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In this dissertation, I argue that a self-brand connection determines whether brands would be 

effective in helping consumers achieve their goals or detrimental. Across four main studies, 

including fictional scenarios, engaging in a writing task, and solving anagrams, I found that self-

brand connection influences consumers perceived progress, subsequent choices, and other goal-

related constructs such as goal difficulty and goal commitment. Importantly, results from studies 

conducted in this research suggest that, indeed, self-brand connection influences consumer 
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                                 Professor Alexandra Aguirre Rodriguez, Major Professor

Marketers spend a considerable amount of their advertising dollars communicating the 

association between their brands and consumers’ desired end states or goals. Although it is well 

established that consumers prefer brands that represent images and ideals they desire to achieve 

(Chen, Wan & Levy, 2017), existing research is largely silent regarding when and how brands 

help versus hurt consumer goal pursuit. Thus, we need a greater understanding regarding when 

and how consumer use of brands to assist in goal pursuit is detrimental versus beneficial. 

Furthermore, the outcome of the consumer’s brand-assisted goal pursuit is likely to affect their 

relationship with the brand, just as interpersonal goal pursuit affects personal relationships 

(Fitszimons and Fishbach, 2010).
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behavior during the goal pursuit, accordingly contributing to research interested in self-brand 

connection and goal research in general. 

The work of this dissertation contributes to marketing theory by providing a better understanding 

of the self-brand connection and its psychological impact on consumers during the goal pursuit. 

In addition, the results reached in four different studies illuminate the importance of self-brand 

connection in terms of its positive and negative influence on different goal-related constructs 

such as perceived difficulty, progress, and goal-consistent choices. 

Finally, this dissertation advances our current knowledge of the influence of self-brand 

connection on building strong relationships between consumers and brands by helping 

consumers to achieve their goals and provide the right feedback at the right time to enhance their 

chances of success. Self-serving attribution biases were included in the studies conducted in this 

dissertation, which will provide valuable information for marketing managers who are working 

with products that focus on goals such as Fitbit and Apple Watch.  

Additionally, this dissertation expands our current knowledge regarding the self-brand 

connection construct itself. The definitional issues facing this construct are more likely to be 

resolved by studying the changes occurring to self-brand connection during different stages of 

the goal pursuit.  
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Chapter 1: Introduction 

 

“Just do it-” Nike advertising campaign, 1988-current. 

 

Renowned Harvard Business School Professor Theodore Levitt’s famous quote “People 

don't want to buy a quarter-inch drill, they want a quarter-inch hole” underscores the fact that 

people use products to accomplish certain goals. Consumer goals range from highly concrete and 

utilitarian, such as making a quarter-inch hole, to highly abstract and value-expressive, such as 

being “the best.” Consumers gravitate toward brands with images they associate with end states 

they desire to achieve. They associate brands with certain goals, in part, because of goal-related 

brand images portrayed through marketing communications, such as superior athletic 

performance with Nike athletic wear, feeling prosocial with Toms footwear, encouraging their 

creativity with Apple computer products, demonstrating thoughtfulness with Hallmark greeting 

cards, feeling beautiful and “worth it” with L’Oreal cosmetics, and loving the skin they are in 

with Olay skin products. 

Extensive consumer research has shed light on the goal-driven processes that underlie 

consumer brand choice. For instance, consumers select brands that are congruent with their 

actual self-image or their ideal self-image depending on whether their goal is self-verification or 

self-enhancement, respectively (Escalas & Bettman, 2003). As another example, research shows 

that consumers select compensatory brands when their self-acceptance is low, but choose 

adaptive brands when their self-acceptance is high (Kim & Gal 2014). These studies demonstrate 

that consumers actively choose brands that they perceive will help them pursue certain goals. 

The gap that remains in the literature is the role of the brand in consumer goal pursuit. Do brands 
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help or hurt consumers’ striving toward their goals? I elaborate on this gap in the following 

section. 

 

Literature gap 

While many marketers spend a considerable amount of their advertising dollars 

communicating the association between their brands and consumers’ goals, and although it is 

well established that consumers gravitate toward brands that represent images and ideals they 

desire to achieve (Chen, Wan & Levy, 2017), existing research is largely silent regarding when 

and how brands help versus hurt consumer goal pursuit. Thus, we need a greater understanding 

regarding when and how consumer use of brands to assist in goal pursuit is detrimental versus 

beneficial. For example, Brick and Fitzsimons (2017) found that consumers who are low in 

relationship power (i.e. cannot face their frustration with their partner) chose brands that are less 

liked by their partner to “get even” with them instead of taking steps to solve the problem. The 

question remains as to whether the brand actually helped the consumers (e.g. made them feel 

better) or hurt them (e.g. reduced their motivation to solve the problem). Furthermore, the 

outcome of the consumer’s brand-assisted goal pursuit is likely to affect their relationship with 

the brand, just as interpersonal goal pursuit affects personal relationships (Fitszimons and 

Fishbach, 2010).   

The manner in which I fill this gap with this dissertation research is by bridging the brand 

relationship literature and goal pursuit literature to provide insights into when and how brands 

help or hurt consumer goal pursuit. The brand relationship research shows that consumers relate 

to brands in a manner similar as human relationships (Fournier, 1998). Research in the domain of 

psychology on “interpersonal goal pursuit” suggests that when individuals receive help from 
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others (e.g., friends, family, co-workers) to achieve their personal goals, their relationship with 

the other person determines the individual’s goal pursuit (Righetti, Kumashiro, & Campbell 

2014).   Given that most consumer behavior is goal-driven and that branded products constitute a 

means to many of the ends consumer pursue, it stands to reason that in the same manner in which 

people’s interpersonal relationships with friends and family who help them pursue a goal affects 

their goal striving and success, so must consumers’ relationships with the brands that help them 

achieve their goals affect goal pursuit processes such as goal progress monitoring and making 

subsequent goal-(in)consistent choices.  

This dissertation research focuses on a prevalent and influential type of consumer-brand 

relationship: self-brand connection (SBC), which refers to the psychological connection between 

a consumer and the brand, as well as the extent to which the consumer has incorporated the 

brand into their self-concept (Escalas & Bettman, 2005). Consumers incorporate brands with 

desirable image associations into their self-concepts, and these can be related to consumers’ 

personal goals. For example, the college athlete who strives to score in each game may choose 

Nike apparel, footwear, and gear to help him improve his athletic performance because he 

believes the brand helps him “Just do it.”  Thus, continuing with the prior example, the strength 

of the college athlete’s self-brand connection with Nike will influence whether high versus low 

perceived progress toward his athletic performance improvement goal leads to goal-consistent or 

-inconsistent behavioral choices. Given that Individuals have limited resources in terms of time 

and energy, not every goal they pursue will be achieved. Thus, although the choice of a goal-

consistent behavior after low goal progress represents persistence, the choice of a goal-

inconsistent behavior can be considered an adaptive response of disengaging from difficult goal 

(Brandstätter, 2003; Brandtstädter & Rothermund, 2002; Wrosch, Scheier, Carver, & Schulz, 
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2003). While disengaging from goals is a commonplace occurrence, less is known about the 

process itself (Ghassemi, Bernecjer, Herrmann and Brandstatter, 2017). Thus, this dissertation 

sheds light on the manner in which SBC determines consumers’ goal-(in)consistent choices 

following from low (vs. high) perceived goal progress. Furthermore, I propose that there is a 

feedback loop whereby perceived goal progress affects consumers’ relationships with the goal-

assisting brand. Thus, in the example above about the college athlete, a feedback loop is likely to 

impact the college athlete’s self-brand connection with Nike proceeding from high versus low 

perceived athletic performance improvement progress.  

In related research, Cheng, White and Chaplin (2012) show that self-brand connection 

affects how consumers respond to brand failure as a function of their self-esteem goal (i.e., 

maintaining a positive self-evaluation). This research finds that when participants were presented 

with negative reviews (i.e., brand failure) about a high self-connection brand, they reported 

lower self-evaluation (e.g., self-esteem) than when they read negative reviews about a low self-

connection brand. However, these high (vs. low) self-brand connection participants’ brand 

evaluations remained favorable despite the brand’s failure. Cheng, et al (2012) explain this 

phenomenon as an ego-protection effect. In that high self-brand connection, consumers are 

reluctant to evaluate the brand negatively because they perceive their brand evaluation as 

reflective of their own self-evaluation. These results can also be explained in terms of the role of 

self-brand connection in brand-assisted goal pursuit that this dissertation postulates. More 

particularly, the high SBC brand failure can be construed as low progress toward the consumers’ 

goal of maintaining positive self-esteem. Participants responded to this low goal progress by 

positively evaluating the brand; this contributed to boosting participants’ self-esteem by 

minimizing the threat to their positive self-view. In other words, participants were motivated to 
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make a self-esteem goal-consistent (positive) brand evaluation. Due to participants’ high self-

connection to the brand, a negative evaluation would boomerang back toward the consumer’s 

self-evaluation (Cheng, et al 2012), which is inconsistent with the goal of maintaining a positive 

self-view or self-esteem. Furthermore, although Cheng, et al (2012) did not specifically measure 

post-brand failure SBC, I surmise that high SBC participants’ positive brand evaluation after 

brand failure suggests that the self-brand connection strength was maintained, which supports the 

feedback loop perspective I will present in this dissertation.  

 

Dissertation objective 

The objective of this dissertation is to propose and empirically test a theoretical model to explain 

how consumers’ self-brand connections help or hinders consumers’ goal pursuit efforts when 

they use brands to assist with goal setting and goal striving and how brand-assisted goal 

success/failure affects self-brand connections. To achieve this purpose, this research is driven by 

the following overarching questions. First, as it relates to how brands affect goal pursuit, how 

does self-brand connection strength affect perceived goal progress, and whether consumers 

choose goal-consistent or inconsistent subsequent behaviors? Second, how does goal failure 

affect the consumer’s self-brand connection? More specifically, I argue that when consumers are 

using brands, they have high (low) self-connection with, they are more (less) likely to increases 

their perceived progress. Thus, when high (low) SBC brand assists with the goal pursuits, 

consumers are more (less) likely to make goal-inconsistent choices. Last, I predict that goal 

failure might affect consumers self-brand connection such that when consumers make low goal 

progress (i.e. fail) in brand-assisted goal pursuits, they are more likely to distance themselves 

from the brand thus decreasing their self-brand connection. 
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Research findings summary 

Four completed studies provide partial support for the theorized model by showing that 

self-brand connection strength does indeed affect perceived goal progress during the goal 

monitoring phase of goal pursuit, as well as goal-(in)consistent choice during the behavior 

adjustment phase. Furthermore, perceived goal progress also affects self-brand connection. Study 

1 shows that self-brand connection has an effect on perceived progress and subsequent choices 

such that consumers who are using brands they have high self-brand connection are more likely 

to exaggerate their level of progress compared to those who are using low self-brand connection. 

In addition, consumers who are using high self-brand connection are more likely to make goal-

inconsistent choices compared to those who are using a low self-brand connection. In study 2 I 

used a manipulated self-brand connection instead of measure, and only the impact of the 

construct on subsequent choices was replicated in the same direction. Study 3 shows that the 

goal-outcome influences self-brand connection. As consumers fail in the goal pursuit, their level 

of connection to the brand weakened. On the other hand, when the goal-outcome is positive, 

consumers associate themselves with the brand, and their level of self-brand connection 

increases. Study 4 used a different goal pursuit (i.e., solving anagram), but due to problems with 

the main manipulation, the effects found in the previous three studies were not replicated. 

 

Dissertation organization 

This dissertation is organized as follows: First, the conceptual background section will 

elaborate on the two theoretical domains that the present research integrates to examine brand-

assisted goal pursuit: goal pursuit and consumer-brand relationships. Next, building on these two 
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theoretical bases, I present the theoretical framework and hypotheses. Then four studies were 

conducted to test these hypotheses. Finally, I discuss the results of the studies. 

 

Chapter 2: Conceptual background 

 

 The discussion of the conceptual background for this dissertation research focuses on two 

main areas. First, the domain of goal pursuit will be reviewed, focusing on two key sub-areas 

that are germane to this dissertation research: basic elements of goal pursuit (the nature of goals, 

motivation, and goal pursuit stages) and social influences on goal pursuit (reference group 

influences and interpersonal goal support)1. The latter leads to the logic for brand-supported goal 

pursuit, which is the focus of this dissertation. Following the discussion of goal pursuit research, 

I discuss the consumer-brand relationship literature, which contributes to understanding the 

brand’s role when consumers include them in their goal pursuit efforts.  

 

Basic elements of goal pursuit 

The nature of goals  

Goals are desirable end-states that are internally represented in people’s minds (i.e., 

cognitive constructs) (Kruglanski, 1996) and toward which individuals direct their actions 

(Pervin 1989). Goal pursuit research elaborates on two broad attributes of goals that impact goal 

 
1 Although goal theory recognizes that successful goal attainment is partly determined by self-

regulatory strategies, such as forming implementation intentions (Golwitzer & Brandstatter, 

1997), mentally simulating pathways toward goal completion (Taylor, Pham, Rivkin, & Armor, 

1998), and exerting willful self-control to resist temptations (Trope & Fishbach, 2000), as well as 

possessing the cognitive resources to execute these goal-directed control efforts (Baumeister & 

Vohs, 2007), the domain of self-regulatory processes is outside the scope of inquiry of this 

dissertation research. 
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achievement: content and intensity (Latham & Locke, 1991). Goal content varies in such features 

as desirability, feasibility, difficulty, specificity, importance, and abstractness. These 

characteristics are summarized in Table 1.  

Although, in general, goals are desirable end-states, individuals are motivated to pursue 

goals that are higher in desirability than competing goals, meaning that the short- or long-term 

consequences of attaining the goal are deemed more attractive than those of competing goals. 

Goal importance determines how much effort individuals are willing to invest in their goal 

pursuit. Desirable goals might not be perceived as high in importance compared to other goals 

an individual is pursuing.  

Expectancy-value theories of motivation (Heckhausen, 1977; Kuhl, 1982) suggest that 

individuals desire and commit to goals they perceive as more achievable, compared to goals they 

associate with a lower likelihood of success, which relates to the two independent characteristics 

of goal difficulty and feasibility. Goals may be deemed as difficult because of the amount of 

effort that is required to achieve the goal (Brehm & Self, 1989; Wright & Brehm, 1989). Dalton 

and Spiller (2012) found that having multiple goals might draw attention to the difficulty of the 

task, which affects commitment negatively. Bagozzi and Warshaw (1990) showed that goals’ 

perceived difficulty could demotivate consumers from pursuing these goals. For example, when 

consumers perceive certain products to be expensive or limited, they will be demotivated even to 

try buying the products. Furthermore, goals typically entail some difficulty, as there is little 

reason to set easy goals (Hollenbeck and Klein, 1987).  

Individuals sometimes seek the help of a significant other when pursuing goals. Research 

shows that a person’s receptiveness to such interpersonal goal support varies with goal difficulty; 

individuals are less prone to seek a romantic partner’s help for a difficult goal because it makes 
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them feel less capable (Righetti, Kumashiro, & Campbell, 2014). Individuals prefer to focus on 

their capability, which is referred to as self-efficacy beliefs. Goals seem feasible when the 

individual believes he or she is capable of performing goal-directed behaviors and that those 

behaviors will likely achieve the desired outcome (Bandura, 1997; Oettingen, 1996). Specificity 

is another influential characteristic of goals, which is “the degree of quantitative precision with 

which the aim [goal] is specified” (Lock, Shaw, Snarl & Latham 1981, p. 126). For instance, the 

goal of saving $100 reflects high specificity, whereas the goal of saving between $75-$125 

reflects low specificity. Thus, goals that consumers pursue are not restricted to well defined end-

states (e.g., visiting Hawaii in the summer) but also include open-ended and loosely defined end-

states (e.g., taking an adventurous road trip) (Bagozzi & Dholakia, 1999). 

The second broad attribute of goals, goal intensity, is reflected in a person’s commitment 

and effort toward achieving a goal (Latham & Locke, 1991). Goal commitment essentially refers 

to whether a person chooses to engage in goal-consistent behaviors, expecting to achieve the 

goal eventually. Research shows that merely engaging in a goal-consistent behavior serves as a 

commitment cue, which motivates further goal-consistent behavior (Zhang & Huang, 2010). This 

is important because individuals face the choice after performing a goal-consistent behavior of 

whether to continue pursuing the goal with another goal-consistent choice, or whether to 

disengage from goal pursuit by choosing a goal-inconsistent behavior. 
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Table 1. Defining goal characteristics 

 

Characteristic Definition 

Desirability  The value of the goal to the individual. Why the individual chooses 

to pursue the goal (Ghassemi, Bernecker, Herrmann, & 

Brandstatter, 2017). 

Feasibility Involves assessing the success likelihood of pursuing the goal 

(Vann, Rosa, & McCrea, 2018). 

Difficulty Assessment of the amount of effort, resources, capability required to 

succeed in pursuing a goal (Sencko & Harackiewicz, 2005). 

Specificity The extent to which the goal is quantified precisely (i.e., I want to 

lose a lot of weight vs. I want to lose 15 pounds) (Lock, et al., 

1981). 

Importance Involves the relative decision weight the individual ascribes to the 

goal at a given moment (Van Osselaer & Janiszewski 2012). 

Abstractness Refers to the goal’s level in the goal hierarchy, supra-ordinate, 

focal, or subordinate. The most abstract level are superordinate 

goals (“Why do I want to achieve that for which I strive?”), the next 

level below the superordinate goal is more concrete, and referred to 

as the focal goal (“What is it I am striving for?”), and the lowest 

level, below the superordinate goal, is the most concrete (“How do I 

achieve that for which I strive?”) (Bagozzi & Dholakia, 1999). 

Commitment Reflects a person’s decision to pursue a goal because they expect to 

eventually achieve the goal (Zhang & Huang, 2010). 
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While goal pursuit can operate with or without conscious awareness, conscious goals 

cannot be triggered automatically by environmental cues (Chartrand and Bargh, 1996), and 

influence consumer behavior without deliberation or conscious influence. This dissertation 

focuses on conscious or deliberate goal pursuit wherein the individual is consciously aware of his 

or her goal, purposefully selects a brand to help with goal pursuit, and intentionally uses the 

brand during goal striving. 

Goal Pursuit Stages  

Consumers perform multiple complex mental activities during goal pursuit. Bagozzi and 

Dholakia (1999) proposed a framework of six stages of goal-directed consumer behavior that 

distinguishes between goal setting and goal striving stages (see Figure 1). According to this 

framework, the first step is goal setting, where consumers decide which goals they can pursue 

and why they should pursue them. Given sufficient motivation to pursue a desired goal, the goal 

pursuit process begins. This framework emphasizes volitional goal pursuit, in contrast to 

habitual, impulsive, or nonconscious goal pursuit, which is also the emphasis of this dissertation 

research. In this context, goal pursuit initiates with the formation of a goal intention (e.g., “I 

intend to lose 10 pounds,” “I intend to raise my GPA,” or “I intend to reduce my credit card 

debt”). Subsequently, the action planning stage involves thinking about where, when, how, and 

for how long they should pursue the goal. After that, consumers engage in action initiation and 

control, where they examine their progress, make any needed adjustments, and decide if the goal 

is still important to them. The fifth step is goal attainment or failure, where consumers assess 

whether they achieved or failed to accomplish the goal. The last step is feedback reactions, 

where individuals think about how they feel about their goal outcome and potentially revise their 

goal. 
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Figure 1. Goal Setting and Goal Pursuit in Consumer Behavior (Bagozzi and Dholakia, 

1999) 

 

 

 

 

 

 

 

 

 

Given the purpose of this research to explain whether brands help or hinder goal pursuit, 

two stages are pertinent to this purpose: (1) action initiation and control, where individuals 

implement goal-directed actions and examine their progress and (2) goal attainment or failure, 

which involves a final comparison of the goal outcome to the standard set for the desired goal to 

determine whether to continue goal striving by maintaining or increasing current efforts or 

terminateing goal striving by disengaging from further efforts temporarily or permanently 

(Bagozzi & Dholakia, 1999). Accordingly, the next section elaborates on research concerning 

these two goal pursuit stages. 

 

Action initiation and control stage: Monitoring goal progress  

Monitoring goal progress involves periodically examining a goal-directed behavior (e.g., 

how much one studied for a test) and/or its outcome (e.g., what grade one achieved on the test) 

and comparing these with standard that has been set (e.g., earn an “A”) (Baumeister and Vohs, 

2007; Carver and Scheier, 1982). Goal progress monitoring serves to help individuals identify 

discrepancies between their current state and desired state so that appropriate behavioral 

adjustment can be made to promote goal attainment (Harkin, Webb, Chang, Prestwich, Conner, 

Kellar, Benn, & Sheeran, 2016). Such adjustment decisions constitute sequential choices, 

Goal setting 
Implementation 

intention 
Action planning 

Action initiation 

and control 
Goal attainment 

or failure 

Feedback 

reaction 
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wherein an individual must follow up an initial goal action with the option of either a goal-

consistent or goal-inconsistent action. Goal-inconsistent choices are accessible because 

individuals typically pursue several different behavioral goals at any given time that could 

contradict each other (e.g., studying to improve the GPA or hanging out with friends to have 

fun), and compete for the same resources such as time and energy. At times, people focus their 

efforts on maintaining a single goal (Bargh, Gollwitzer, Lee-Chai, Barndollar & Trötschel 2001); 

thus, their subsequent choices are more likely to be goal-consistent. On the other hand, 

individuals could find themselves pursuing more than one goal at the same time. In such 

situations, individuals will try to “balance” their efforts between these goals, some of which 

could be contradictory to each other, and their subsequent choices could be either goal-consistent 

or goal-inconsistent (Dhar & Simonsion 1999; Kivetz & Simonson 2002). For example, when 

multiple goals were activated, consumers showed a degree of “balancing” in their subsequent 

choices, some of which were contradictory to the focal goal (Ariely & Levav 2000; Drolet 2002; 

Ratner, Kahn, & Kahneman 1999; Read & Loewenstein 1995). 

 

Action initiation and control stage: Perceived goal progress and subsequent choices  

Progress refers to the perception that one is moving ahead on a goal by reducing the 

discrepancy between the current and desired end state (Carver & Scheier, 1998). When 

individuals perceive that progress has been made toward the desired end state, a certain sense of 

partial goal attainment can ensue, which signals that goal striving efforts can be reduced since 

less effort is needed to accomplish the goal. Alternately, perceived failure to make adequate 

progress signals the need to increase goal striving efforts because more effort is needed (Carver 
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& Scheier, 1998; Higgins, 1987; Locke & Latham, 1990; Miller, Galanter, & Pribram, 1960; 

Powers, 1973). 

Monitoring progress can increase motivation due to the goal gradient bias, wherein 

people tend to increase their goal striving efforts as they approach the end of goal pursuit (i.e., 

goal achievement) (Cryder, Loewenstein, & Seltman, 2013; Kivetz, Urminsky, & Zhang, 2006). 

Another study found that increased motivation and efforts in response to perceived goal progress 

are greater when progress seems fast (Koo & Fishbach, 2012). Although research shows that 

monitoring goal progress can help goal striving, research also suggests that perceived progress 

can undermine goal pursuit because perceived progress produces positive feelings, which can 

result in reduced effort to maintain the current state of progress (Carver & Scheier, 1998). 

Perceived progress can even encourage individuals to divert their efforts toward goal-

inconsistent behaviors (Amir & Ariely, 2008; Fishbach and Dhar, 2005).  

Fishbach, Zhang and Koo (2009)’s explanation for the mixed findings concerning 

perceived goal progress and subsequent goal-(in)consistent choices is that the decision to make 

subsequent goal-(in)consistent choices depends on the extent to which individuals view the 

initial goal-directed action as indicating goal progress versus goal commitment (for a review of 

determinants of commitment vs. progress representations of goal action see Fishbach, et al. 

2009). Fishbach and colleagues proposed that when actions signal commitment, then individuals 

will highlight the focal goal, leading to goal-consistent choices. One the other hand, when 

actions signal progress, then individuals are more likely to balance their action and disengage 

from goals once satisfactory progress has been achieved. It logically follows, then, that if 

individuals start pursuing a goal in a commitment-induced representation, then, consistent with 

the goal gradient hypothesis, progress is more likely to motivate them to make more goal-
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consistent choices. In contrast, lack of progress would lead to perceiving their commitment as 

weak and likely to disengage from the goal. On the other hand, if individuals pursue a goal with 

a progress-representation, then when an initial goal action leads to inferring progress, the 

individual is more likely to subsequently disengage from the goal and follow another one (e.g., 

Fishbach and Dhar, 2005). But, when the initial goal action leads to inferring lack of progress, 

the individual is more likely to focus on the goal to make satisfactory progress before 

disengaging. 

 

Goal attainment/failure stage  

Whereas individuals periodically examine their goal progress and evaluate the extent of 

discrepancy between their current state and their desired state to regulate their goal striving 

efforts during the action control stage, the goal attainment/failure stage occurs at the end of goal 

striving and represents a final evaluation of the degree to which the goal was achieved or the 

degree of failure to achieve it. For example, if a person commits to a 12-week exercise program 

to lose 15 pounds, at the end of the 12th week, the individual will compare their current state to 

the desired state of weight 15 pounds lower than their starting weight. The person’s feelings 

about their success or failure at this stage can create a feedback loop that influences subsequent 

goal-setting. If the person feels positive about the goal attainment, then he may set a different 

health-related goal, such as lowering cholesterol, to pursue next. However, if the person feels 

negative about failing to meet the goal, he may decide to commit to another 12-week exercise 

program, or try a different method, such as a nutrition-based program. 

 

  

Relationship of goals to the self-concept

Goal pursuit has profound implications for the self-concept. Achieving valued goals
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aspects of their actual self, to achieve aspects of their ideal self, the type of person one desires to 

be, or ought self, the type of person one feels duty or obligation to be (Higgins, 1987), as well as 

to distance themselves from feared possible selves—the selves a person beliefs they might 

become in the distant future (Ruvolo & Markus, 1986). Thus, the different facets of one’s self-

knowledge (e.g., actual self, ideal self, etc.) determine the cognitive component of one’s 

superordinate goals (i.e., why consumers seek a specific goal out of many other competing goals) 

and subordinate (behavioral) goals (i.e., how individuals behave during goal pursuit) (Schlenker, 

1985).  

 

 

  

  

 

 

   

    

 

 

 

 

increases an individual’s image as competent and successful. People pursue goals to maintain

 Self-deficits or self-discrepancies, the difference between how individuals want to be (i.e., 

the ideal-self) and how they view themselves to be (i.e., the actual self), creates a state of tension 

individuals seek to reduce (Higgins, 1987). Thus, self-deficits motivate individuals to take actions 

and move toward a desired end-state (i.e., goals) (Markus & Wurf, 1987). Individuals become 

aware of self-deficits during goal progress monitoring by comparing their current state to their 

desired end state and evaluating the distance. Although individuals could reduce the 

psychological discomfort created by the self-discrepancy by readjusting their behavior and make 

choices that get them closer to the desired end-state (i.e., increase efforts toward goal striving), 

they could also engage in compensatory consumption, which is a type of behavior that helps 

individual avoid self-deficit information and protect their self-image (e.g., Gao, Wheeler, and 

Shiv 2009; Rucker and Galinsky, 2008). Compensatory consumption could help individuals avoid 

the negative information about the self by (1) symbolically “making up” for the aspect of the self 
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Brand-assisted goal pursuit  

Consumers use brands in various types of goal pursuits, such as social affiliation (Chen, 

Wan & Levy, 2016), signaling status and wealth (Vigneron, Franck & Johnson, 1999), self-

enhancement (Escalas and Bettman, 2005), compensating for self-deficits (Kim & Gal 2014), 

coping with loneliness (Long, Yoon & Friedman, 2014) and coping with relationship conflict 

(Brick and Fitzsimons, 2017). Research elucidating the manner in which consumers relate to the 

brands that support their goal pursuit focuses on how consumers humanize brands from three 

perspectives (MacInnis and Folkes, 2017). First, the human-focused perspective discusses 

situations where consumers might perceive brands as having human-like features, such as 

personalities. Thus, a person may choose a brand with personality traits that are compatible with 

the situation, such as using a competent brand for a performance-related goal, but using a warm 

brand for a relational goal (Aaker, 1998; Fournier & Alvarez, 2012). Second, the relationship-

focused perspective where studies focus on how consumers form relationships with brands that 

are governed by the same social rules that govern relations between people (Fournier 1998; 

Muniz Jr. & O’Guinn, 2001, Blackston, 1993).  

Consumers with the relationship-focused perspective may select brands to support their 

goal pursuit based on the nature of their relationship. A more important goal (e.g., getting 

pregnant to start a family) may encourage reliance on a brand that is a committed partner or best 

friendship. In contrast, for a less critical goal (e.g., decorating the nursery), the individual may 

enlist a brand that is a casual friend or a fling (Fournier, 1998).  Third, and more intimately 

related to goal pursuits, the self-focused perspective which states that individuals view brands as 

attention to the information itself (Heatherton & Baumeister, 1991).

that is related to the negative information (Gao et al. 2009) or by (2) avoiding paying
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oneself instead of a person by itself. For example, consumers might perceive the brand as being 

similar to themselves (i.e., brand-self congruity) (Sirgy, 1982). This perspective views the brand 

as a part of consumers’ sense of self, “who they are, they have been, or they might become 

(MacInnis and Folkes, 2017). In this sense, the brand’s role in supporting goal pursuit is that the 

brand’s performance reflects the individual’s goal striving performance. For example, the extent 

to which the cavity control toothpaste effectively minimized a person’s dental cavity-formation, 

indicates whether the individual’s goal of a favorable report at the next dental examination is 

achieved.  

This type of self-focused brand humanization during goal pursuit can be detrimental for 

achieving goal success. Peloza, White & Shang (2013) propose that humanized brands reduce 

consumers’ accountability and sense of control during goal pursuit. Transfer of accountability 

toward the brand can lead consumers to engage in greater goal-inconsistent behavior. Thus, 

consumers are more likely to engage in goal-inconsistent behavior without actually noticing their 

need for self-control, a necessary condition for “readjusting behavior.”  

Clearly, there are conflicting views about brand-supported goal pursuit in the consumer 

brand choice literature. Although consumers have a relatively clear sense about the types of 

goals certain brands can help them pursue, there is the potential for the brand to get in the way of 

the consumer attaining their goal. Understanding when and how brands help versus hurt 

consumer goal pursuit is the purpose of the theoretical framework that I develop in the following 

section along with the research hypotheses. 
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Chapter 3: Hypotheses Development 

 

Prior research establishes that consumers choose brands that they believe will help them 

achieve certain goals. The issues that this dissertation addresses is whether pursuing a goal with 

the assistance of a brand that is strongly or weakly connected to the consumer’s self-concept will 

help versus hinder goal pursuit. I approach this issue from the basis of the goal pursuit process 

and how the high (versus low) self-connection brand affects the individual’s decisions to enact 

goal consistent (versus inconsistent) choices. 

As discussed in the previous section, “Basic elements of goal pursuit,” when actively 

pursuing a desired end state or goal, self-regulation of behavior toward achieving a goal requires 

that individuals monitor their progress at different intervals for input on how much effort is 

needed to accomplish the goal and whether any adjustment to one’s current behavior should take 

place (Carver & Scheier, 1998). Typically, when a person believes that they are making adequate 

progress toward accomplishing a goal, this creates a sense of optimism. Individuals can rely on 

many different cues to signal to them that they are making progress toward a goal, such as 

judging recent behaviors that they have enacted as goal-consistent. Research has shown that 

perceived progress can have a detrimental effect when the individual relies on cues that signal a 

false sense of progress (Fishbach and Dhar, 2015). For example, when an individual has just 

engaged in a goal-consistent action (e.g., stayed up late studying for a test), the individual may 

view this action as a signal of progress toward the goal (i.e., being prepared for the test). A false 

sense of progress often leads people to infer that they will continue to make progress in the 

future (Fishbach and Dhar, 2005). This leads to overestimating their future progress, which 
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encourages individuals to subsequently choose a goal-inconsistent behavior (i.e., going out to 

lunch with friends).  

I propose that a high SBC brand could encourage maladjusted goal-directed behavior in 

specific contexts where the brand produces a false sense of progress. Brick and Fitzsimons 

(2017) found that individuals who are low in relationship power, instead of engaging in difficult 

and constructive conversations with their significant other, bought brands that are less liked by 

their partner to “get even” with them. This exemplifies the use of brands as a goal-inconsistent 

compensatory mechanism, in this case, to gain revenge on their relationship partner by 

purchasing their partners’ disliked brands, rather than engaging in adaptive behaviors that help 

achieve the goal of improving the relationship. In this example, the consumer would likely 

perceive false progress and feel subsequently justified to engage in other goal-inconsistent 

choices (Fishbach and Dhar, 2005).  

Additionally, brands with which consumers have high self-connection could hinder 

consumers’ goal pursuits for a different reason. For example, goals are mental representations of 

the desired end state (Fishbach and Dhar, 2005), and consumers use brands to reach the ideal-self 

(Carver and Scheier 1998; Gollwitzer and Moskowitz 1996). Accordingly, consumers could 

perceive that merely buying a brand with which they have high-self connection as progress 

toward the goal, especially if this brand has strong symbolic associations with achievement of a 

goal such as an aspirational self-image goal (The best athletes buy Nike, therefore by buying 

Nike apparel I improve my athletic performance). Such perceived progress could also lead 

consumers to justify subsequent goal-inconsistent behavioral choices that could later demotivate 

goal striving. Thus, I hypothesize: 
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H1: Consumers who are using high (low) self-brand connection are more (less) 

likely to make goal-inconsistent choices. 

 

H2: Consumers who are using high (low) self-brand connection are more (less) 

likely to exaggerate their perceived degree of progress. 

 

H3: Exaggerated progress mediates the relationship between self-brand 

connection and subsequent choices 

  

In addition, given that individuals are motivated to approach positive resources associated 

with pleasure and avoid negative resources associated with pain (Markus & Nurius, 1986; Strong 

& Aron, 2006). I theorize that when consumers fail in a brand-assisted goal, they are more likely 

to distance themselves from the brand. This distance will weaken their psychological connection 

with the brand or self-brand connection.  On the other hand, when consumers succeed in a brand-

assisted goal, they are more likely to increase their psychological connection with the brand, 

which will strengthen self-brand connection. Accordingly, 

 

 H4: Individuals who fail (succeed) in a brand-assisted goal purist are more likely to 

distance (associate) themselves from (with) the brand. Thus decreasing (increasing) their SBC. 

 

 

Stronger (weaker) self-brand connection after the consumer monitors their progress will 

serve as a cue of their commitment to the brand-supported goal the consumer is pursuing. A 
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stronger self-brand connection signals a high value of and the consumer’s strong commitment to 

the brand-supported goal. In contrast, a weaker self-brand connection signals the low value of 

and weak commitment to the brand-supported goal. Inferring strong goal commitment motivates 

goal-consistent subsequent choices, whereas low goal commitment is demotivating and 

encourages goal-inconsistent subsequent choices (Zhang & Huang, 2010). Thus, I hypothesize: 

 

 H5: Strong (vs. weak) updated self-brand connection is associated with greater (lower) 

likelihood of making goal-consistent subsequent choices. 

 

H6: The consumer’s post-goal progress SBC mediates the relationship between perceived 

progress and subsequent goal-consistent choice. 

 

 

In sum, this dissertation research examines how consumers’ self-brand connections 

impact their  subsequent choices. I predict that pursuing a goal with the support of a high (versus 

low) self-connection brand will increase (decrease) the extent to which the individual will 

engage in goal-inconsistent behaviors (H1). The mechanism by which self-brand connection 

influences consumers’ subsequent goal-(in)consistent choices is the consumers’ perception of 

progress. Using a high (versus low) self-connection brand leads to   a greater false sense of 

progress (H2) and this exaggerated perceived progress mediates the effect of self-brand 

connection on consumers’ subsequent goal inconsistent choices (H3). A feedback loop is also 

expected to occur in which perceived goal progress failure (versus success) leads to decreased 

(increased) self-brand connection strength (H4), which subsequently decreases (increases) goal-
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consistent choice (H5, H6). Thus, an asymmetric effect is anticipated in which initially high SBC 

strength negatively affects goal-consistent choice, yet subsequently higher SBC strength 

positively affects goal-consistent choice.



 

Figure 2. Theoretical Framework  
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Chapter 4: METHOD 

 

Overview 

 The objective of this set of studies was to test the hypotheses (H1-H6) that there will be a 

greater (lesser) positively-biased evaluation effect of strong (vs. weak) self-brand connection 

(SBC) on perceived goal progress, which will result in stronger SBC when goal progress is 

evaluated more (vs. less) positively), and will result in greater (vs. lesser) goal-consistent 

choices. Different paradigms were used across the four main studies, including fictional 

scenarios, engaging in a writing task, and solving anagrams. Both real and fictitious brands were 

used and self-brand connection was both measured and manipulated. To increase 

generalizability, the contexts were varied, including college exam preparation, improving athletic 

performance, improving physical fitness, charitable behavior, and improving cognitive 

performance. A new method for manipulating self-brand connection strength was developed and 

pre-tested for Study 2. Study 3 and 4Given that all the studies used undergraduate student 

participants, the stimuli and contexts were designed for greatest relevance to the sample. 

 

 

Study 1 

 

Study 1 examines whether self-brand connection affects consumers’ subsequent choices, 

such that when consumers are using brands with high self-connection, they are more likely to 

experience increased perceived goal progress. Thus, these consumers are more likely to make 

goal-inconsistent choices. On the other hand, consumers who are using brands with low self-

connection are less likely to perceive increased goal progress, thus making less goal-inconsistent 

choices. (H1-H3). 
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Participants and Design  

Study 1 is a self-brand connection (continuous measure) x 2 (Goal Type: Ideal vs. Ought) 

between subjects quasi-experimental design in which self-brand connection was measured and 

goal type was manipulated. Goal type was included as a potential boundary condition to observe 

whether SBC affects goal pursuit in ideal or “want to” –type goals, but not for ought or “have to” 

type goals. Perceived progress and subsequent choices were included as the key dependent 

variables. Eighty undergraduate students at FIU completed the study in exchange for extra credit. 

 

Procedure 

Participants completed the study in the behavioral research lab at individual computer 

stations separated by corrals. All stimuli and measures were administered using the Qualtrics 

web survey platform. The cover story told participants that this was a study about college student 

goals. 

Participants in the ideal-goal condition were asked to read a hypothetical scenario in 

which they have to start working out to stay fit. The hypothetical scenario states that participants 

will be using an Apple Watch (adapted from Ferraro, Kirmani and Matherly, 2013) to enhance 

their workout routine. At the end of the hypothetical scenario, participants read, “After using the 

Apple Watch for six months, you noticed that you are fitter and your performance improved 

compared to six months ago.” As for participants in the ought-goal condition, they read a 

hypothetical scenario in which they have to take a 50-question cumulative exam. The 

hypothetical scenario states that the course instructor will loan students an Apple iPad (adapted 

from Ferraro, Kirmani and Matherly, 2013) to enhance students’ success. At the end of the 
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hypothetical scenario, participants read “You checked your grade two weeks later and found that 

you got a good grade on the exam,”   

Then participants were asked to write whatever thoughts came to their minds about the 

Apple Watch. Once they were done they were asked to complete the survey that included the 

three focal dependent variables and other relevant measures that were included for exploratory 

purposes. Last participants answered demographic questions. 

 

Measures  

Using seven-point likert-type scales, participants were asked to complete the self-brand 

connection scale (Esacalas and Bettman, 2003), which includes such items as: “Brand X reflects 

who I am,” “I can identify with Brand X,” “I (can) use Brand X to communicate who I am to 

other people.” Participants were asked to rate on a seven-point scale their progress: (7= no 

progress, 1 = a lot of progress). To capture interest in pursuing incongruent activities,  

participants in the ideal-goal condition were asked to rate on a seven-point scale their interest in 

drinking a soda and eating a chocolate, and participants in the ought-goal condition were asked 

to rate on a seven-point scale their interest in hanging out with friends and watching Netflix: (7 = 

Extremely unlikely, 1 = extremely likely). (Adapted from Fishbach and Dhar, 2005). To capture 

interest in pursuing goal-consistent activities, participants in the ideal-goal condition were asked 

to rate on a seven-point scale their interest in eating an Apple and drinking spring water, and 

participants in the ought-goal condition were asked to rate on a seven-point scale their interest in 

studying and working on their coursework: (7 = Extremely unlikely, 1 = extremely likely). 

(Adapted from Fishbach and Dhar, 2005). Participants then responded to demographic items. 

Upon completing the survey, participants were thanked and debriefed. 
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Results  

Two participants were removed from the analysis, as they did not complete the survey. 

Thus, the final sample consisted of 78 participants (females = 51, males = 27). 

 The tests of whether using brands with high (low) self-connection during goal striving 

leads to greater (lesser) likelihood of making goal-(in)consistent choices (H1), and increases 

(decreases) perceived progress (H2), and whether perceived goal progress mediates these 

relationships (H3) were conducted using regression models in which perceived progress was the 

dependent variable and self-brand connection was the independent variable. Results of the 

analysis revealed no significant effects of self-brand connection on goal-inconsistent choices (p 

= .59). However, to have a better understanding of consumers’ goal pursuits, there’s a need for 

goal-consistent choices to capture a more comprehensive goal pursuit behavior (e.g., Fishbach 

and Dhar, 2005). Accordingly, I measured participants’ goal-consistent behavior. The results of 

the analysis revealed unexpected significant effect of self-brand connection on goal-consistent 

choices (b = .230, t(76) = 2.8, p < .01); consumers higher in self-brand connection are more 

likely to make goal-consistent choices than consumers who are lower in self-brand connection 

(see Table 2 and Figure 3 below).  

In addition, supporting hypothesis 2, results of the analysis revealed a significant effect of 

self-brand connection on perceived progress (B = .392, t(77) = 3.6, p < .01); consumers higher in 

self-brand connection reported higher perceived progress than consumers who are lower in self-

brand connection (see Table 3 and Figure 4 below).  

 

 

 



   

 

 

35 

Table 2. Regression Analysis Of The Effect Of Self-Brand Connection On Goal Consistent 

Choices (Study1) 

Effect Estimate SE 95% CI P 

LL UL 

Constant 4.26 .302 3.66 4.86 .000 

Self-Brand Connection .238 .079 .081 .395 .004 

 

 

 

Figure 3. How Self-Brand Connection Affects Goal-Consistent Choices 

 

 

 

 

 

 

 



   

 

 

36 

 

Table 3. Regression Analysis Of The Effect Of Self-Brand Connection On Progress 

(Study1) 

Effect Estimate SE 95% CI P 

LL UL 

Constant 3.63 .396 2.84 4.26 .000 

Self-Brand Connection .401 .104 .195 .607 .000 

 

 

 

Figure 4. How Self-Brand Connection Affects Perceived Progress 
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Mediation Analysis. Given the experiment’s design, I predicted that perceived progress 

resulting from using a brand with high self-brand connection would lead consumers to justify 

goal-inconsistent choices. Accordingly, consumers who are using brands with high self-brand 

connection are more likely to make goal-inconsistent choices compared to those who are using 

brands with low self-brand connection. On the other hand, consumer’s perceived lack of progress 

would motivate consumers who are using brands with low self-brand connection to make more 

goal-consistent choices. 

As the analysis of the study demonstrated earlier, high self-brand connection lead 

consumers to make more goal-consistent choices. While the results did not support my 

hypothesis, I conducted a mediation analysis of the indirect effect of self-brand connection on 

goal-consistent choices through perceived progress using the Hayes macro for SPSS, model 4. 

While progress had a significant effect on goal-consistent choices (B = .161, t(77) = 2.02, p < 

.05), the mediation coefficient was not statistically significant (B=0.24, p<0.2). Thus, hypothesis 

3 was not supported. 

I conducted further analysis to test if there is any relationship between the factors 

discussed earlier. Accordingly, I conducted a correlation analysis to investigate if there is any 

possible relationship, or a pattern, between self-brand connection, perceived progress and goal-

consistent choices. There was a statistically significant correlation (N = 80) between perceived 

progress and goal-consistent choices, r = .25, p < .05, perceived progress and self-brand 

connection r = .40, p < .05, and between self-brand connection and goal-consistent choices, r = 

.32, p < .05.  
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Table (4). Pearson correlations for Study1 variables 

 Self-Brand 

Connection 

Perceived Progress 

Perceived Progress .401*  

Goal-Consistent Choices .323* .250* 

Note. statistically significant at p < 0.05 level 

 

 

Discussion  

Study 1 provides initial evidence that self-brand connection determines, to a certain 

extent, consumers’ subsequent choices during the goal pursuit. Specifically, consumers who are 

higher (vs. lower) in self-brand connections are more likely to make goal-consistent choices. 

Also, as hypothesis 2 predicts, consumers exaggerate their level of progress depending on the 

self-brand connection. However, study 1 did not provide any support for the effect of self-brand 

connection on goal-inconsistent choices, nor the mediation effect of perceived progress on self-

brand connection. Study 1b has two objectives. The first is to manipulate the self-brand 

connection instead of measuring it. Also, subsequent choices will be measured differently. 

Instead of asking participants to rate on a scale their interest to make goal-consistent choices or 

goal in-consistent choices, participants will be asked to indicate their interest in disengaging 

from the focal goal and pursuing a different one. Fishback, Zhang and Koo (2009) argued that 

individuals could engage in goal in-consistent choices by trying to balance their efforts between 

a focal goal and a background goal and engage in goal consistent choices by highlighting and 

prioritize the focal goal. Accordingly, in study 1b, participants will be asked to indicate their 
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interest in participating in a second activity (i.e., doing the dishes) beside the focal goal (i.e., 

improving their athletic performance in their chosen sport). 

 

 

Study 2 

 

Pretest  

Given that a main objective of Study 2 was to manipulate self-brand connection instead 

of measuring it, I pretested a newly developed manipulation online using Qualtrics web survey 

software among a sample of forty-four undergraduate FIU marketing students wherein I asked 

participants to rank a list of personality traits, associated with Aaker’s (1998) brand personality 

dimensions, by ranking the personality trait that represents them the most, and the personality 

trait that represent them the least. These personality traits included sincere, competent, 

masculine, feminine, and other brand personality traits. Then, participants were introduced to a 

fictional brand named “Zynox” which sells a wearable watch similar to Fitbit and Apple Watch 

that provide feedback and progress reports that would help users to improve their skills in their 

chosen sport (e.g., Basketball).  

Participants were then asked to imagine a brand as a person with human traits and were 

provided the example of a Ford Mustang being described as “cool” and “sexy.” Then, using 

Qualtrics’ piping text feature, participants in the high (low) self-brand condition were shown a 

brief description of the brand that included the personality trait that represented them the most 

(least). Participants then completed the nine self-brand connection scale (Escalas and Bettman, 

2005) items. 

An independent-samples t-test was conducted to compare self-brand connection for 

participants in the low and high self-brand connection conditions. There was a significant 
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difference in the scores for high self-brand connection (M=4.82, SD=1.24) and low self-brand 

connection (M=3.54, SD=1.05) conditions; t (42) =3.64, p < 0.01. These results suggest that the 

manipulation succeeded in generating differential self-brand connection ratings toward the 

fictitious brand of wearable smart devices. Specifically, the results suggest that when the brand 

was described by the personality traits that represented participants the most (least), their self-

brand connection increased (decreased).  

 

Main study 

Participants and Design. Study 2 is a 2 (Self-brand connection: High vs. Low) x 2 

(Goal-outcome: Success vs. Failure) between-subjects factorial design, in which both factors 

were manipulated. This study was designed to test whether high (versus low) self-brand 

connection increases (decreases) subsequent goal-consistent choices (H1) and leads to greater 

perceived progress (H2) and the extent that progress mediates the SBC—goal-consistent choice 

relationship (H3). Perceived progress and subsequent choices were included as the key 

dependent variables. One hundred forty one undergraduate students at FIU completed the study 

in exchange for extra credit. 

Procedure. Participants completed the study in the behavioral research lab at individual 

computer stations separated by corrals. All stimuli and measures were administered using the 

Qualtrics web survey platform. The cover story told participants that this was a study about 

college students’ goals. 

After performing the self-brand connection manipulation described in the pretest, 

participants were asked to rank different tasks (i.e., second activity) and move the task they feel 

they need to do the most to the top of the list. The list included doing laundry, washing dishes, 
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grocery shopping, and cooking dinner. Afterward, participants were informed that the first study 

was completed, and they will start the second study, which is about “athletic activity 

preferences.” 

The athletic activity preferences started with questions that measure their attitude towards 

different popular sports that were chosen based on a previous pretest such as basketball, golf, 

hockey, tennis, and jogging. And they were asked to write 5-7 ways in which they intend to try 

to improve their skills in their chosen sport. Then the cover story introduced a fictional brand 

named Zynox, a wearable device similar to Fitbit that will help them track their activity in the 

selected sport and provide important stats and tips regarding their performance. Then, 

participants went through the same procedure described in the pretest. After measuring goal 

commitment and intention to use the brand for exploratory reasons, participants were introduced 

with the goal-outcome manipulation. Participants in the success (failure) condition were 

informed in a hypothetical scenario that after using the product for a few weeks, they noticed 

great improvement (no improvement) in their skills and performance. 

Then participants were asked to complete the survey that included the three focal 

dependent variables and other measures. Last participants answered demographic questions. 

Upon completing the survey, participants were thanked and debriefed. 

 

Measures. Another factor that is different from study 1 is the way subsequent choices 

were measured. Instead of providing goal-inconsistent choices, in this study, I tried to capture 

how participants might disengage from the focal goal (i.e., improving their skills in a chosen 

sport) and engage in another activity instead (i.e., the second activity).  
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Interest in pursuing goal-consistent activities.  Participants were asked to rate on a seven-

point scale their interest in analyzing the progress feedback and improvement tips they received 

from the Zynox brand to use them in their training instead of doing the second activity: (7 = Very 

unlikely, 1 = very likely).  

Interest in pursuing goal-inconsistent activities. Participants were asked to rate on a 

seven-point their interest in doing the second-activity instead of analyzing the feedback from the 

Zynox brand: (7 = Extremely unlikely, 1 = extremely likely).  

Dependent measures. The key dependent measures were perceived progress and self-

brand connection, which were measured similarly to study 1. 

 

Manipulation Checks. An independent-samples t-test was conducted to compare self-

brand connection for participants in the low and high self-brand connection conditions. There 

was a significant difference in the scores for high self-brand connection (M=3.61, SD=1.49) and 

low self-brand connection (M=3.06, SD=1.40) conditions; t (118) =2.04, p < 0.05. These results 

suggest that the manipulation really does have an effect on self-brand connection. Specifically, 

our results suggest that when the brand was described by the personality traits that represent 

them the most (least), their self-brand connection increased (decreased). 

 

 Results. Twenty-one participants were removed from the analysis, as they did not pass 

the attention check question. Thus, the final sample consisted of one hundred and twenty 

participants (females = 70, males = 50). A 2 (self-brand connection: high vs. low) x (goal 

outcome: success vs. failure) ANOVA was conducted and the interaction effect did not reach 

significant level (p = .844). However, the analysis showed a significant main effect of self-brand 
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connection on goal-consistent choices similar to the results found in study 1. Participants in the 

high self-brand connection condition (Mhigh = 5.99) reported higher interest in evaluating the 

feedback from the Zynox brand to improve their athletic performance (i.e., the focal goal) 

compared to those in the low self-brand connection condition (Mlow = 5.14); (F(1, 116) = 4.21, p 

= 0.032). Another 2 (self-brand connection: high vs. low) x 2 (goal outcome: success vs. failure) 

ANOVA was conducted to test the effect of self-brand connection and goal outcome effect on 

goal-inconsistent choices (i.e., doing the second activity instead of using the feedback to improve 

their athletic performance) and the interaction effect did not reach significant level (p = .931), 

and there was no significant main effect (see Table 4 and Figure 5). 

 

Table 4. ANOVA Analysis Of The Effect Of Self-Brand Connection On Goal Consistent 

Choices (Study 2) 

 

Measure High SBC Low SBC F(1, 116) Partial Eta 
Squared 

 M SE M SE   

Goal Consistent Choices 5.92 .27 5.14 .23 5.29 .028 

p = .023 
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Figure 5. How Self-Brand Connection Affects Goal Consistent Choices (Study 2) 

 

As for hypothesis 2, self-brand connection did not had an effect on perceived progress (p 

> .05) thus hypothesis 2 was not supported. Accordingly, I did not conduct a mediation analysis 

to test hypothesis 3. 

 

Discussion. Study 2 replicated only one significant effect from study 1, which is the 

effect of self-brand connection on subsequent choices. However, there was no significant effect 

of self-brand effect on progress. Besides the likelihood that there’s no significant effect, to begin 

with, another possible explanation is how progress was measured in the previous two studies. 

Perceived progress is more likely to be an implicit process, and reliable and valid measurement 

of implicit attitudes remains a challenge (e.g., Brendl et al. 2001; Greenwald, McGhee, and 

Schwartz, 1998). Accordingly, in the last study, progress will be measured by comparing 
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participants’ moods before and after reading about their level of progress (Carver & Shier, 2014). 

This issue will be considered in study 4. 

In study 3, I seek to provide evidence for the effects of goal-outcome on self-brand 

connection. Accordingly, the consumer-brand connection will be measured after the goal-

outcome 

 

Study 3 

 Study 3 examines whether goal outcome affects self-brand connection, such that when 

consumers fail (vs. succeed) in a brand-assisted goal pursuit they are more likely to distance 

(associate) themselves from (with) the brand (H4). 

 

Participants and Design 

Participants were 458 undergraduate students at (FIU) who participated in exchange for 

extra credit. The experiment used a 2 (Goal outcome: failure vs. success) x 2 (self-brand 

connection: High vs. low) between-subject factorial design.  

  

Procedure 

Participants completed the study in the behavioral research lab at individual computer 

stations separated by corrals. All stimuli and measures were administered using the Qualtrics 

web survey platform. The cover story told participants that this was a study about college 

students’ goals. 

First, participants in the high self-brand connection were asked to write 5 Apple brand 

personality traits that they want to be connected with their self-concept or view of themselves. 
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As for participants in the low self-brand connection, they were asked to write 5 Apple brand 

personality traits that they do not want to be connected with their self-concept or view of 

themselves. Then, participants read a hypothetical scenario similar to the one used in the 

previous study (i.e., using an Apple Watch to stay fit). Participants in the success condition read 

at the end of the hypothetical scenario: “After using the Apple watch for six months, you notice 

that you are fitter and your performance improved compared to six months ago.” As for 

participants in the failure condition, they read at the end of the hypothetical scenario: “However, 

after using the Apple watch for six months, you notice that you are less fit and your performance 

worsened compared to six months ago.” After reading the hypothetical scenario, participants 

were asked to describe how the Apple Watch contributed to their weight loss goal success or 

failure, depending on their condition. Afterward, participants answered questions that measure 

their self-brand connection. 

 

Independent Variables 

Goal. Goal was manipulated using the same hypothetical exam scenario used in Study 1 

(i.e., using an Apple Watch to stay fit). 

Goal Outcome. At the end of the hypothetical scenario, participants in the success 

condition were asked to read: “After using the Apple watch for six months, you notice that you 

are fitter and your performance improved compared to six months ago.” As for participants in the 

failure condition, they read at the end of the hypothetical scenario: “However, after using the 

Apple watch for six months, you notice that you are less fit and your performance worsened 

compared to six months ago.” 
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Self-brand connection. Self-brand connection was measured using the Self-brand 

Connection Scale (Escalas and Bettman, 2005). 

 

Manipulation Check 

 An independent-samples t-test was conducted to compare self-brand connection for 

participants in the low and high self-brand connection conditions. There was a significant 

difference in the scores for high self-brand connection (M=3.55, SD=1.57) and low self-brand 

connection (M=3.08, SD=1.46) conditions; t (457) =3.2, p < 0.01. These results suggest that the 

manipulation really does have an effect on self-brand connection. Specifically, our results 

suggest that when participants wrote about the similarity between Apple brand and their own 

personality traits, their self-brand connection increases. 

 

Results 

An independent samples t-test was used to test whether consumers who perceive progress 

failure in a brand-assisted goal pursuit are more likely to distance themselves from the brand, 

whereas individuals who perceive goal progress success in a brand-assisted goal pursuit are more 

likely to associate (distance) themselves with (from) the brand (H4). Supporting hypothesis 4, an 

independent-samples t-test revealed that there was a significance difference between participants 

in the high self-brand connection and those in the low self-brand connection condition (Msuccess = 

3.54, Mfailure = 3.11; t(1,457) = 32.9, p < .01) (see Table 5). 
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Table 5. Independent Samples Test Of The Goal Outcome Effect On Self-Brand 

Connection (Study 3) 

Measure SUCCESS FAILURE T(1,457) p 

 M SD M SE   

SELF-BRAND CONNECTION 5.94 1.4 3.11 1.6 32.9 .003 

 

 

Discussion 

 Study 3 provides initial evidence that goal-outcome does affect self-brand connection. In 

the next study, I investigate how the change in self-brand connection might influence subsequent 

choices, and wither progress mediates the relationship between the updated self-brand 

connection and subsequent choices. 

           In the previous two studies, study 1 and study 2, there were significant effects of self-

brand connection on subsequent choices and perceived progress. But the results did not support 

hypothesis 3, which states the progress drives the effect of self-brand connection on subsequent 

choices. Accordingly, in this study I added other measures such as perceived goal difficulty, goal 

commitment, and attitude toward the brand were included for explanatory purposes. An 

independent samples t-test revealed a significant effect of self-brand connection on perceived 

goal progress, and there was a significant difference in the scores for high self-brand connection 

(M=4.25) and low self-brand connection (M=3.89) conditions; t (457) =2.17, p < 0.01. This 

result suggests that participants who have a higher self-brand connection with the brand reported 

higher perceived goal difficulty compared to those who have a lower self-brand connection. Such 

results deserve further investigation to understand what is driving this effect. 
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Study 4 

  

Participants and Design  

Study 4 used a mixed 2 (self-brand connection: high vs. low) x 2 (goal progress: low vs. 

high) x 2 (affect: pre-task vs. post-task) x 2 (updated self-brand connection: pre-task vs. post-

task) between- and within-subjects design. Self-brand connection and goal progress were 

between subjects, manipulated factors. Affect and updated self-brand connection were both 

within subject, measured factors. Subsequent choice was a dependent variables. Eighty-five 

marketing undergraduates from Florida International University completed the study in exchange 

for extra-credit.  

 

Stimuli 

The stimulus product for this study was a brand of pens that supposedly helps with 

cognitive performance. This stimulus was adapted from Kim and Gal (2014).  Students were 

given an actual physical pen to write with. A largely unknown brand of pens was chosen, 

TANMIT. A pre-test confirmed that familiarity with the brand name was below neutral.  

Given that the brand of pens was TANMIT, this is the brand name that was used in the 

manipulation. All participants read a description of the pen that stated: 

 

For the benefit of your anagram task performance, we will provide you with a 

specialized TANMIT Limited Edition Brain Pen for a smooth writing experience 

that will enhance the connection between your cognitive problem solving 

abilities and the mechanics of writing the anagram solutions. 
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Then, on the next screen all participants read: 

TANMIT's Limited Edition Brain Pen is the result of a collaboration with 

neurologist Dr. Richard Restak, MD. The elaborate rollerball pen consists of an 

ergonomic comfort grip that is scientifically shown to enhance comfort and 

confidence in writing, a reliable flow of organic-based gel ink, and a precisely 

designed 0.5 mm fine point tip 0.5 for optimal transcribing of your thoughts from 

your mind to the page. The magnetic silver alloy cap, core, and tip of the 

TANMIT Brain Pen promotes blood flow to the brain for improved cognitive 

processing capacity.  

 

Participants then rated the extent to which using the TANMIT Brain Pen will help 

students perform well in the anagram task (1= definitely will not; 9= definitely will). A one-

sample t-test was conducted with the scale neutral point (5) as the comparison point and the 

result was statistically significant t(78)= -3.5, p< .001. However, the mean (M= 4.0) was below 

the scale neutral point, which indicates that, on average, participants did not view the TANMIT 

Brain Pen as supporting their goal of performing well on the anagram task. 

 

Manipulations 

Self-brand connection. For the self-brand connection manipulation procedure, 

participants ranked the brand personality traits from the options provided that described them 

best (high self-brand connection condition) or least (low self-brand connection condition). Then, 

using the Qualtrics piping text feature, participants in the high (low) self-brand condition were 
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shown a description of the brand that used the brand personality traits they had previously ranked 

as representing them the most (least).  

 

Goal striving mindset. The main goal pursuit task participants would have to complete 

is directly connected with the study’s cover story of college assessment performance. The screen 

showed them this description of the cover story: 

 

New Tools for Universities Ranking  

 QT University Ranking, the global authority in education rankings, 

started a new ranking that evaluates students' creativity, comprehension and 

critical thinking through different tests and cognitive assessment procedures.  One 

of these tasks assesses creative problem solving through an anagram task. 

Our goal today is to validate the effectiveness of the anagram task portion 

of the education ranking test. In a few moments you will be given a set time 

window to perform the task and your results will be compared to a global 

database of college student performance on this task.  

FIU's rankings on this assessment will partly determine whether and how 

much funding the university receives for student scholarships.  

 

Next, participants responded to an item that asked how important participating in this 

campus wide assessment task is to them (1= Not at all important; 5= Extremely important). A 

one-sample t-test was conducted comparing the average rating to the scale neutral point (3). The 

result was statistically significant, t (79)= 2.9, p< .01 and the mean (M=3.31) was higher than the 
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neutral point. This indicates that participants did perceive their performance on this assessment 

as an important goal for themselves. Thus, participants were successfully induced into a goal 

striving mindset. 

 In conjunction with the QT University Rankings cover story, the next part of the goal 

striving induction involves the anagram solving task. The instructions given for this task began 

with the text below on the first screen, followed by additional directions to underscore the goal 

(see Appendix A for the full set of instructions shown to participants): 

 

The QT Ranking problem solving task is next. You will be unscrambling sets of 

letters to form (correctly spelled) words. This is known as an ANAGRAM puzzle 

and involves problem solving skills.  

  

Your goal is to solve at least 5 anagrams. This is the number the average college 

student is able to solve in two minutes. You will also have a 2-minute timer. 

  

If you are successful by correctly solving at least 5 anagrams within 2-minutes, 

you will earn 2 Scholar dollars to use to purchase snacks from the new Scholaris 

Cafe downstairs in the CBC Lobby. 

 

 After reading all anagram task instructions, participants rated their desire to solve at least 

five anagrams using two nine-point semantic differential scale items (1=Very weakly/9=Very 

strongly; 1= Not at all/ 9= Very much). The two items were averaged to form a single index. A 

one-sample t-test was conducted comparing the average rating (M=7.1) to the scale midpoint of 
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5. The result was statistically significant, t(84)= 8.4, p< .001. This indicates that participants 

strongly desired to achieve the goal of completing five anagrams in two minutes. 

 

Goal progress. Perceived goal progress was manipulated by the difficulty of the task 

participants would have to perform. The anagram task either had many easy to solve scrambled 

word sets, or it had only three solvable anagrams (see Appendix B). Participants in the high goal 

progress condition received the anagram task that made it possible to fulfill the goal of solving at 

least five anagrams in two minutes, whereas those in the low goal progress condition received 

the anagram task that made it impossible to fulfill the goal because only three out of ten 

anagrams were solvable.  

  

Procedure   

Participants completed the study in the behavioral research lab at individual computer 

stations separated by corrals. All stimuli and measures were administered using the Qualtrics 

web survey platform. Only the anagram task was provided as a pen and paper task. However, the 

anagram task itself did not contain any dependent measures. The cover story told participants 

that this was a study about college assessment performance. 

To induce a goal-striving mindset, participants read a cover story about a campus-wide 

assessment where a fictional institution (i.e., QT University Ranking) started a new ranking that 

evaluates students’ creativity, comprehension, and critical thinking through different tests and 

cognitive assessment procedures. One of these tasks is an anagram task that they would be 

performing during the session.  
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Then participants read the instructions for the anagram task (form real words using 2 or 

more of the letters in each set of scrambled letters). They were then informed that their goal was 

to solve at least five anagrams in two minutes given that this is the average global college student 

performance level.  

Next, participants were informed that to assist them with their anagram test performance, 

that the university was going to provided  them with a specialized limited edition brain pen 

(adapted from Kim and Gal, 2014).  

Then the focal dependent variables were administered. Participants’ self-brand 

connection and affect were measured twice—before and after the anagram task. The difference 

in mood is an implicit measure of progress (Carver & Shier, 2014). In addition, self-brand were 

measured before and after participants viewed the description of their level of progress to test 

Hypothesis 4. 

After reading the brand description and a reiteration of the goal, participants were given a 

sheet of paper containing the anagram task. As they solved the anagrams, their computer screen 

showed them the goal, to solve five anagrams in 2 minutes, and the reward, which is two units of 

behavioral lab currency (“scholar dollars”) to buy snacks.  

After measuring their affect and self-brand connection for the second time, participants 

were asked to report how many anagrams they solved and then their perceived progress. 

Subsequent choice was measured by asking participants to what extent they feel they desire to 

continue working on the anagram task. Also, subsequent choices were measured again by asking 

them about their desire to continue solving anagrams. Lastly, participants answered demographic 

questions, were thanked, and debriefed. 
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Measures 

Goal Importance. Participants were asked to rate on a five-point scale goal importance: 

(5= Extremely important, 1 = Not at all important). Also, participants were asked to rate on two 

nine-point semantic differential scales their desire to solve 5 anagrams (9= very strongly, 1 = 

very weakly; 1=Not at all/ 9= Very much). 

Intent to use the brand. Participants were asked to rate on a nine-point scale their desire 

to use the brand: (9= definitely will, 1 = definitely will not; 9 = completely, 1 = not at all). 

Self-brand connection. The Self-brand Connection Scale (Escalas and Bettman, 2005) 

was rated on an eight-point scale (1=Very strongly disagree; 8= Very strongly Agree). 

Affect. The items used to measure participants’ pre- and post-task affect were adapted 

from Carver and Scheier (1998). Using bipolar seven-point scales, participants were asked to rate 

how they feel: (1 = despondent /7= blissful; 7 = delighted, 1 = dejected, 7 = happy, 1 = sad) 

Self-reported goal performance. A single item asked participants to report the number 

of anagrams they had completed at the end of the allotted time (“How many anagrams did you 

solve?”). The options were: 1, 2, 3, 4, 5, more than 5. 

Perceived goal progress. A single item explicitly measured perceived goal progress 

toward the goal of correctly solving at least 5 anagrams in response to the stem “The degree of 

progress I made is” using a visual slider scale ranging from 0 (None at a ll) to 100 (A great deal). 

Goal-consistent choices.  Participants were asked to rate , using two seven-point bipolar 

scale items, (7 = completely/1 = not at all; 7=very strong desire/1=very weak desire) their 

interest to continue working on the anagram task if given the opportunity. Also, in a binary 

option, participants were asked to choose one of two options: “ I want to continue solving 

anagrams” and “I am done solving anagrams”. 
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Results 

 

Manipulation Check. An independent samples t-test was conducted to compare the pre-

task self-brand connection ratings for participants in the low and high self-brand connection 

conditions. There was a significant difference in the scores for high self-brand connection 

(M=4.0) and low self-brand connection (M=3.1) conditions; t(83) = -2.6, p < .05). These results 

suggest that the manipulation does have an effect on self-brand connection. Specifically, our 

results suggest that when participants read a brand description that matches (mismatches) their 

personality traits, their self-brand connection increases (decreases). Additionally, a one-sample t-

test conducted just with the high self-brand connection group comparing the group’s mean 

(M=4.0) self-brand connection rating to the scale neutral point (4.5) was not statistically 

significant, t(41)= -1.9, p > .06. This indicates that in the high self-brand connection condition, 

the average self-brand connection rating did not differ significantly from the scale neutral point. 

Thus, this condition represents, on average, an SBC relationship of neither weak, nor strong self-

connection to the TANMIT brand. 

Self-reported goal performance. Participants rated how many anagrams they had 

actually solved. An independent samples t-test was conducted comparing the number of 

anagrams reportedly solved in the low (M= 5.4) versus high progress (M= 5.7) conditions. The 

results showed that the difference was not statistically significant, t (78)= -1.2, p> .2. 

Additionally, a frequency analysis of the low versus high progress condition self-reported 

performance showed that in both the high progress and the low progress condition, whose 

anagram task only had two solvable anagrams, 82% of participants reported completing 5 or 

more than 5 anagrams. Thus, it seems that the self-reports were influenced by socially 

desirability bias. 
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Perceived goal progress. After completing the anagram task participants completed a 

measure of perceived progress that asked how much progress they felt they had made toward the 

goal of correctly solving at least 5 anagrams. Responses were provided on a visual sliding scale 

that ranged from 0 (none at all) to 100 (a great deal). An independent samples t-test was 

conducted between the low (M=64) versus high progress (M=64) participants perceived progress 

ratings. There was no significant difference between the low versus high progress group’s 

perceived progress ratings (t(74) = -.06, p> .9). This indicates that participants in the low versus 

high progress groups did not perceive any difference in their rate of progress toward the goal of 

completing at least five anagrams in two minutes even in spite of the impossibility of solving 

more than 2 anagrams correctly in the low progress condition anagram task. This result, once 

again, points to a social desirability bias in participants’ progress ratings, given the above-

average progress ratings of 64 out of 100 in both conditions. 

 

Hypothesis tests. First to test whether SBC affects subsequent choice (H1), an 

independent samples t-test was conducted with SBC condition as the independent variable and 

goal-consistent choice desire as the dependent variable.  

Second, to test whether self-brand connection affects perceived goal progress as predicted 

by H2, a repeated measures ANOVA was conducted with pre-task and post-task affect as the 

within-subject independent variable, and self-brand connection condition and goal progress 

condition as between subject independent variables. The only significant effect was due to the 

Goal progress condition x Affect interaction, F(1, 80)=11.3, p< .001. The result showed that for 

participants in the high progress condition, affective ratings after the task (M= 5.5) were 

significantly more positive at the end of the task relative to the before the task started (M=5.1), t 
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(40)= - 4.6, p < .001. However, for participants in the low progress condition, their affective 

ratings before the task started (M=5.2) did not differ significantly from their affective ratings 

after the task (M=4.9), t(42)= 1.5, p> .1. These results are consistent with the notion that goal 

progress yields increased positive affect when an individual perceives that they have made goal 

progress (Carver and Scheier, 1998). However, the results do not support that SBC affects 

perceived progress according to this affect-based implicit goal progress perception measure. 

Next, a 2 (SBC: low vs. high) x 2 (goal progress: low vs. high) univariate ANOVA was 

conducted with the explicit goal progress measure as the dependent variable. None of the effects 

were significant. Based on the set of hypothesis tests just described, hypothesis 2 was not 

supported.  

Although these tests of the SBC—perceived progress relationship were not significant, 

the study design still allows me to test the indirect effect of SBC through perceived progress 

(H3) given that progress was a manipulated factor. The test involves three variables, SBC 

condition, progress condition, and subsequent choice, all which are dichotomous. The 

subsequent choice variable consists of the choice to continue working on the anagram task (goal-

consistent) or to not work on the task further (goal-inconsistent). Thus, non-parametric statistical 

analysis is necessary to examine whether the joint influence of SBC and goal progress 

hypothesized in H3 is statistically significant. Support for the hypothesized effect in H3 requires 

results that show that high (low) SBC in connection with high progress demonstrates 

significantly more goal-inconsistent (goal-consistent) choices. 

To this end, a cross-tabulation was conducted first (see Table 6) to obtain the observed 

number of cases in each cell, which facilitates visualizing the nature of the interaction effect. 

Next, a step-wise binary logistic regression analysis was conducted with the binary subsequent 
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choice measure as the dependent variable and SBC condition and progress condition entered in 

step 1, and the product of these two variables (the interaction variable) entered in step 2 (see 

Table 7 for regression results). 

 

Table 6. Cross-tabulation of SBC condition x Progress condition x Subsequent choice 

 Low SBC Condition High SBC Condition 

 Low progress 

condition 

High progress 

condition 

Low progress 

condition 

High progress 

condition 

Goal-consistent 

choice 

2 8 6 5 

Goal-inconsistent 

choice 

19 11 15 13 

 

 

Table 7. Stepwise binary logistic regression results 

Step 1 coefficients 

 

Step 2 coefficients 
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For step 1, the Hosmer-Lemeshow (HL) fit statistic was non-significant, 2(2)= 3.2, p=.2, 

which indicates that the observed model fits well with the expected model and is, thus, not a poor 

fit model. The R-square prior of the model containing just SBC condition and progress condition 

is .05, which increased to .11 after entering the interaction variable. This indicates that the SBC x 

progress interaction significantly adds explanatory value to the model. The HL fit statistic p-

value also increased in step 2, 2(2)= 0, p=1.0, which is desirable and indicates good fit. Next, I 

examined the beta coefficients for the variables in the equation. The progress condition variable 

was significant and the interaction variable was significant. A graph of the cross tabulation of 

SBC condition x progress condition x subsequent choice is shown in Figure 6 to assist with 

visualizing the nature of the interaction. 

 

Figure 6. Graphs: SBC condition x Progress condition x Subsequent choice 
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 To probe the nature of the interaction effect, simple effects analyses were conducted 

using chi-square analyses of the relationship between progress and subsequent choice at each 

level of SBC. The results show that when SBC is low, progress and subsequent choice are 

significantly associated, given that the chi-square statistic is significant, 2 (1)= 5.6, p< .05. As 

Figure 6 illustrates, high progress leads to more goal-consistent choices (42.1%) than low 

progress (9.5%) and low progress leads to more goal-inconsistent choices (90.5%) than high 

progress (57.9%). This is consistent with H3. 

The results also show that when SBC is high, progress and subsequent choice are not 

significantly associated, 2 (1)= .003, p> .6. In this condition, both low and high progress 

participants chose the goal-inconsistent option in greater proportion (Plow progress= 71.4%; Phigh 

progress= 72.2%) than the goal-consistent option (Plow progress= 28.6%; Phigh progress= 27.8%). This 

result does not support H3. Taken together, the results support H3 partially. 

 

 

0

2

4

6

8

10

12

14

16

Goal-consistent choice Goal-inconsistent choice

High SBC Condition

Low progress condition High progress condition



   

 

 

62 

 Results discussion. Study 4 had many limitations that may have contributed to the lack 

of support for H1-H3. There seems to have been social desirability bias surrounding the progress 

ratings and self-reported task performance measure that resulted in extremely high ratings across 

all conditions. This is likely due to the intensity of the cover story, which involved statements 

about FIU scholarship funding being dependent on the task performance. Also, although ratings 

of goal importance and desire to achieve the goal were high, ratings of how well the pen would 

help with task performance were also relatively weak, which indicates that participants were in a 

goal striving mindset, yet not strongly in a brand-assisted goal striving mindset. 

 

Discussion 

Ever since self-brand connection was first examined there was a lack of clarity to its 

specific definition. MacInnis and Folkes (2016) argue that the precise meaning of self-brand 

connection is “a bit elusive,” and has “definitional issues” with the precise meaning of the 

construct. Indeed, researchers studying self-brand connections had different definitions of the 

construct. Self-brand connection could refer to the congruity between the self and the brand (e.g., 

This car is so me!; Chaplin & John, 2005), the overlap between one’s identity and the brand 

(e.g., Park, MacInnis, Priester, Eisingerich, & Iacobucci, 2010; Park, Eisingerich, and Park, 

2013a), or the inclusion of the brand as part of the self-concept (e.g., Reimann & Aron, 2009). It 

was one of the main objectives of this dissertation to offer a better understanding of the construct 

and its influence on consumer behavior during the goal pursuit.  

To have a better understanding of the self-brand connection construct, this dissertation 

used a theoretical model adapted from the goal literature (Bagozzi and Dholakia, 1999) for two 

reasons. First, to study the interaction between consumers and the brands they are using during 
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different stages of the goal pursuit in a dynamic manner. Kopetz, Kruglanski, Arens, Etkin and 

Johnson (2012) argue that motivational research lacks a “wider” and “more dynamic” approach 

to study goals in general. Thus in this dissertation, I tried to solve this issue by examining the 

influence of self-brand connection during different stages of the goal pursuit on different 

constructs such as perceived progress, subsequent choices, and goal difficulty. Second, using a 

theoretical model adapted from the goal literature provides a focused approach to study 

constructs such as perceived progress, which could have different effects on self-brand 

connection during different stages of the goal pursuit thus lead to inconsistent, or even 

misleading results. 

According to MacInnis and Folkes (2016), most papers operationalized the construct in a 

similar manner, using items such as “this brand represents me well” and “I feel that the brand 

reflects me” (e.g., Chaplin & John, 2005; Escalas & Bettman, 2003, 2005; Park et al., 2010, 

2013a). Accordingly, in this dissertation, the self-brand connection construct was operationalized 

differently across four studies and two pre-tests. Different paradigms were used across the four 

main studies, including fictional scenarios, engaging in a writing task, and solving anagrams. To 

increase generalizability, the contexts were varied, including college exam preparation, 

improving athletic performance, improving physical fitness, charitable behavior, and improving 

cognitive performance. A new method for manipulating self-brand connection strength was 

developed and pre-tested for Study 2: studies 3 and 4 use behavioral measures to supplement 

intention measures.  

           The studies conducted in this dissertation provide mixed results regarding the effect of 

self-brand connection on consumer behavior during the goal pursuit. Effects such as the 

influence of self-brand connection on perceived progress and subsequent choices were consistent 
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during three studies except the last one. Other measures that were included for expletory reasons 

such as perceived goal difficulties and goal commitment suggest that the influence of self-brand 

connection is wide and illuminate the importance of this construct for future researchers. While 

results were inconsistent, it provided initial evidence that the relationship of self-brand 

connection with perceived progress, subsequent choices, and perceived goal difficulty deserve 

further studies and investigation. 

In addition, studies conducted in this dissertation could help managers who are selling 

these devices by showing the importance of self-brand connection and self-serving attribution 

biases in building strong relationships between consumers and brands to help consumers achieve 

their goals and provide the right feedback at the right time to enhance their chances of success.  

Also, the results of the studies conducted in this dissertation could suggest two things that should 

be taken into consideration by managers who are selling these devices: (1) Instead of just 

focusing on improving the technical capabilities of these devices, managers should also work on 

improving the relationships consumers have with the brand itself, (2) and frame the feedback 

messages in a manner that would motivate consumers to make more goal-consistent choices 

regardless of the progress level they are receiving. Accordingly, based on the relationship 

consumers have with the brand, companies could frame their messages and choose the right tone 

in 

Future Research 

In the studies conducted in this dissertation, progress leads to both goal-consistent and goal-

inconsistent choices. While some argue that goal-inconsistent choices could be an adaptive 

behavior during goal failure, it is essential to distinguish between the situations where progress 

could lead to goal-consistent choices and situations where progress could lead to goal-consistent 
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choices. One possible factor is the type of feelings and mindset consumers are experiencing 

during the time they receive feedback about their progress. For example, consumers select 

compensatory brands when their self-acceptance is low but choose adaptive brands when their 

self-acceptation is high (Kim & Gal 2014). In the same manner, consumers with high self-

acceptance are more likely to behave differently compared to those with low self-acceptance 

when they receive self-deficit information (i.e., goal failure or lack or progress). Also, self-

completion theory (Wicklund and Gollwitzer 1981) explain how individuals who are pursuing 

self-defining goals could engage in alternate goal-directed behaviors to achieve higher-order 

goals, and when they encounter self-deficit information they tend to engage in compensatory 

consumption to overcome the feeling of “self-definitional incompleteness” In the same manner, 

consumers who encounter progress information could engage in goal-consistent, or inconsistent, 

choices based on their feelings during the goal pursuit and how they perceive their self-concept 

in relation to the goal they are pursuing. 
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APPENDIX A 

 

STUDY 4 ANAGRAM TASK ON-SCREEN INSTRUCTIONS 

 

 

The first screen read: 

The QT Ranking problem solving task is next. You will be unscrambling sets of 

letters to form (correctly spelled) words. This is known as an ANAGRAM puzzle 

and involves problem solving skills.  

  

Your goal is to solve at least 5 anagrams. This is the number the average college 

student is able to solve in two minutes. You will also have a 2-minute timer. 

  

If you are successful by correctly solving at least 5 anagrams within 2-minutes, 

you will earn 2 Scholar dollars to use to purchase snacks from the new Scholaris 

Cafe downstairs in the CBC Lobby. 

 

Then, the next screen read: 

DIRECTIONS: 

 For this competitive task, you will be solving anagrams. You will see 10 groups 

of scrambled letters. You may use 2 or more letters to make any real word in the 

English language. No foreign words. Please create 1 word per letter group. 

  

For example, the letters "a m d e n" can be used to create the words mad, me, 

dean, damn, den, dam, dame, or dane.  
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The subsequent screen then showed them these instructions: 

 Whichever word comes to mind FIRST when you see the group of letters is the 

word you should write in the space provided.  The number of anagrams solved in 

the time provided will be your score. All words earn 1 point, regardless of length 

or complexity. Your goal is to earn 5 points. 

 

And lastly, the next screen showed them these instructions: 

Remember, you may use 2 or more letters to make any real word in the English 

language. No foreign words.  

  

Only create 1 word per letter group.  

  

You can skip around and leave some blank if you choose. 

  

Whichever word comes to mind FIRST when you see the group of letters is the 

word you should write in the space provided. 

  

Create as many words as you can in 2 minutes.  
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APPENDIX B 

STUDY 4 ANAGRAM TASKS 

High goal progress task 

QT University Ranking: Problem-Solving Assessment 

 

 
DIRECTIONS: Below there are 10 groups of scrambled letters. You may use 2 or more letters to make 
any real word in the English language. No foreign words. Please create 1 word per letter group.   

    

For example, the letters "a m d e n" can be used to create the words mad, me, dean, damn, den, dam, 

dame, or dane.    

 

Whichever word comes to mind FIRST when you see the group of letters is the word you should write in 

the space provided.  The number of anagrams solved in the time provided will be your score. All words 

earn 1 point, regardless of length or complexity. Your goal is to earn 5 points. 

 

You can skip around and leave some blank if you choose. 

 

 

 

1. o u h t   ____________________________________________ 

2. t c s a  _____________________________________________ 

3. l f e t   _____________________________________________ 

4. a n b d   ____________________________________________ 

5. k r b a   _____________________________________________ 

6. i o m t   _____________________________________________ 

7. p s t o  ______________________________________________ 
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8. t c r a   ______________________________________________ 

9. m n y a   _____________________________________________ 

10. c w o h ______________________________________________ 

 

Low goal progress task 

QT University Ranking: Problem-Solving Assessment 

 

 
DIRECTIONS: Below there are 10 groups of scrambled letters. You may use 2 or more letters to make 

any real word in the English language. No foreign words. Please create 1 word per letter group.   

    

For example, the letters "a m d e n" can be used to create the words mad, me, dean, damn, den, dam, 

dame, or dane.    

 

Whichever word comes to mind FIRST when you see the group of letters is the word you should write in 

the space provided.  The number of anagrams solved in the time provided will be your score. All words 

earn 1 point, regardless of length or complexity. Your goal is to earn 5 points. 

 

You can skip around and leave some blank if you choose. 

 

 

 

1. t  z e r   _____________________________________________ 

2. r c s o  ______________________________________________ 

3. l f e t   ______________________________________________ 

4. n b d o   _____________________________________________ 

5. k r s a   ______________________________________________ 
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6. l u m t   ______________________________________________ 

7. p s t o  _______________________________________________ 

8. t c r e   _______________________________________________ 

9. m n y a   ______________________________________________ 

10.  c w e h _______________________________________________ 
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