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Individual Brand Loyalty and the Self-Corporate 

Connection Induced by Corporate Associations

Choi, Nak-Hwan( )*, Park, Deok-Su( )**

Research regarding corporate associations in marketing has gen-

erally been approached using the association theory. However, limited 

research investigates the effect of corporate associations on consumer 

loyalty to individual brands by examining the role of self connected-

ness with a corporate image. The activation of behavior-related con-

structs can influence individuals' behaviors without their intention or 

conscious awareness. A recently developed body of research suggests 

that self connection can play an important role in affecting sub-

sequent behaviors. Although these effects have received considerable 

attention, the set of mechanisms involved in self connectedness and 

loyalty to individual brands is not clear. An active self account in 

which associative constructs can affect behavior by temporarily alter-

ing the active self-concept may lead to behavior or evaluation. If the 

exposure to a corporate brand can induce consumers’ cognitive associ-

ations and goal-primed effects through the role of active self account-

ing, the connectedness between the consumer’s self and the corporate 

brand could be developed and this connectedness could be explained 

by associative and connection models and the goal priming theory. 

Therefore, this study investigates the influence of corporate associa-

tions on loyalty to individual brands through connections between the 

corporate and the consumer’s self.

There are three main purposes of the research. 

First, theories regarding corporate associations will be explored. 

Second, theories of self-concept will be investigated and self con-

nectedness with corporate brands will be explored. Third, the effects 

of the connectedness between the self and the corporation on corpo-

rate identification and loyalty to individual brands will be 

investigated. 

For the purposes of this research, the types of corporate associa-

tions are classified into corporate ability (CA) associations and corpo-

rate social responsibility (CSR) associations. Furthermore, the con-

nectedness between the consumer’s self and the corporate image are 

divided into two concepts: the connectedness between the individual 

self-concept and the corporate identity and the connectedness between 

social self-concept and the corporate identity. This study suggests the 

hypotheses that the types of consumer self connections with the cor-

porate image could vary according to the types of corporate associa-

tions created and further that the connectedness between the corporate 

association and the consumer’s self-concept have positive effects on 

loyalty to corporate individual brands.

The results of testing these hypotheses are as follows. First, corpo-

rate ability associations enhance the connectedness between the con-

sumer’s individual self and corporate brands. That is, corporate ability 

associations influence individual connectedness between the corporate 

and individual self-concept positively from the viewpoint of the con-

sumer’s personal ability and branding success. In addition, corporate 

social responsibility associations have a positive effect on social con-

nectedness between the corporation and the consumer’s social 

self-concept.

Second, the connectedness between the corporate brand and the 

consumer’s self-concept affects identification with the corporation. The 

consumer’s personal self and social self connectedness induces corpo-

rate identification.

Third, individual self connectedness has a positive effect on loyalty 

to corporate individual brands, while social self connectedness does 

not. This also means that individual self connectedness with the cor-

porate image or brand plays a more important role in forming in-

dividual brand loyalty than social self connectedness with the corpo-

rate does. In addition, social connectedness cannot influence individual 

brand loyalty until it passes through identification with the corporate.

Fourth, consumers who experience identification with a corporate 

identity also show positive responses to corporate individual brands. 

That is, consumers also develop loyalties toward individual brands 

through the corporate identification because self-pursued goals that are 

induced by corporate associations can be achieved by consuming the 

individual brands that are sold by the corporate that the consumers 

identify with.

Key words: Corporate ability associations, Corporate social respon-

sibility associations, Personal self-concept connected-

ness, Social self-concept connectedness, Individual 

brand loyalty.      
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and Dacin, 1997), 

(Bettman, 1979)
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(Aaker, 1996; 
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and Camerer, 1998; Dowling, 1993). ,

(Dick, Chakravarti and Biehal, 1990; 

Simmons and Lynch, 1991), 
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.

,

, , , ,

(Dowling, 1986). 

(corporate innovation)
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(Brown and Dacin, 1997; Keller, 2003). Brown Dacin(1997)

(corporate ability association)

(corporate social responsibility association)

,  Berens Riel(2004)

(social expectation), (personality), (trust)

3 .
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Brown Dacin(1997)
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Dacin, 1997, Keller and Aaker, 1997), 

(Tajfel and Turner, 1985; Woods, 1960). 
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(Sen and Bhattacharya, 2001). CSR
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,
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. (psychoanalytic theory)

, (behavior 

theory) , (organismic theory)

, (phenomenology)
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, (symbolic interaction)

(Sirgy, 1982).

,

(single self-concept)

(multiple self-concept) .
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. Eagly Chaiken(1993)
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1.1. 
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CSR

1 .884 .048 .076 .088 .044 .098

2 .863 .144 .124 .162 .009 -.013

3 .830 .081 .093 .006 .185 .097

4 .801 .214 .047 .113 .028 .072

5 .797 -.038 .014 .162 .144 .138

1 .041 .852 .081 .038 .093 -.005

2 .097 .790 -.026 .094 .020 .000

3 .072 .778 .250 -.059 .082 .105

4 .117 .771 .107 -.161 -.054 .162

5 .102 .697 .037 .362 -.136 -.170

1 .137 .082 .850 .204 .154 .168

2 .048 .199 .848 .172 .124 .158

3 .096 .146 .844 .106 .167 .154

1 .121 .010 .221 .802 .252 .099

2 .231 .058 .268 .782 .102 .306

CSR

3 .207 .033 .143 .708 .289 .331

1 .133 -.025 .390 .188 .797 .139

.
2 .140 -.123 .441 .157 .762 .108

3 .172 .221 -.108 .372 .625 .115

1 .181 .059 .238 .264 .139 .847

2 .155 .053 .271 .274 .144 .829

Eigen Value 3.796 3.256 2.899 2.425 1.966 1.849

(%) 18.076 15.503 13.804 11.548 9.360 8.806

(%) 18.076 33.579 47.383 58.930 68.290 77.097

Cronbach`s Alpha .908 .864 .905 .876 .783 .909

AVE

( )

2

: 0.830

: 0.880
0.24 0.058 

: 0.830

: 0.928
0.19 0.036 

: 0.830

: 0.854
0.17 0.029 

: 0.830

: 0.763
0.06 0.004 

: 0.830

: 0.875
0.32 0.102 

: 0.880

: 0.928
0.41 0.168 

, .

.

202 ,

174 .

85(48.9%), 89(51.1%) 

, 20 1 (0.6%), 20~29 169 (97.1%), 30

4 (2.3%) . 100

11 (6.3%), 100 ~200 28 (16.1%), 200

~300 49 (28.2%), 300 ~400 34

(19.5%), 400 ~500 23 (13.2%), 500

29 (16.7%) .

2. 

(Principal Component Analysis)

,

(Varimax Rotation) .

2.1. 

SPSS18.0 .

< 1> .

“

”

0.4 .

< 1> 

. (stability), (consistency), 

(predictability)

.

Cronbach`s Alpha 

. Cronbach`s Alpha 0.7

.

2.2. 

(AVE) Hair(2006) .

< 2> (AVE) 0.5 ,

AVE 2

.

< 2>
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: 0.880

: 0.854
0.37 0.137 

: 0.880

: 0.763
0.30 0.090 

: 0.880

: 0.875
0.27 0.073 

: 0.928

: 0.854
0.69 0.476 

: 0.928

: 0.763
0.51 0.260 

: 0.928

: 0.875
0.52 0.270 

: 0.854

: 0.763
0.50 0.250 

: 0.854

: 0.875
0.56 0.314 

: 0.763

: 0.875
0.60 0.360 

(structual model) (measurement model)

t-value t-value

0.293 0.138 2.118 .971 0.129 7.542

0.552 0.109 5.070 1.025 0.134 7.663

0.104 0.048 2.193 1.000 - -

0.246 0.065 3.761 1.090 0.133 8.196

0.313 0.094 3.329 0.863 0.113 7.656

0.158 0.114 1.389 1.096 0.097 11.324

0.862 0.232 3.713 1.054 0.086 12.242

1.000 - -

1.070 0.085 12.558

1.055 0.099 10.679

0.960 0.103 9.285

1.000 - -

0.979 0.085 11.557

1.062 0.081 13.177

< 3>

1.000 - -

1.000 - -

0.895 0.057 15.692

0.184 0.425 0.071 6.013

0.034 0.971 0.065 14.860

0.268 1.000 - -

0.385 0.947 0.064 14.751

CHI-SQUARE WITH 308.984 DEGREE OF FREEDOM = 181(P=0.000)

ROOT MEAN SQUARE ERROR OF APPROXIMATION (RMSEA) = 

0.076

GOODNESS OF FIR INDEX(GFI) = 0.848

ADJUSTED GOODNESS OF FIT INDEX(AGFI) = 0.805

INCREMENTAL FIT INDEX(IFI) = 0.922

COMPARATIVE FIT INDEX(CFI) = 0.921

.

1. 

AMOS 18.0

< 3> . =

308.984(p=0.00), GFI=0.848, AGFI=0.805, RMSEA=0.076 ,

CFI=0.921, IFI=0.922

. < 3> < 4> Lisrel

.

2. 

< 4> < 2>

.

t-value

1

( )

( )
0.293 2.118

2
( )

( )

0.552 5.070

3

( )

( )
0.104 2.193

4

( )

( )
0.246 3.761

5

( )

( )
0.313 3.329

6

( )

( )
0.158 1.389

7

( )

( )
0.862 3.713

< 4> 

1 0.293 t 2.118

.

2

0.552 t 5.070

.

3, 4 0.104, 0.246 t

2.193, 3.761 .

4, 5

0.246 t
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3.761 ,

6 0.158 t 1.389

.

7

0.862 , t 3.713

.
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(Brown and Dacin, 1997; 2008)

. (spreading activation)

(Anderson, 1983; Aaker, Benet-Martinez and Garolera, 2001)
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