (Jin and Ryu,
2020). This helps to extend the spread WOM and build up the trust of
other consumers toward the brand. As a result, consumers will be a
willingness to pay more for the products they are trusted with and sup-
ported by the communities.

6.3. Limitations and future research

This study also has limitations. First, data was collected in Vietnam, a
specific country and culture, cannot generalize the results. In the future,
the research could collect data in different countries including both
developed and developing countries, which can increase the validity of
research findings. Second, this study collects data at a specific point in
time, meanwhile, the consumer-brand relationships have changed over
time. Thus, the findings cannot generalize the tendency of consumers
toward their focal brands during a long period. Future research can
conduct the study as longitudinal data, which can provide better findings
on addictive consumers' behavior for a certain period.

Next, mainly consumers filled Apple and hi-technology product in the
favorite brand, then the findings can represent for Apple Future research
may consider the negative aspects of brand addiction, which can provide
the warnings for brand managers to be aware and avoid ruining the
brand reputation by action of fans. Future research could collect data in a
specific brand community, which can see which factors have more ef-
fects, and may provide better suggestions in managerial decision making.

Next, brand addiction refers to obsessive passion and causes several
negative influences on both consumers and society (Deleuze et al., 2018;
Thorne and Bruner, 2006). Materialism and compulsive buying urge
consumers without enabling to control their mind (Moschis, 2017;
Podoshen and Andrzejewski, 2012). Consumers are easy to fall into debt
or bad financial situations (Garðarsd�ottir & Dittmar, 2012). Future
research can figure out the specific negative impact of brand addiction
caused by obsession and compulsive buying features of brand addiction.

Finally, previous study has shown gender or age influences brand
perception (Rajeev, 2005), price (Kamineni and O'Cass, 2000). This study
does not take the role of control variables to consideration, then future
studies should consider these variables for checking the influences.
Finally, materialism lead to compulsive buying that may cause negative
impact such as financial worry, debt (Garðarsd�ottir & Dittmar, 2012),
deviation behavior (Moschis, 2017). Future research may explore
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features leading to the negative aspects of brand addiction, which can
provide the warnings for brand managers to be aware and avoid ruining
the brand reputation by action of addictive consumers.
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