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The feelings consumers experience during consumption can have powerful effects, but can they also influence how possessive one
feels towards products? In this paper, we examine whether the positive affect experienced during product consumption can instill a
sense of ownership for the consumed product, subsequently leading to brand loyalty.

Can positive affect experienced during consumption instill psychological ownership for
the consumed product and, thus, lead to brand loyalty?

BACKGROUND STUDIES 1A & 1B — CORRELATIONAL EVIDENCE
- | 1A n=124 (54% female, M,,,=35 years) | 1B n=155 (55% female, M,,.=31 years)
» Positive consumption affect can lead to many [ —_—
Immediate attitudinal and behavioral consequences magined | A’ 8

(Forgas & Ciarrochi 2001). consumption

* Less is known about its long-term impact, which is
often more essential for the enduring success of

brands Positive Affect Happiness & Joy (7-point scales)
' Measures - : .
_ o Psychological Ownership 4 Items on 7-point scales (Peck & Shu 2009)
* In this Paper, we propose and show that positive Brand Loyalty Would you be loyal to this brand? (7-point scales)
consumption affect can also affect consumers’ long- - ~
term bonds with brands (e.g. loyalty) by increasing B=.290, p<.01 bevehological B=.400, p<.001
psychological ownership (PO) for them, i.e., the Positive Affect ‘ c;/wnersﬂip +Brand Loyalty
feeling that something is “mine” (Pierce et al. 2003). . ) W:pB=.4086, p<.001 W: B=.372, p<.001
: : S: =.416, p<.001 S: B=.461, p<.001
» We demonstrate that particularly brands with a C_.g:_m, z<.oo1 C_.g:_m, ';<_001
positive affective positioning strategy benefit from B: B=.299, p<.01 B: B=.504, p<.001

STUDY 1B Clygs Waffles: [0.006, 0.026], Shower Gel [0.008, 0.025], Chips [0.005, 0.026], Butter [0.005, 0.022]

STUDY 2 - MODERATION BY BRAND TYPE STUDY 3 — CAUSAL EVIDENCE
n=146 (51% female, M,,,=36 years), Measures as before n=65 (55% female, M,,.=22 years), Measures as before
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Walffles: Clgc [-0.200, -0.010], Interaction: [-0.672, -0.007]

Laundry Detergent: Cly [-0.130, -0.004], Interaction: [-0.650, -0.12] F(1, 63) =3.62, p=.06 Clgs [-1.047, -.0024]. F(1, 63)=3.85,p=.05
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categories and 2 types of brand positioning.
* |[n sum, we find that positioning brands emotionally may
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