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Abstract

This paper aims to explore the factors that drive brand love for Apple in Saudi Arabia, 
which have not been studied previously. The study utilized the PROCESS macro on 
SPSS with models 4 and 15 to analyze the data collected from Saudi Arabian consum-
ers. The findings confirmed that self-image congruence has both a direct effect, which 
equals 0.429, and an indirect effect through price perception, amounting to 0.083, on 
brand love. This means consumers who perceive themselves as similar to the brand in 
terms of personality, values, and lifestyles are more likely to develop a strong affection 
for Apple. The study also revealed the negative moderation of prestige sensitivity in the 
relationship between self-image congruence and brand love. In fact, the effect of self-
image congruence on brand love is significantly higher (0.504) among individuals dis-
playing low prestige sensitivity compared to those exhibiting high prestige sensitivity 
(0.323). However, the results did not support the moderation of prestige sensitivity in 
the relationship between price perception and brand love. Overall, this paper contrib-
utes to the existing literature on brand love, self-image congruence, price perception, 
and prestige sensitivity. The findings provide valuable insights for marketers to develop 
effective strategies to enhance consumers’ emotional connection with their brands. By 
understanding the importance of self-image congruence and considering the role of 
prestige sensitivity, marketers can better tailor their marketing messages and branding 
efforts to appeal to Saudi Arabian consumers. This study highlights the importance 
of cultural differences in consumer behavior and provides a basis for future research.
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INTRODUCTION

The scientific problem addressed in this study concerns comprehending 
the factors that influence brand love for the Apple brand in Saudi Arabia, 
with a particular emphasis on self-image congruence, price perception, 
and prestige sensitivity. By examining the Apple brand in Saudi Arabia, 
the study fills a significant gap in the existing literature, as there is lim-
ited research conducted on this topic in emerging countries. Thus, this 
study represents the first attempt to investigate the effects of the var-
iables mentioned above on brand love, explicitly exploring the Apple 
brand in an emerging Arab country like Saudi Arabia.

In Saudi Arabia, the Apple brand is prominent and associated with 
high quality, innovation, luxury, wealth, and status. Understanding 
the factors that influence brand love in this context is crucial due to 
Saudis’ deep-seated devotion and strong affinity toward the Apple 
brand. By investigating the antecedents of brand love for Apple in 
Saudi Arabia, this study provides valuable insights into consumer be-
havior and brand management strategies in an emerging market. It 
establishes the foundation for further research and provides practical 
implications for brand managers in similar contexts.
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1. LITERATURE REVIEW

According to self-image congruence theory, in-
dividuals tend to respond positively to brands 
whose images are aligned with their self-concept, 
self-identity, or the way they think about them-
selves. When people perceive that a brand or prod-
uct is concordant with their self-image or person-
ality, they are more likely to be attracted to it and 
form a positive attitude toward it. This is because 
the brand or product is seen as a reflection of their 
own identity or values. On the other hand, if peo-
ple perceive that a brand or product does not align 
well with their self-image, they are less likely to be 
interested in it or to form a positive attitude toward 
it (Sirgy et al., 2018). On an empirical level, many 
studies have substantiated the effect of self-image 
congruence on consumer satisfaction, brand pas-
sion, brand preference, brand loyalty, intention to 
use, and purchase intention (Tavera-Mesias et al., 
2022; Wu et al., 2020).

Price perception is crucial in consumers’ evalu-
ation of a product’s performance. It depends on 
how consumers perceive the price/performance 
ratio of the product, which is influenced by how 
they compare the benefits of purchasing the prod-
uct to the sacrifices involved (Zielke, 2011). If con-
sumers perceive the sacrifices to outweigh the ben-
efits, they tend to have a negative price perception, 
which reduces their likelihood of purchasing the 
product. In contrast, if they perceive the benefits 
to exceed the sacrifices, they tend to have a pos-
itive price perception, which increases their pur-
chase intention (Benhardy et al., 2020; Cakici & 
Tekeli, 2022; Yasri et al., 2020).

Consumers are capable of developing, main-
taining, and expressing strong emotions toward 
brands (Fournier, 1998). Brand love represents 
the most intense level of a consumer’s relation-
ship with a brand, referring to consumers’ emo-
tional attachment to a particular brand (Batra et 
al., 2012). Similar to studies on interpersonal love 
(Fehr et al., 2009), brand love encompasses mul-
tiple cognitions, emotions, and behaviors such as 
deep affection, separation distress, intimacy, pas-
sion, and decision/commitment (Langner et al., 
2016). Brand love develops from a positive evalua-
tion and is expressed through a passionate desire 
to use its products and a long-term attachment to 

the brand (Batra et al., 2012). As a result, brand 
love has been found to influence brand image, 
brand loyalty, and purchase intention (Batra et al., 
2012; Carroll & Ahuvia, 2006).

Prestige sensitivity refers to the perception that 
purchasing a product of a certain category or brand 
reflects a positive image in society. It relates to an 
individual’s tendency to be influenced by the pres-
tige or status of a product or brand (Lichtenstein 
et al., 1993). People who are highly prestige sensi-
tive may be willing to pay a premium price for a 
product or service because they believe the higher 
price indicates prestige or exclusivity (Meng, 2011). 
This is related to price perception, as individuals 
with high prestige sensitivity may perceive a high-
er price as a sign of quality, exclusivity, or desir-
ability. On the other hand, individuals with low 
prestige sensitivity may be more price-sensitive 
and less likely to pay a premium price for a prod-
uct or service (Ailawadi et al., 2001).

Research has shown that self-image congruence 
can have a significant impact on emotional brand 
attachment and brand love (Afridawi & Rasool, 
2022; Al-Haddad, 2019; Alnawas & Altarifi, 2016; 
Batra et al., 2012; Escalas & Bettman, 2005). When 
consumers perceive that a brand is congruent with 
their self-image, they tend to have a more positive 
attitude toward the brand and are more likely to 
develop positive feelings toward it (Harrison-
Walker, 2001). Congruence between the consumer 
and the brand can also result in a favorable percep-
tion of the prices of the brand’s products (Escalas 
& Bettman, 2005). This is because consumers who 
align themselves with a brand’s values may place 
a higher value on the products or services associ-
ated with that brand, leading to a heightened price 
perception (Sarkar et al., 2021). 

Price perception has its attitudinal and behavio-
ral outcomes. When consumers perceive a price 
positively, they will show more positive attitudes 
toward brands, such as loyalty (Ferreira & Coelho, 
2015; Garretson et al., 2002). When consumers 
perceive a brand’s products as reasonably priced 
or offering good value for money, it can lead to 
a positive perception of the brand overall, which 
can further strengthen their emotional attach-
ment to the brand. This study proposes that price 
perception helps to explain how self-image con-
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gruence affects brand love. Thus, price perception 
plays a mediating role in the relationship between 
self-image congruence and brand love.

The effect of self-image congruence on brand love 
may be more pronounced for consumers who are 
more price-conscious and less sensitive to pres-
tige. Consumers who highly value prestige may 
be more focused on the symbolic value associat-
ed with a brand and, therefore, may be less influ-
enced by the perceived congruence between their 
self-image and the brand’s image when developing 
an emotional connection to the brand. In other 
words, they may be less likely to develop a strong 
emotional attachment to a brand based solely on 
self-image congruence. They may require addi-
tional cues, such as the brand’s perceived prestige 
and exclusivity. 

Based on the findings of Kucukergin et al. (2020), 
who found that prestige sensitivity moderates the 
effect of price perception on tourist emotions (joy), 
the study expects that the relationship between price 
perception and brand love weakens as consum-
ers’ prestige sensitivity increases. Consumers who 
highly value prestige may be less influenced by price 
in forming an emotional connection with a brand. 
Instead, they may place greater importance on the 
symbolic value associated with the brand, which 
may override any negative perceptions of price. 

The purpose of this study is to examine the effect 
of self-image congruence on brand love through 
price perception. Additionally, it seeks to explore 
the moderating role of prestige sensitivity in the 
relationships between self-image congruence, 
price perception, and brand love. To accomplish 
these objectives, the paper focuses on the case of 
the Apple brand in Saudi Arabia – an emerging 
Arab country. By examining the cognitive, psy-
chological, and social factors contributing to the 
love Saudis demonstrate towards the Apple brand, 
this study aims to provide valuable insights into 
the underlying reasons behind this phenomenon.

According to the above, the following hypotheses 
are presented:

H1: Self-image congruence has a direct positive 
effect on brand love and an indirect effect 
mediated by price perception.

H2: Prestige sensitivity negatively moderates the 
effect of self-image congruence on brand love. 
The more prestige-sensitive people are, the 
weaker the effect of self-image congruence on 
brand love.

H3: Prestige sensitivity negatively moderates the 
effect of price perception on brand love. The 
more prestige-sensitive people are, the weak-
er the effect of price perception on brand love.

2. METHOD

2.1. Data collection and sample

The study conducted a survey to test research 
questions during the first two months of 2023 
using the Google Forms platform. The electron-
ic questionnaire was shared through WhatsApp, 
a widely used mobile application in Saudi 
Arabia. A convenience sample of 455 individu-
als was obtained. Online surveys offer several 
advantages over traditional paper-based meth-
ods, including cost savings, faster survey ad-
ministration, and the ability to reach individ-
uals in distant places more easily. The subjects 
were asked to complete the questionnaire in 
their native language, specifically in Arabic. To 
ensure accurate translation, two experts trans-
lated the items from English to Arabic using 
the ‘translation and back-translation’ technique. 
Before answering the questions, the subjects 
could consult a brief presentation about Apple 
and its main products: “Apple Inc. is a multi-
national technology company headquartered in 
California, USA. It designs, develops, and sells 
consumer electronics, computer software, and 
online services. Its popular products include 
the iPhone, iPad, Mac, and Apple Watch”. 

The questionnaire comprises two sections. The 
first part evaluates statements related to self-
image congruence, brand love, price perception, 
and prestige sensitivity. The second part com-
prises demographic questions such as gender, 
age, education, and income level. Additionally, 
there is a question on whether the respondent 
owns an Apple product. Based on the findings, 
47% of the respondents were male, and 53% 
were female, indicating a nearly even distribu-
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tion. The sample’s age categories were evenly 
distributed, with a slight dominance of the “25 
to 35” age group (28%). Additionally, 61% of the 
subjects had a university-level education, and 
48.2% reported a monthly income exceeding 
7000 SAR ($1867).

2.2. Measures

The questionnaire items were drawn from pri-
or studies. To assess self-image congruence, the 
study used the direct method (Sirgy et al., 1997). 
Participants were instructed to imagine the typ-
ical user of an Apple product and indicate the 
degree to which they agreed with the statement: 

“Apple is consistent with how I really see myself.” 
Specifically, the analysis focused on actual self-im-
age congruence, which relates to the motive of 
self-consistency. Self-consistency reflects the ten-
dency to purchase and use products that affirm and 
strengthen individuals’ self-perceptions (Šegota et 
al., 2022). Recent studies have demonstrated that 
actual self-congruence strongly impacts consumer 
attitudes and behavior compared to other facets 
of self-image congruence (Klabi, 2020; Wang et al., 
2017). These findings suggest that consumers are 
more likely to be positively influenced by brands 
and products that align with their actual self-con-
cept, as opposed to their ideal or social self. 

The study used a four-item measurement scale 
adapted from Kumar et al. (2021) to assess brand 
love. The scale was originally developed by Carroll 
and Ahuvia (2006). The scale consists of items 
that capture the emotional attachment consumers 
have with a brand, such as “I love [brand]” and “I 
am very attached to [brand].” The analysis adopt-
ed a measurement scale from Yasri et al. (2020) 
to measure price perception. The scale includes 
three items that reflect a positive perception of 
the brand’s pricing, such as “For me, the prices of 
Apple products are reasonable” and “The prices of 
Apple products reflect their quality.” A five-item 
measurement scale adapted from Ferreira and 
Coelho (2015) was used to assess prestige sensi-
tivity. The scale was designed to capture consum-
ers’ enjoyment of purchasing high-priced Apple 
products and their perception of the status gained 
from using them. The items include statements 
such as “I enjoy the prestige of buying high-priced 
Apple products” and “Buying the most expensive 

brand of the smartphone (Apple) impresses oth-
er people.” All items were measured on a five-
point Likert scale ranging from “strongly disagree”  
(1 point) to “strongly agree” (5 points).

3. RESULTS

3.1. Exploratory factor analysis

The kurtosis and skewness values for all items are 
close to zero, which indicates that the data distri-
bution is approximately normal. In order to han-
dle missing data, the study used mean imputation. 
A factor analysis with Varimax rotation on SPSS 
was used to reduce observed variables or items to 
a smaller set of latent factors (Table 1). 12 observed 
variables were included in the analysis, consisting 
of four variables reflecting brand love, five vari-
ables representing prestige sensitivity, and three 
variables for price perception. It is worth noting 
that the sole item representing self-image congru-
ence was not introduced at this stage. The factor 
analysis yielded a three-factor solution that ex-
plained 71.8% of the total variance. The Kaiser-
Meyer-Olkin (KMO) index was 0.871, which ex-
ceeded the recommended value of 0.5, indicating 
that the sample was highly adequate for the anal-
ysis (Kaiser, 1974; Hutcheson & Sofroniou, 1999). 
Bartlett’s test of sphericity was significant (p = 
0.000), indicating that the data did not produce 
an identity matrix and supporting factor analysis 
(Field, 2000; Pallant, 2020). Furthermore, all the 
communality values for the variables were above 
0.5, indicating that the factors well explained the 
variables.

The factor analysis revealed that the first factor 
had an eigenvalue of 5.402, accounting for 27.5% 
of the variance in the original data. This factor 
comprised five items related to prestige sensitivity 
(PS1, PS2, PS3, PS4, and PS5). The second factor 
had an eigenvalue of 2.124 and explained 26.8% 
of the variance. This factor contained four items 
reflecting brand love (BL1, BL2, BL3, and BL4). 
The third factor comprised three items represent-
ing price perception (PP1, PP2, and PP3) and had 
an eigenvalue of 1.091, accounting for 17.5% of the 
total variance. The reliability of the variables was 
assessed using Cronbach’s Alpha index, and the 
values for PS, BL, and PP were all above 0.7, in-
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dicating good internal consistency and suggesting 
that the variables were reliable measures of the un-
derlying constructs (Peterson, 1994).

3.2. Convergent and discriminant 
validity

The results revealed that all factor loadings link-
ing observed and latent variables were equal or 
above 0.7. The average variance extracted (AVE) 
values for brand love (BL) (0.743), price percep-
tion (PP) (0.593), prestige sensitivity (PS) (0.588), 
and self-image congruence (SIC) (1) were all above 
the standard cutoff of 0.5. The values of construct 
reliability (CR) for brand love (0.920), price per-
ception (0.813), prestige sensitivity (0.877), and 
self-image congruence (1) were all superior to 0.7. 
Therefore, all these indicators satisfy the criteria 
of convergent validity of the constructs (Fornell & 
Larcker, 1981; Henseler et al., 2009). 

The analysis compared the AVE value to the high-
est squared correlation with other latent variables 
for each latent variable (BL, PP, PS, and SIC) to 
assess the discriminant validity of the above con-
structs. The results showed that for all constructs, 
this condition is met for all constructs (Table 2). 

The heterotrait-monotrait ratio of correlations 
(HTMT) was applied to further assess discrimi-
nant validity. This method previously performed 
better than the Fornell-Larcker criterion (Henseler 
et al., 2009). A value of HTMT above 0.85 suggests 
a lack of discriminant validity of the measurement 
scale. Others set a 0.90 threshold for that (Gold et 
al., 2001). According to Table 2, all HTMT values 
are below 0.85. Accordingly, discriminant validity 
was confirmed for all latent variables of the meas-
urement model.

3.3. One-sample t-test  
and independent samples t-test

Once the validity of the constructs was estab-
lished, the study used the one-sample t-test to 
compare the sample’s mean to the a priori value 
for each construct. A one-sample t-test is a statis-
tical test used to determine whether the mean of 
a sample is significantly different from a known 
or hypothesized population mean (Gerald, 2018). 
Since items were measured on a five-point scale, 
the test value equals 3. For each variable, a t-val-
ue is calculated and compared to a critical t-value 
for the corresponding degree of freedom (number 
of cases minus 1) and a desired significance level. 

Table 1. Factor analyses

Items 
Prestige 

sensitivity (PS)
Brand love 

(BL)

Price 

perception 
(PP)

% variance 
explained

KMO Cronbach’s Alpha

PS1 0.677

27.5

0.871

0.874

PS2 0.733

PS3 0.820

PS4 0.797

PS5 0.798

BL1 0.825

26.8 0.913
BL2 0.917

BL3 0.849

BL4 0.855

PP1 0.704

17.5 0.784PP2 0.816

PP3 0.786

Table 2. Discriminant validity: Fornell-Larcker criterion (upper-right) and the HTMT criterion (lower-left)

Variables Brand Love (BL) Price Perception 
(PP)

Prestige Sensitivity 
(PS)

Self-image Congruence 
(SIC)

Brand Love (BL) 0.743 0.384 0.336 0.476

Price Perception (PP) 0.53 0.593 0.577 0.280

Prestige Sensitivity (PS) 0.42 0.68 0.588 0.336

Self-image Congruence (SIC) 0.64 0.49 0.45 1
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The mean value for brand love (BL) is 3.81, with a 
t-value of 18.660 (p < 0.01), suggesting that the ma-
jority of respondents likely reported scores toward 
the upper end of the scale, indicating high levels 
of brand love for Apple. This finding is consistent 
with the notion that Apple is well-appreciated in 
Saudi Arabia. The perception of Apple as a symbol 
of innovation, quality, and prestige may have posi-
tively influenced the respondents’ attitudes toward 
the brand. 

The self-image congruence assessment results in-
dicate that the mean value for this variable was 
significantly higher than the hypothesized value 
of 3 (m = 3.17, t = 3.166, p < 0.01). This suggests 
that, on average, respondents in the study report-
ed a high degree of self-image congruence with 
Apple’s brand. This may indicate that Apple re-
flects personality traits or values that the respond-
ents identify with, such as creativity, sophistica-
tion, or innovation. 

The result for the price perception variable indi-
cates that respondents in the study did not have 
a positive perception of Apple’s product pricing, 
as the mean value for this variable was 2.69, be-
low the hypothesized value of 3. Additionally, the 
statistical significance of the t-value (t = –6.424, p 
< 0.01) suggests that this difference between the 
sample mean and the hypothesized value is un-
likely to be due to chance. Accordingly, respond-
ents may perceive Apple’s products as overpriced 
relative to their perceived value. Moreover, the 
findings for prestige sensitivity suggest that re-
spondents in the study did not have a high level of 
sensitivity to prestige when it comes to purchasing 
Apple’s products, as the mean value for this varia-
ble was low (2.64) and significantly different from 
the hypothesized value of 3 (t = –7.218, p < 0.01).

The independent samples t-test is a statistical 
method used to determine if there is a significant 
difference between the means of two independent 
groups (Cressie & Whitford, 1986). In that case, 
this method would be used to compare the means 
of self-image congruence, brand love, price per-
ception, and prestige sensitivity in two independ-
ent groups: those who possess an Apple product 
(92.5% of the sample) and those who do not (7.5% 
of the sample). Based on the results, there are 
significant differences in self-image congruence, 

brand love, price perception, and prestige sensitiv-
ity between those who possess an Apple product 
and those who do not. 

Specifically, those who possess an Apple product 
showed higher mean scores for self-image congru-
ence (3.22 vs. 2.55), brand love (3.91 vs. 2.80), price 
perception (2.75 vs. 2.12), and prestige sensitivi-
ty (2.68 vs. 2.29) compared to those who do not 
possess an Apple product. These differences were 
statistically significant at p < 0.05 when assuming 
equal variances. These findings suggest that there 
may be significant differences in the perceptions 
and attitudes of individuals who own Apple prod-
ucts compared to those who do not. However, the 
large percentage of participants who possess an 
Apple product indicates that the two groups may 
not be equally represented in the sample, which 
would need to be considered when interpreting 
the results of the independent samples t-test.

3.4. Hypotheses testing

The study used the PROCESS macro, which is a 
statistical tool developed by Hayes (2013), to test 
a mediation model with one independent varia-
ble (self-image congruence), one dependent varia-
ble (brand love), and one mediator variable (price 
perception). Specifically, Model 4 in the PROCESS 
macro tested the direct and indirect pathways 
between self-image congruence and brand love 
through price perception. The paper employed 
5000 bootstrap samples and a confidence interval 
of 95% to estimate the effects and assess the preci-
sion of the estimates. The results indicate that there 
is a significant effect of self-image congruence on 
price perception (a = 0.355, t = 8.088, p = 0.000), 
and the bootstrap confidence interval of 0.269 to 
0.442 does not include 0, suggesting that the effect 
is statistically significant. The results also indicate 
that the direct effect of self-image congruence on 
brand love in the presence of price perception is 
c’ = 0.429 (t = 10.702, p = 0.000), with a bootstrap 
confidence interval of 0.350 to 0.508. The effect of 
price perception on brand love was also significant 
(b = 0.233, t = 4.848, p = 0.000), with a bootstrap 
confidence interval of 0.138 to 0.327. The indirect 
effect of self-image congruence on brand love by-
passing price perception is also significant and 
equals a*b = 0.083, with a bootstrap confidence in-
terval of 0.045 to 0.125. This supports the partial 
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mediation model, as self-image congruence has a 
significant indirect effect on brand love through 
price perception. H1 is then confirmed. The me-
diation analysis summary is presented in Table 3.

To test H2 and H3, the analysis applied Model 15 
from PROCESS macro on SPSS. Model 15 is specif-
ically designed for testing the second-order mod-
erated mediation of a single mediator and mod-
erator for both direct and indirect effects, as ex-
plained in Hayes (2013). In this study, self-image 
congruence (SIC) was used as the independent var-
iable (X), brand love (BL) as the dependent varia-
ble (Y), price perception (PP) as the mediator (M), 
and prestige sensitivity as the moderator (W). The 
findings of the conditional process are displayed in 
Table 4, indicating that self-image congruence sig-
nificantly predicts brand love (β = 0.637; p = 0.000). 
Those who perceive a strong alignment between 
their identity and the brand image demonstrate a 
greater degree of brand love. The interaction effect 
(SIC * PS) also significantly impacts brand love (β 
= –0.085; p = 0.000), indicating that the impact of 
self-image congruence on brand love is considera-
bly weaker for those with higher levels of prestige 
sensitivity, confirming H2.

Table 5 provides additional insights into the 
conditional effect of self-image congruence on 
brand love by comparing the impact of self-im-
age congruence on brand love for individuals 
with high prestige sensitivity versus low pres-
tige sensitivity. The results of the bootstrapping 
analysis confirm that the conditional effect of 
self-image congruence on brand love for high 
prestige sensitivity (M+1SD) is significant-
ly weaker compared to low prestige sensitivity 
(M-1SD) (0.323 vs. 0.504).

Figure 1 illustrates the slopes of regression lines 
for three levels of prestige sensitivity (M+1SD, M, 
M-1SD) in the relationship between self-image 
congruence and brand love. The magnitude of the 
slope indicates the strength of the relationship 
between self-image congruence and brand love 
for each level of prestige sensitivity. As shown in 
Figure 1, the regression line for low prestige sen-
sitivity exhibits a positive and stronger effect of 
self-image congruence on brand love compared to 
higher values of prestige sensitivity. This finding 
provides evidence that the effect of self-image con-
gruence on prestige sensitivity varies across differ-
ent levels of prestige sensitivity.

Table 3. Mediation analysis summary

Relationship Total effect Direct effect Indirect effect Confidence interval ConclusionLower Bound Upper Bound
SIC → PP → BL 0.512 0.429 0.083 0.045 0.125 Partial mediation

Note: SIC = self-image congruence; PP = price perception; BL = brand love.

Table 4. Results of the conditional model: The moderation and moderated mediation analysis

Variables
M (Price Perception) Y (Brand Love)

β t value p-Value LLCI ULCI β t value p-Value LLCI ULCI
SIC (X) 0.355 8.088 0.000 0.269 0.442 0.637 5.954 0.000 0.426 0.847

PP (M) 0.334 2.415 0.016 0.062 0.606

PS (W) 0.459 3.472 0.001 0.199 0.720

SIC*PS (Int_1) –0.085 –2.166 0.031 –0.162 –0.008

PP*PS (Int_2) –0.038 –0.861 0.390 –0.126 0.049

Note: SIC = self-image congruence; PP = price perception; BL = brand love; PS = prestige sensitivity.

Table 5. Moderating effect of prestige sensitivity between self-image congruence and brand love

Path Condition Effect (β) t-value p-value 95% CI

Self-Image Congruence → Brand Love
M-1SD 0.504 9.094 0.000 [0.395, 0.613]

M 0.413 10.061 0.000 [0.332, 0.494]

M+1SD 0.323 5.247 0.000 [0.202, 0.444]

Note: SD: Standard Deviation; M = Mean; M-1SD = 1.569; M = 2.634; M+1SD = 3.699; 95% CI: Bootstrap 95% confidence 
interval.
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Therefore, H3, which states that prestige sensi-
tivity moderates the effect of price perception on 
brand love, has been rejected. In fact, the interac-
tion term for the conditional effect of price percep-
tion on brand love (PP*PS) had a beta coefficient 
of –0.038 and a t-statistic of –0.861. The 95% con-
fidence interval for this coefficient ranged from 

–0.126 to 0.049, which included the value 0. This 
suggests no significant moderation effect of pres-
tige sensitivity on the relationship between price 
perception and brand love. The index of the mod-
erated mediation was –0.014, with a bootstrapped 
standard error of 0.015. The bootstrap confidence 
interval for this index ranged from –0.041 to 0.020, 
which includes 0. This indicates that there was no 
significant moderation effect of prestige sensitivity 
on the indirect effect of self-image congruence on 
brand love through price perception. 

The results of the conditional indirect effect of 
self-image congruence on brand love through 
price perception were significant for all subgroups, 
with SIC → PP → BL. However, this effect showed 

no significant differences between high and low 
prestige sensitivity subgroups.

Figure 2 illustrates no significant differences in the 
slopes of the conditional effects of price perception 
on brand love for prestige sensitivity values equal 
to the mean (M) (2.63), one standard deviation 
above the mean (M+1SD) (3.70), and one standard 
deviation below the mean (M-1SD) (1.57). Figure 3 
summarizes the findings of this research.

4. DISCUSSION

The results showed that self-image congruence 
has a significant positive effect on brand love 
(β = 0.429, p = 0.000), which is consistent with 
Afridawi and Rasool (2022), Al-Haddad (2019), 
and Alnawas and Altarifi (2016). These findings 
provide empirical evidence that when individ-
uals perceive that their self-image is congruent 
with the image of a brand, it increases their level 
of love for that brand. 

Note: SIC = self-image congruence; BL = brand love; PS = prestige sensitivity.

Figure 1. Moderating effect of PS on the effect of SIC on BL

Table 6. Conditional indirect effect of self-image congruence on brand love

Path Condition Effect (β) Boot SE 95% CI

Self-Image Congruence → Price Perception → Brand Love
M-1SD 0.097 0.033 [0.033, 0.162]

M 0.083 0.024 [0.039, 0.133]

M+1SD 0.068 0.024 [0.029, 0.125]

Note: SD: Standard Deviation; M = Mean; M-1SD = 1.569; M = 2.634; M+1SD = 3.699; 95% CI: Bootstrap 95% confidence 
interval. Boot SE: Boot standard error.
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Furthermore, the results suggest that the effect 
of self-image congruence on brand love is medi-
ated by price perception. The PROCESS analysis 
on SPSS confirmed the indirect effect of self-im-
age congruence on brand love through price per-
ception (β = 0.083). This result is consistent with 
Escalas and Bettman (2005) regarding the effect 
of self-image congruence on price perception, as 
well as the findings of Ferreira and Coelho (2015) 
and Garretson et al. (2002) regarding the effect of 
price perception on brand attitudes. These find-
ings suggest that when consumers perceive that 
a brand aligns with their self-image, it can lead 
to a positive perception of its price. This positive 
perception of price, in turn, can further enhance 

the consumer’s love for the brand. This study 
provides valuable insights into the complex rela-
tionships between self-image congruence, price 
perception, and brand love, highlighting the im-
portance of considering multiple factors in un-
derstanding consumer behavior. When a brand 
creates a sense of identity and connection, it can 
positively influence the consumer’s perception 
of its pricing strategy. Specifically, consumers 
may be less likely to perceive the brand’s prod-
ucts as overpriced or not providing value for 
money when the brand aligns with their self-im-
age. This positive perception of the brand’s pric-
ing strategy can further enhance the consumer’s 
love for the brand.

Note: PP = price perception; BL = brand love; PS = prestige sensitivity.

Figure 2. Conditional effect of PP on BL

Note: *p < 0.05 **p < 0.01.

Figure 3. Results of the empirical investigation

0.233**

–0.085*

–0.038

0.355**
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Self-image 
congruence

0.429** Brand love
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The results also indicate that prestige sensitivity 
has a negative moderating effect on the impact 
of self-image congruence on brand loyalty. This 
suggests that the relationship between self-image 
congruence and brand love is significantly weaker 
for consumers who are high in prestige sensitivity. 
In other words, when a brand aligns with a con-
sumer’s self-image, it may have less of an impact 
on their love for the brand if they are susceptible 
to prestige. This result could be because consum-
ers susceptible to prestige may be more focused 
on the status or image associated with the brand 
rather than their connection to it. As a result, the 
effect of self-image congruence on brand love may 
be diminished for these consumers. This finding 
highlights the importance of considering individ-
ual differences, such as prestige sensitivity, when 
examining the factors influencing consumers’ 
love for a brand.

On the other hand, the finding that prestige sensi-
tivity did not moderate the effect of price percep-
tion on brand love is consistent with Kucukergin 
et al. (2020), who found that prestige sensitivity 
only moderates the effect of price perception on 
consumers’ joy, not brand love. This result sug-
gests that the impact of consumers’ perception of 
the brand’s pricing strategy on their love for the 
brand remains consistent regardless of their level 
of sensitivity to prestige. In other words, whether 
consumers are highly sensitive to prestige or not, 
the effect of price perception on their love for the 

brand is similar. This could be because consum-
ers’ perceptions of a brand’s pricing strategy may 
be more objective and less influenced by personal 
factors such as sensitivity to prestige. 

In sum, the fact that self-image congruence signif-
icantly affects brand love is consistent with prior 
research that suggests that when a brand reflects 
and reinforces a consumer’s self-image, it cre-
ates a sense of resonance and connection, which 
can lead to stronger brand love. The mediating 
role of price perception suggests that when con-
sumers perceive a brand’s prices as reasonable 
or even favorable, they are more likely to devel-
op positive feelings toward the brand, including 
a greater sense of brand love. The findings also 
confirm a negative moderation effect of prestige 
sensitivity in the relationship between self-image 
congruence and brand love. This suggests that for 
individuals with high prestige sensitivity, simply 
having a brand that aligns with their self-concept 
may not be enough to foster brand love. The brand 
must also convey prestige and status to capture 
their attention and loyalty effectively. The lack of 
significant moderation effect of prestige sensitiv-
ity on the relationship between price perception 
and brand love may be because consumers view 
price as an objective quality indicator, regardless 
of their level of prestige sensitivity. It is also worth 
noting that the results may be influenced by cul-
tural factors specific to Saudi Arabia, as the study 
was conducted in this context.

CONCLUSION

This study stands as the first work that introduces a comprehensive framework encompassing self-im-
age congruence, brand love, price perception, and prestige sensitivity, specifically focusing on Saudi 
Arabia and the Apple brand. The results confirm that self-image congruence positively influences brand 
love, indicating that consumers love brands more when the brand image aligns with their self-concept. 
Consequently, companies should align their brand image with the self-image of their target consumer 
group, incorporating those elements into branding, messaging, and marketing campaigns. Additionally, 
companies can focus on developing an emotionally engaging brand personality, offering personalized 
experiences, and providing customized after-sale services to cater to consumer needs and preferences. 

The analysis also reveals that price perception mediates the relationship between self-image congruence 
and brand love. Companies are advised to enhance self-image congruence to improve consumers’ per-
ception of pricing strategies. For Apple in Saudi Arabia, creating a brand image that resonates with the 
target consumers is essential, promoting its values and image through various marketing channels. This 
will lead to a higher perceived value of the products, allowing the company to set higher prices.



31

Innovative Marketing, Volume 19, Issue 3, 2023

http://dx.doi.org/10.21511/im.19(3).2023.03

Furthermore, the study demonstrates that prestige sensitivity negatively moderates the effect of self-im-
age congruence on brand love. This suggests that more than just simply focusing on self-image con-
gruence may be required to build brand love among prestige-sensitive consumers. Managers should 
also consider other factors necessary to this segment, such as exclusivity or uniqueness of the brand or 
product. The absence of moderation of prestige sensitivity in the effect of price perception on brand love 
indicates that a brand’s pricing strategy can consistently affect brand love across different consumer 
segments, irrespective of consumers’ varying levels of prestige sensitivity.
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