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(W) o yall e lus @3 el e Ludalsg gl
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o 39 Adhall i il /i ope Ayl Aadhadl (yles] ol Gumparthi & Patra (2020) &ulys cilisgs
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o ($35s | s ey Aylmall Ladladl las) I $38s dlrdl Ml i o Ayl iuz99 .o Lesy!
Lt ledball slams el Lo 138 Libas] J) 2eiael) Alle ,lmall cledbadly ool Yl &y mtl] 20Dl
Elhajjar et) &,leall cladall bl los] (0985 ) Ll @ U3 (go5uud « gl Soun J] Apanll Alle
e o= A 4 A > ol J!unaid et al. (2022) (oss da,ludl wilulydl e 1SGy .(al., 2022
e ¥ Ll A Le usT &I Zeeshan et al. (2019) 4ulys 4as 3amg ¢4latl 2adlall Lo
Goius £lasy) I 65 Aylatdl Adlall o g Lasyl ()T adgall (pad duleg dlaall adlall Glas| (e Zodlall
:dW) (o yal) At o @3 el e Luiulsg o lasyl

s & Jyazell Casl ) ylaall Aadladl gylas] e Aylasll Aadlall cn il ine il gy st
Qylemid| At caidog dylemdd| Aadadl oo (o A8l (5-5)

sl IS O o § 3 (e all § o IS alisesg canddly dletll Ladlall o s Lo 28Me i
LU e 5550 lmtl Aedlall comd iyt ldlially Sl o s uabile Lasls) e sl
«hall § ((Ghorbanzadeh etal., 2020) duyas 4yl adhe sl Ogui 1 GoSlradl 4y yady gl abolall
el gl e 3,55015 Aipna &yl Badlal Ans] e Liing (ol sl g Ayl Aedlall it ol
can bl slagl as e 2Lt Aadladl e ydiliag lms) 3l lia ¢yl Le (2021) uSTs (Albertetal., 2013)
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Syl el adlg s Lmidl Aadlall

> Ot Ml Lo sogty &yl Adally (qwadl casddl gag casddl slayl asT olé Le (2021) Ayl Ladg

el (amig &yl Aadlall o oyt A8l &y lomtll Aadlall los) Jasagisg (gl el pdidlg Ay lomil] Eadlal)
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Sl e olé susall uis 39 (Mrad etal, 2020) 35l clind diylrialy cllgadl Jae e &Ll
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Ayl 7 3908 4] (19
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o O Jlly eayuly mnas¥ duables Lolasdl (Slin 3l o (Say @19 Ogaadl Lie iy JLlls
(O'Guinn & Faber, JSS aaizll dxlian § cuay 4o Ogilay Gl ¥ Bucludl ouuasy Jsludl lia
() ey adl J) Al olieadl Gany gl skt 13U Jiadl @il Eigmy slya] J) Al i 81989)
Sy G e Onante (59559 my cll3 S e bl s e LAl 3 GadByn ols
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o 33L30 il i) LA lid e Gl il Lot Fgny 2SI Caslodl s
s 55s 0 oSass B3ad1 sukgd Allall AlLiar¥l Aagil Blas AJEL A1) ipum sinres el
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e Lo (3 5ot Ll ey l] gyl LSO bl Lol 8,5 2001 220 Aslaacdl] 5 e el yl] ol gt
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The mediating effect of brand addiction and brand passion on the
relationship between brand love and compulsive buying: applied
on mobile phone customers in Egypt

Dr.Manal Mohamed Ahmed EL Mekebbaty Dr.Mona Hatem Taher Saleh

Abstract

The study of the positive emotions developed as a result of customer-brand communication
processes that result in loyalty and strong connection to certain brands has attracted
increasing interest from marketers and psychologists. However, recently there has also
been a focus on the negative behaviours that arise from strengthening the relationship
between customers and brands, including compulsive buying and customers' inability to
control their desire to purchase a particular brand. This study seeks to explore the topics of
brand love, addiction, and passion, and their relationship with compulsive buying. It aimed
to determine the nature of the direct relationship between brand love and compulsive
buying, as well as the indirect relationships when mediated by both brand addiction and
brand passion. The data was collected by using a questionnaire to gather the necessary
primary data for testing the study's hypotheses from a sample of 360 mobile phone
customers. The data was then analysed using Partial Least Squares Structural Equation
Modelling (PLS-SEM). The results indicated a significant positive impact of each of brand
love, brand addiction, and brand passion on compulsive buying among mobile phone
customers in Egypt. The study also found that both brand passion and brand addiction
partially mediated the relationship between brand love and compulsive buying of mobile
phone brands and so confirming the significance of the direct and indirect relationships
presented in the model.
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