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A bestract

This article presents a comsumerpsyehology model of bmands that integmtes empirical studies and individual constructs (such as brand catego-
rization, brand affect, brand personality, brand svmbolism and brand attachment, among others) nto a comprehensive framework, The mode| dis-
tinguishes three levels of comsumer engagement (object-centersd, self-centered and social) and five processes (dentifving, experiencing,
integrating, signifiing and connectng). Pertiment psycholomeal constructs and empirical fimdings are presented for the constructs within each pro-
cess, The article concludes with resecarch ideas to test the model using both standard and consumer-neumscience methods,

i 2011 Sociaty for Consumer Psvchology, Published by Elseviar Inc. All nghts reserved.
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