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PREFACE 

 

This research was conducted under the requirement of Universiti Tunku Abdul Rahman 

to complete the degree study of Bachelor of International Business (Honours). I chose 

to investigate the mediating effect of brand attachment on impulse purchase of idol-

endorsed products among K-pop fans due to my personal interest in contemporary 

consumer behavior and the growing influence of K-pop culture worldwide. By 

observing how K-pop fans interact with things supported by their favorite K-pop idols 

attracted my interest in the psychological principles underlying impulse buying and 

emotional attachment to brands. 

 

This study allowed me to explore the roles of celebrity credibility, ideal self 

congruence, and hedonic value in shaping consumers’ emotional attachment to brands, 

and how such attachment can lead to impulse purchases. Engaging in this research 

enhanced my understanding of marketing theory and research methodology, while 

providing practical insights into the behavioral patterns of a highly engaged consumer 

segment. 

 

Throughout the process, I improved my skills of literature review, research design, data 

analysis, and academic writing. My critical thinking, problem-solving, and time-

management skills improved as a result of conducting on this project with my 

supervisor. I hope that the outcomes of this study will not only contribute to academic 

understanding, but will also have practical consequences for marketers looking to 

interact effectively with K-pop fans. 
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ABSTRACT 

 

Recent years have seen a significant increase in the popularity of Korean pop music, or 

K-pop, around the world. As a result, K-pop idols are becoming more influential 

outside of the entertainment business and in the commercial and branding sectors. As 

a result, K-pop idol-endorsed products have become a popular marketing approach for 

brand companies looking to build greater emotional relationships with their customers. 

Within this context, brand attachment has a significant impact on customers' purchasing 

decisions, particularly impulse purchases among the K-pop fans. The purpose of this 

study is to examine the mediating effect of brand attachment on impulse purchase of 

idol-endorsed products among K-pop fans. This study examines the impacts of 

celebrity credibility, ideal self-congruence, and hedonic value as stimuli influencing 

brand attachment (organism), which in turn influences impulse purchase (response), 

which it is driven by the Stimulus–Organism–Response (SOR) model. 

 

Besides that, this study specifically targets individuals who are K-pop fans who have 

previous experience of purchasing idol-endorsed products or shown tendencies toward 

impulsive purchases of idol-endorsed products. Therefore, this research has collected a 

total of 145  valid sets of questionnaires from Malaysian K-pop fans who have previous 

experience of purchasing idol-endorsed products or shown tendencies toward 

impulsive purchases of idol-endorsed products. Additionally, SMART PLS is being 

used to test the proposed hypothesis and data analysis. Furthermore, the findings of this 

research indicate that celebrity credibility and ideal self-congruence have a significant 

positive relationship with brand attachment, leading the K-pop fans to have impulse 

purchase toward K-pop idol-endorsed products, while hedonic value does not.  Lastly, 

this study also included theoretical implications, practical implications, limitations and 

recommendations for future research studies.  

 

Keyword: K-pop Idol-Endorsed Products, K-pop Fans, Brand Attachment, Impulse 

Purchase, Stimulus-Organism-Response (SOR Model)  



3 

 

CHAPTER 1: RESEARCH OVERVIEW 

 

 

1.0 Introduction  

 

To investigate the mediating effect of brand attachment on impulse purchase of idol-

endorsed products among K-pop fans, a study was conducted in this study. This chapter 

is formed by several sections to provide a clear overview of this research, which has a 

research background that looks into the K-pop industry. In addition, it also covers the 

research problem of this particular chapter. Additionally, this chapter also covers 

research questions and objectives. Both are very important to this study because they 

are the main contents that need to be studied in this research. Lastly, this chapter also 

discusses the research significance, and it emphasises the academic and practical 

contributions. 

 

1.1 Research Background 

 

According to Shafie (2025), Korean pop music (K-pop), has become incredibly famous 

worldwide in recent years. The Hallyu Wave, which referred also as  Korean Wave, it 

began in the 1990s and has continuously expand each afterwards, essentially making 

South Korea a significant popular culture player across the globe. The major reason for 

the popularity on a global level is the BTS album sales worldwide of over 50 million 

copies records and TWICE’s tour earnings from their “Ready to Be World Tour”, 

Korean idol groups like BTS and TWICE  have successfully achieved international 

recognition (Linghu, 2025).  According to Kim & Kwon (2022), K-pop's global success 

is further evidenced by the growing recognition of the major economic significance of 

Korea's music industry, which has resulted in K-pop being called "The next Samsung" 

and "South Korea's greatest export.”. Some experts also place BTS in the "same league 

as Samsung and Hyundai," citing the group's predicted contribution to the Korean 
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economy in 2019 of USD 4.6 billion, or 0.3% of the country's GDP (Kim & Kwon, 

2022). 

 

Furthermore, K-pop industry continue to introduce new idol group continuously in 

order to sustain its global influence and to guarantee the ongoing renewal and 

development of the global fan base. This achievement of this international economic 

success is supported by a report of Hallyu’s global popularity that covered 119 

countries that released by the Korea Foundation (KL) and Ministry of Foreign Affairs. 

In the report, it mentioned that the number of Hallyu fans worldwide have reached 225 

millions on 2023. The report mentioned also that K-pop was one of the main reasons 

for the Hallyu boom, with 68% of fan clubs focused on K-pop on 2023 (Park, 2024). It 

reveals only the extent of its economic and cultural impact on the world. However, the 

recent news reposted that K-pop industry actually is facing decline and it has brought 

a significant impact on the Korean economy, as according to data given by the Korea 

Customs Service on July 20, K-pop music album exports between January and June 

decreased 11.6% year over year to $114.4 million (Korea Bizwire, 2025). 

 

As the K-pop expansion in worldwide, the intersection of popular culture and 

consumerism could offer new opportunities for businesses and brands. This is because 

K-pop idols’ influence have extended beyond the music into fashion, cosmetic, food 

and beverage and even technology, with companies increasingly collaborate with idols 

to launch endorse products. Such endorsements are quite effective in shaping consumer 

attitudes and behaviour as they are based on the strong emotional connections between 

the celebrities and their fans. (Choi & Rifon, 2012). For example, for the food and 

beverage industry, a significant profits and consumer engagement in Indonesia and the 

United States has successfully gained as the launching of BTS meals, which is 

McDonald collaborate with BTS. This achievement has proved the worldwide impact 

of K-pop-driven promotional strategies and the strong participation of fan groups (Dwi 

Maulina et al., 2024). These remarkable influences demonstrate how K-pop has 

developed into a commercialized cultural force, with idol influence driving marketing 

trends and generating up opportunities for brand extension to the general public. 
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1.2 Research Problem 

 

Although K-pop has become a more powerful cultural and economical force on a 

worldwide scale, but according to recent research, the K-pop industry as a whole is 

currently experiencing a crisis due to the decline of both album exports and sales in the 

first half of year 2025, which gives the signal that a wider slowdown in a market that 

was previously thought to be robust to global economic challenges (Korea Bizwire, 

2025). In this case, the industry decline situation highlights the marketing challenge in 

K-pop market, implying that, either in selling K-pop idol merchandise or K-pop idol 

endorsed products, it shows that understanding K-pop fans' purchasing behaviors and 

emotional attachments is essential.  

 

 

For the variable of celebrity credibility, although it has been shown to influence 

consumer response such as trustworthiness, attitude toward brands or behavioural 

outcome like purchase intention, there is still limited knowledge about celebrity 

credibility role in the context of K-pop idol endorsed products (Singh & Banerjee, 2018; 

Hossain et al., 2025). There is a knowledge gap on how K-pop fans evaluate celebrity 

credibility and how this can influence and strengthen brand attachment because the 

majority of existing research focuses on general celebrities and general products only, 

not specific to K-pop idols and K-pop idol-endorsed product (Gunawan & Daulay, 

2024).  

 

For Ideal Self Congruence, most studies concentrate on luxury brands, even though 

ideal self-congruence significantly affects consumers’ emotional and behavioural 

responses (Sirgy et al., 2000; Malär et al., 2011; Liu et al., 2022; Suyoto & Tannady, 

2022). However, K-pop idol-endorsed products that could reflect K-pop fans’ ideal self, 

is still underexplored, and only a few studies have examined how ideal self congruence 

affect brand attachment in general context without specific industries (Japutra et al., 
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2019; Rabbanee et al., 2020). This discrepancy underlines the importance of continuing 

to study how ideal self-congruence affects brand attachment in K-pop idol-endorsed 

products.  

 

For hedonic value, according to previous research, the majority of previous studies 

have concentrated on live streaming platforms or fashion clothing brands but not K-

pop idol endorsed products (Siddique & Rajput, 2022: Zhang et al., 2024). 

Consequently, the impact of hedonic value in the setting of K-pop idol endorsed 

product still remains unexplored. To close this gap, this study investigate how hedonic 

value could contribute to brand attachment in the context of K-pop idol endorsed 

products, aiming to explore how enjoyment and emotional experiences that provided 

by K-pop idol endorsed products influence the emotional connection of K-pop fans 

toward the products. 

 

For brand attachment, currently there are a lot of research that recognized brand 

attachment as the predictor for consumer psychological response like brand loyalty or 

brand love on general products like Korean cosmetic brands, or behavioral response 

like purchase intention on celebrity products (Ghorbanzadeh & Rahehagh, 2021; Sun 

et al., 2024, Gunawan & Daulay, 2024). There are only few studies look at the 

connection between impulse purchases and brand attachment, especially impulse 

purchase associated with idol-endorsed products toward K-pop fans are not yet fully 

understood. In this case, this study will investigate how brand attachment could 

contribute to impulse purchase of K-pop fans in context of K-pop idol endorsed 

products, aim to understand how emotional bond with brands lead to impulse purchase 

of K-pop fans 

 

For brand attachment as a mediator, although brand attachment has been widely shown 

to influence customers’ loyalty and their purchase intentions, however, most prior 

studies has focused solely on the direct effect of brand attachment, while its function 

as a mediator between celebrity credibility, ideal self congruence, hedonic value and 

impulse purchase has only limited investigation (Japutra et al., 2019; Lim et al., 2020; 
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Gunawan and Daulay, 2024). The claim regarding the direct effect of brand attachment 

is validated by the research paper of Vania et al. (2024), shows brand attachment is 

directly influencing impulse purchase among local Indonesian K-pop fans and it 

demonstrates how attachment may aid in establishing their consumer preferences in 

purchasing K-pop idol merchandises. As for the limited research on mediating role of 

brand attachment, according to Lim et al. (2020), there was the research about brand 

attachment as mediator role but it was related to branded apparel only. These statements 

have shown that brand attachment as a mediator in K-pop idol consumption still largely 

remain unexplored. To close this gap, the current study explores brand attachment as a 

mediator, aim to investigate how fans’ emotional and cognitive ties with brand 

influence their impulse purchase behavior regarding K-pop idol endorsed products. 

 

 

1.3 Research Objectives 

 

The main objective of this study is to explore the mediating effect of brand attachment 

on impulse purchase of idol-endorsed products among K-pop fans. 

 

1. To examine the relationship between Celebrity Credibility and Brand 

Attachment.  

2. To examine the relationship between Ideal Self Congruence and Brand 

Attachment. 

3. To examine the relationship between Hedonic Value and Brand Attachment  

4. To investigate the relationship between Brand Attachment and Impulse 

Purchase of  K-pop idol-endorsed products among K-pop fans. 

5. To determine whether Brand Attachment mediates the relationship between 

Celebrity Credibility, Ideal Self Congruence, Hedonic Value and Impulse 

Purchase of K-pop idol-endorsed products among K-pop fans. 
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1.4 Research Questions 

 

1. What is the relationship between Celebrity Credibility and Brand 

Attachment? 

2.  What is the relationship between Ideal Self Congruence and Brand 

Attachment? 

3.  What is the relationship between Hedonic Value and Brand Attachment? 

4. What is the relationship between Brand Attachment and Impulse Purchase of 

K-pop idol-endorsed products among K-pop fans? 

5. Does Brand Attachment mediate the relationships between Celebrity 

Credibility, Ideal Self Congruence, Hedonic Value and Impulse Purchase of K-

pop idol-endorsed products among K-pop fans.? 

 

 

1.5 Research Significance 

 

In term of research significance, this study is important for both practical and academic 

sector. From practical perspective, the findings of this study can direct the marketing 

strategies by revealing how K-pop idol endorsements influence the to the impulse 

buying decisions of the K-pop fans. Such insight will be able to help the firms in 

designing and organising more effective campaigns that could leverage fans’ emotional 

attachment with their idols but also to the endorsed products and brands. Next, in this 

study, it emphasize the significant of  engagement between consumers and the brand, 

as it highlighted brand attachment acts as a mediator in shaping the consumers’ 

purchasing behaviour. This is because rather than relying solely on one-time 

endorsements, the companies can apply these insights to strengthen their long-term 

loyalty and sustain sales growth. Moreover, businesses could gain a competitive 

advantage while positioning idol-endorsed products across industries by recognising 

the psychological principles that drives impulse purchases, especially in those 
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industries that usually highly saturated and different strategies are required such as 

cosmetics, F&B (Food and Beverage) and others. 

 

Other than that, by involving brand attachment as a mediating factor within Stimulus–

Organism–Response (S-O-R) framework, this study applies the S-O-R model to 

achieve an improved understanding of the psychological mechanisms linking the 

celebrity endorsements to impulsive purchases of the K-pop fans. Besides that, it could 

additionally contributes to the limited amount of research on idol-endorsed products 

because previous research have mostly concentrated on celebrity endorsements in 

general rather than specifically focus on the study content about K-pop. Therefore, in 

trying to overcome this gap, this study will offer fresh viewpoints regarding the way 

idol culture influences the decisions of K-pop fans. Finally, the research data generated 

by collecting data from K-pop fans supports the validity of the theoretical relationships 

between impulse purchase, brand attachment, hedonic value, celebrity credibility, and 

self-congruence. Hence, by carrying out this study, it not only assists to current 

academic discussions but also establishes a framework for further study in the fields of 

consumer psychology and celebrity endorsement, particularly focusing on K-pop fans. 

 

 

1.6 Conclusion 

 

In conclusion, Chapter 1 has outlined the research background, research problem, 

research objectives, research questions and research significance of this study. By 

recognising the existing research gap and defining the aim of this study, Chapter 1 

establishes a clear foundation for further analysis.  
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CHAPTER 2: LITERATURE REVIEW 

 

 

2.0 Introduction 

 

This chapter review the relevant literature to offer a theoretical foundation for this 

study. In this study, the conceptual framework is guided by the Stimulus - Organism - 

Response (S-O-R) Model. It discussed also the main concept of Celebrity Credibility, 

Ideal Self Congruence, Hedonic Value, Brand Attachment and Impulse Purchase. This 

chapter present the theoretical background, review previous studies and develop the 

research conceptual framework and hypothesis development of this study. 

 

 

2.1 Stimulus – Organism – Response (S-O-R) Model  

 

The Stimulus – Organism – Response (SOR) Model, introduced by Mehrabian and 

Russell in 1974, posits that various environmental stimuli experienced by individuals 

could affect their psychological state and, eventually, their buying behaviors (Kim & 

Park, 2019). The SOR Model is formed by three elements which are Stimulus (S), 

Organism (O) and Response (R). In this theory, Stimuli (S) are the external 

environmental factors that will affect Organism (O); Organism (O) is a psychological 

transformation mechanism that turns stimuli into information and the user's reaction to 

the external stimulus information content of the relevant response behavior is 

represented by Response (R) (Hewei & Youngsook, 2021). To put it in another way, 

individuals will respond to environmental stimuli either in the following ways, 

positively which is approach behavior or negatively which is avoidance behavior. 

Within this framework, the emotional states serve as mediating or intervening factors, 

completing the S-O-R sequence (Floh & Madlberger, 2013). This indicates that the S-

O-R model, which is grounded on environmental psychology, offers a theoretical 
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framework for comprehending consumer behavior (Bigne et al., 2020). Although this 

model is initially applied for environmental psychology, but the S-O-R model has been 

widely applied now in social media marketing sector, healthcare sector, tourism and 

hospitality sector and also other sectors (Koay et al., 2021; Zhao et al., 2024; Guo et 

al., 2022).  

 

Within S-O-R model, Stimuli are represented to those from the external environment 

surrounding individual and the model assumed that there are many different external 

stimuli relevant to decision-making influence an individual’s inner state (Kim &  Park, 

2019). In this study, Celebrity Credibility, Ideal Self Congruence and Hedonic Value 

have represented the Stimulus under this model as they are the external environmental 

stimuli that effecting the brand attachment of the idol-endorsed products (Hossain et 

al., 2025; Chen et al., 2019; Ayse Sengoz et al., 2024). 

 

Organism refers to an individual's internal states, which represented the inner process 

occurring between external stimuli and the final actions or reactions of a person. In S-

O-R model, the internal state includes affective, emotional, and cognitive processes 

that mediate how external stimuli are translated into behavioural response (Kim &  

Park, 2019; Chang et al., 2011). Since Organism is occupied at the middle stage of the 

SOR model, the individual’s inner state affected directly by the stimulus and 

subsequently influence the response. In this study, Brand Attachment is functioned as 

organism in the SOR model and as the mediator on impulse purchase of idol-endorsed 

products among K-pop fans (Mim et al., 2022). 

 

Response is a behavioral reaction based by external environmental stimuli as well as 

internal biological processes. It might involve people behavioral reactions or their 

psychological attitudes (Kim &  Park, 2019). In this study, Impulse Purchase have 

represented the Response under the SOR model. Impulse purchase (Response) will be 

affected by the effect of brand attachment (Organism), which is through the K-pop fans’ 

cognition and emotions toward the idol endorsed products (Vania et al., 2024). 

 



12 

 

 

 

Figure 2.1: The Conceptual Framework of S-O-R Model 

Source: Kim, M. J., Lee, C.-K., & Jung, T. (2020). Exploring Consumer 

Behavior in Virtual Reality Tourism Using an Extended Stimulus-Organism-Response 

Model. Journal of Travel Research, 59(1), 69–89. 

https://doi.org/10.1177/0047287518818915 

 

 

2.2 Review of Variables 

 

 

2.2.1 Independent Variable: Celebrity Credibility 

 

A celebrity is an individual who is well-known to the general public for their 

achievements in their areas of expertise, such as actors, athletes, entertainers, 

and others, aside from the products and brands they endorse (Majeed et al., 

2020). Celebrity credibility simply indicates the trust of an individual in a 

celebrity to be reliable, honest, and knowledgeable when the celebrity endorses 

a specific product or service (Hussain et al., 2020). Furthermore, celebrity 

credibility is influenced not just by their popularity, but also by their image and 

personality. People are more likely to believe in what celebrities represent or 
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endorse if they are perceived to be of high integrity (Winterich et al., 2018; 

Deshbhag & Mohan, 2020). 

 

Celebrity credibility, which under the celebrity credibility model that proposed 

by Ohanian (1990), identifies the elements of expertise, trustworthiness and 

attractiveness as its key components. In Kim et al. study (2014), it mentioned 

that expertise is the degree to which people look to the experience of an 

individual, knowledge, or skills to help them make decisions, trustworthiness 

refers to the honesty, integrity, and believability of the celebrity and 

attractiveness is defined as the combination physical attributes, attire and 

accessories, elegant attractiveness, sexual appeal, ethics, and mannerisms of a 

celebrity.  

 

According to previous studies, this credibility has a significant impact on how 

people react to and perceive products advertised by a celebrity as celebrities 

have a significant impact on society since they are frequently the center of 

public attention. As a result, when they endorse or promote a product, they can 

affect people's perceptions and attitudes toward it (Gunawan & Daulay, 2024)..  

 

 

2.2.2 Independent Variable: Ideal Self Congruence 

 

Self congruence is basically the degree to which a consumer's actual or ideal 

self is aligned with a brand or product (Sirgy et al., 2000; Malär et al., 2011). 

Self Congruence is formed by two dimensions, which are actual self congruence 

and ideal self congruence (Zogaj et al., 2020). According to Upamannyu et al. 

(2014) , actual self congruence is defined as the degree to which the actual self 

image of a customer aligns with a brand image. Likewise, ideal self congruence 

is described as the level of alignment between a consumer’s ideal self image 

and a brand’s image. In this study, ideal self congruence is focused as it related 

to idol endorsed products. 
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According to (Escalas, 2004) & (Japutra et, al., 2018),  it has been demonstrated 

that ideal self-congruence, which represents aspirational desires and symbolic 

consumption, strengthens emotional outcome like brand attachment. Therefore, 

people select brands or products that reflect their ideal or actual self in order to 

boost self-congruence (Belanche et al., 2021). Therefore, this effect is 

particularly prominent in identity-expressive products, such products supported 

by celebrities, because consumers believe the product reflects their ideal self, 

thus strengthening their attachment with the brand (Chieng et al., 2022). 

 

 

2.2.3 Independent Variable: Hedonic Value 

 

According to Holbrook and Hirschman (1982), hedonic value is the intrinsic 

pleasure, sensory enjoyment, and emotional fulfillment that consumers 

experience from consumption experiences that go beyond utilitarian utility. 

According to Okolo et. al. (2025), hedonic value is defined as the intrinsic 

pleasure or satisfaction obtained from a product or service, driven by individual 

feelings of enjoyment, amusement, and emotional fulfillment. In this case, 

consumers who are with hedonic motivation elements is likely to seek out for 

experiences that could bring pleasure, happiness, and relaxation to feel more 

satisfaction overall for themselves (Ashraf et al., 2018). 

 

Hedonic value has frequently been shown in studies to have a major impact on 

consumer behavior. For example, Babin, Darden, and Griffin (1994) created a 

scale to assess hedonic and utilitarian shopping values and showed that hedonic 

experiences are predictive of increased engagement, positive word-of-mouth, 

and higher satisfaction. Similarly, hedonic incentives like adventure, social 

contact, and novelty-seeking can significantly affect the attitudes and purchase 

patterns of consumers (Arnold & Reynolds, 2003). Extending this view, Babin 

and Attaway (2000) and Chitturi et al. (2007) discovered that brands and goods 
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with high hedonic value are more likely to stimulate favorable feelings, which 

improves customer engagement and connection when customers believe that a 

product goes above and beyond the hedonistic and utilitarian standards.  

 

Furthermore, it has been discovered that contextual and environmental elements 

enhance hedonic value. Customers’ perceptions of hedonic advantages are 

improved by positive emotions generated by store atmospheres or service 

interactions, which in turn affects their behavioral intentions (Ladhari et al., 

2017). Hedonic value is still significant in online and digital platforms because 

consumers enjoy and express their identities through visually appealing or 

interactive material (Chen et al., 2018).  

 

 

2.2.4 Dependent Variable: Impulse Purchase 

 

Impulse buying is defined as sudden and unexpected purchases motivated by 

emotional impulses rather than rational evaluation (Rook and Fisher, 1995). It 

has been regarded both as a temporary action and as an ongoing consumer trait, 

with those with high buying impulsiveness becoming more inclined toward 

spontaneous purchases (Verplanken & Herabadi, 2001). Store atmosphere, 

scarcity cues, marketing, and social influence have all been related to impulse 

purchases (Beatty & Ferrell, 1998).  

 

Excitation, pleasure, and mood control are examples of emotional and 

hedonistic incentives that are important in converting these stimuli into 

decisions about what to purchase (Rodrigues et al., 2021). According to 

neuromarketing research, affective arousal overcomes rational control and 

encourages people to make quick decisions without allowing them have 

sufficient consideration (Sharma et al., 2014). Elements like visual presentation, 

time-limited deals, and influencer or celebrity endorsements have been 
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demonstrated to dramatically increase impulse purchase tendencies in online 

and live-streaming contexts (Li et al., 2022).  

 

According to Rodrigues et al. (2021), post-purchase impacts, such as 

satisfaction or regret, influence long-term brand attachment and future impulse 

tendencies. The majority of previous study has been on common retail and 

online environments; however, less is known about impulsive purchasing in 

fan-driven markets, especially when it comes to K-pop idol endorsed products. 

This gap is relevant because emotional attachment to their favourite K-pop idol 

and scarcity-driven marketing methods may boost impulse purchases among K-

pop fans (Rodrigues et al., 2021; Li et al., 2022). 

 

 

2.2.5 Mediator Variable: Brand Attachment 

 

The emotional bond that exists between a customer and a brand is known as 

brand attachment, reflecting a meaningful relationship beyond simply 

purchasing and selling behaviour (Shimul & Phau, 2023, Gunawan & Daulay, 

2024). Self-brand connection (also known as brand-self connection), which 

reflect the cognitive and affective linkage between an individual and a brand, 

while brand prominence, which represent the favorable emotions and memories 

associated to the products, are two crucial criteria that characterize the 

conceptual qualities of brand attachment (Park et al., 2010; Lim et al., 2020; 

Lee & Kim, 2022).  

 

For emotional and behaviour implications, strong brand attachment frequently 

stimulates feelings like affection, passion, and connection, which influence 

loyalty, commitment, and the desire of customers to invest time, money, or 

reputation to maintain or enhance their relationship with the brand (Lim et al., 

2022; Park et al., 2010). Furthermore, according to VanMeter et al. (2018), 
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brand attachment is different from brand attitude and that brand attachment 

could offers greater predictive power, especially in explaining more difficult 

consumer behaviour intentions, which it encompasses both psychological and 

behavioural tendencies. Besides affecting the purchasing behaviour, brand 

attachment can strengthen the relationship between consumers and brands, 

which can have a beneficial impact on consumer loyalty, brand advocacy, and 

retention when a consumer detect a significant connection between their 

perceptions and the brand (Gunawan & Daulay, 2023). 

 

 

2.3 Proposed Theoretical / Conceptual Framework 

 

The proposed conceptual framework of this study is illustrated in the figure below 

which this conceptual framework was built around based on the S-O-R model. The 

purpose of this study is to explore the factors that lead to brand attachment and 

subsequently influence impulse purchase among K-pop fans’ toward K-pop idol 

endorsed products. In this framework, there are three independent variables, Celebrity 

Credibility, Ideal Self Congruence and Hedonic Value are categorised under Stimulus 

(S); the mediator, Brand Attachment is categories under Organism (O) and Impulse 

Purchase, as dependent variable is categorised under Response (R). 
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Figure 2.2 : Conceptual Framework 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Developed for the research 

 

 

2.4 Hypothesis Development 

 

 

2.4.1 Celebrity Credibility and Brand Attachment 

 

Consumer behavior, particularly among K-pop fans, is greatly influenced by the 

credibility of celebrities. Credible celebrities strengthen perceived expertise and 

trust, which further strengthens customers’ emotional bond with endorsed 

brands (Hossain et al., 2025). Indirect brand attachment is promoted by 

perceived self-congruence and brand quality, which further reinforce the 

relationship (Özer et al., 2022). In K-pop fandoms, strong emotional bonds 

between idols and fans highlight the influence of celebrity credibility on brand 

attachment, highlighting its critical role in fostering consumer loyalty and 
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buying intentions (Chen et al., 2022). Therefore, it is hypothesized that celebrity 

credibility positively affects brand attachment. 

 

H1: There is a significant positive relationship between Celebrity Credibility 

and Brand Attachment  

 

 

2.4.2 Ideal Self Congruence and Brand Attachment 

 

Ideal self-congruence, which is defined as the alignment of ideal self of a 

consumer with image of brand, is an important predictor of brand attachment. 

Consumers are more likely to form close relationships with brands that help 

them obtain their ideal self because it meets their self-improvement 

requirements (Malär, Krohmer, Hoyer, & Nyffenegger, 2011; Japutra, Ekinci, 

and Simkin, 2018). In the context of K-pop fandom, fans recognize idol-

endorsed products as mirroring characteristics of their ideal self, which could 

increases their emotional attachment to the product. As a result, ideal self-

congruence is hypothesized to positively affect brand attachment among K-pop 

fans. 

 

H2: There is a significant positive relationship between Ideal Self Congruence 

and Brand Attachment  

 

 

2.4.3 Hedonic Value and Brand Attachment 

 

According to Kurnianingsih et al. (2025), the term “hedonic value” describes 

the sensory and emotional pleasure that comes from using a product, 

encompassing elements like enjoyment, self-expression, and aesthetics. Higher 

hedonic value increases customer happiness and enhances their attachment to 

brands (Ciocodeică, 2025). Fans of K-pop frequently seek out products that can 
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provide them emotional fulfillment and a feeling of identity in along with 

practical advantages (Panjaitan et al., 2025). Because fans emotionally connect 

with the brands that their idols encouragement, this emotional engagement 

develops significant brand attachment (Kurnianingsih et al., 2025). Thus, it is 

believed that hedonic value positively affects K-pop fans' brand attachment. 

 

H3: There is a significant positive relationship between Hedonic Value and 

Brand Attachment 

 

 

2.4.4 Brand Attachment and Impulse Purchase 

 

Brand attachment, defined as the emotional bond developed between 

consumers and brands, has a significant influence on purchasing behavior (Park 

et al., 2010). Research indicates that customers with strong brand attachment 

tend to make spontaneous purchases to maintain or improve their relationship 

with the brand (Japutra et al., 2019; Vania et al., 2024; Akbar et al., 2020). In 

the example of K-pop fandoms, fans’ emotional connection to idols strengthens 

their attachment to idol-endorsed products, boosting the chance of impulsive 

purchases (Chen et al., 2022). Furthermore, brand attachment has been shown 

to play a role in promoting impulsive behavior by mediating the relationship 

between compulsive buying and self-congruence (Panjaitan et al., 2025; 

Swaminathan et al., 2009). Therefore, it is hypothesized that the impulse 

purchases of K-pop fans are influenced by brand attachment. 

 

H4: There is a significant positive relationship between Brand Attachment and 

Impulse Purchase of idol-endorsed products among K-pop fans 

 

 

2.4.5 Brand Attachment as Mediator role 
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Brand attachment is an essential driver in consumer behavior, especially in the 

context of celebrity endorsements (Özer et al., 2022). According to past 

research, celebrity credibility, ideal self-congruence, and hedonic value can 

increase brand attachment, influencing customers’ impulse purchase intentions 

(Japutra et al., 2019, Lim et al., 2020; Gunawan & Daulay, 2023; Panjaitan et 

al., 2025). K-pop fans’ strong emotional attachments with idols amplify these 

effects, increasing the chance of spontaneous purchases of idol-endorsed 

products (Chen et al., 2022). Brand attachment has a mediating function in 

consumer behavior outcomes, linking antecedents including celebrity 

credibility, self-congruence, and hedonic motives (Özer et al., 2022; Japutra et 

al., 2019). As a result, it is hypothesized that brand attachment mediates the 

links between celebrity credibility, ideal self-congruence, hedonic value, and 

spontaneous purchases of K-pop idol-endorsed products. Hence: 

 

H5: Brand Attachment mediates the relationships between Celebrity 

Credibility, Ideal Self Congruence, Hedonic Value and Impulse Purchase of K-

pop idol-endorsed products. 

H5a: Brand Attachment mediates the relationships between Celebrity 

Credibility and Impulse Purchase of K-pop idol-endorsed products. 

H5b: Brand Attachment mediates the relationships between Ideal Self 

Congruence and Impulse Purchase of K-pop idol-endorsed products. 

H5c: Brand Attachment mediates the relationships between Hedonic Value and 

Impulse Purchase of K-pop idol-endorsed products. 

 

 

2.5 Conclusion 
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As for the conclusion for this chapter, which is Literature Review, there are 

introduction, Stimulus-Organism-Response (SOR model), review of variables, 

proposed conceptual framework, and hypothesis development that have been studied. 

The contents of this chapter show the study of Stimulus-Organism-Response (S-O-R 

model) as the underlying theory and review of variables for celebrity credibility, ideal 

self-congruence, hedonic value, brand attachment and impulse purchase to gain an 

improved comprehension on them. Besides that, the conceptual framework of this study 

was designed to make that the relationship between variables can be easily observable. 

Lastly, in order to comprehend the direct and mediated link between the variables, this 

chapter also examines the hypothesis development. 

.  
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CHAPTER 3: METHODOLOGY 

 

 

3.0 Introduction  

 

The details of the study's research methodology were covered in this chapter. 

Both descriptive and quantitative research are used for the research design, and the 

primary data collection method is used for the data collecting techniques. Next, for 

nominal scale, ordinal scale and interval scale are used in the questionnaire and 

questionnaire survey is used to collect large amount of data to obtain respondents’ 

demographic characteristics and understand respondents’ response toward Celebrity 

Credibility, Ideal Self Congruence, Hedonic Value, Brand Attachment and Impulse 

Purchase on Idol-Endorsed Products. For the data processing section, collected 

quantitative data will use SMARTPLS software to get the data result needed by using 

descriptive analysis and inferential analysis. 

 

 

3.1 Research Design 

 

A research design is a systematic plan that establishes a suitable framework for a study. 

It determines how relevant information can be collected and combines several study 

elements in a systematic and logical way to successfully answer the research question. 

In essence, it serves as the framework for data collection, measurement, and analysis 

(Indu & Vidhukumar, 2020). 
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3.1.1 Quantitative Research 

 

Quantitative research method, is frequently regarded as the traditional scientific 

method, as it includes hypothesis testing and objective data collection to 

produce methodical, generalizable, and amenable findings (Tukur, 2023). To 

achieve research objectives, this research has applied the quantitative methods 

for data analysis. Quantitative research typically collects data using structured 

data collection methods such as experiments, surveys, interviews and 

questionnaires to gather up numerical data (Taherdoost, 2021). Quantitative 

research could explores relationships between variables, which are numerically 

measured and analyzed using a variety of statistical and graphical methods. It 

emphasizes objectivity and reliability, allowing researchers to test hypotheses 

and generalise findings to a larger population (Saunders et al., 2019).  

 

 

3.2 Sampling Design 

 

According to Sharma (2023), a sampling design is a detailed plan for obtaining a 

sample from a specified population. It refers to the processes or procedures employed 

by the researcher to choose items or respondents for the study sample. To ensure the 

obtaining of relevant and reliable data, researchers must carefully select and examine 

certain items or elements from the larger population.  

 

 

3.2.1 Target Population 

 

According to Willie (2022), the term of target population refers to all 

individuals of a research study who meet specific criteria. She further explained 

that the target group is a subset of the population that the researcher is seeking 
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in since it represents the segment of the population that one plans to form 

conclusions about. Additionally, she highlights also the need of the target 

population to form a comprehensive segments of the population of interest, with 

members selected based on the population’s specifications. Therefore, the target 

population for this study is K-pop fans who have previous experience of 

purchasing idol-endorsed products or shown tendencies toward impulsive 

purchases of idol-endorsed products.  

 

 

3.2.2 Sampling Frame and Sampling Location 

 

There is no sampling frame available in this study, because the target population 

of this study which is the K-pop fans who have purchased idol-endorsed 

products are not be identified in any publicly accessible database. Moreover, a 

predefined sampling frame was unnecessary because this study applied non-

probability methods. In this method, respondents were selected through 

participant referrals within K-pop fan groups after responders were identified 

based on the evaluation of researcher. 

 

The online questionnaire survey for Malaysian K-pop fans who have previous 

experience purchasing idol-endorsed products or have shown their purchase 

intention towards idol-endorsed products were conducted in this study through 

the Google Form, an online survey tool that helps researchers collect data 

needed. The reason of choosing to distribute the questionnaire online is because 

in current technology era, most peoples are rely on technology devices such as 

handphone, laptop and most of their time in a day spent on using them. 

Additionally, by distributing the questionnaire online can also reduce cost of 

researcher as no need to speed extra cost in printing and distributing the 

questionnaire in paper form. 
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3.2.3 Sampling Elements 

 

A sampling element is the unit within a population that is being studied. In this 

condition, the sampling elements for this study are the Malaysian consumers 

who are identity as fans of K-pop idols who have previous experience of 

purchasing idol-endorsed products or shown tendencies toward impulsive 

purchases of idol-endorsed products. This is to ensure that the respondents of 

the questionnaire are relevant to the research objectives and able to provide 

reliable information for this study.  

 

 

3.2.4 Sampling Technique 

 

According to Taherdoost (2016), sampling can be used to draw inferences about 

a population or to make broad conclusions about existing theories. Generally 

speaking, a non-probability sampling technique was selected, which means that 

each member of the population has an unknown percentage of being included 

in the sample. The 2 subtypes: judgmental sampling and snowball sampling is 

adopted in this study.  

 

For the judgemental sampling, which is also known as purposive sampling or 

deliberate sampling, sample members are chosen based on the objective of the 

study (Bhardwaj, 2019). The judgmental sampling technique was applied 

because this study required respondents who were able to match specific 

requirements, which are the K-pop fans who have previous experience of 

purchasing idol-endorsed products or shown tendencies toward impulsive 

purchases of idol-endorsed products.  

 

Additionally, according to Bhardwaj (2019), snowball sampling, sometimes 

known as chain sampling or sequential sampling, is a process in which an initial 
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respondent refers other potential participants within their social network, 

including friends, family, or acquaintances. Snowball sampling was applied in 

this study is because the majority of  K-pop fans are interacting in social 

community groups such as Telegram, Instagram, the initial respondents can 

assist in identifying more potential participants who meet the requirement. 

Therefore, this referral-based technique can increase the likelihood of receiving 

valid and reliable suggestions that support the objective of this study. 

 

 

3.2.5 Sampling Size  

 

Sampling size denotes the number of respondents or observations selected from 

the population to take part in the research. According to Ahmed (2024), 

selecting the sample size is essential for research to get accurate and trustworthy 

results. When estimating population means or proportions, employing the 

appropriate equation minimizes error and ensures that the sample is equivalent 

to the population. In order to confirm the specific needed sample size to obtain, 

G-power software is used for the sample size checking.  Based on the g-power 

calculation, the minimum sample size of 119 respondents is enough for this 

research. 200 responses were collected in this study to obtain more 

generalisable findings; however, due to the requirement of 20 set questionnaire 

responses were needed for the pilot testing, so there were only 180 set of 

questionnaires are being used for the data analysis. Among all 180 

questionnaires, there are 35 questionnaires are invalid for the research as not 

passing the screening question. Therefore, only the remaining 145 questionnaire 

responses will be analysed. The G-power test result is shown in Figure 3.1 

below. 

 

Figure 3.1 : G-Power Calculation Result 
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Source: Developed for the research 

 

 

3.3 Data Collection Methods 

 

The data collection method is a long-term, realistic, competitive, and actionable method 

that adopted by scholars to achieve their research aims. It is a methodical, scholarly, 

and scientific methods to collect data information from the samples or units of analysis 

in order to address the research issue (Ganesha & Aithal, 2022). Based on Mazhar et 

al. (2021) words, data can be classified into primary and secondary data; primary data 

collection method is used to offer answer to research questions and evaluate 

hypotheses. 
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3.3.1 Primary Data 

 

According to Ajayi (2023), primary data means information obtained directly 

by the researcher. The primary data are regarded as more reliable and provided 

greater confidence in decision-making, as a trustworthy analysis having a clear 

connection with the actual events (Sileyew, 2019). The primary data sources 

are from surveys, observations, questionnaires, focus groups, case study and 

interviews (Ajayi, 2023). The primary data source that used in this study for 

the data collection is questionnaires to get more information about the 

respondents that participated in the questionnaire. 

 

In order to get the necessary data from the target responses population, which 

are K-pop fans, an online questionnaire will be distributed via Google Form.  

After the data collected, the data will be analysed statistically and data 

collection process will be done through the respondents’ self administered. 

This study findings will be summarised once the data collection and data 

analysis process is done 

 

 

3.4 Research Instrument 

 

This study has adopted the method of issuing questionnaire and the questionnaire 

design has used fixed choice questions to make it simple and convenience for the 

respondents to respond. The questionnaire is organized into four parts: Section A, 

Section B, Section C, and Section D.  

 

The questions listed in Section A correspond to the target respondent's demographics. 

The questions indicated are having general and specific characteristics. For the general 

questions indicated such as gender, age, educational level, etc whereas for the specific 

questions indicated were related to their experience as K-pop fans such as time 
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durations of being a K-pop fan etc. Throughout these demographic questions, more 

information will be known and ensure questions answered are more emphasis on the 

objectives of this study.  

 

The questionnaire for Section B, Section C and Section D are the respondents’ level of 

agreements toward independent variables, mediator and dependent variable of this 

study. These three sections of the questionnaire used a five-point Likert scale rating, 

which is an interval scale with five options: strongly disagree, disagree, neutral, agree, 

and strongly agree. 

 

 

3.4.1 Pilot Test 

 

A pilot test is carried out in order to make sure that the reliability is obtained in 

every study. It is described as a pre-test version of a research tool applied before 

carry out the real investigation (Gani et al., 2020).  For survey research, a pilot 

study is typically carried out in order to determine whether a study instrument 

or questionnaire is appropriate for the research. This is frequently the scenario 

for surveys which use newly created questionnaires or validate formerly 

validated questionnaires. The purpose of this survey pilot study is to determine 

whether the participants can accurately understand the questionnaire and 

whether they are able to respond logically to each question to provide accurate 

and trustworthy feedback. (Bujang et al., 2024).  

 

According to Thepha et al. (2021), it was stated that 

the participants range between 10 to 30 are sufficient for a pilot study. 

Therefore, 20 participants are being chosen for this pilot test. To apply the pilot 

test, SPSS software is used for the pilot testing and the Cronbach’s Alpha 

calculation will be made. Cronbach's Alpha analyzes the internal consistency of 

a questionnaire or, more specifically, its domain(s) for the questionnaire 



31 

 

reliability testing. The response variable is typically measured in an interval 

format that is based on a Likert scale (Bujang et al., 2024). Daud et al. (2018) 

state that a Cronbach Alpha value of 0.60 or below indicates low reliability and 

is unsatisfactory, whereas a value between 0.60 and 0.80 indicates moderate and 

acceptable dependability. Lastly, a Cronbach Alpha value above 0.8 to 1.00 

indicates a very good value. The table below shown the Cronbach Alpha 

calculation result for this research: 

 

Table 3.1: Result of Cronbach Alpha Calculation (Reliability Test) 

Variables Cronbach’s Alpha Number of Items 

Celebrity Credibility 0.794 5 

Ideal Self Congruence 0.896 3 

Hedonic Value 0.654 3 

Brand Attachment 0.766 4 

Impulse Purchase 0.947 5 

Source: Developed for the research 

 

 

3.5 Construct Measurement 

 

Measurement refers to assigning a characteristic to an object or event to enable it can 

be compared to similar ones. To verify the reliability and validity of study, all 

measurement items were modified from validated scales used in earlier research. The 

original questionnaire has been modified by adding K-pop idol-endorsed product 

wording inside so that the questionnaire will be more suited to this study. All the 

variables for this study were measured, and the sources used to generate the 

questionnaire are listed in the table below.  
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3.5.1 Scale of Measurement 

 

There are four types of scale types that usually used for the measurements. 

These four measurement scales are nominal scale, ordinal scale, interval scale, 

and ratio scale (Stevens, 1946). In this study, nominal scale, ordinal scale and 

interval scale are being used for the questionnaire. 

 

 

3.5.1.1 Nominal Scale 

 

According to Idika, Owen and Agama (2023), the nominal scale classifies the 

events or observations into distinct categories according to common qualitative 

characteristics, where the number will only be used as labels, without implying 

magnitude or order. This scale is used in my questionnaire’s section A to 

identify each respondent’s demographic information such as gender, types of 

idol endorsed products that K-pop fans usually purchase etc. 

 

 

3.5.1.2 Ordinal Scale 

 

An ordinal scale ranks the categories in a meaningfully while also classifying 

the variables to highlight differences between the different categories. The 

ordinal scale is applied to variable where the categories are to be arranged 

based on a preference (Sekaran & Bougie, 2016). This scale is applied in 

section A of my questionnaire also to identify the demographic information of 

every respondent such as age, amount spent on purchasing products K-pop 

idols endorsed products etc. 
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3.5.1.3 Interval Scale 

 

For interval scale, the Likert scale is the tool commonly used to collect this 

type of data. This measurement scale is used to collect the data that cannot be 

obtained using traditional measures, because the data collected are the 

subjective experience of the respondents (Tastle & Wireman, 2006). This scale 

is used in Section B, Section C and Section D of this questionnaire, which are 

the main research constructs of this study. The main research constructs that 

involved in this measurement scale are Celebrity Credibility, Ideal Self 

Congruence, Hedonic Value, Brand Attachment and Impulse Purchase. These 

main research constructs are using the Five-point Likert Scale for the 

measurement. 

 

 

3.5.2 Origin of Construct 

 

Table 3.2: Research Instruments and Measurement Scales of Section A 

Question Options Construct Measurements  

Name - Nominal  

Age  20 years or below 

 21-30 

 31-40 

 41-50 

 51-60 

 60 or above 

Ordinal 

Gender  Male 

 Female 

Nominal 

Ethnicity  Malay 

 Chinese  

 Indian 

Nominal 
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 Others 

Education Background   Primary Education  

 Secondary Education 

 Foundation  

 Diploma 

 Bachelor Degree 

 Master 

Ordinal  

Occupation   Student 

 Employed  

 Self-employed  

 Unemployed  

 Others 

Nominal  

Monthly Income  No income 

 Below RM1000 

 RM1,001 – RM3000 

 RM3,001 – RM5,000 

 RM5,001 or above 

Ordinal 

How many year/years 

have you been a K-pop 

Fans? 

 Less than 1 year 

 1-3 years 

 4-6 years 

 7-9 years 

 More than 9 years 

Ordinal 

Do you purchase products 

endorsed by your 

favourite K-pop idols? 

 Yes 

 No 

Nominal  

Which of the following 

products endorsed by your 

favourite K-pop idols do 

you usually purchase? 

 Cosmetic  

 Beverage 

 Clothing 

 Electronics  

 Others 

Nominal 
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How much do you usually 

spend on purchasing 

products endorsed by your 

favourite K-pop idols? 

 Less than RM100 

 RM101 – RM300 

 RM301 – RM500 

 RM501 – RM700 

 RM701- RM1,000 

 RM1,000 or above 

Ordinal 

Source: Developed for the research 

 

Table 3.3: Research Instruments and Measurement Scales of Section B, Section C and 

Section D 

Variables  Construct  Construct 

Measurements 

Sources 

Celebrity 

Credibility 

My favourite K-pop 

idol who endorses 

this product is 

trustworthy.  

 

My favourite K-pop 

idol who endorses 

this product is 

reliable. 

 

My favourite K-pop 

idol who endorses 

this product is 

knowledgeable 

about the product or 

brand. 

 

My favourite K-pop 

idol is highly 

Interval  Hossain et al., 

2025.  
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compatible with the 

product they 

endorse. 

 

My favourite K-pop 

idol behaves 

ethically when 

endorsing products. 

Ideal Self 

Congruence  

The product 

endorsed by my 

favourite K-pop 

idol reflects the 

person I would like 

to be. 

 

The product 

endorsed by my 

favourite K-pop 

idol is similar to the 

person I would like 

to be. 

 

The product 

endorsed by my 

favourite K-pop 

idol is consistent 

with how I would 

like to be. 

Interval Lim et al., 2020 

Hedonic Value  The products 

endorsed by my 

Interval Lim et al., 2020 
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favourite K-pop 

idol is fun are use 

 

The products 

endorsed by my 

favourite K-pop 

idol are pleasant  

 

The products by my 

favourite K-pop 

idol are enjoyable  

Brand Attachment  Self Brand 

Connection 

The product that 

endorsed by my 

favourite K-pop 

idol is part of me 

and who I am 

 

I feel personally 

connected to the 

products endorsed 

by my favourite K-

pop idol  

 

Brand Prominence  

My thoughts and 

feelings about the 

products endorsed 

by my favourite K-

pop idol pattern 

Interval Park et al., 2010 
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come to mind 

automatically  

 

My thoughts and 

feelings about the 

products endorsed 

by my favourite K-

pop idol pattern 

come to me 

naturally and 

instantly 

Impulse Purchase  When I see products 

endorsed by my 

favourite K-pop 

idol, I often 

purchase them even 

I had not planned to 

 

I am a person who 

makes unplanned 

purchases on 

products endorsed 

by my favourite K-

pop idol  

 

When I see a 

product endorsed 

by my favourite K-

pop idol that really 

interests me, I 

purchase it without 

Interval Weun et al., 1998 
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considering the 

consequences. 

 

It is fun for me to 

purchase products 

endorsed by my 

favourite K-pop 

idol spontaneously  

 

I do not avoid 

purchasing products 

endorsed by my 

favourite K-pop 

idol that are not in 

my shopping list 

Source: Developed for the research 

 

 

3.6 Proposed Data Analysis Tools 

 

 

3.6.1 Descriptive Analysis 

 

According to Allanson & Notar (2020), descriptive analysis first arranges the 

data from the entire population into a graphical representation before 

summarizing the facts in order to gain a general knowledge. Descriptive 

analysis is just simply defines and organizes data about the population under 

study without drawing conclusions. Besides that, descriptive statistics can be 

presented as numerical data, graphs, charts, or tables. Therefore, the results of 
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the questionnaire survey were analysed in this study using Microsoft Excel to 

determine the demographic information of the respondents. 

 

 

3.6.2 Inferential Analysis 

 

According to Allanson and Notar (2020), they define inferential analysis as the 

use of formal procedures to draw conclusions from sample data and make 

inferences about the wider population. It extrapolates data to the entire 

population from a small representative sample, allowing to make predictions 

and draw conclusions. Moreover, the findings of inferential statistical analyses 

are given as a range of possible figures with a margin of error. In this case, the 

tools that used for inferential analysis in this study included partial least 

squares structural equation modelling (PLS-SEM). 

 

 

3.6.2.1 Partial Least Squares Structural Equation Modelling 

 

This study adapts structural equation modeling (SEM) to conduct the analysis 

of the direct and indirect effects of celebrity credibility, ideal self-congruence, 

and hedonic value on impulse purchase through the brand attachment as 

mediator, SEM enables the evaluation of latent constructs and their 

interrelationships (Loon, 2008; Hair Jr. et al., 2019).  PLS-SEM is used among 

the two main SEM techniques, covariance-based SEM (CB-SEM) and partial 

least squares SEM (PLS-SEM), since it is suitable for small sample sizes, 

complicated models, and predictive research objectives (Hair et al., 2021). 

Therefore, the software that used in this study is SMARTPLS 4. 
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3.6.2.2 Measurement Model Assessment 

 

According to Vinzi et al. (2010), the measurement models describe the 

relationship between latent variable and their corresponding manifest variables 

with the direction of the relationships determine the model type. Measurement 

model are categories into two types, which are reflective measurement models 

and formative measurement models. The reflective measurement models are 

evaluated based on the individual items’ reliability, convergent validity and 

discriminant validity whereas formative measurement models emphasize 

content validity, as their indicators are not required to be highly correlated with 

one another (Vinzi et al., 2010). The measurement model that applied in this 

study is reflective measurement models. 

 

 

3.6.2.3 Structural Model Assessment 

 

The evaluation of the structural model results comes after the measurement 

model's validity and reliability have been established. This process includes 

investigating the prediction capabilities of model as well as the links between 

the constructs (Hair et al., 2021). Hair et al. (2021) state that evaluating a 

structural model involves assessing the explanatory and predictive capacities 

of the model, the significance and relevance of path coefficients, and the 

collinearity among sets of predictors. In conclusion, structural model 

assessment is applied to determine the effectiveness and validity of the 

proposed PLS-SEM model. 

 

 

3.7 Conclusion 

 

In conclusion, research methodology of this study have been proceed and explained in 

this chapter. Firstly, the quantitative research is adopted for research design and the 
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sampling design components were confirmed before creating the questionnaire. Next, 

primary data method is adopted through distributing questionnaire via Google Form in 

this research and the questions asked under this section are related to demographic 

characteristic of respondents, celebrity credibility, ideal self-congruence, hedonic 

value, brand attachment and impulse purchase. At the same time, pilot test was being 

conducted in this section also to confirm the variable’ Cronbach's Alpha value are 

acceptable. Besides that, for scale of measurement, there are three scales are being used 

for the questionnaire. Lastly, descriptive and inferential analysis were done also in this 

research, and under inferential analysis, PLS-SEM analysis was being conducted by 

using SMARTPLS 4 software and going to use for next chapter of study.   
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CHAPTER 4: DATA ANALYSIS 

 

 

4.0 Introduction 

 

In this chapter, the data collected through the questionnaire will be analysed. In this 

chapter, the descriptive analysis and structural analysis by using the SMARTPLS 4 

software will be done to obtain the required data for this study to conduct the analysis 

on it. 

 

 

4.1 Data Screening  

 

In this section, the action of the data section is to remove those respondents who 

answered no to the screening question of the questionnaire. Throughout this process, 

there are 35 respondents have been removed from the original total of 180 respondents. 

After the removal, there are still 145 responses available for the data analysis. 

 

 

4.2 Descriptive Analysis 

 

 

4.2.1 Demographic Characteristic of Respondents 

 

In this section, the demographic characteristic information of 145 respondents 

will be discussed. 
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4.2.1.1 Age 

 

Table 4.1 : Age 

Age Frequency Percentage 

20 years or below 48 33.10% 

21-30 95 65.52% 

31-40 2 1.38% 

41-50 0 0% 

51-60 0 0% 

60 years or above 0 0% 

 

Figure 4.1: Age 

 

Source: Developed of the research 

 

Table and Figure above show the age of the respondents. 48 respondents are 20 years 

old or below (33.10%), 95 respondents are 21 years old – 30 years old (66.25%), and 

2 respondents are 31 years old – 40 years old (1.38%). As for the age of 40-51, 51-60 

and 60 or above, there are no respondents under these three age sections. 

Age

20 years or below

21 - 30

31- 40

41 - 50

51 - 60

60 years or above

20 years or 

below, 48, 

33.10%21-30, 

95, 

66.52%

31-40, 2, 1.38%
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4.2.1.2 Gender 

 

Table 4.2: Gender 

Gender Frequency Percentage 

Male 12 8.28% 

Female 133 91.72% 

 

Figure 4.2: Gender 

 

Source: Developed for the research 

 

Table and Figure above show the ratio of gender involved. There are 133 respondents 

who are female (91.72%), whereas there are 12 respondents who are male (8.28%). The 

female respondents have over-taken the most part of the chart. 

 

 

  

Gender

Female

Male

Female, 133, 

91.72%

Male, 12, 

8.28%
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4.2.1.3 Ethnicity 

 

Table 4.3: Ethnicity 

Ethnicity Frequency Percentage 

Malay 36 24.83% 

Chinese 106 73.10% 

Indian 1 0.69% 

Others 2 1.38% 

 

Figure 4.3: Ethnicity 

 

Source: Developed for the research  

 

Table and Figure above demonstrate the ethnicity of the 145 respondents involved. The 

majority of the respondents are Chinese respondents which are 106 in number (73.10%), 

followed by Malay, which are 36 respondents (24.83%). Next, Indians and others are 

having 1 respondent (0.69%) and 2 respondents (1.38%), respectively. 

 

 

Ethnicity

Malay

Chinese

Indian

OthersChinese, 106, 73.10% 

 

Malay, 36, 

24.83% 

Indian, 1, 0.69% 

 

Others, 2, 1.38% 
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4.2.1.4 Education Background 

 

Table 4.4: Education Background 

Education Background Frequency Percentage 

Primary Education 0 0.00% 

Secondary Education 10 6.90% 

Foundation 10 6.90% 

Diploma 22 15.17% 

Bachelor Degree 103 71.03% 

Master 0 0.00% 

 

Figure 4.4: Education Background 

 

Source: Developed for the research 

 

Both Table and Figure above indicate the educational background of the 145 

respondents involved. There are 103 respondents who have having Bachelor Degree as 

their educational background, which is the highest proportion in the chart (71.03%). 

Next, following the education background of Diploma, there are 22 respondents in this 

category (15.17%). Besides that, the education background of Secondary Education 

and Foundation has the same number of 10 respondents (6.9%). Lastly, there is no 

Education Background

Primary Education

Secondary Education

Foundation

Diploma

Bachelor Degree

Master

Secondary Education, 10, 6.90%

Foundation, 10, 6.90%

Bachelor Degree, 

103, 71.03% 

Diploma, 

22, 15.17% 
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respondent who has a primary education and a Master degree as their educational 

background (0%). 

 

 

4.2.1.5 Occupation 

 

Table 4.5: Occupation 

Occupation Frequency Percentage 

Student 114 78.62% 

Employed 27 18.62% 

Self-employed 1 0.69% 

Unemployed 2 1.38% 

Others 1 0.69% 

 

Figure 4.5: Occupation 

 

Source: Developed for the research 

The 145 respondents' occupations are displayed in Table and Figure above. Firstly, the 

student category has the largest portions of the chart, which are 114 respondents 

(78.62%), while the number of respondents that are in employed categories is 27 

respondents (18.62%). Next, the unemployed category has only 2 respondents (1.38%) 

Occupation

Student

Employed

Self-employed

Unemployed

Others

Student, 114, 78.62% 

Employed, 

27, 18.62% 

Self-Employed, 1, 0.69% Others, 1, 0.69% 

Unemployed, 2, 1.38% 
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in total, and the rest occupation categories, which are self-employed and others, have 

only 1 respondent (0.69%). 

 

 

4.2.1.6 Monthly Income 

 

Table 4.6 Monthly Income 

Monthly Income Frequency Percentage 

No income 73 50.34% 

Below RM1000 28 19.31% 

RM1,001 – RM3000 29 20.00% 

RM3,001 – RM5,000 9 6.21% 

RM5,001 or above 6 4.14% 

 

Figure 4.6 Monthly Income 

 

Source: Developed for this research 

 

Table and Figure above are showing the outcome of monthly income of 145 

respondents involved in. The category of no income has the half portions of the chart, 

which is 73 respondents under this category (50.34%). Next, following the category of 

RM1,000-RM3000 and below RM1,000, these two categories have very similar 

Monthly Income

No income

Below RM1,000

RM1,001 – RM3000

RM3,001 – RM5,000

RM5,001 or above

No 

income, 

73, 

50.34%

< RM1,000, 
28, 19.31%

RM1,001 -

RM3,000, 29, 

20%

RM3,001 – RM5,000, 

9, 6.21% 

> RM5,001 or above, 6, 4.14% 
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portions in this chart, which are 29 respondents (20%) and 28 respondents (19.31%) 

fall under these two categories, respectively. Lastly, the respondents that having 

RM3,001 – RM5,000 and RM5,001 or above as their monthly income only numbered 

in single-digit numbers, which are 9 respondents (6.21%) and 6 respondents (4.14%), 

respectively. 

 

 

4.2.1.7 Year being a K-pop Fans 

 

Table 4.7: Year being a K-pop Fans 

Years Frequency Percentage 

Less than 1 year 11 7.59% 

1 - 3 years 34 23.45% 

4 - 6 years 29 20.00% 

7 - 9 years 20 13.79% 

More than 9 years 51 35.17% 

 

Figure 4.7: Year being a K-pop Fans 

 

Source: Developed for the research 

 

Year being a K-pop Fans

Less than 1 year

1 - 3 years

4 - 6 years

7 - 9 years

More than 9 years

> 9 years, 

51, 

35.17%

7- 9 

years, 

20, 

13.79%

4 - 6  
years, 29, 
20%

1 - 3 
years, 34, 
23.45%

< 1 year, 11, 7.59%
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Table and Figure above show the results of the year being a K-pop fan of 145 

respondents involved. Firstly, the largest portion of this chart falls under the category 

of more than 9 years being a K-pop fan, which is 51 respondents (35.17%). Secondly, 

the category of 1 to 3 years has the second largest portion in this chart, which is 34 

respondents involved (23.45%). Next, the respondents amount of 4 to 6 years and 7 to 

9 years is ranging between 20-30 respondents, which are 29 respondents (20%) and 20 

respondents (13.79%), respectively. Lastly, the year being a K-pop fan who is less than 

1 year has only 11 respondents in this category (7.59%). 

 

4.2.1.8 Purchase of K-pop idol endorsed product 

 

Table 4.8 Purchase of K-pop idol endorsed product 

Purchase of K-pop idol 

endorsed product 

Frequency Percentage 

Yes 137 94.48% 

No 8 5.52% 

 

Figure 4.8: Purchase of K-pop idol endorsed product 

 

Purchase of K-pop idol endorsed product

Yes

No

Yes, 137, 94.48% 

No, 8, 5.52% 
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Source: Developed for the research 

 

The results of purchasing K-pop idol-endorsed products are displayed in Table and 

Figure above. With 137 respondents making up the greatest amount of the chart 

(94.48%), the majority of respondents have experience buying K-pop idol-endorsed 

products, while only 8 respondents (5.52%) have never done so. 

 

 

4.2.1.9 K-pop Idol endorsed product usually purchase 

 

Table 4.9: K-pop Idol endorsed product usually purchase 

Purchase of K-pop 

idol endorsed 

product 

Frequency Percentage of 

frequency 

Percentage of 

cases 

Cosmetic 

(Foundation, 

Lipstick, Eyeshadow, 

Concealer) 

67 17.45% 46.21% 

Skin Care Products 

(Toner, Sunscreen, 

Facial Cleanser, 

Moisturizer) 

65 16.93% 44.83% 

Food & Beverage 

(Coffee, Carbonated 

Drink, Biscuit, 

Snack) 

89 23.18% 61.38% 
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Accessories (Bags, 

Sunglasses, Watches, 

Hats) 

76 19.79% 52.41% 

Clothing (T-shirts, 

Jeans, Jackets, 

Hoodies) 

75 19.53% 51.72% 

Electronics 

(Smartphone, 

Earphones, Tablets, 

Smartwatches) 

12 3.12% 8.28% 

Total 384 100%  

 

Figure 4.9: K-pop Idol endorsed product usually purchase 

 

 

Source: Developed for the research 

 

Table and Figure above demonstrate K-pop idol-endorsed products 

usually purchased by K-pop fans. Based on the result above, the K-pop 

idol endorsed product that has the highest frequency is food and 

17.45%

16.93%

23.18%

19.79%

19.53%

3.12%

46.21%

44.83%

61.38%

52.41%

51.72%

8.28%

0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00% 70.00%

Cosmetic

Skin Care Products

Food & Beverage

Accessories

Clothing

Electronics

K-pop idol endorsed products usually purchase

% of Cases % of Frequency
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beverage, with 89 respondents (23.18% of responses and 61.38% of 

cases). Next, followed by accessories and clothing have similar 

respondents amount which are 76 respondents and 75 respondents, 

accounting for 19.79% and 19.53% of all responses and appealing to 

52.41% and 51.72% of cases, respectively. Besides that, the K-pop idol 

endorsed cosmetic products and skin care products are having similar 

respondents involved, which are 67 respondents and 65 respondents 

(17.45% and 16.93% of responses, 46.21% and 44.83% of cases), 

respectively. Lastly, the electronic products, as K-pop idol endorsed 

products, have the fewest respondents, with only 12 respondents 

involved, with 3.12% of responses and 8.28% of cases. 

 

 

4.2.1.10 Amounts spent on purchasing K-pop idol endorsed product 

 

Table 4.10: Amount spent on purchasing K-pop idol endorsed product 

Amounts spent on 

purchasing K-pop idol 

endorsed product 

Frequency Percentage 

Less than RM100 41 28.28% 

RM101-RM300 59 40.69% 

RM301-RM500 18 12.41% 

RM501-RM700 8 5.52% 

RM701-RM1,000 3 2.07% 

RM1,001 or above 16 11.03% 
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Figure 4.10: Amounts spent on purchasing K-pop idol-endorsed product 

 

Source: Developed for the research 

 

Table and Figure above show the amounts spent on purchasing K-pop 

idol-endorsed products by K-pop fans. First, the category of RM 101- 

RM300 amount spent is the largest portion of the chart by having 59 

respondents involved (40.69%), followed by the category of less than 

RM100 amount spent is the second largest portion in the chart, with 41 

respondents involved. Next, the categories of RM301 – RM500 and 

RM1,001 or above have similar portions in the chart, with 18 

respondents (12.41%) and 16 respondents (11.03%) involved. Lastly, 

the rest categories involved only single-digit respondents involved 

respectively, which are 8 respondents (5.52%) and 3 respondents 

(2.07%) only. 

 

 

  

Amount spend on purchasing K-pop idol-endorsed 

product

Less than RM100

RM101 – RM300

RM301 – RM500

RM501 – RM700

RM701- RM1,000

RM1,001 or above

< RM100, 

41, 

28.28% 

RM101 - RM300, 59, 

40.69% 

RM301 – 

RM500, 18, 

12.41% 

>RM 1,001 or above, 16, 11.03% 

RM701 – RM1,000, 3, 

2.07% 

RM501 – RM700, 

8, 5.52% 
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4.3 Inferential Analysis 

 

 

4.3.1 Measurement Model Assessment 

 

Figure 4.11: PLS-SEM Model Diagram from SMART-PLS 4 

 

Source: Developed for the research 

 

 

4.3.1.1 Construct reliability and validity 

 

Table 4.11: Convergent Validity 

Constructs 
Factor 

Loading 

Cronbach's 

Alpha 

Composite 

Reliability 

(rho_a) 

Composite 

Reliability 

(rho_c) 

Average 

variance 

extracted 

(AVE) 

CC1  0.875 0.918 0.919 0.938 0.752 
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CC2 

CC3 

CC4 

CC5 

0.892 

0.862 

0.847 

0.862 

ISC1 

ISC2 

ISC3 

0.922 

0.905 

0.889 

0.890 0.894 0.931 0.819 

HV1 

HV2 

HV3  

0.923 

0.900 

0.915 

0.900 0.907 0.937 0.833 

BA1 

BA2 

BA3 

BA4 

0.886 

0.908 

0.880 

0.915 

0.919 0.921 0.943 0.805 

IP1 

IP2 

IP3 

IP4 

IP5 

0.903 

0.886 

0.861 

0.828 

0.842 

0.916 0.925 0.937 0.748 

Source: Developed for the research 

 

Table 4.11 shows the convergent validity for this research and all 

constructs demonstrated good convergent validity. This is because all 

factor loading for variables are all more than 0.7 which means that all 

factors are having strong validity for the corresponding construct 

(Maskey et al., 2018; Cheung et al., 2024). Subsequently, all constructs' 

Cronbach's Alpha values reached the 0.7 criterion, and all constructs' 

composite reliability (rho_a and rho_c) values exceeded the 0.6 

threshold (Vinzi et al., 2010). Additionally, the average variance 

extracted (AVE)  for all variables have all exceeds 0.5, which means that 

the convergent validity is achieved (Vinzi et al., 2010). 
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4.3.1.2 Discriminant Validity 

 

Table 4.12: HTMT criterion 

 BA CC HV IP ISC 

BA      

CC 0.817     

HV 0.738 0.769    

IP 0.739 0.739 0.570   

ISC 0.870 0.792 0.803 0.698  

Source: Developed for the research 

 

Table 4.12 shows the discriminant validity of this study. The 

discriminant validity was assessed using the heterotrait–monotrait ratio 

(HTMT) of correlations. Based on the result provided above, all 

variables meet the threshold value of HTMT < 0.90, demonstrating 

discriminant validity has been achieved (Ringle et al., 2023).  

 

 

4.3.2 Structural Model Assessment 

 

To address any multicollinearity issues among the variables, it is essential to 

examine the Variance Inflation Factor (VIF) before proceeding to structural 

model assessment. 
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4.3.2.1 Collinearity statistics (VIF) & Common Method Bias 

 

Table 4.13: Collinearity statistics (VIF) 

 VIF 

Brand Attachment -> Impulse Purchase  1.000 

Celebrity Credibility -> Brand Attachment  2.423 

Hedonic Value -> Brand Attachment 2.409 

Ideal Self Congruence -> Brand Attachment 2.533 

Source: Developed for the research 

 

Table 4.13 shows that all VIF values fall between 1.000 and 2.533. This 

indicates that the VIF value in this study is VIF = 1 and 1< VIF < 5. This 

indicates that the independent variables are unrelated, the variables are 

moderately associated with each other, and no multicollinearity issues 

among the variables. Therefore, it is determined that there are no errors 

and the structural model assessment can be proceed (Shrestha, 2020). 

 

Next, the data of Table 4.13 is also used for common method bias. 

According to Kock (2015), a model may be determined free of common 

method bias if all VIFs from a complete collinearity test are equal to or 

less than 3.3, while a VIF of more than 3.3 suggests both pathological 

collinearity and the potential that a model has been impacted by 

common method bias. Therefore, all VIF values in table 4.13 are less 

than 3.3, indicating that the research model is determined as free of 

common method bias. 
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4.3.2.2 Path Coefficient Analysis 

 

In this research, 10,000 bootstrap samples have been conducted with 

one tailed test settings. The result is presented in Table 4.14. 

 

Table 4.14: Path Coefficient and Hypotheses Testing 

Hypotheses β T value P values 

Confidence 

Intervals Bias- 

Corrected 

Decisions 

H1: CC -> 

BA 
0.344 3.763 0.000 (0.196, 0.498) Supported 

H2: ISC -> 

BA 
0.480 5.991 0.000 (0.348, 0.611) Supported 

H3: HV -> 

BA 
0.091 1.009 0.157 (-0.068, 0.232) 

Not 

supported 

H4: BA -> 

IP 
0.688 12.649 0.000 (0.580, 0.764) Supported 

Source: Developed for the research 

 

For path coefficient analysis, the correlations found are significant if the 

bootstrapping t-value is greater than 1.96 (Ghorbani et al., 2019). Next, 

the significance threshold is set to 0.05 in order to compare it to the 

probability of significance, or p-value in many studies so if the p-value 

is less than 0.05, it is considered “significant” (Kwak, 2023). Besides 

that, the confidence intervals should not cross over zero, within 0.05-

0.95. 

 

In table 4.14, it shows the result of t value and p value for H1, H2 and 

H4 have meet the threshold value, indicating a strong statistical 

significance.  Additionally, the 95% confidence intervals bias- corrected 

for these three hypothesis are all within 0.05-0.95, which does not 
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crosses zero, showing further support. Therefore, the hypotheses of H1, 

H2 and H4 are supported in this study. 

 

 

Conversely, in table 4.14, it shows the result of T value and p value of 

H3 does not meet the threshold value, indicating that the effect is not 

statistically significance. Moreover, the 95% confidence intervals bias- 

corrected for this hypothesis is between (-0.068, 0.232), which is not 

within 0.05-0.95 and has cross zero so there is no further support for this 

hypothesis. Therefore, the H3 is not supported in this study. 

 

 

4.3.2.3 Mediation Analysis 

 

For mediation analysis of this research, 10,000 bootstrap samples have 

been conducted with one tailed test settings. The settings is set to 

examine whether brand attachment mediates the relationships between 

celebrity credibility, ideal self congruence, hedonic value and impulse 

purchase of K-pop idol-endorsed products. The findings are shown in 

Table 4.16. 

 

Table 4.15: Indirect Effect 

Indirect 

Effect 

 

β T value P values 

Confidence 

Intervals Bias- 

Corrected 

Decisions 

H5a: CC -> 

BA -> IP 
0.237 3.445 0.000 (0.129, 0.353) Supported 

H5b: ISC -

> BA -> IP 
0.331 5.245 0.000 (0.230, 0.436) Supported 
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H5c: HV -> 

BA -> IP 
0.063 0.999 0.159 (-0.048, 0.161) 

Not 

supported 

Source: Developed for the research 

 

The p value must be less than 0.05 and the T value must be larger than 

1.96 for mediation analysis. In addition, the confidence intervals should 

fall between 0.05 and 0.95 and not exceed zero.  

 

As result shows in table 4.16, the T value and p value of H5a and H5b 

have meet the threshold value, indicating that the effect is not 

statistically significance. Furthermore, the 95% confidence intervals 

bias- corrected for both hypotheses do not cross zero also, showing 

further support for this hypothesis. In this case, H5a and H5b are 

supported in this study. 

 

In contrast, the T value and p value of H5c does not meet the threshold 

value, indicating that the effect is not statistically significance. 

Moreover, the 95% confidence intervals bias- corrected for this 

hypothesis has cross zero (-0.048, 0.161), so there is no further support 

for this hypothesis. Therefore, the H5c is not supported in this study. 

 

 

4.3.2.4 Coefficient of Determination (R² Value) 

 

Table 4.16: R square 

 R-square Result 

BA 0.701 Moderate 

IP 0.474 Weak 

Source: Developed for the research 
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R² can be used to evaluate the structural model's explanatory power. 

According to Hair et al. (2021), higher R², ranging from 0 to 1, indicate 

greater explanatory power. R² values of 0.75, 0.50, and 0.25 are 

considered substantial, moderate, and weak, respectively, according to 

the general recommendations. 

 

According to the finding result in table 4.15, the R² values of brand 

attachment is 0.701, which indicating moderate explanatory power. This 

means that the exogenous variables such as celebrity credibility, ideal 

self congruence and hedonic value, together represent 70.1% of the 

variance of brand attachment.  

 

Next,  the R² values of impulse purchase is 0.474, which indicating 

moderate to substantial explanatory power, which indicating weak 

explanatory power. This means that the exogenous variable such as 

brand attachment, is representing 47.4% of the variance of impulse 

purchase. 

 

 

4.3.2.6 Effect Size (f² value) 

 

Table 4.17: F square 

 f² Result 

CC -> BA  0.163 Medium 

ISC -> BA  0.304 Medium 

HV -> BA  0.012 No effect 

BA -> IP  0.901 High 

Source: Developed for the research 
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According to Cohen (1988), the f² effect size of 0.02, 0.15 and 0.35 are 

regarded to small, medium and high effects respectively. Based on the 

effect size result in table 4.16, there is a high effect of brand attachment 

on impulse purchase with the value of 0.901. Following by the medium 

effect size of 0.163 and 0.304, represent the effect size of celebrity 

credibility and ideal self congruence on brand attachment, respectively. 

However, the effect size of hedonic value on brand attachment is 0.012, 

which does not meet the small effect size value of 0.02, therefore there 

is no effect for hedonic value on brand attachment. 

 

 

4.3.2.5 Predictive Relevance (Q² Value) 

 

Table 4.18: Q square 

 Q²predict 

BA  0.676 

IP  0.463 

Source: Developed for the research 

 

According to Hair et al.(2011), an endogenous construct exhibits 

predictive relevance if the cross-validated redundancy value for that 

particular endogenous latent variable is greater than zero. Based on 

Table 4.17, all Q² predict values are greater than zero, which indicates 

predictive significance between exogenous and endogenous constructs. 

 

 

4.4 Conclusion 

 



65 

 

As conclusion, the result and analysis of 4 sections in the questionnaire of this study 

were provided. Under descriptive analysis, the demographic characteristic of 

respondents data were being analysed under this section. For inferential analysis, as 

mentioned in previous chapter that PLS-SEM analysis is conducted by using 

SMARTPLS 4 software, the measurement model assessment and structural model 

assessment were under this analysis. Based on the result provided, the majority of 

proposed hypotheses were supported except for the H3 and H5c. Therefore, by 

understanding these research results, the following chapter will explore deeper into 

these findings. 

 

  



66 

 

CHAPTER 5: DISCUSSION, CONCLUSION AND 

IMPLICATION 

 

 

5.0 Introduction 

 

The summary of the discussion and the findings of this research, which discusses also 

the limitations, implications and the recommendations for future research. 

 

 

5.1 Discussion of Major Findings 

 

Table 5.1: Summary of Hypotheses Testing 

Hypotheses Result Decision 

H1: There is a significant positive relationship 

between Celebrity Credibility and Brand 

Attachment 

t=3.763 

p=0.000 

Supported 

H2: There is a significant positive relationship 

between Ideal Self Congruence and Brand 

Attachment 

t=5.991 

p=0.000 

Supported 

 

 

H3: There is a significant positive relationship 

between Hedonic Value and Brand Attachment 

t=1.009 

p=0.157 

Not Supported 

H4: There is a significant positive relationship 

between Brand Attachment and Impulse Purchase 

of idol-endorsed products among K-pop fans 

t=12.649 

p=0.000 

Supported 

H5: Brand Attachment mediates the relationships 

between Celebrity Credibility, Ideal Self 

Congruence, Hedonic Value and Impulse Purchase 

of K-pop idol-endorsed products. 

 Partially 

Supported 
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H5a: Brand Attachment mediates the relationships 

between Celebrity Credibility and Impulse 

Purchase of K-pop idol-endorsed products. 

t=3.445 

p=0.000 

Supported 

H5b: Brand Attachment mediates the relationships 

between Ideal Self Congruence and Impulse 

Purchase of K-pop idol-endorsed products. 

t=5.245 

p=0.000 

Supported 

H5c: Brand Attachment mediates the relationships 

between Hedonic Value and Impulse Purchase of 

K-pop idol-endorsed products. 

t=0.999 

p=0.159 

Not Supported 

Source: Developed for the research 

 

 

5.1.1 There is a significant positive relationship between 

Celebrity Credibility and Brand Attachment 

According to the hypotheses testing result in Table 5.1, the t value and p-value 

of H1 achieved the threshold requirement, therefore, hypothesis 1 is supported 

in this study. The result of analysis of H1 is same with the result from Namrata 

& Parmar (2021) and Gunawan & Daulay (2023). According to Namrata & 

Parmar (2021), the three dimensions of celebrity credibility, which are 

attractiveness, expertise and trustworthiness are positively related with brand 

attachment, thereby strengthen the brand attachment. As a result, celebrity 

connections are transferred from the celebrity endorser to the brand, leading to 

brand attachment. These results are in line with the meaning transmission model 

(McCracken, 1989) and associative network theory (Keller, 1993), which 

described how celebrity characteristics are ingrained in brand perceptions. 

Hence, marketers can improve brand attachment by strategically leveraging 

celebrity credibility characteristics in advertising and the present study further 

contributes to improve the selection and positioning of celebrity endorsements 
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5.1.2 There is a significant positive relationship between Ideal 

Self Congruence and Brand Attachment  

 

According to the hypotheses testing result in Table 5.1, the t value and p-value 

of H2 achieved the threshold requirement, therefore, hypothesis 2 is supported 

in this study.  This result of analysis is consistence with the result from Japutra 

et al. (2019) and Vania et al. (2024). According to Vania et al. (2024), the 

speaking of a brand that influences ideal self-congruence shows that it has 

succeeded in presenting the brand according to what is demanded by ideal self-

congruence. Besides that, their research mentioned brand attachment is 

controlled by self-driven motivation, which involves a desire inside toward 

having enjoyment and fulfill one's own needs. In this instance, consumers 

become attracted to brands that make them feel emotionally secure and fulfilled 

(Vania et al., 2024).  

 

 

5.1.3 There is a significant positive relationship between 

Hedonic Value and Brand Attachment 

 

According to the hypotheses testing result in Table 5.1, the t value and p-value 

of H3 does not achieved the threshold requirement, therefore, hypothesis 3 is 

not supported in this study.  This analysis result is consistence with the analysis 

study from Lim et al. (2020). According to their research, they found out that 

hedonic customers are more highlight on the external characteristics such as the 

store environment and layout. Furthermore, consumers that are hedonic 

oriented frequently purchase for self-satisfaction instead of simply 

accomplishing a task, such as they enjoy the process of buying. Lastly, hedonic 

value depends more on the in-store experience during the purchasing process 

(Lim et al., 2020).  
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5.1.4 There is a significant relationship between Brand 

Attachment and Impulse Purchase of idol-endorsed products 

among K-pop fans 

 

Based on the hypotheses testing result in Table 5.1, the t value and p-value of 

H4 achieved the threshold requirement, therefore, hypothesis 4 is supported in 

this study. The results of this study analysis are in line with the results of study 

from Vania et al. (2024), which states also that there is a positive relationship 

between brand attachment and impulse purchase. As supported by Vania et al. 

(2024), strong attachment can inspire individuals to invest more in a brand. 

Besides that, the study indicates also the stronger a consumer's attraction to a 

certain brand, the more impulsive purchases happen (Vania et al., 2024).  

 

 

5.1.5 Brand Attachment mediates the relationships between 

Celebrity Credibility, Ideal Self Congruence, Hedonic Value and 

Impulse Purchase of K-pop idol-endorsed products. 

 

Based on the hypotheses result on Table 5.1, the decision of hypothesis 5 is 

partially supported by this study. This is because H5 is the comprises of the H5a, 

H5b and H5c and the happen of break down is for the mediation testing. As can 

be seen from table 5.1, the hypothesis results for H5a and H5b are supported, 

but the result for H5c are not supported. Therefore, the decision for the H5 is 

partially supported. 
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5.1.5a Brand Attachment mediates the relationships between 

Celebrity Credibility and Impulse Purchase of K-pop idol-

endorsed products 

 

According to the hypotheses testing result provided in Table 5.1, the t value and 

p-value for H5a achieved the threshold requirement, so hypothesis H5a is 

supported in this study. Although there is no study that having the same 

hypothesis path, but based on the result of analysis from Gunawan & Daulay 

(2023) and Vania et al. (2024), their research are showing the result of celebrity 

credibility can affect the brand attachment and brand attachment can affect 

impulse purchase respectively, so it is approximately that brand attachment 

mediates the relationships between celebrity credibility and impulse purchase 

of K-pop idol-endorsed products. If the K-pop idol itself owns celebrity 

credibility characteristic in public image, K-pop fans will have more trust on 

that endorsed product. Once the trust toward the endorsed product is formed 

due to the K-pop idol's celebrity credibility, this will lead to the build of brand 

attachment with the brand, thereby stimulate impulse purchase happen.  

 

 

5.1.5b Brand Attachment mediates the relationships between 

Ideal Self Congruence and Impulse Purchase of K-pop idol-

endorsed products. 

 

According to the hypotheses testing result provided in Table 5.1, the t value and 

p-value for H5b achieved the threshold requirement, so hypothesis H5b is 

supported in this study. This result of analysis is match with the result of 

analysis from Japutra et al. (2019), when a K-pop fan recognize a K-pop idol 

endorsed product match consistently with the ideal self that he/she want to 

become, it is easier for them to build brand attachment with that product. As 

they are having brand attachment with the K-pop idol endorsed product, the 
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impulse purchase of K-pop idol endorsed products can be stimulated among K-

pop fans.  

 

 

5.1.5c Brand Attachment mediates the relationships between 

Hedonic Value and Impulse Purchase of K-pop idol-endorsed 

products. 

 

According to the hypotheses testing result in Table 5.1, the t value and p-value 

for H5c does not achieved the threshold requirement, so hypothesis H5c is not 

supported in this study. The result of analysis is line up with the result of 

analysis from Lim et al., (2020). Based on their study, utilitarian buyers are 

more motivated to obtain better value from their purchases than hedonistic 

customers who shop for self-satisfaction. Hence, consumers who are more 

likely to associate with a specific brand when they perceive a high degree of 

utilitarian value during the purchasing process (Lim et al., 2020). 

.  

 

5.2 Implication of Study 

 

The implication of study is formed by theoretical implication and practical implication.  

 

 

5.2.1 Theoretical Implications 

 

From academic perspectives, the underlying theory that applied in this study is 

Stimulus-Organism-Response (S-O-R) Model. This model is applies to 

investigate how the external stimuli of this study, which are celebrity credibility, 

ideal self congruence and hedonic value influence the organism, brand 

attachment, then lead to the response of impulse purchase of K-pop idol 
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endorsed products among K-pop fans. Although this model has been used for 

investigation in other sector like luxury brand, but the research that using this 

model to investigate in K-pop idol endorsed products is very less. Consequently, 

this study enhances the theoretical understanding of K-pop fans' purchasing 

behavior by investigating how celebrity credibility, ideal self congruence, 

hedonic value influence brand attachment, then how brand attachment mediates 

the effect on impulse purchase of K-pop idol endorsed product. Furthermore, 

this study has shown a strong relationship between brand attachment and 

impulse buying in context of K-pop Idol endorsed product. Overall, these 

findings broaden the scope of use of the S-O-R model to K-pop idol-endorsed 

products, providing fresh insights into the mechanisms that drive impulse 

purchases of K-pop fans 

 

 

5.2.2 Practical Implications 

 

As celebrity credibility was prove to significantly increase brand attachment 

and cause impulse purchase of K-pop idol endorsed products among K-pop fans, 

marketers can continue their contract with the K-pop idol that endorsed their 

products. When the brand company noticed the endorsed products by this K-

pop idol able to produce strong brand attachment among the K-pop fans, the 

company can consider to continue the contract with this K-pop idol with the 

identity as spokesperson or brand ambassador. The duration of contract for 

these two identities is longer compared to a general endorser. Therefore, as 

contract continued, brand company can enjoy the benefit of endorsement that 

K-pop idol bring, which brand attachment toward their products will last longer 

or able to attract more K-pop fans to build brand attachment toward their 

products, thereby stimulating impulse purchase among K-pop fans 

 

For second practical implication, as ideal self congruence was prove to 

significantly improve brand attachment and cause impulse buying of K-pop idol 
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endorsed products among K-pop fans, marketers can produce advertisement by 

designing the advertising messages and brand visual that closely reflect the 

ideal self of the K-pop fans. K-pop fans are more likely to develop an emotional 

bond with a brand when they believe that the products endorsed by K-pop idols 

represent the person they aspire to be, such as being self-assured, successful, or 

fashionable. To achieve this, marketers will have to portray the K-pop idol in a 

way that reflects the desirable attributes that K-pop fans desire, such as 

confidence, lifestyle, personal beliefs, and appearance. Advertisements that 

feature the K-pop idol as a symbol of K-pop fans' ideal selves allow K-pop fans 

to psychologically project themselves onto the brand, improving their feelings 

of congruence as well as strengthening brand attachment and impulse purchase 

 

 

5.3 Limitation of Study and Recommendations for Future 

Research 

 

The first limitation found in this study is that only K-pop fan respondents in Malaysia 

were involved in the questionnaire of this study. Although Malaysia has a quite number 

of population that is interested in K-pop but as mentioned previously that the influence 

of K-pop is globally around the world. Therefore, as a recommendation for it, 

conducting a cross-cultural validation with a bigger and more varied sample from 

multiple countries would be useful to assess how K-pop fans from multiple countries, 

who have different cultural perceptions of K-pop idol-endorsed products, develop 

brand attachment and engage in impulse purchase (Lim et al., 2020; Bismo et al., 2024). 

 

Next, the second limitation is this study examine only impulse purchase as the 

dependent variable, which represent one type within the broader construct of 

compulsive buying behaviour. According to Lim et al. (2020) and Japutra et al. (2019), 

the compulsive buying behavior variable has a wider perspective as it is a 

comprehensive construct that includes impulsive buying and obsessive–compulsive 
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buying, which were studied together in their research. In this instance, a more thorough 

and in-depth understanding of K-pop idol-endorsed products among K-pop fans can be 

obtained by studying the entire compulsive buying behavior variable construct, which 

encompasses obsessive-compulsive buying and impulsive buying.  

 

Lastly, the third limitation is examines brand attachment as the only mediator variable 

in the relationship between celebrity credibility, ideal self-congruence, hedonic value, 

and impulse purchase as there are other psychological or social factors could influence 

impulse purchase, such as hedonic shopping motivation, parasocial interaction. So, if 

only focuses on brand attachment, the study may be underestimating the impact of other 

variables and providing an insufficient explanation of the impulse purchase of K-pop 

fans. Therefore, the recommendation for this limitation is apply other variables as 

mediator in future research. Based on previous research articles, the other variables, 

such as hedonic shopping motivation, parasocial interaction, and positive affect as 

mediator could provide different perspectives on impulse purchase of K-pop idol 

endorsed products among K-pop fans (Coelho et al., 2023; Deng et al., 2023; 

Muhammad et al., 2024).  

 

 

5.4 Conclusion 

 

In conclusion, this study explores the mediating effect of brand attachment on impulse 

purchase of K-pop idol endorsed products among K-pop fans. The Stimulus-Organism-

Response (SOR model) is applied, celebrity credibility, ideal self congruence and 

hedonic value as stimulus, brand attachment as organism and impulse purchase as 

response. The findings indicate the relationships of the variables under stimulus such 

as celebrity credibility and ideal self congruence have a strong positive effect on brand 

attachment, but hedonic value does not.. Additionally, the relationship between certain 

antecedent variables and impulse purchases is partially mediated by brand attachment. 

Despite some limitations that provide chances for future research, this study broadens 
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the application of the S-O-R model to the context of K-pop idol-endorsed products, 

with theoretical and practical implications for marketers looking to improve brand 

attachment and encourage impulse purchases among K-pop fans.  
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Appendix B: Online Survey Questionnaire 

Dear respondents, 

 

I am Cheong Yik Lum, a final year undergraduate student pursuing a Bachelor of 

International Business (Hons) at Universiti Tunku Abdul Rahman (UTAR). 

Currently, I am conducting a Final Year Project with the topic of Exploring the 

Mediating Effect of Brand Attachment on Impulse Purchase of Idol-Endorsed 

Products Among K-POP Fans. The purpose of the study is to investigate, explore 

and evaluate the factors that lead to brand attachment and subsequently influence 

impulse purchase among K-pop fans’ toward their favourite idol endorsed products. 

 

Your cooperation in answering this questionnaire is highly important to us as it will 

greatly assist us in the completion of our study and the achievement of its objective. 

All of the information obtained regarding this study will be kept 

completely PRIVATE and CONFIDENTIAL. Your response will be solely used for 

academic purposes and not be identified in any data or report. 

 

This questionnaire will roughly takes 10 - 15 minutes to complete. We truly 

appreciate your participating and cooperation in answering the questionnaires.  

 

If you have any questions regarding this survey, please do not hesitate to contact me 

at venuscheong0806@1utar.my.  

 

Thank you for your time in contributing your efforts to this research. 
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Personal Data Protection Statement 

 

Please be informed that in accordance with Personal Data Protection Act 2010 

(“PDPA”) which came into force on 15 November 2013, Universiti Tunku Abdul 

Rahman (“UTAR”) is hereby bound to make notice and require consent in relation to 

collection, recording, storage, usage and retention of personal information. 

 

1. Personal data refers to any information which may directly or indirectly identify a 

person 

which could include sensitive personal data and expression of opinion. Among others 

it includes: 

a) Name 

b) Identity card 

c) Place of Birth 

d) Address 

e) Education History 

f) Employment History 

g) Medical History 

h) Blood type 

i) Race 

j) Religion 

k) Photo 

l) Personal Information and Associated Research Data 

 

2. The purposes for which your personal data may be used are inclusive but not 

limited to: 

a) For assessment of any application to UTAR 

b) For processing any benefits and services 

c) For communication purposes 
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d) For advertorial and news 

e) For general administration and record purposes 

f) For enhancing the value of education 

g) For educational and related purposes consequential to UTAR 

h) For replying any responds to complaints and enquiries 

i) For the purpose of our corporate governance 

j) For the purposes of conducting research/ collaboration 

 

3. Your personal data may be transferred and/or disclosed to third party and/or UTAR 

collaborative partners including but not limited to the respective and appointed 

outsourcing agents for purpose of fulfilling our obligations to you in respect of the 

purpose and all such other purposes that are related to the purposes and also in 

providing integrated services, maintaining and storing records. Your data may be 

shared when required by laws and when disclosure is necessary to comply with 

applicable laws. 

 

4. Any personal information retained by UTAR shall be destroyed and/or deleted in 

accordance with our retention policy applicable for us in the event such information is 

no longer required. 

 

5. UTAR is committed in ensuring the confidentiality, protection, security and 

accuracy of your personal information made available to us and it has been our 

ongoing strict policy to ensure that your personal information is accurate, complete, 

not misleading and updated. UTAR would also ensure that your personal data shall 

not be used for political and commercial purposes 

 

Consent: 

 

6. By submitting or providing your personal data to UTAR, you had consented and 

agreed for your personal data to be used in accordance to the terms and conditions in 

the Notice and our relevant policy. 
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7. If you do not consent or subsequently withdraw your consent to the processing and 

disclosure of your personal data, UTAR will not be able to fulfill our obligations or to 

contact you or to assist you in respect of the purposes and/or for any other purposes 

related to the purpose. 

 

Acknowledgement of Notice* 

 

-I have been notified by you and that I hereby understood, consented and agreed per 

UTAR above notice.  

 

-I disagree, my personal data will not be processed. 
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Section A: Screening Profile Section 

In this section, if you are a K-pop fan who have previous experience of purchasing 

idol-endorsed products or shown tendencies toward impulsive purchases of idol-

endorsed products, you may continue to proceed and fill up this questionnaire as this 

research is focused on this specific population. For those who are not K-pop fans that 

have previous experience of purchasing idol-endorsed products or shown tendencies 

toward impulsive purchases of idol-endorsed products, thank you for your time, and 

you may select "NO" and submit this questionnaire. 

 

Please kindly answer the following questions: 

 

Are you a K-pop fan who have previous experience of purchasing idol-endorsed 

products or shown tendencies toward impulsive purchases of idol-endorsed products 

-Yes 

-No 

 

 

Section B: Demographic Characteristics 

In this section, you will need to fill up your demographic information. Please state 

and select the most suitable option. 

 

Age 

- 20 years or below 

-21-30  

-31-40  

-41-50  

-51-60 

-60 or above  

 

Gender  
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-Male 

-Female 

 

Ethnicity 

-Malay  

-Chinese  

-Indian  

-Others 

 

Education Background 

-Primary Education  

-Secondary Education 

-Foundation  

-Diploma  

-Bachelor Degree  

-Master 

 

Occupation  

-Student  

-Employed  

-Self-employed  

-Unemployed  

-Others  

 

Monthly Income  

-No income 

-Below RM1000  
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-RM1,001 – RM3000  

-RM3,001 – RM5,000  

-RM5,001 or above  

 

How many year/years have you been a K-pop Fans?  

-Less than 1 year  

-1-3 years  

-4-6 years  

-7-9 years  

-More than 9 years  

 

Do you purchase products endorsed by your favourite K-pop idols?  

-Yes 

-No 

 

Which of the following products endorsed by your favourite K-pop idols do you 

usually purchase?  

- Cosmetic (Foundation, Lipstick, Eyeshadow, Concealer)  

- Skin Care Products (Toner, Sunscreen, Facial Cleanser, Moisturizer)  

- Food & Beverage (Coffee, Carbonated Drink, Biscuit, Snack)  

- Accessories (Bags, Sunglasses, Watches, Hats)  

- Clothing (T-shirts, Jeans, Jackets, Hoodies)  

- Electronics (Smartphone, Earphones, Tablets, Smartwatches)  

 

How much do you usually spend on purchasing products endorsed by your 

favourite K-pop idols? 

- Less than RM100  

-RM101 – RM300  
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-RM301 – RM500  

-RM501 – RM700  

-RM701- RM1,000  

-RM1,000 or above 

 

Section C: Independent Variables, Section D: Mediator Variable, Section E: 

Dependent Variable  

Based on your most favourite K-pop idol and a product/products that they endorse, 

answer the following items on a scale of 1 to 5. There is no right or wrong answers. 

 

Note: Strongly Disagree (SD) = 1, Disagree (D) = 2, Neutral = 3, Agree = 4, Strongly 

Agree = 5 

 

Variables  Construct  Sources 

Celebrity Credibility My favourite K-pop idol 

who endorses this product 

is trustworthy.  

 

My favourite K-pop idol 

who endorses this product 

is reliable. 

 

My favourite K-pop idol 

who endorses this product 

is knowledgeable about 

the product or brand. 

 

My favourite K-pop idol 

is highly compatible with 

the product they endorse. 

Hossain et al., 2025.  
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My favourite K-pop idol 

behaves ethically when 

endorsing products. 

Ideal Self Congruence  The product endorsed by 

my favourite K-pop idol 

reflects the person I would 

like to be. 

 

The product endorsed by 

my favourite K-pop idol is 

similar to the person I 

would like to be. 

 

The product endorsed by 

my favourite K-pop idol is 

consistent with how I 

would like to be. 

Lim et al., 2020 

Hedonic Value  The products endorsed by 

my favourite K-pop idol is 

fun are use 

 

The products endorsed by 

my favourite K-pop idol 

are pleasant  

 

The products by my 

favourite K-pop idol are 

enjoyable  

Lim et al., 2020 

Brand Attachment  Self Brand Connection Park et al., 2010 
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The product that endorsed 

by my favourite K-pop 

idol is part of me and who 

I am 

 

I feel personally 

connected to the products 

endorsed by my favourite 

K-pop idol  

 

Brand Prominence  

My thoughts and feelings 

about the products 

endorsed by my favourite 

K-pop idol pattern come 

to mind automatically  

 

My thoughts and feelings 

about the products 

endorsed by my favourite 

K-pop idol pattern come 

to me naturally and 

instantly 

Impulse Purchase  When I see products 

endorsed by my favourite 

K-pop idol, I often 

purchase them even I had 

not planned to 

 

I am a person who makes 

unplanned purchases on 

Weun et al., 1998 
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products endorsed by my 

favourite K-pop idol  

 

When I see a product 

endorsed by my favourite 

K-pop idol that really 

interests me, I purchase it 

without considering the 

consequences. 

 

It is fun for me to purchase 

products endorsed by my 

favourite K-pop idol 

spontaneously  

 

I do not avoid purchasing 

products endorsed by my 

favourite K-pop idol that 

are not in my shopping list 
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Appendix C: Raw Data Result Generated from SMARTPLS 

 

 

 



107 

 

 

 

 

 

  



108 

 

 

 

 

 

 

 

 

 

  



109 

 

 

 

 


	DECLARATION
	ACKNOWLEDGEMENTS
	TABLE OF CONTENTS
	LIST OF TABLES
	LIST OF FIGURE
	LIST OF ABBREVIATION
	LIST OF APPENDICES
	PREFACE
	ABSTRACT
	CHAPTER 1: RESEARCH OVERVIEW
	1.0 Introduction
	1.1 Research Background
	1.2 Research Problem
	1.3 Research Objectives
	1.4 Research Questions
	1.5 Research Significance
	1.6 Conclusion
	CHAPTER 2: LITERATURE REVIEW
	2.0 Introduction
	2.1 Stimulus – Organism – Response (S-O-R) Model
	2.2 Review of Variables
	2.2.1 Independent Variable: Celebrity Credibility
	2.2.2 Independent Variable: Ideal Self Congruence
	2.2.4 Dependent Variable: Impulse Purchase
	2.2.5 Mediator Variable: Brand Attachment

	2.3 Proposed Theoretical / Conceptual Framework
	2.4 Hypothesis Development
	2.4.1 Celebrity Credibility and Brand Attachment
	2.4.2 Ideal Self Congruence and Brand Attachment
	2.4.3 Hedonic Value and Brand Attachment
	2.4.4 Brand Attachment and Impulse Purchase
	2.4.5 Brand Attachment as Mediator role

	2.5 Conclusion
	CHAPTER 3: METHODOLOGY
	3.0 Introduction
	3.1 Research Design
	3.2 Sampling Design
	3.2.2 Sampling Frame and Sampling Location
	3.2.3 Sampling Elements
	3.2.4 Sampling Technique
	3.2.5 Sampling Size

	3.3 Data Collection Methods
	3.3.1 Primary Data

	3.4 Research Instrument
	3.4.1 Pilot Test

	3.5 Construct Measurement
	3.5.1 Scale of Measurement
	3.5.1.1 Nominal Scale
	3.5.1.2 Ordinal Scale
	3.5.1.3 Interval Scale

	3.5.2 Origin of Construct
	3.6.1 Descriptive Analysis
	3.6.2 Inferential Analysis
	3.6.2.1 Partial Least Squares Structural Equation Modelling
	3.6.2.2 Measurement Model Assessment
	3.6.2.3 Structural Model Assessment


	3.7 Conclusion
	CHAPTER 4: DATA ANALYSIS
	4.0 Introduction
	4.1 Data Screening
	4.2 Descriptive Analysis
	4.2.1 Demographic Characteristic of Respondents
	4.2.1.1 Age
	4.2.1.2 Gender
	4.2.1.3 Ethnicity
	4.2.1.4 Education Background
	4.2.1.5 Occupation
	4.2.1.6 Monthly Income
	4.2.1.7 Year being a K-pop Fans
	4.2.1.8 Purchase of K-pop idol endorsed product
	4.2.1.9 K-pop Idol endorsed product usually purchase
	4.2.1.10 Amounts spent on purchasing K-pop idol endorsed product


	4.3 Inferential Analysis
	4.3.1 Measurement Model Assessment
	4.3.1.1 Construct reliability and validity
	4.3.1.2 Discriminant Validity

	4.3.2 Structural Model Assessment
	4.3.2.1 Collinearity statistics (VIF) & Common Method Bias
	4.3.2.2 Path Coefficient Analysis
	4.3.2.3 Mediation Analysis
	4.3.2.4 Coefficient of Determination (R² Value)
	4.3.2.6 Effect Size (f² value)
	4.3.2.5 Predictive Relevance (Q² Value)


	4.4 Conclusion
	CHAPTER 5: DISCUSSION, CONCLUSION AND IMPLICATION
	5.0 Introduction
	5.1 Discussion of Major Findings
	5.1.2 There is a significant positive relationship between Ideal Self Congruence and Brand Attachment
	5.1.3 There is a significant positive relationship between Hedonic Value and Brand Attachment
	5.1.4 There is a significant relationship between Brand Attachment and Impulse Purchase of idol-endorsed products among K-pop fans
	5.1.5 Brand Attachment mediates the relationships between Celebrity Credibility, Ideal Self Congruence, Hedonic Value and Impulse Purchase of K-pop idol-endorsed products.
	5.1.5a Brand Attachment mediates the relationships between Celebrity Credibility and Impulse Purchase of K-pop idol-endorsed products
	5.1.5b Brand Attachment mediates the relationships between Ideal Self Congruence and Impulse Purchase of K-pop idol-endorsed products.
	5.1.5c Brand Attachment mediates the relationships between Hedonic Value and Impulse Purchase of K-pop idol-endorsed products.

	5.2 Implication of Study
	5.2.1 Theoretical Implications
	5.2.2 Practical Implications

	5.3 Limitation of Study and Recommendations for Future Research
	5.4 Conclusion
	References
	Appendices

