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[bookmark: _GoBack]Abstract
The study intends to examine the impact of brand psychological ownership, value congruity, and customer-brand engagement in the formation of brand attachment in the context of smartphones users in Bangladesh. The theoretical framework was developed by integrating psychological ownership theory and self-congruity theory and the theory of planned behavior. Data were collected by using Google form from 286 respondents currently residing in Bangladesh. The constructs considered in the study include brand psychological ownership (4 items), value congruity (4 items), customer-brand engagement (5 items), and brand attachment (5 items). All items were measured using 7-point likert scale and all constructs have shown internal consistency with Cronbach alpha greater than 0.70.  The convergent validity of the measures was evaluated by using the AVE (Average Variance Extracted). The AVE greater than 0.5 indicated that convergent validity was ensured. No construct has HTMT (Hetero-Trait-Mono-Trait) ratio more than 0.90, so divergent validity of the constructs was also ensured. It was found that customer-based brand engagement can be explained by 40.60% by the constructs brand psychological ownership and value congruity and brand attachment can be explained by brand psychological ownership, value congruity, and customer-brand engagement by 72.30%.  Future research may include other possible theoretical underpinnings to study the formation of brand attachment.
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[bookmark: _Toc204766279]Research Context
With the increase in the purchasing power of the people of Bangladesh, the smartphone penetration rate is also increasing. Especially the high adoption rate of smartphones among the young generation is another major factor in the industry’s growth (Faruquee, 2022). In addition, instalment benefits like EMI have increased sales while purchasing smartphones, which positively impacts the local manufacturing sector. Figure 1‑1 SMART PHONE ADOPTION RATE IN SELECTED ASIA PACIFIC COUNTRIES (As % of connections, excluding licensed cellular IOT) (The Business Standard, 2021)

The Global System for Mobile Communications Association – commonly referred to as GSMA –has projected in its latest report that 62% of the mobile phone users in Bangladesh will have smartphones by 2025 (The Business Standard, 2021). In the country, smartphone adoption is expected to grow significantly from 41% in 2020 to 62% by 2025, marking a 21-percentage point increase, which is the highest growth among the countries in Asia. Over the last decade, Bangladesh has witnessed a profound transformation in its telecommunications and technology sectors, positioning itself as one of South Asia's fastest-growing smartphone markets. 
As smartphone penetration increases, so does consumer connectivity, resulting in an explosion of online brand communities where consumers interact, share experiences, and form psychological bonds with brands. According to the Bangladesh Telecommunication Regulatory Commission (BTRC), the country had over 190 million mobile phone subscribers as of December 2023 (The Business Standard, 2023). Smartphone adoption is particularly high among urban and semi-urban youth, who actively participate in social media platforms, online forums, and brand-specific digital spaces. These digital ecosystems have become fertile ground for brand communities to thrive, offering consumers not just information about products but avenues for emotional and social fulfilment. Against this backdrop, this study focuses on four major players in Bangladesh’s smartphone market, Apple, Samsung, OPPO, and Xiaomi, to explore how brand communities influence consumer engagement behaviour. Figure 1‑2 Bangladesh Smartphone Market Share (Faruquee, 2022)

Within this landscape, the smartphone industry is highly competitive and characterized by rapid technological innovation, aggressive marketing strategies, and intense brand loyalty efforts. Samsung is leading the smartphone market in Bangladesh with a market share of over 30% (30.46%). Also, XIAOMI, VIVO and OPPO are in the second, third and fourth positions respectively. In contrast, Apple occupies a distinct position in Bangladesh’s smartphone market. Although Apple’s overall market share is smaller, the brand enjoys an aspirational status among affluent, urban consumers. The exclusivity, design, and perceived prestige associated with Apple products translate into high emotional engagement among users. Apple users in Bangladesh often form unofficial brand communities across Facebook, Instagram, and Telegram, where they discuss product launches, share usage tips, and reinforce a sense of elite group identity. 
As a result, culturally, Bangladesh presents a unique context for brand engagement studies. Bangladeshi society remains deeply rooted in collectivist values, where group affiliation and peer influence are significant factors in decision-making. 
[bookmark: _Toc204766280]Research Concept
The brand engagement is the depth of the psychological and emotional connection that a consumer develops with a brand (Graffigna & Gambetti, 2015). The term is often defined as a multidimensional construct indicating combination of affective, cognitive, and behavioural dimensions that together shape consumer’s association with a brand (Cheung et al., 2021). Sprott et al. (2009) define brand engagement as the condition when 'a person includes important brands in self-concept' and stresses that brand identity internalization is subject to the consumer's self-image (Reyes, 2012). Customer brand interactions are important because they have a major role in driving consumer brand engagement (CBE) (Fang, 2017) and hence researchers start investigating into motivations behind the interactions. As already noted, in much of the existing literature, relational motivations are identified as important drivers of engagement (Dwivedi, 2015; Leckie et al., 2016). Despite this, there has been relatively little attention paid to psychological motivations, for example feelings of empowerment (Morrongiello, et al., 2017). Focusing on these lesser studied psychological factors, this study strives to partially fill those gaps by bringing in empirical insights from Bangladesh Smartphone Industry. 
Now, brands endeavour to generate emotional and psychological associative bonds with their customers, then leveraging them into brand communities for long run devotion. These online and offline communities play a role in how the consumers can engage with the brand, other consumers and the brand related content and hence significantly influence consumer loyalty, advocacy, and purchase behaviour (Bowden & Mirzaei, 2021). Digital technologies are relationship changing tools that create emotional resonance, cognitive reassurance and participatory opportunities, activating multi dimension brand engagement in Bangladesh (Ghosh, 2024, Rajib & Roy, 2023). Brands operating in Bangladesh will have to incorporate psychological insights into their engagement strategy across all consumer touchpoints because of the sharp rise in smartphone adoption, internet accessibility and digital literacy. In the Bangladeshi digital market, more and more brands succeed by providing solutions for those emotional needs in terms of their trust and belonging, the cognitive needs such as quality assurance and certainty, and the social needs like validation and participation.
In this context, the smartphone industry in Bangladesh can provide us with a rather interesting context to study consumer psychological motivations towards brand engagement while the growing smartphone adoption, increasing digital literacy, and the robust brand communities of brands such as Apple, Samsung, OPPO, and Xiaomi among others can happen. The object of this study is to explore factors that motivate consumers in Bangladesh to interact with these brand communities and explain the forces that comprise the constructs of contemporary brand consumer relationship. The growth of the industry is noticeable through the fast expansion of using smartphones in Bangladesh. Now leading brands, Samsung, Xiaomi, OPPO and Apple have their presence with good sales but also well-formed brand communities on Facebook groups, Telegram channels and for specific ones – brand forums. Specifically, Xiaomi Bangladesh has an official Facebook group with over 500,000 active members while Samsung Members Bangladesh allows users to talk to the officials directly. This is a popular trend and it is a set of phenomena where consumers are looking for more than products — it is about experiences, belonging, and psychological fulfilment through brand affiliations.
Even though the study of consumer brand engagement across the globe is growing in a great deal, research that is relevant to Bangladesh’s smartphone market remains less. However, majority of studies are usually interested in purchase behaviour or customer satisfaction but do not probe much into psychological triggers for sustained brand engagement. As smartphone brands in Bangladesh, it is important to understand these motivations to inform more effective community management strategies, personalized marketing, and brand loyalty programs for this community. Thus, this research will fill an important gap by exploring why consumers in Bangladesh pay attention to smartphone brand communities, which is based in psychological theories and real world industry data. Focusing on Apple, Samsung, OPPO, and Xiaomi — brands that represent the different market segments from the premium down to the mass market — the study will provide differential insights into the different psychological drivers active across demographic groups and brand position. The applications of this knowledge extend beyond academic discussions and it is something that brand managers of the country can exploit to strengthen and emotionally resonate relationships with their consumers in the country's vibrant and competitive smartphone market.
[bookmark: _Toc204766281]Research Aims and Objectives
The aim of this research is to explore the emotional, social psychological, cognitive, and functional factors that drive brand engagement among Bangladeshi smartphone consumers.
· To examine the role of brand psychological ownership in the formation of customer-brand engagement and brand attachment
· To evaluate the impact of value congruity in the formation of customer-brand engagement and brand attachment.
· To Examine the impact of customer-brand engagement on brand attachment.
[bookmark: _Toc195488277][bookmark: _Toc204766282]Literature Review
[bookmark: _Toc195488278][bookmark: _Toc204766283]Brand Engagement: Definitions and Dimensions
The brand engagement is the depth of the psychological and emotional connection that a consumer develops with a brand (Graffigna & Gambetti, 2015). The term is often defined as a multidimensional construct indicating combination of affective, cognitive, and behavioural dimensions that together shape consumer’s association with a brand (Cheung et al., 2021). Sprott et al. (2009) define brand engagement as the condition when 'a person includes important brands in self-concept' and stresses that brand identity internalization is subject to the consumer's self-image (Reyes, 2012).  
The affective dimension is expressed by emotional tie, feelings of love, trust or joy attached to the brand. Emotionally engaged consumers are more likely to be loyal, be advocates of the brand, and are more committed to the brand in the long term. Under the distinction of the cognitive dimension, the contents refer to mental processes associated with brand engagement, including awareness, attention, thoughtfulness in viewing brand attributes and values. The higher levels of consumer engagement, i.e., cognition, with a brand tends to perceive it as when it is meaningful and they are more likely to gather the information and process the brand-related content in a deep manner. Finally, behavioural dimension refers to actual actions of the consumer in favor of the brand via purchasing, publishing content, participating in brand event, or involvement in brand community (Dessart, et al., 2015).  Liu et al. (2019) emphasize the role of self-efficacy, recognition, and community identity in shaping consumer engagement, suggesting that brand engagement extends beyond product interaction to include social and community aspects (Liu, et al., 2019).
Customer brand interactions are important because they have a major role in driving consumer brand engagement (CBE) (Fang, 2017) and hence researchers start investigating into motivations behind the interactions. As already noted, in much of the existing literature, relational motivations are identified as important drivers of engagement (Dwivedi, 2015; Leckie et al., 2016). Despite this, there has been relatively little attention paid to psychological motivations, for example feelings of empowerment (Morrongiello, et al., 2017). Focusing on these lesser studied psychological factors, this study strives to partially fill those gaps by bringing in empirical insights from Bangladesh.
[bookmark: _Toc195488279][bookmark: _Toc204766284]Theoretical Framework
[bookmark: _Toc195488280][bookmark: _Toc204766285]Maslow’s Hierarchy of Needs

Figure 1‑1 Maslow’s Hierarchy of Needs










Maslow’s (1943) Hierarchy of Needs has served as a foundational theory of psychological motivations of consumer behaviour and proving useful when extended to the brand engagement, especially in a collectivist and developing market like Bangladesh. Maslow had stated that human needs are structured as a hierarchy: physiological needs to safety, love and belonging, esteem, then self-actualization. In the context of digital communities, brands can play a mechanism for fulfilling higher order needs in the brand engagement space. Social media platforms, for example, provide consumers a place to interact with brands for information as well as information for purchasing but also for forming identity, social validation and emotional gratification (Qin, 2020).
In Bangladesh, young consumers have used brand communities to meet the belongingness and esteem needs. Online brand discussions, sharing branded content, and being acknowledged by brands or peers contribute to a feeling of social inclusion and self-worth. Such acts are in line with Maslow’s ‘love/belonging’ and ‘esteem’ levels as consumers want to be a part of a group and get recognized within such a group (Rajib & Roy, 2023). Studies show that brand communities help members connect socially and obtain status signalling with millennials and Gen Z, which are very active on platforms such as Facebook and Instagram (Showrav & Khondkar, 2023). This is also echoed by the emotional and hedonistic reasons attributed to online brand engagement; consumers who find pleasure, and confirmation in brand interactions (van Heerden and Wiese 2021).
From this point of view, Maslow’s model is helpful in explaining that engagement with brand is not simply transactional but profoundly psychological and meeting personal and social aspirations. In Bangladesh, where socio economic changes are transforming a consumer’s behaviour rapidly, the ability to satisfy these psychological needs better will result in stronger and more loyal communities in other brands.
[bookmark: _Toc195488281][bookmark: _Toc204766286]Theory of Planned Behaviour and Brand Engagement in Bangladesh
Another important lens through which consumer brand engagement can be studied is the Theory of Planned Behaviour (TPB) developed by Ajzen (1991). According to TPB, the three core components that shape behavioural intention are attitude toward the behaviour, subjective norms, and perceived behavioural control. These components also provide a demonstration as to why consumers choose to interact with a brand over online and can contribute to explain the determinants of this interaction and how factors related to sociality and cognition are influencing it.  Figure 1‑2 The Theory of Planned Behaviour

In Bangladesh, young consumers are likely to be induced into favourable attitudes towards brand engagement when the brand seems to them relatable, entertaining or aspirational (Ghosh, 2024). Most importantly, the more positive the attitudes, the greater the chance that they will follow, interact with, or promote brands over social media. In the Bangladeshi youth culture, subjective norms—meaning the perception that others expect you to perform a behaviour—have a special importance. Brand engagement on social media continues to inflame social identity as it is primarily formed through group affiliation and peer validation, and as such, visibility of brand engagement on social media inspires normative behaviours. In particular, when a peer group frequently associated with a brand, there is a social pressure on other to behave in a similar fashion, thus, enhancing brand engagement behaviour (Erkan & Evans, 2016; Meslat, 2018).  
This is relevant especially, where in Bangladesh, the penetration of the internet and smartphones is increasing facilitating more young consumers into digital brand communities. Therefore, TPB constitutes a comprehensive theoretical framework that explains the interaction among personal attitudes, social influences and behavioural empowerment to cause brand engagement behaviours.
[bookmark: _Toc195488282][bookmark: _Toc204766287]Psychological Motivations for Brand Engagement
With the emergence of Bangladesh as a digital platform, brand engagement has come to play a pivotal role in the Bangladesh consumer-brand relationship. This engagement is motivated by individual psychological motivations influenced by individual needs, cognitive biases, cultural expectations and technological affordances (Rajib & Roy, 2023). With the increase in internet accessibility and the uptake in popular social media mediums in Bangladesh, particularly in younger demographics, brand engagement has become a psychologically enriched process involving both emotional and cognitive as well as behavioural aspects (Ghosh, 2024). 
[bookmark: _Toc195488283][bookmark: _Toc204766288]Emotional and Social Drivers
Bangladeshi consumers are increasingly being connected to on a deeper level through digital content that uses emotional triggers including humour, nostalgia and empathy. For example, a brand, will advertise in advertisements that connect with the national holidays, the local traditions or with the social causes (Godey et al., 2016). By introducing the emotional branding, not only the brand becomes human but also embedded in cultural narrative, which increases the relatability and trustworthiness on the brand.
In Bangladesh, Karim (2020) explains that trust is a psychological foundation of digital brand engagement, because customers keep being doubted about the product authenticity, secured payment and after sale support. High quality websites, trust worthy payment gateways, return policies and constant communications (Karim, 2020; Gefen, 2000) helps to reinforce trust. It is also believed that personalized experiences offer such as personalized product recommendations to tailored marketing messages to the consumers feel recognized and known (Vashishth, et al., 2025). This psychological need for autonomy and competence makes deep emotional connections with brands more appealing and actionable.  
In the digital world, Customer engagement on social media platforms has now become a big booster for the success of the brand. That behaviour and attitudes, as measured through engagement (likes, shares, comments, reposts and content creation) are the indicators of engagement which represents behavioural and attitudinal loyalty (Colicev, et al., 2018). In the Bangladeshi digital economy, people have got used to these types of engagement on social media platforms such as Facebook, YouTube, TikTok, which provide consumers with a sense of belonging, participation and co creation. Brand advocacies can also occur from customers who are emotionally invested with the brand, who will more likely be organic spreaders of brand messages and communities (Jayasingh, 2019; Haudi et al., 2022). Psychologically, this social engagement is motivated by psychological needs, in particular social validation, identity expression, and community participation, which is crucial in a collective society such as Bangladesh. 
[bookmark: _Toc195488284][bookmark: _Toc204766289]Cognitive and Functional Drivers
Brand image is the aggregate of the perceptions consumers have of a brand that constitute the foundational element of brand engagement, as per Godey et al. (2016). This image is also influenced by previous experiences, marketing messages, peer influence and social media engagements (Nandan, 2005; Keller, 1993). The authors of Rahman, et al. (2018) note that in Bangladesh, due to the popular use of word of mouth and peer endorsements as a means of trust and quality evaluation, a favourable brand image serves as a heuristic to trust and quality assessment in online purchases. A good brand identity creates emotional bonds with consumers, promoting loyalty and readiness to promote the brand (Khoirunnisa & Marlien, 2022). In markets like Bangladesh, the consumers are susceptible to uncertainty of product authenticity, delivery reliability and after sales service. Thus, brand image affects the psychological part of minimizing perceived risk and increasing consumer confidence (Chinomona, 2016).  
Brand associations are informational links and mental connections that consumers develop with a brand (Keller, 1993), and they are very closely tied to brand image. Consumers depend on these associations that can be in the functional (e.g., price, quality) or emotional forms (trust, prestige) to make their decisions and to recall brands. In Bangladesh, brand loyalty is at the early stage of the development due to market fragmentation, history and the emerging consumer behaviour and strong brand associations will help differentiate and create competitive advantage (Abdul, 2023). These associations are grown and strengthened by visual storytelling on social media platforms using visual storytelling, influencer endorsements, and consumer posted content (Severi & Ling, 2013). As an example, when local or regional influencers share positive experience reporting a brand their followings are more likely to link this brand with credibility, trendiness or being culturally relevant, intensifying the engagement (Islam, et al., 2018).
Social proof, anchoring and scarcity influence brand engagement by demonstrating cognitive impact as well. Social proof indicates that in an environment in which the situation is unclear, people are more likely to follow the behaviour of others (Solomon & Tuten, 2017; Kaplan & Haenlein, 2010). In Bangladesh where online shopping is little trusted, reviews, testimonials and influencer opinions are critical cues of brand credibility. Fear of missing out (FOMO) is used in scarcity tactics as limited-time offers, flash sales, and other means to expedite impulsive decisions (Wirtz & Chew, 2019): Such psychological trigger are commonly used on common platforms like Daraz or even AjkerDeal for generating urgency with countdown timer and stock indicator. Anchoring, where consumers rely on an initial piece of information to make decisions, further influences price perception and deal evaluation, especially in mobile commerce environments (Rajib & Roy, 2023). 
[bookmark: _Toc195488285][bookmark: _Toc204766290]Participatory and Interactive Drivers
Bangladeshi audiences work well with Influencer marketing, visual storytelling and interactive content like polls or challenges. These tools give consumers expressions, validation, and entertainment — prime psychological motive factors in the digital environment (Ishtiaque, et al., 2017). With an ever more complex digital sales path from initial discovery to purchase and then to post purchase advocacy (Erkan & Evans, 2016; Tao et al., 2022), it becomes inherently integrated to include psychological insight at each touchpoint.  
Finally, when taking into account brand engagement in Bangladesh, the behaviour involving platform specifics must be considered. Each of the platform in terms of Facebook, Instagram, YouTube or local E-commerce site such as Evaly or Daraz has own the interaction pattern, content form or trust dynamic from the user perspective that affecting the user behaviour (Karim, 2020; Rajib & Roy, 2023). But consumers generally weigh on credibility, user interface, and transparency of sellers of platforms.  
[bookmark: _Toc195488286][bookmark: _Toc204766291]Research Gap
While literature on emotional, cognitive, and social drivers of brand engagement is richly developed, there is a deficiency in understanding about the intricacies of the psychological drivers of brand community engagement in Bangladesh (Rajib & Roy, 2023). With the exception of a couple of studies that have explored Bangladeshi engagement in general, most research has targeted generalized digital consumer behaviour or global engagement trends without attention to the cultural, economic and technological contexts of Bangladeshi engagement. Furthermore, psychological concepts, especially those related to empowerment, regulatory fit and identity signalling, are yet to be explored in this setting. This study attempts to fill the gap of empirical investigation of how emerging brand communities in Bangladesh’s digital landscape engage consumers through localized, psychological motivations.


Conceptual Model and Hypotheses Development
The current study uses the conceptual framework that is based on the proven theories, such as congruity theory (Johar and Sirgy, 1991) and psychological ownership theory (Pierce et al., 2001, 2003). The framework suggests the existence of Brand Psychological Ownership (BPO) that has a positive effect on Customer-Brand Engagement (CBE) where customer engagement is not rely entirely on physical owning (Vivek, et al., 2014). Moreover, as a direct extension of the congruity theory, another primary predictor of CBE is described, named as value Congruity and characterized by presumed compatibility between values admired by the customers and the brand. 

The model further indicates that CBE results in Brand Attachment as a psychological outcome and eventually, on behavioural brand commitment. This model represents interrelationships existing between these constructs in the customer-brand process. 
Psychological Ownership and Customer Brand Engagement
Brand Psychological Ownership (BPO) is the psychological sense a consumer gets of owning a brand despite not really owning it (Kirk & Sarstedt, 2016). This feeling of mine-ness brings about an emotional attachment which in turn, makes people want to interact with the brand. Kumar and Nayak (2019) established that although non-product owning members of brand communities also engaged intensively with the products, there was a significant difference with or without the presence of BPO. Such members showed a higher degree of attachment and more probabilities of buying the brand indicating that psychological ownership is sufficient to induce engagement behaviours alone (Kumar & Nayak, 2019). The intervening effect of brand attachment also reinforces the contact between BPO and CBE. According to studies conducted by Kumar and Nayak (2019), the combination of psychological ownership and value congruity raised brand engagement, and it affected brand attachment positively. This attachment, on its part, is one of the key causes of brand loyalty (Kumar & Nayak, 2019). The same observation occurred in a precedence study conducted by Roy Bhattacharjee et al. (2023), which further revealed that BPO was used as a mediating link between self-congruity and engagement so that the two constructs could apply equally in developed and developing economies (Roy Bhattacharjee, et al., 2023). As observed by Guo et al. (2016), psychological ownership and value congruity directed consumers to willingly share brand-related material, give their feedback, and advise others concerning the brand, which demonstrates the overall role of these constructs in engagement behaviours.
H1: Brand Psychological Ownership positively influences Customer-Brand Engagement.
Value Congruity and Customer Brand Engagement
Likewise, another noteworthy antecedent of CBE arises in the form of Value Congruity (VC) understood as the perceived compatibility of the values of a brand and a consumer (Kumar & Nayak, 2019). As soon as the consumers feel that a brand can help them about their beliefs and self-identity, they are ready to demonstrate emotional commitment and have long-term relations. According to Kumar (2021), brand-based VC is a direct indicator of customer engagement, particularly brand-based communities (online). Moreover, when the users feel compatibility between brand-based and community-based value, it boosts their psychological ownership and, therefore, increases their interactions with the brand and its community (Kumar, 2021). Value congruity at the hospitality branding improved both engagement and brand identification and affective commitment to create the brand loyalty. Rather et al. (2018) evidenced it in the hotel brands framework that depicts a clear pathway: VC leads to loyalty through CBE and identification. The same results were observed in the fast-moving consumer goods (FMCG) sector, as Aini and Ferdinand (2021) discovered that VC had a positive impact on brand attractiveness and identification; in turn, they enhanced engagement and loyalty.
H2: Value Congruity positively influences Customer-Brand Engagement.


Customer Brand Engagement and Brand Attachment
CBE is a multidimensional construct that includes cognitive, emotional and behavioural investments on the brand interactions. Several studies point at the high predictive power of CBE on brand attachment. As an example, a study by both offline and online brand communities has reported that there is a significant increase in brand attachment and loyalty due to high involvement on both communities (Kumar & Nayak, 2019). This does not only concern the brand owners. Brand attachment by non-brand owners, who are also members of brand communities, occurs when they are engaged meaningfully, which implies that brand attachment can be achieved only through CBE (Kumar & Nayak, 2019b). Moreover, tourism-and mobile-related researches evidence that CBE is a priori to brand attachment and mediated by trust or awareness in certain situations (Li et al., 2020; Tanveer et al., 2023). 
Brand Psychological Ownership and Brand Attachment
Scholarly studies based on the theory of psychological ownership prove that when consumers feel they own a brand, their involvement increases and they are able to personalize their experiences. The same has been witnessed in the online brand communities where BPO has direct impact on brand engagement and the community’s engagement and eventually these contribute to high brand equity (Kumar, 2021). On the same note, BPO was also identified to be a stable mediator between self-congruity and CBE in international branding contexts in both developed economies and developing nations (Roy Bhattacharjee, et al., 2023). This implies that irrespective of the demographics of consumers, when the consumers feel like they control a brand or have ownership, the emotional connection with a brand is amplified much more.
Value Congruity and Brand Attachment
Brands are in a better position to identify with their ideals when they share the same values, and hence enjoy a deeper emotional attachment. It has been ascertained empirically that VC directly and positively influences the two goals, CBE and BPO, which then flows into brand attachment (Kumar & Nayak, 2019; Rather et al., 2022). More importantly, brand value congruence also evidently enhances brand identification that directly impacts the attachment and loyalty results. 
Studies that investigate these constructs collectively provide the most compelling evidence. As an example, an integrated model formulated by Kumar and Nayak (2019b) proves that BPO and VC promote engagement, and, in turn, engagement enhances attachment. One research developed the further notion in digital environment with the result that two-sided brand-community interaction bolstered by BPO and VC leads to a substantial increase in brand equity (Kumar, 2021). On the same note, in cases of luxury branding, the study revealed that the emotional affection based on brand prestigiousness and self-congruity can be converted into brand affection and ultimately, proactive participation (Choi, et al., 2024). Interestingly, several studies underscore the mediating role of brand attachment between antecedents like CBE, BPO, and VC and ultimate brand outcomes such as loyalty or purchase intention. This reinforces the centrality of brand attachment as a psychological bridge that connects engagement-related constructs with consumer behaviour. For instance, in the tourism context, both attachment and trust were found to fully mediate the relationship between CBE and loyalty, with attachment playing a stronger role (Li et al., 2020). Similarly, in global branding, psychological ownership mediated the link between value congruity and engagement, showing how value alignment first fosters ownership feelings that then lead to attachment . 
H3: Customer-Brand Engagement positively influences Brand Attachment. 
H4: Brand Psychological Ownership positively influences Brand Attachment. 
H5: Value Congruity positively influences Brand Attachment. 

Methodology
Objectives of the Study
The primary aim of this study is to examine how consumer psychological motivations—specifically brand psychological ownership and value congruity—drive customer-brand engagement and how this engagement, in turn, fosters brand attachment within the context of a brand community.
Objectives of the Study:
To evaluate the influence of brand psychological ownership on customer-brand engagement within a brand community context.
To assess the impact of value congruity on customer-brand engagement.
To investigate the relationship between customer-brand engagement and brand attachment.
To analyse the direct effect of brand psychological ownership on brand attachment, beyond its mediated role through engagement.
To explore the direct impact of value congruity on brand attachment.
Survey Context
This study investigated the dynamics of customer brand communities within the smartphone market in Bangladesh. The research aimed to understand various aspects of customer engagement and psychological ownership across four prominent smartphone brands: Apple, Samsung, Oppo, and Xiaomi. Data were collected through a structured survey administered to smartphone users in Bangladesh. A convenience sampling method was employed, targeting accessible participants to gather insights into their brand community experiences. The final sample comprised 286 valid responses, providing a robust dataset for analysis.
Measures
All the constructs used in this study were operationalized using well-established measures from existing literature. Brand Psychological Ownership was assessed using four items adapted from Pierce et al. (2001). Value Congruity was measured with four items reflecting self-brand congruity, following the scale developed by France et al. (2016). To evaluate Customer-Brand Engagement (CBE) and Brand Attachment, we adopted measurement scales from Hollebeek et al. (2014) and Park et al. (2010), respectively. All items were measured using a seven-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree). To mitigate the potential issue of common method bias, we adhered to the procedural remedies recommended by Malhotra et al. (2006). As a statistical safeguard, Harman’s single-factor test was performed, and the results indicated that common method bias was not a concern for this study (Podsakoff et al., 2003). The Cronbach’s alpha values for all latent constructs ranged between 0.75 and 0.94, indicating strong internal consistency and ensuring the reliability of the measurement instrument. 
Results
Measurement Model
CFA was used to evaluate the psychometric properties of the latent constructs. Data was explored for the underlying factor structure and measurement adequacy. First of all, the standardized factor loadings (λ) for each indicator were calculated to check if the indicators load on to their respective constructs. Results indicate the reliability of the indicators, where λ>0.70. For instance, for Brand Attachment, loadings ranged from 0.90 (BA1) to 0.94 (BA4). Brand Psychological Ownership indicators (BPO1-BPO4) showed loadings from 0.73 to 0.79. Customer-Brand Engagement indicators (CBE1-CBE5) had loadings between 0.82 and 0.83, and Value Congruity indicators (VC1-VC4) ranged from 0.71 to 0.79.
Table 1 Measurement model results
Construct/Item	λ	CR	AVE
Brand Attachment (BA) (Cronbach’s α = 0.94)		0.96	0.86
BA1	0.90		
BA2	0.93		
BA3	0.93		
BA4	0.94		
Brand Psychological Ownership (BPO) (Cronbach’s α = 0.75)		0.84	0.57
BPO1	0.73		
BPO2	0.74		
BPO3	0.76		
BPO4	0.79		
Customer-Brand Engagement (CBE) (Cronbach’s α = 0.89)		0.92	0.70
CBE1	0.82		
CBE2	0.86		
CBE3	0.85		
CBE4	0.83		
CBE5	0.83		
Value Congruity (VC) (Cronbach’s α = 0.78)		0.85	0.60
VC1	0.71		
VC2	0.79		
VC3	0.80		
VC4	0.79		

The Cronbach’s alpha values for all latent constructs fell into the acceptable range (0.75-0.94) in line with the limit (α>0.70), confirming high reliability. Internal consistency of the latent constructs is tested through composite reliability (CR) values. All CR values fell under the established criterion (CR > 0.70). Specifically, Brand Attachment had a CR of 0.96, Brand Psychological Ownership 0.84, Customer-Brand Engagement 0.92, and Value Congruity 0.85. In the CFA run, item loadings (λ) to the respective factors were significantly higher than 0.50, which indicates substantial convergent validity.
Table 2 Correlation Estimates
Constructs	BPO	VC	CBE	BA
BPO	0.76	0.04	0.455	0.57
VC	0.04	0.78	0.464	0.47
CBE	0.455	0.464	0.83	0.8
BA	0.573	0.469	0.801	0.92

Average variance extracted (AVE) for each latent construct also supported the convergent validity of the study, with all AVE values exceeding 0.50. Brand Attachment had an AVE of 0.86, Brand Psychological Ownership 0.57, Customer-Brand Engagement 0.70, and Value Congruity 0.60. All the inter-construct correlations were found to be less than 1, supporting discriminant validity. The discriminant validity was also established by comparing the square root value of AVE score of each construct (e.g., Brand Attachment: 0.92; Brand Psychological Ownership: 0.76; Customer-Brand Engagement: 0.83; Value Congruity: 0.78) with inter-construct correlations, where the square root of AVE was consistently higher than the corresponding correlations. Later, we created a CFA model composed of the four latent constructs with all 17 items, and the model showed an acceptable fit.
Structural Model
To conduct the structural analysis, we used structural equation modelling (SEM). This technique was employed as it enables the simultaneous estimation of the relationships between multiple dependent and independent variables with substantial statistical accuracy. We tested the conceptual model depicting hypothesized relationships among the constructs as a part of this study. Based on the standardized path coefficients (β) and t-values, the findings indicate positive and statistically significant influences for all five hypothesized relationships:
H1: Brand Psychological Ownership positively influences Customer-Brand Engagement (β=0.437, t=11.356). This hypothesis is supported.
H2: Value Congruity positively influences Customer-Brand Engagement (β=0.446, t=10.910). This hypothesis is supported.
H3: Customer-Brand Engagement positively influences Brand Attachment (β=0.574, t=14.336). This hypothesis is supported.
H4: Brand Psychological Ownership positively influences Brand Attachment (β=0.304, t=8.348). This hypothesis is supported.
H5: Value Congruity positively influences Brand Attachment (β=0.190, t=4.911). This hypothesis is supported.
All t-values are well above the conventional critical values (e.g., 1.96 for p<0.05), indicating that all five hypotheses are statistically significant. As far as the model fit is concerned, we received an overall improved model (CMINx2=304.988, NFI=0.898, RMSEA=0.054, p<0.05) .
Table 3 Structural model estimates
Hypothesis	β	t-value	Findings
H1: BPO → CBE	0.437		11.356	Positive influence of BPO on CBE
H2: VC → CBE	0.446	10.910	Positive influence of VC on CBE
H3: CBE → BA	0.574	14.336	Positive influence of CBE on BA
H4: BPO → BA	0.304	8.348	Positive influence of BPO on BA
H5: VC → BA	0.19	4.911	Positive influence of VC on BA
Notes	β: Standardized Path Coefficient	Assuming a significance level of p<0.05 (critical t-value approx. 1.96 for large samples), all t-values are well above this threshold, indicating statistical significance.
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Appendix 

An Academic Survey
(Evaluating Relationships among Brand Experience, Brand Loyalty, and Positive Word-of-Mouth)

Name (optional):

Phone Number (optional):

Gender:       Male         Female

Education:        SSC or below	HSC       Bachelor       Masters or equivalent professional degree or above

Profession:       Student       Service Holder       Business       Others

Average Monthly Family Income:       50,000 or below        50,000—1,00,000        1,00,000—1,50,000
				         1,50,000 – 2,00,000         above 2,00,000         

Please indicate your level of agreement with the following statements. Where 1 = Highly Disagreed, 2 = Disagreed, 3 = Somewhat Disagreed, 4 = Neutral, 5 = Somewhat Agreed, 6 = Agreed, 7 = Highly Agreed.

	SN
	Statements
	1
	2
	3
	4
	5
	6
	7

	ESPD1
	I trust the quality of smartphones from Apple
	
	
	
	
	
	
	

	ESPD2
	I believe that Apple values customer security and privacy.
	
	
	
	
	
	
	

	ESPD3
	I feel confident in the reliability of Apple products
	
	
	
	
	
	
	

	ESPD4
	Apple’s marketing campaigns reflect my cultural values.
	
	
	
	
	
	
	

	ESPD5
	I feel a sense of belonging to the Apple brand community.
	
	
	
	
	
	
	

	CFD1
	Apple is considered a prestigious brand.
	
	
	
	
	
	
	

	CFD2
	The brand image of Apple is important to me when choosing a smartphone.
	
	
	
	
	
	
	

	PID1
	I am more likely to engage with Apple when I see influencers promoting their products.
	
	
	
	
	
	
	

	PID2
	Influencer reviews on social media influence my decision to engage with Apple.
	
	
	
	
	
	
	

	PID3
	I find Apple visual content on social media appealing.
	
	
	
	
	
	
	

	PID4
	Interactive content from Apple makes me feel more engaged with the brand.
	
	
	
	
	
	
	

	BE1
	I feel emotionally connected to the Apple
	
	
	
	
	
	
	

	BE2
	I actively engage with the Apple brand on social media (e.g., liking posts, sharing content, commenting).
	
	
	
	
	
	
	

	BE3
	I am likely to recommend Apple to others based on my positive experience with the brand.
	
	
	
	
	
	
	






Appendix B 

An Academic Survey
(Evaluating Relationships among Brand Experience, Brand Loyalty, and Positive Word-of-Mouth)

Name (optional):

Phone Number (optional):

Gender:       Male         Female

Education:        SSC or below	HSC       Bachelor       Masters or equivalent professional degree or above

Profession:       Student       Service Holder       Business       Others

Average Monthly Family Income:       50,000 or below        50,000—1,00,000        1,00,000—1,50,000
				         1,50,000 – 2,00,000         above 2,00,000         

Please indicate your level of agreement with the following statements. Where 1 = Highly Disagreed, 2 = Disagreed, 3 = Somewhat Disagreed, 4 = Neutral, 5 = Somewhat Agreed, 6 = Agreed, 7 = Highly Agreed.

	SN
	Statements
	1
	2
	3
	4
	5
	6
	7

	ESPD1
	I trust the quality of smartphones from Oppo
	
	
	
	
	
	
	

	ESPD2
	I believe that Oppo values customer security and privacy.
	
	
	
	
	
	
	

	ESPD3
	I feel confident in the reliability of Oppo products
	
	
	
	
	
	
	

	ESPD4
	Oppo’s marketing campaigns reflect my cultural values.
	
	
	
	
	
	
	

	ESPD5
	I feel a sense of belonging to the Oppo brand community.
	
	
	
	
	
	
	

	CFD1
	Oppo is considered a prestigious brand.
	
	
	
	
	
	
	

	CFD2
	The brand image of Oppo is important to me when choosing a smartphone.
	
	
	
	
	
	
	

	PID1
	I am more likely to engage with Oppo when I see influencers promoting their products.
	
	
	
	
	
	
	

	PID2
	Influencer reviews on social media influence my decision to engage with Oppo.
	
	
	
	
	
	
	

	PID3
	I find Oppo visual content on social media appealing.
	
	
	
	
	
	
	

	PID4
	Interactive content from Oppo makes me feel more engaged with the brand.
	
	
	
	
	
	
	

	BE1
	I feel emotionally connected to the Oppo
	
	
	
	
	
	
	

	BE2
	I actively engage with the Oppo brand on social media (e.g., liking posts, sharing content, commenting).
	
	
	
	
	
	
	

	BE3
	I am likely to recommend Oppo to others based on my positive experience with the brand.
	
	
	
	
	
	
	






Appendix C

An Academic Survey
(Evaluating Relationships among Brand Experience, Brand Loyalty, and Positive Word-of-Mouth)

Name (optional):

Phone Number (optional):

Gender:       Male         Female

Education:        SSC or below	HSC       Bachelor       Masters or equivalent professional degree or above

Profession:       Student       Service Holder       Business       Others

Average Monthly Family Income:       50,000 or below        50,000—1,00,000        1,00,000—1,50,000
				         1,50,000 – 2,00,000         above 2,00,000         

Please indicate your level of agreement with the following statements. Where 1 = Highly Disagreed, 2 = Disagreed, 3 = Somewhat Disagreed, 4 = Neutral, 5 = Somewhat Agreed, 6 = Agreed, 7 = Highly Agreed.

	SN
	Statements
	1
	2
	3
	4
	5
	6
	7

	ESPD1
	I trust the quality of smartphones from Xiaomi
	
	
	
	
	
	
	

	ESPD2
	I believe that Xiaomi values customer security and privacy.
	
	
	
	
	
	
	

	ESPD3
	I feel confident in the reliability of Xiaomi products
	
	
	
	
	
	
	

	ESPD4
	Xiaomi’s marketing campaigns reflect my cultural values.
	
	
	
	
	
	
	

	ESPD5
	I feel a sense of belonging to the Xiaomi brand community.
	
	
	
	
	
	
	

	CFD1
	Xiaomi is considered a prestigious brand.
	
	
	
	
	
	
	

	CFD2
	The brand image of Xiaomi is important to me when choosing a smartphone.
	
	
	
	
	
	
	

	PID1
	I am more likely to engage with Xiaomi when I see influencers promoting their products.
	
	
	
	
	
	
	

	PID2
	Influencer reviews on social media influence my decision to engage with Xiaomi.
	
	
	
	
	
	
	

	PID3
	I find Xiaomi visual content on social media appealing.
	
	
	
	
	
	
	

	PID4
	Interactive content from Xiaomi makes me feel more engaged with the brand.
	
	
	
	
	
	
	

	BE1
	I feel emotionally connected to the Xiaomi
	
	
	
	
	
	
	

	BE2
	I actively engage with the Xiaomi brand on social media (e.g., liking posts, sharing content, commenting).
	
	
	
	
	
	
	

	BE3
	I am likely to recommend Xiaomi to others based on my positive experience with the brand.
	
	
	
	
	
	
	





Appendix D

An Academic Survey
(Evaluating Relationships among Brand Experience, Brand Loyalty, and Positive Word-of-Mouth)

Name (optional):

Phone Number (optional):

Gender:       Male         Female

Education:        SSC or below	HSC       Bachelor       Masters or equivalent professional degree or above

Profession:       Student       Service Holder       Business       Others

Average Monthly Family Income:       50,000 or below        50,000—1,00,000        1,00,000—1,50,000
				         1,50,000 – 2,00,000         above 2,00,000         

Please indicate your level of agreement with the following statements. Where 1 = Highly Disagreed, 2 = Disagreed, 3 = Somewhat Disagreed, 4 = Neutral, 5 = Somewhat Agreed, 6 = Agreed, 7 = Highly Agreed.

	SN
	Statements
	1
	2
	3
	4
	5
	6
	7

	ESPD1
	I trust the quality of smartphones from Samsung
	
	
	
	
	
	
	

	ESPD2
	I believe that Samsung values customer security and privacy.
	
	
	
	
	
	
	

	ESPD3
	I feel confident in the reliability of Samsung products
	
	
	
	
	
	
	

	ESPD4
	Samsung’s marketing campaigns reflect my cultural values.
	
	
	
	
	
	
	

	ESPD5
	I feel a sense of belonging to the Samsung brand community.
	
	
	
	
	
	
	

	CFD1
	Samsung is considered a prestigious brand.
	
	
	
	
	
	
	

	CFD2
	The brand image of Samsung is important to me when choosing a smartphone.
	
	
	
	
	
	
	

	PID1
	I am more likely to engage with Samsung when I see influencers promoting their products.
	
	
	
	
	
	
	

	PID2
	Influencer reviews on social media influence my decision to engage with Samsung.
	
	
	
	
	
	
	

	PID3
	I find Samsung visual content on social media appealing.
	
	
	
	
	
	
	

	PID4
	Interactive content from Samsung makes me feel more engaged with the brand.
	
	
	
	
	
	
	

	BE1
	I feel emotionally connected to the Samsung
	
	
	
	
	
	
	

	BE2
	I actively engage with the Samsung brand on social media (e.g., liking posts, sharing content, commenting).
	
	
	
	
	
	
	

	BE3
	I am likely to recommend Samsung to others based on my positive experience with the brand.
	
	
	
	
	
	
	




SMART PHONE ADOPTION RATE IN SELECTED ASIA PACIFIC COUNTRIES (As % of connections, excluding licensed cellular IOT)
2020	
Malaysia	Australia	South Korea	Thailand	Indonesia	Philippines	Vietnam	Myanmar	India	Japan	Pakistan	Bangladesh	0.86	0.83	0.84	0.81	0.77	0.78	0.62	0.75	0.69	0.68	0.51	0.41	2025	
Malaysia	Australia	South Korea	Thailand	Indonesia	Philippines	Vietnam	Myanmar	India	Japan	Pakistan	Bangladesh	0.92	0.92	0.9	0.89	0.88	0.86	0.85	0.85	0.85	0.82	0.74	0.62	



Bangladesh Smartphone Market Share 	
Samsung	Xiaomi	Vivo	Oppo	Huawei	Realme	Apple	Others	0.30459999999999998	0.20799999999999999	7.9699999999999993E-2	7.5499999999999998E-2	7.0800000000000002E-2	6.6299999999999998E-2	3.39E-2	0.16420000000000001	
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