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ABSTRACT

1. INTRODUCTION

With the rapid growth of social networks and their role in shaping
brand image and purchasing behavior, this study explores a diverse
set of factors that can influence how consumers interact with luxury
brands; including how online display, peer influence, and interaction
patterns on social platforms can shape brand perception and
purchasing decisions. Given the gap in research about the relationship
between luxury brand attachment and purchase intention in the
context of Iran and the digital environment, this study, based on the
brand self-concept theory, demonstrates that Iluxury brand
attachment has a direct and positive effect on consumers' purchase
intentions. This effect stems from the alignment between the
consumer's self-concept and the perceived images, values, and brand-
embedded identity, which reinforces the motivation to purchase and
express identity through brand choices.
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2. MATTERIALS AND METHODS

The research method of the present study is applied in its aims and
falls into the descriptive, survey-type category in terms of nature,
employing a standard questionnaire as the research instrument. The
statistical population comprises the apparel and fashion industry,
which is characterized by an uncountable and potentially infinite
number of entities; therefore, G*Power software was used to
determine the sample size, arriving at 204 participants. Anticipating
a 70% response rate, a total of 292 questionnaires should be
distributed among the population. The Likert scale is used for
measurement, and distribution-shape indices based on skewness
and kurtosis are employed to assess data distribution; results
indicate that the data distribution of the study is normal. Finally, to
analyze the conceptual model, structural equation modeling with a
covariance-based approach is implemented using SmartPLS
software (version 4.1.0.3). Although historically this software could
primarily execute variance-based PLS models, it is now sufficiently
capable of running covariance-based, regression, and logistic
models. Additionally, the user-friendliness of this software relative
to other covariance-based tools is a key reason for its applicability.
In the broader context of this work, the rapid growth of social
networks and their role in shaping brand image and purchasing
behavior is considered; this study explores a diverse set of factors
that can influence how consumers interact with luxury brands,
including online display, peer influence, and interaction patterns on
social platforms that shape brand perception and purchasing
decisions. Given the gap in research about the relationship between
luxury brand attachment and purchase intention within Iran's social
media context, this study—grounded in brand self-concept theory—
demonstrates that luxury brand attachment has a direct and positive
effect on consumers' purchase intentions. This effect arises from the
alignment between the consumer's self-concept and the perceived
images, values, and brand-embedded identity, which reinforces the
motivation to purchase and express identity through brand choices.



3. RESULTS AND DISCUSSION

The findings revealed that, among the 12 proposed hypotheses
examining the impact of self-concept congruence and attachment to
luxury brands on social media, all hypotheses were supported
except for the specific hypothesis concerning the impact of luxury
brand attachment on consumer purchase intention. This pattern
suggests that while both self-concept congruence and attachment
to luxury brands significantly influence various facets of consumer
behavior on social platforms—such as brand perception,
engagement, and loyalty—the direct translation of luxury brand
attachment into purchase intention may be more complex and
potentially moderated by other factors (e.g., price sensitivity,
perceived value, platform context, or individual consumer
differences). These results offer valuable insights for brands and
marketers, highlighting the importance of aligning brand imagery
with consumers’ self-concept and fostering attachment as a means
to build ongoing engagement and brand advocacy on social media,
even if the final purchase decision is influenced by additional, more
nuanced considerations. Practically, the study informs the design of
marketing campaigns on social platforms by emphasizing strategies
that strengthen self-concept congruence and attachment (such as
personalized messaging, experiential content, and community-
building), while remaining attentive to the conditions under which
attachment translates into purchases, and thus tailoring campaigns
to optimize conversion processes across different segments and
platforms.

4. CONCLUSION

Luxury brands can foster deeper customer engagement by
delivering unforgettable experiences around their products.
Creating opportunities to sample or test the quality and taste of
items before purchase, and establishing dedicated spaces for social
interaction and brand immersion, are practical strategies to attract
and sustain consumer attachment. In addition, systematically
collecting and analyzing data on customer opinions and experiences



provides a valuable feedback loop for continuous improvement.
Establishing robust communication channels that actively listen to
the customer voice enables brands to better understand and
anticipate needs and expectations. When these interactive
experiences are paired with consistently high-quality products and
meaningful experiences, they can substantially elevate purchase
motivation and reinforce a lasting emotional bond between
consumers and luxury brands.
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Abstract

The present study, based on brand self-concept theory, demonstrates the
direct and positive impact of attachment to luxury brands on consumers'
purchase intentions, which arises from the alignment between brand
self-concept and consumer motivations. The research method utilized in
this study is applied in nature and falls within the category of descriptive
survey research, with a standardized questionnaire as the main tool. The
statistical population of this research comprises users in the fashion and
apparel industry, characterized by an unlimited population;
consequently, G*Power software was used to determine the sample size,
resulting in a calculation of 204 individuals. Considering an expected
response rate of 70%, it is necessary to distribute 292 questionnaires
among community members. Given the Likert scale measurement
system, the data distribution in this study is normal. Finally, structural
equation modeling with a covariance-based approach will be used to
analyze the conceptual model of this research in SmartPLS version
4.1.0.3. In the past, this software was only capable of executing variance-
based models using partial least squares, but it now significantly supports
the implementation of covariance-based models, regression, and logistic
models. Upon completion of the analyses, the findings indicate that out
of the 12 proposed hypotheses, only the hypothesis regarding the impact
of luxury brand attachment on consumer purchase intention was not
confirmed. Therefore, the results of this research can assist brands and
marketers in developing effective strategies for attracting and retaining
customers, providing practical implications for designing marketing
campaigns across social platforms.
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