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    Abstract     This research introduces the concept of “brand addiction” as a new 
 marketing construct. Employing conceptual development, the concept of brand 
addiction is defi ned as a psychological state that entails an obsessive relationship 
between the consumer and a specifi c brand. To examine the phenomenon of brand 
addiction, the present research was designed based on partial sequential mixed 
methods in which a qualitative study was followed by two quantitative studies, a 
pretest and a main survey. Arguing that research on brand addiction should be built 
based on an understanding of how consumers experience this phenomenon in 
 reality, the research incorporated a series of four qualitative focus group studies to 
uncover the possible core features of the brand addiction prototype using discur-
sive psychological perspective. 

 Survey data were subsequently used to generate the brand addiction measure-
ment scale. Based on the qualitative study and critical review of the extant literature, 
we developed and tested a measurement scale of brand addiction to gauge the con-
sumer’s addictive behavior toward particular brands. As a result from exploratory 
and confi rmatory factor analyses, the brand addiction measurement scale employed 
14 items. The results appear to be promising for using this scale for further valida-
tion and more complicated research that may involve possible consequences caused 
by consumers’ brand addictive behavior. 

 Therefore, rather than limiting to the interpersonal-relationship-based and 
addiction- based theories, this research has gone further in building an understand-
ing of how consumers truly experience brand addiction, thus sheds new lights on 
this underrepresented phenomenon in the literature.    
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