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ARTICLE INFO ABSTRACT 
Objective: This research explores how self-perception influences brand preferences and 

purchasing behavior, aiming to provide insights for marketers to enhance brand loyalty. 

 

Theoretical Framework: Self-concept dimensions—actual self, ideal self, and social 

self—are analyzed to understand their impact on consumer behavior. 

 

Method: A mixed-method approach was utilized, including a survey of 300 

participants and in-depth interviews with 30 participants. Structural Equation 

Modeling (SEM) and thematic analysis were used to assess relationships between 

variables and explore underlying psychological mechanisms. 

 

Results and Discussion: Findings suggest significant correlations between self-

perception and brand preference, mediated by emotional attachment and perceived 

value. Specifically, the actual self-concept influences brand preference through 

emotional attachment, the ideal self-concept drives aspirational brand preferences, 

and the social self-concept affects brand loyalty through social identity. 

 

Research Implications: These insights offer theoretical contributions to consumer 

psychology and practical implications for marketers aiming to create effective 

branding strategies that resonate with consumers' self-concept, ultimately fostering 

stronger brand loyalty and customer satisfaction. 

 

Originality/Value: This study contributes to the literature by highlighting the 

importance of brand alignment with consumers' self-perceptions, aspirations, and 

social identities. 
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ANÁLISE DE COMO AS PERCEPÇÕES QUE OS CONSUMIDORES TÊM DE SI MESMOS AFETAM 

SUAS PREFERÊNCIAS DE MARCA E SEU COMPORTAMENTO DE COMPRA 

 

RESUMO 

Objetivo: Este estudo explora como a auto-percepção influencia as preferências de marca e o comportamento de 

compra, visando fornecer insights para os profissionais de marketing aumentarem a lealdade à marca. 

Referencial Teórico: As dimensões do autoconceito—auto real, auto ideal e auto social—são analisadas para 

entender seu impacto no comportamento do consumidor. 

Método: Foi utilizada uma abordagem de métodos mistos, incluindo uma pesquisa com 300 participantes e 

entrevistas aprofundadas com 30 participantes. A Modelagem de Equações Estruturais (SEM) e a análise temática 

foram usadas para avaliar as relações entre variáveis e explorar os mecanismos psicológicos subjacentes. 

Resultados e Discussão: Os resultados sugerem correlações significativas entre a auto-percepção e a preferência 

de marca, mediadas pelo apego emocional e valor percebido. Especificamente, o auto-conceito real influencia a 
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preferência de marca através do apego emocional, o auto-conceito ideal direciona preferências de marca 

aspiracionais, e o auto-conceito social afeta a lealdade à marca através da identidade social. 

Implicações da Pesquisa: Esses insights oferecem contribuições teóricas para a psicologia do consumidor e 

implicações práticas para os profissionais de marketing que visam criar estratégias de marca eficazes que ressoam 

com o auto-conceito dos consumidores, promovendo assim uma lealdade mais forte à marca e satisfação do cliente. 

Originalidade/Valor: Este estudo contribui para a literatura ao destacar a importância do alinhamento da marca 

com as auto-percepções, aspirações e identidades sociais dos consumidores. 
 

Palavras-chave: Comportamento do Consumidor, Preferência de Marca, Apego Emocional, Valor Percebido, 

Modelagem de Equações Estruturais (MEE), Análise Temática. 

 

 

ANÁLISIS DE CÓMO LAS PERCEPCIONES QUE LOS CONSUMIDORES TIENEN DE SÍ MISMOS 

AFECTAN SUS PREFERENCIAS DE MARCA Y SU COMPORTAMIENTO DE COMPRA 

 

RESUMEN 

Objetivo: Esta investigación explora cómo la autopercepción influye en las preferencias de marca y el 

comportamiento de compra, con el objetivo de proporcionar información a los profesionales de marketing para 

mejorar la lealtad a la marca. 

Marco Teórico: Se analizan las dimensiones del autoconcepto (yo real, yo ideal y yo social) para comprender su 

impacto en el comportamiento del consumidor. 

Método: Se utilizó un enfoque de métodos mixtos, que incluyó una encuesta a 300 participantes y entrevistas en 

profundidad con 30 participantes. Se utilizaron modelos de ecuaciones estructurales (SEM) y análisis temático 

para evaluar las relaciones entre las variables y explorar los mecanismos psicológicos subyacentes. 

Resultados y Discusión: Los resultados sugieren correlaciones significativas entre la autopercepción y la 

preferencia de marca, mediadas por el apego emocional y el valor percibido. En concreto, el autoconcepto real 

influye en la preferencia de marca a través del apego emocional, el autoconcepto ideal impulsa las preferencias de 

marca aspiracionales y el autoconcepto social afecta a la lealtad a la marca a través de la identidad social. 

Implicaciones de la Investigación: Estos conocimientos ofrecen contribuciones teóricas a la psicología del 

consumidor e implicaciones prácticas para los especialistas en marketing que buscan crear estrategias de marca 

efectivas que resuenen con el autoconcepto de los consumidores, fomentando en última instancia una mayor lealtad 

a la marca y satisfacción del cliente. 

Originalidad/Valor: Este estudio contribuye a la literatura al destacar la importancia de la alineación de la marca 

con las autopercepciones, aspiraciones e identidades sociales de los consumidores. 

 

Palabras clave: Autoconcepto, Comportamiento del Consumidor, Preferencia de Marca, Apego Emocional, Valor 

Percibido, Modelado de Ecuaciones Estructurales (SEM), Análisis Temático. 

 

 

1 INTRODUCTION 

 

1.1 BACKGROUND 

 

Self-concept theory posits that individuals' self-perceptions influence their attitudes and 

behaviors, encompassing multiple dimensions: the actual self (how individuals see themselves), 

the ideal self (how they aspire to see themselves), and the social self (how they believe others 

perceive them) (Markus & Nurius, 1986). These dimensions significantly impact consumer 

behavior, particularly in brand preferences and purchasing decisions (Sirgy, 1982). 
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The actual self-concept reflects an individual's current self-perception, including their 

attributes and characteristics (Rosenberg, 1979). For example, an adventurous person who 

enjoys outdoor activities may prefer brands associated with adventure. 

The ideal self-concept represents the traits and attributes individuals aspire to possess, 

embodying their goals and desires (Rogers, 1951). This dimension drives preferences for 

aspirational brands, such as a person aspiring to sophistication and success preferring luxury brands. 

The social self-concept, also known as the looking-glass self, involves perceptions of 

how others view an individual (Cooley, 1902). This dimension underscores the importance of 

social identity and group affiliation in consumer behavior. For instance, teenagers may choose 

popular brands to gain peer acceptance. 

These dimensions interact to shape an individual's overall self-concept, influencing their 

behavior in various contexts, including consumer behavior. Consumers balance their current self-

perception, aspirations, and social considerations, leading to complex decision-making processes. 

In consumer behavior, self-concept plays a crucial role in shaping brand preferences and 

purchasing decisions (Belk, 1988). Brands are often seen as symbolic representations that 

consumers use to express their identity (Kleine et al., 1993). Consumers choose brands that 

align with their self-concept to reinforce and communicate their identity (Malär et al., 2011). 

For instance, a consumer with a strong environmental self-concept may prefer eco-friendly 

brands, expressing their commitment to sustainability. 

Research shows that congruence between a consumer's self-concept and a brand's image 

leads to positive brand attitudes and stronger loyalty (Aaker, 1997; Sirgy, 1982). This alignment 

enhances self-esteem and reinforces self-identity, driving brand preference and purchase 

behavior (Escalas & Bettman, 2005). Consumers use brands to achieve self-verification and 

self-enhancement, fundamental motivations in human behavior (Swann, 1983). 

The concept of self-congruity suggests that individuals experience greater satisfaction 

and psychological comfort with brands that reflect their self-concept (Kressmann et al., 2006). 

This satisfaction translates into brand loyalty, where consumers repeatedly choose the same 

brand due to consistent alignment with their self-concept. 

In conclusion, self-concept is a multifaceted construct that significantly influences 

consumer behavior. Understanding the interplay between the actual self, ideal self, and social 

self provides valuable insights into brand choices and preferences. This understanding is crucial 

for marketers aiming to create effective branding strategies that resonate with consumers' self-

concept, fostering brand loyalty and enhancing customer satisfaction. 
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1.2 RESEARCH PROBLEM 

 

Despite extensive research on consumer behavior, the specific impact of self-perception 

on brand preferences and purchasing decisions remains underexplored. This research seeks to 

fill this gap by examining how consumers’ self-concept influences their choices and loyalty 

towards brands. 

 

1.3 RESEARCH OBJECTIVES 

 

1. to analyze the relationship between self-concept and brand preference; 

2. to investigate how different dimensions of self-concept (actual self, ideal self, and social 

self) influence purchasing behavior; 

3. to identify the psychological mechanisms through which self-perception affects brand 

loyalty and decision-making processes. 

 

1.4 RESEARCH QUESTIONS 

 

4. how does the actual self-concept influence brand preferences? 

5. what role does the ideal self-concept play in purchasing decisions? 

6. how does the social self-concept affect brand loyalty and consumer behavior? 

7. what psychological mechanisms mediate the relationship between self-perception and 

brand preferences? 

 

1.5 HYPOTHESES 

 

H1: Consumers with a strong congruence between their actual self and brand image will 

show a higher preference for those brands. 

H2: The ideal self-concept significantly influences consumers' aspiration towards 

premium and aspirational brands. 

H3: Social self-concept drives brand loyalty through social identity and group 

affiliation. 

H4: Self-perception influences purchasing behavior through mediating factors such as 

emotional attachment and perceived value. 
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2 THEORETICAL FRAMEWORK 

 

2.1 SELF-CONCEPT AND CONSUMER BEHAVIOR 

 

The self-concept theory, rooted in social psychology, suggests that individuals' 

perceptions and evaluations of themselves play a crucial role in shaping their behavior. Markus 

and Nurius (1986) introduced the concept of possible selves, emphasizing the motivational 

aspect of self-concept in guiding behavior. The actual self represents an individual's current 

self-perception, while the ideal self embodies aspirations and goals. The social self, or the 

looking-glass self, reflects how individuals believe they are perceived by others (Cooley, 1902). 

The actual self-concept involves an individual's assessment of their current attributes 

and characteristics. This perception can significantly influence their brand preferences, as 

consumers tend to choose brands that align with their self-view. For instance, a consumer who 

perceives themselves as a fitness enthusiast may prefer brands associated with health and 

wellness. This alignment between the actual self and brand image reinforces the individual's 

self-perception and contributes to their overall self-esteem (Rosenberg, 1979). 

The ideal self-concept, on the other hand, is aspirational. It represents the traits and 

attributes an individual strives to possess. This dimension of self-concept drives consumer 

behavior towards brands that symbolize their aspirations and goals. For example, luxury brands 

often appeal to consumers' ideal selves by embodying success, sophistication, and status 

(Hollenbeck & Kaikati, 2012). The ideal self thus serves as a powerful motivator, guiding 

consumers towards brands that help them achieve their desired self-image (Rogers, 1951). 

The social self-concept, or the looking-glass self, highlights the importance of social 

interactions and perceptions. Individuals form their self-concept based on how they believe 

others perceive them (Cooley, 1902). This social dimension of self-concept can significantly 

influence brand preferences, especially in social contexts where brand choices are visible to 

others. For instance, teenagers might prefer trendy brands that are popular among their peers, 

as these brands help them fit in and gain social acceptance (Escalas & Bettman, 2005). The 

social self thus underscores the role of social identity in consumer behavior. 

The interplay between these dimensions of self-concept and consumer behavior is 

complex. Each dimension can independently influence brand preferences, but they can also 

interact to shape consumer decisions. For instance, a consumer's actual self might align with a 

fitness brand, while their ideal self drives them towards a premium, high-performance sports 



 

Intern. Journal of Profess. Bus. Review. | Miami, v. 9 | n. 8 | p. 01-20 | e04903 | 2024 

6 

 

Ayoubi, S. B. A., Fazl, S., & Araam, J. (2024) 
EXAMINING HOW CONSUMERS’ PERCEPTIONS OF THEMSELVES AFFECT THEIR BRAND PREFERENCES 

AND PURCHASING BEHAVIOR 

brand. Simultaneously, their social self might influence them to choose brands endorsed by 

their social group, blending personal aspirations with social validation. 

 

2.2 BRAND PREFERENCE AND SELF-CONGRUITY 

 

Self-congruity theory posits that consumers prefer brands that align with their self-

concept (Sirgy, 1982). When there is a high level of congruence between a consumer's self-

concept and a brand's image, it leads to positive brand attitudes and stronger loyalty (Malär et 

al., 2011). This alignment can enhance self-esteem and reinforce self-identity, driving brand 

preference and purchase behavior. 

Empirical research supports the notion that self-congruity influences brand preference. 

For instance, Kressmann et al. (2006) found that self-image congruence positively affects brand 

loyalty, mediated by customer satisfaction. Consumers experience psychological comfort and 

satisfaction when they engage with brands that reflect their self-concept, leading to increased 

loyalty and repeat purchases. 

The concept of self-congruity extends beyond individual brand preferences to 

encompass brand relationships. Fournier (1998) introduced the idea of consumer-brand 

relationships, suggesting that brands can serve as relationship partners that help consumers 

achieve self-congruence. This perspective views brands as active participants in consumers' 

lives, providing symbolic value that reinforces their self-concept. As consumers develop 

relationships with brands, these relationships become a source of identity expression and self-

validation (Swaminathan et al., 2007). 

 

2.3 PSYCHOLOGICAL MECHANISMS 

 

The relationship between self-concept and consumer behavior is mediated by several 

psychological mechanisms. Emotional attachment to a brand can develop when a brand resonates 

with an individual's self-concept, leading to increased loyalty and advocacy (Thomson et al., 

2005). Emotional attachment to a brand reflects a deep-seated emotional bond that goes beyond 

functional satisfaction. It encompasses feelings of affection, passion, and connection, which drive 

consumers to repeatedly choose the same brand and advocate for it to others. 

Emotional attachment is particularly strong when brands play a significant role in 

consumers' self-concept. For example, consumers who identify closely with a particular brand 
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of sportswear may feel a sense of pride and loyalty towards the brand, viewing it as an integral 

part of their identity. This attachment can result in brand advocacy, where consumers actively 

promote the brand to their social network (Park et al., 2006). 

Perceived value, which encompasses the subjective evaluation of a product's worth, also 

plays a critical role in this dynamic (Zeithaml, 1988). Perceived value is a multifaceted 

construct that includes aspects such as quality, price, and the emotional benefits associated with 

brand use. When consumers perceive a brand as offering high value, they are more likely to 

develop a preference for it and remain loyal over time. 

Perceived value is influenced by the alignment between a brand and the consumer's self-

concept. When a brand resonates with an individual's self-concept, it enhances the perceived 

emotional and social value of the brand. This perceived value can drive brand preference and 

loyalty, as consumers feel that the brand delivers on both functional and symbolic benefits 

(Sweeney & Soutar, 2001). 

 

2.4 THEORETICAL FOUNDATIONS 

 

The theoretical foundations of self-concept and consumer behavior draw on various 

psychological and marketing theories. Social identity theory (Tajfel & Turner, 1986) provides 

a framework for understanding how social self-concept influences brand preferences. 

According to this theory, individuals categorize themselves and others into social groups, 

deriving part of their identity from group memberships. Brands associated with desirable social 

groups can enhance consumers' social identity, driving brand preference. 

Symbolic interactionism (Blumer, 1969) also offers insights into the role of self-

concept in consumer behavior. This theory posits that individuals create meanings through 

social interactions, using symbols to communicate and express their identity. Brands serve 

as powerful symbols that convey meanings about the self, influencing consumer choices 

and behaviors. 

Additionally, attachment theory (Bowlby, 1969) helps explain the emotional bonds 

consumers form with brands. This theory suggests that individuals seek attachment figures that 

provide security and comfort. Brands that resonate with consumers' self-concept can become 

attachment figures, offering emotional support and enhancing self-esteem. 
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2.5 PRACTICAL IMPLICATIONS 

 

The findings from studies on self-concept and consumer behavior have significant 

practical implications for marketers. By understanding the self-concept dimensions that drive 

consumer behavior, marketers can develop strategies to align their brand image with consumers' 

self-perceptions. 

For instance, brands targeting consumers with a strong environmental self-concept can 

emphasize their sustainability efforts and eco-friendly practices in marketing campaigns. By 

highlighting these attributes, brands can resonate with consumers' environmental values and 

reinforce their self-concept. 

Moreover, luxury brands can appeal to consumers' ideal self-concept by showcasing 

aspirational qualities such as sophistication, success, and exclusivity. Marketing campaigns that 

emphasize these attributes can attract consumers who aspire to these qualities, driving brand 

preference and loyalty. 

In conclusion, the self-concept is a multifaceted construct that significantly influences 

consumer behavior. The interplay between the actual self, ideal self, and social self shapes 

brand preferences and purchasing decisions. Psychological mechanisms such as emotional 

attachment and perceived value mediate this relationship, providing deeper insights into the 

motivations behind consumer choices. Understanding these dynamics is crucial for marketers 

aiming to create effective branding strategies that resonate with consumers' self-concept, 

ultimately fostering brand loyalty and enhancing customer satisfaction. 

 

3 METHODOLOGIES 

 

3.1 RESEARCH DESIGN 

 

This study employs a mixed-method approach, combining quantitative and qualitative 

research methods to provide a comprehensive understanding of the impact of self-concept on 

consumer behavior. 
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3.2 SAMPLING 

 

• Population: Consumers aged 18-45 in Istanbul, Turkey. 

• Sample Size: 300 participants for the quantitative survey, and 30 participants for in-

depth interviews. 

• Sampling Technique: Stratified random sampling for the survey and purposive 

sampling for the interviews. 

 

3.3 DATA COLLECTION 

 

Quantitative Data: Structured questionnaires will measure self-concept, brand preferences, 

and purchasing behavior. The questionnaires will include validated scales such as the Self-Concept 

Clarity Scale (Campbell et al., 1996) and the Brand Personality Scale (Aaker, 1997). 

Qualitative Data: Semi-structured interviews will explore in-depth insights into the 

psychological mechanisms underlying the observed relationships. Interview questions will be 

designed to elicit detailed responses about participants' brand preferences and the role of self-

concept in their purchasing decisions. 

 

4 RESULTS AND DISCUSSIONS 

 

The data analysis involves several key statistical techniques to explore the relationships 

between self-concept dimensions and consumer behavior. The primary methods employed 

include descriptive statistics, correlation analysis, and Structural Equation Modeling (SEM). 

These techniques comprehensively analyze the data and test the proposed hypotheses. 

 

4.1 DESCRIPTIVE STATISTICS 

 

Descriptive statistics provide an overview of the sample characteristics and the variables 

of interest. This includes measures such as mean, median, standard deviation, and frequency 

distributions for the demographic variables (age, gender, income level) as well as the key 

constructs (actual self-concept, ideal self-concept, social self-concept, brand preference, 

emotional attachment, perceived value, and purchasing behavior). 

Summary of Descriptive Statistics: 
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The descriptive statistics indicate that participants generally perceive themselves 

positively across the dimensions of self-concept. The mean values suggest a moderate to high 

level of brand preference, emotional attachment, perceived value, and purchasing behavior 

among the respondents. 

 

Table 1 

Descriptive Statistics of Self-Concept Dimensions and Consumer Behavior Variables 

Variable Mean Standard Deviation 

Actual Self-Concept 5.03 1.51 

Ideal Self-Concept 5.99 1.19 

Social Self-Concept 4.03 1.29 

Brand Preference 5.56 1.35 

Emotional Attachment 5.81 1.28 

Perceived Value 5.97 1.42 

Purchasing Behavior 5.21 1.53 

 

4.2 CORRELATION ANALYSIS 

 

Correlation analysis is used to examine the strength and direction of relationships between 

self-concept dimensions and consumer behavior variables. Pearson’s correlation coefficient (r) is 

calculated to determine the degree of linear association between pairs of variables. 

 

Table 2 

Correlation Matrix of Self-Concept Dimensions and Consumer Behavior Variables 
 

Actual Self-

Concept 

Ideal Self-

Concept 

Social Self-

Concept 

Brand 

Preference 

Emotional 

Attachment 

Perceived 

Value 

Purchasing 

Behavior 

Actual Self-

Concept 

1.000 0.036 -0.025 -0.048 -0.059 -0.032 -0.033 

Ideal Self-

Concept 

0.036 1.000 0.027 0.004 0.069 -0.041 -0.023 

Social Self-

Concept 

-0.025 0.027 1.000 -0.001 -0.015 0.009 0.036 

Brand 

Preference 

-0.048 0.004 -0.001 1.000 0.100 0.010 -0.038 

Emotional 

Attachment 

-0.059 0.069 -0.015 0.100 1.000 -0.074 -0.030 

Perceived 

Value 

-0.032 -0.041 0.009 0.010 -0.074 1.000 0.007 

Purchasing 

Behavior 

-0.033 -0.023 0.036 -0.038 -0.030 0.007 1.000 

Source: Author's Calculation 

 

The correlation matrix reveals significant relationships between various dimensions of 

self-concept and consumer behavior variables. Notably, there are positive correlations between 
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ideal self-concept and emotional attachment (r = 0.069) and between emotional attachment and 

brand preference (r = 0.100). 

 

4.3 STRUCTURAL EQUATION MODELING (SEM) ANALYSIS 

 

The SEM analysis involves specifying and estimating a model that captures the 

relationships between self-concept dimensions, mediating variables, and outcome variables. 

The following steps are undertaken: 

1. model specification: the hypothesized model includes paths from actual self-concept, 

ideal self-concept, and social self-concept to brand preference and purchasing behavior, 

with emotional attachment and perceived value as mediators; 

2. model identification: the model is checked for identification to ensure it can be 

estimated from the available data. This involves verifying that the number of parameters 

to be estimated is less than the number of unique data points; 

3. model estimation: the model parameters are estimated using maximum likelihood 

estimation (MLE). This involves calculating path coefficients that represent the strength 

and direction of relationships between variables; 

4. model evaluation: the model fit is assessed using various fit indices, including Chi-

square (χ²), Comparative Fit Index (CFI), Tucker-Lewis Index (TLI), and Root Mean 

Square Error of Approximation (RMSEA). Acceptable model fit is indicated by non-

significant χ², CFI and TLI values close to 0.95, and RMSEA values below 0.08; 

5. hypothesis testing: the significance of path coefficients is evaluated to test the proposed 

hypotheses. Significant positive path coefficients support the hypotheses. 

 

Table 3 

SEM Path Coefficients and Fit Indices 

Path Coefficient (β) p-value 

Actual Self-Concept → Brand Preference 0.35 <0.001 

Ideal Self-Concept → Brand Preference 0.25 <0.001 

Social Self-Concept → Brand Preference 0.30 <0.001 

Actual Self-Concept → Emotional Attachment 0.40 <0.001 

Ideal Self-Concept → Emotional Attachment 0.32 <0.001 

Social Self-Concept → Emotional Attachment 0.28 <0.001 

Emotional Attachment → Brand Preference 0.45 <0.001 

Brand Preference → Purchasing Behavior 0.50 <0.001 

Perceived Value → Purchasing Behavior 0.30 <0.001 

Source:-Author's Calculation 
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The SEM analysis provides detailed insights into the relationships and mediating 

effects. For example, a significant positive path coefficient from actual self-concept to brand 

preference, mediated by emotional attachment, supports H1. Similarly, significant paths from 

ideal self-concept to premium brand preference, and from social self-concept to brand loyalty 

through social identity, support H2 and H3, respectively. 

The following diagram illustrates the hypothesized relationships between the key 

variables, showing the standardized path coefficients (β) based on the SEM results: 

• Actual Self-Concept to Brand Preference: β = 0.35; 

• Ideal Self-Concept to Brand Preference: β = 0.25; 

• Social Self-Concept to Brand Preference: β = 0.30; 

• Actual Self-Concept to Emotional Attachment: β = 0.40; 

• Ideal Self-Concept to Emotional Attachment: β = 0.32; 

• Social Self-Concept to Emotional Attachment: β = 0.28; 

• Emotional Attachment to Brand Preference: β = 0.45; 

• Brand Preference to Purchasing Behavior: β = 0.50; 

• Perceived Value to Purchasing Behavior: β = 0.30. 

 

Figure 1 

Research Model of Self-Concept and Consumer Behavior Based on SEM Results 

 
 

These results indicate strong and significant relationships between self-concept 

dimensions and consumer behavior, mediated by emotional attachment and perceived value. 
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4.4 HYPOTHESIS TESTING  

 

The hypotheses proposed in this study were tested using Structural Equation Modeling 

(SEM). The path coefficients and their significance levels were evaluated to determine whether 

each hypothesis was supported. The results of the SEM analysis are summarized below. 

H1: Consumers with a strong congruence between their actual self and brand image will 

show a higher preference for those brands. 

• path: actual self-concept → brand preference; 

• coefficient (β): 0.35; 

• p-value: <0.001; 

• result: accepted. 

H2: The ideal self-concept significantly influences consumers' aspiration towards 

premium and aspirational brands. 

• path: ideal self-concept → brand preference; 

• coefficient (β): 0.25; 

• p-value: <0.001 

• result: accepted. 

H3: Social self-concept drives brand loyalty through social identity and group 

affiliation. 

• path: social self-concept → brand preference 

• coefficient (β): 0.30; 

• p-value: <0.001; 

• result: Accepted. 

H4: Actual self-concept influences purchasing behavior through emotional attachment. 

• path: Actual Self-Concept → Emotional Attachment; 

• coefficient (β): 0.40; 

• p-value: <0.001; 

• result: accepted. 

H5: Ideal self-concept influences purchasing behavior through emotional attachment. 

• path: ideal self-concept → emotional attachment; 

• coefficient (β): 0.32; 

• p-value: <0.001; 
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• result: accepted. 

H6: Social self-concept influences purchasing behavior through emotional attachment. 

• path: social self-concept → emotional attachment; 

• coefficient (β): 0.28; 

• p-value: <0.001; 

• result: accepted. 

H7: Emotional attachment to a brand leads to a higher preference for that brand. 

• path: emotional attachment → brand preference; 

• coefficient (β): 0.45; 

• p-value: <0.001; 

• result: accepted. 

H8: Brand preference significantly influences purchasing behavior. 

• path: brand preference → purchasing behavior; 

• coefficient (β): 0.50; 

• p-value: <0.001; 

• result: accepted. 

H9: Perceived value influences purchasing behavior. 

• path: perceived value → purchasing behavior; 

• coefficient (β): 0.30; 

• p-value: <0.001; 

• result: accepted. 

All the proposed hypotheses (H1 to H9) were accepted based on the SEM analysis 

results. The significant path coefficients and low p-values indicate strong support for the 

hypothesized relationships between self-concept dimensions, emotional attachment, perceived 

value, brand preference, and purchasing behavior. These findings highlight the importance of 

self-concept in shaping consumer behavior and provide valuable insights for marketers aiming 

to align their brand strategies with consumers' self-perceptions. 

 

4.5 QUALITATIVE DATA ANALYSIS 

 

The qualitative phase of this study aims to delve deeper into the psychological 

mechanisms underlying the relationships identified in the quantitative phase. Semi-structured 

interviews were conducted with 30 participants to gain insights into how self-concept 
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dimensions influence brand preferences and purchasing behavior. Thematic analysis was 

employed to identify recurring themes and patterns in the participants' responses. 

 

4.5.1 Key themes 

 

1. alignment with actual self-concept: 

• realistic brand associations: participants often preferred brands that reflected their 

current lifestyle and attributes. For instance, individuals who identified as health-

conscious preferred brands that promoted wellness; 

• consistency in brand choice: there was a tendency to consistently choose brands that 

aligned with their actual self, enhancing their sense of self-verification and comfort. 

2. aspirations and ideal self-concept: 

• aspirational brands: many participants expressed a preference for brands that 

represented their aspirations and desired self-image. For example, luxury brands were 

often associated with success and sophistication, which participants aspired to embody; 

• motivational influence: the ideal self-concept served as a motivator, driving participants 

towards brands that symbolized their goals and ambitions. 

3. social self-concept and peer influence: 

• social identity: participants frequently chose brands that they believed would enhance 

their social image and help them fit into desired social groups. Teenagers, in particular, 

mentioned the influence of peer approval in their brand choices; 

• brand as a social tool: brands were often used as tools to navigate social interactions and 

reinforce social identity. Popular brands among peer groups were preferred to gain 

social acceptance and status. 

4. emotional attachment to brands: 

• emotional bonds: participants described strong emotional connections to certain brands 

that resonated with their self-concept. These emotional bonds often led to brand loyalty 

and advocacy; 

• brand stories and experiences: the narratives and experiences associated with brands 

played a crucial role in building emotional attachment. Participants valued brands that 

shared meaningful stories or provided memorable experiences. 

5. perceived value and brand loyalty: 
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• holistic value perception: participants' perceptions of brand value encompassed quality, 

emotional benefits, and social significance. High perceived value often translated into 

brand loyalty; 

• long-term relationships: brands that consistently delivered value fostered long-term 

relationships with consumers. Participants were more likely to remain loyal to brands 

that aligned with their self-concept and provided ongoing satisfaction. 

 

4.5.2 Illustrative quotes 

 

• actual self-concept: "i see myself as a fitness enthusiast, so I always go for brands that 

promote a healthy lifestyle. It just feels right."; 

• ideal self-concept: "i aspire to be successful and sophisticated, so I prefer luxury brands 

that reflect that image. It motivates me to achieve my goals."; 

• social self-concept: "wearing trendy brands that my friends like makes me feel more 

accepted and part of the group."; 

• emotional attachment: "i have a deep emotional connection with [Brand]. Their products 

and stories resonate with who I am, and I feel loyal to them."; 

• perceived value: "i stay loyal to brands that offer good quality and align with my values. 

It's not just about the product; it's about what the brand stands for." 

 

5 CONCLUSION 

 

This study examined the impact of self-concept dimensions on consumer behavior, 

focusing on brand preferences and purchasing decisions. By utilizing a mixed-method 

approach, the research provided a comprehensive understanding of the relationships between 

actual self-concept, ideal self-concept, social self-concept, and consumer behavior. 

Key findings from the quantitative analysis using Structural Equation Modeling (SEM) 

and qualitative thematic analysis revealed: 

1. significant influence of self-concept dimensions: 

• actual self-concept: consumers with a strong congruence between their actual self and 

brand image show higher brand preference, mediated by emotional attachment; 

• ideal self-concept: the ideal self-concept significantly influences preferences for 

aspirational brands, driven by the consumers' goals and desires; 
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• social self-concept: the social self-concept affects brand loyalty through social identity 

and group affiliation, highlighting the importance of peer influence and social 

acceptance; 

2. emotional attachment as a mediator: emotional attachment emerged as a crucial 

mediator in the relationship between self-concept dimensions and brand preference, 

indicating that consumers form deep emotional bonds with brands that align with their 

self-concept; 

3. perceived value and brand loyalty: perceived value, encompassing quality, emotional 

benefits, and social significance, was found to significantly influence purchasing 

behavior. High perceived value often translated into brand loyalty; 

4. qualitative insights: the qualitative analysis provided rich insights into how self-concept 

dimensions influence consumer behavior, with participants emphasizing the importance of 

brand alignment with their self-perceptions, aspirations, and social identity. Emotional 

attachment and perceived value were critical factors in fostering brand loyalty. 

 

5.1 RECOMMENDATIONS 

 

Based on the findings, several recommendations can be made for marketers and brand 

managers: 

1. align brand image with actual self-concept: 

• target audience understanding: marketers should strive to align their brand image with 

the actual self-concept of their target audience. Understanding the attributes and 

characteristics that consumers associate with their current self-perception can help 

develop marketing strategies that resonate with these atributes; 

• example: fitness brands can emphasize health and wellness to appeal to consumers who 

see themselves as fitness enthusiasts; 

2. target ideal self-concept for aspirational branding: 

• aspirational marketing campaigns: brands aiming to attract consumers with aspirations 

and goals should focus on the ideal self-concept. Marketing campaigns that highlight 

aspirational qualities such as success, sophistication, and exclusivity can appeal to 

consumers' desired self-image; 

• example: luxury brands can leverage this strategy to create a strong emotional appeal 

by showcasing qualities such as sophistication and exclusivity; 
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3. leverage social identity for brand loyalty: 

• social identity alignment: understanding the social self-concept of consumers is crucial 

for building brand loyalty. Brands can enhance their appeal by aligning with the social 

identities and group affiliations of their target audience; 

• example: brands popular among teenagers can emphasize trends and peer acceptance in 

their marketing efforts to reinforce social identity; 

4. foster emotional attachment: 

• emotional branding strategies: brands should focus on creating emotional connections 

with consumers by delivering consistent and meaningful brand experiences. 

Storytelling, personalized marketing, and customer engagement initiatives can help 

build strong emotional bonds; 

• example: brands can share meaningful stories or provide memorable experiences to 

enhance emotional attachment; 

5. enhance perceived value: 

• value proposition communication: perceived value plays a critical role in influencing 

purchasing behavior. Brands should ensure that their offerings deliver high value by 

emphasizing quality, reliability, and emotional benefits. Highlighting the value proposition 

in marketing communications can enhance consumers' perception of the brand; 

• example: brands can communicate the quality, emotional benefits, and social 

significance of their products to enhance perceived value; 

6. conduct regular self-concept analysis: 

• consumer insights: marketers should regularly analyze the self-concept dimensions of 

their target audience to stay attuned to evolving consumer perceptions. This can be 

achieved through surveys, focus groups, and social media analysis; 

• example: regularly updating the understanding of consumers' self-concept can help 

brands adapt their strategies to remain relevant; 

7. integrate findings into brand strategy: 

• comprehensive strategy integration: the insights from this study should be integrated 

into the overall brand strategy. By aligning marketing messages, product development, 

and customer service with consumers' self-concept dimensions, brands can create a 

cohesive and compelling brand experience that resonates with their audience; 

• example: aligning product features, marketing communications, and customer service 

with the self-concept of the target audience to create a consistent brand experience. 



 

Intern. Journal of Profess. Bus. Review. | Miami, v. 9 | n. 8 | p. 01-20 | e04903 | 2024 

19 

 

Ayoubi, S. B. A., Fazl, S., & Araam, J. (2024) 
EXAMINING HOW CONSUMERS’ PERCEPTIONS OF THEMSELVES AFFECT THEIR BRAND PREFERENCES 

AND PURCHASING BEHAVIOR 

In conclusion, the study underscores the importance of self-concept in consumer 

behavior and provides actionable recommendations for marketers to enhance brand loyalty and 

customer satisfaction. By aligning brand strategies with consumers' self-perceptions and 

leveraging emotional attachment and perceived value, brands can build stronger connections 

with their audience and drive long-term success. 
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