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Abstract
Purpose – This study examines handmade clothing consumption as a means of self-expression by
exploring the interrelationships between consumers’ self-expression, brand love and word of mouth.
Design/methodology/approach – Using a descriptive research design, data were collected from 295
respondents in South Africa who posted about fashion on social media and who had bought handmade
clothing in the 6 months prior to data collection. Structural equation modelling was used to examine the
interrelationships between consumers’ self-expression, brand love and word of mouth.
Findings – Brand love intervenes between consumers’ self-brand connections and word of mouth
about handmade clothing. More specifically, brand love strengthens positive word of mouth online
and mitigates negative word-of-mouth intentions following a handmade clothing product failure
scenario.
Research limitations/implications – The study enlightens scholarly understanding of consumers’ self-
expression motivations for using ready-made handmade clothing that results in brand love and positive
word of mouth.
Practical implications – Handmade clothing marketers who tap into consumers’ self-expression and who
can establish brand love among consumers can similarly create beneficial consumer–brand relationships.
Originality/value – Consumers often use handmade clothing for the purpose of self-expression, which
provides subsequent spin-offs for brands in the form of brand love and positive word of mouth. Objective
self-awareness theory provides a parsimonious lens to reveal the important role that brand love plays as
a mechanism to explain the linkage of consumers’ self-brand connections to word of mouth about handmade
clothing.
Keywords Self-expression, Brand love, Word of mouth, Objective self-awareness, Handmade clothing
Paper type Research paper

Introduction
Globally, there is a revival in the consumption of handmade products. This trend is evident
in the number of craft markets that frequently pop up. The increase in these markets is
seemingly associated with a response to consumers being critical of a “mass-produced,
mass-consumption culture” (Brewer, 2017). Echoed in these consumer sentiments are the
phenomena of “mindful” clothing consumption behaviour, referred to as “sustainable”
consumption (Martindale and McKinney, 2018; Mohammad et al., 2021); consumer
outcries against the aggressive expansion of multinational corporations because of the
strain such expansion places on the planet’s natural resources and the crowding out of
artisanship and creativity as a result of homogeneous, mass-produced products dominating
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the market (Chatterjee, 2016; Hatcher and Tu, 2017; Zhang, 2018). Handmade fashion is
a rising trend, with more consumers choosing to buy handmade-inspired clothing as
opposed to standardized clothing that is mass-produced in large factories (Bateman,
2021). Competition in handmade markets is thus likely to intensify in response to this
surging demand (Cheng, 2018; imarc, 2020). Sound marketing strategies will therefore
become imperative to the success of handmade clothing brands which, in turn, rest upon
a clear understanding of consumers’ motivations to choose handmade clothing.

To date, however, the majority of studies offer a crafter’s perspective on the consumption
of handmade products (Campbell, 2005) as opposed to a consumer’s perspective. Moreover,
the few studies that have examined handmade product consumption from a consumer’s
perspective are limited to gift-giving contexts (Fuchs et al., 2015) or the effects that labelling
products as “artisanal” have on consumers’ perceptions of the products’ value (Bhaduri and
Stanforth, 2017). Consumers’ need for self-expression has not been considered by scholars,
which is surprising because consumers enhance their self-concepts by using object
symbolism (Grubb and Grathwohl, 1967). Given the symbolism embedded in handmade
products (such as uniqueness, being valuable and “made with love”) (Fuchs et al., 2015;
Hatcher and Tu, 2017), the use of handmade clothing is deemed suitable for consumers’ self-
expressive purposes. However, the use of handmade clothing’s embedded symbolism for
self-expression purposes remains underexplored beyond craft consumption. Previous
research considered self-expression with regard to co-creation (Campbell, 2005; Elliot,
2016; Zhang et al., 2021), making clothing (Martindale and McKinney, 2018), as well as
eudaimonia and satisfaction derived from the aforementioned activities (Zheng et al., 2016),
amongst others. Instead, we focus on ready-made handmade clothing made or crafted by
someone else, referred to as “handmade clothing consumption” in this study.

In addition, a consumer’s self-concept may include the integration of loved objects into
the self-concept (Bagozzi et al., 2017) and love is an established motivation for handmade
consumption pertaining to gifts (Fuchs et al., 2015). Although it is likely that brand love will
ensue if handmade clothing consumption is used for self-expression, the association
between self-expression using handmade clothing consumption and brand love has not
been explored. Furthermore, brand love increases communication with others, such as
word-of-mouth (WOM) behaviour (Ahuvia, 2005). Given that WOM is seen as more
credible and therefore more persuasive than paid commercial advertisements (Haenlein
and Libai, 2017) and can thus benefit brands, this study includes WOM. The purpose of this
study is therefore to explore the interrelationships between consumers’ self-expression with
handmade clothing consumption, brand love and WOM.

The research problem is thus that despite claims of handmade production mode used for
some clothing, and a surge in purchases of ready-made handmade clothing products,
consumers’ motivation for buying such clothing remains unclear. Accordingly, producers
of handmade clothing may be using a production mode claim (i.e. handmade), without
understanding how to use it as a competitive advantage in their relationship marketing
strategies, whilst competition is increasing. This study thus fills the gap in the literature by
exploring self-expression as one possible motivation for ready-made handmade clothing
consumption.

Conceptual background and hypotheses development
A brief overview of the evolution of handmade clothing [1]
Since the beginning of time, mankind has used clothing to protect themselves from the
elements. In primitive societies, clothing was mainly constructed from plant and animal
fibres. Hereby, spinning, weaving, draping and stitching (initially with animal bones as
needles) by hand were the order of the day (Bellis, 2019). Textiles, clothing and fashion have

JFMM



since become intertwined. When clothing became a vehicle for fashion, clothing became
useful for identity projects and to showcase social status (Ribeiro et al., 2015). Fashion has
therefore extended the use of clothing from mere protection against the elements to
becoming a means for expressing oneself to others.

Before the industrial revolution, as mankind evolved from a subsistence economy to an
exchange economy, tailors and seamstresses (Bellis, 2019) as craftsmen and craftswomen
(Campbell, 2005) emerged, selling their handmade clothing. After World War II, with the
emergence of machinery during the industrial revolution and modernity, ginning, spinning,
weaving and stitching of plant, animal and synthetic fibres became relevant. Factory-
organized machine production became the norm (Campbell, 2005), where technological
improvements in the textile industry influenced the clothing industry (Adler, 2004).
Shorter and faster cycles in fashion could be achieved (Garcia, 2021). Accordingly,
consumers became brand conscious; consumerism and materialism were fed by the fast
fashion available for consumption (Arrigo, 2013; Runfola and Guercini, 2013). There was
a turn away from the previous piecework by hand to a more standardized procedural
manufacturing process, with reduced labour costs.

Even with the industrial revolution, the role of people did not diminish (envisioning
goods and operating machinery) and production mode (machine-made versus handmade)
should not be viewed as a dichotomy. While machine-made clothing entails fast fashion
assembly lines allowing for automated replicable mass production, handmade clothing can
thus be viewed as a production mode where a part of the clothing was made by hand (Bynes
New York, not dated). We thus consider handmade clothing to be partly made by hand one
at a time, with the aid of machines and not solely by machines. For example, when knitting
a sweater by hand, the wool used was likely produced by machine. Following Bynes
New York (not dated), further examples of handmade clothing include a hand-stitched
hem, an embroidered pocket, or a “single person producing clothing with the aid of a sewing
machine”.

Handmade clothing consumption as a category brand
Over time, consumers create a set of expectations about a product category (Sujan and
Bettman, 1989). Product categories have certain attributes, and associations are thus shared
across all brands, creating a larger category brand. Every single brand has “typicality”
effects, considered as typical features that are associated with the larger category brand
(Ward and Loken, 1986). Moreover, according to the grouping principle of Gestalt
psychology, consumers tend to organize perceived stimuli as unified wholes (Collin,
2012). Unique associations of handmade products provide a plethora of standards for
consumption (Hatcher and Tu, 2017). Therefore, we examine handmade clothing
consumption at a category level by regarding the entire handmade clothing category as
a brand, and we drew from the consumer–brand literature stream to assist us with
formulating the hypotheses.

Objective self-awareness theory
Self-awareness theory holds that the self can be viewed as both subject (being an active
participant) and an object (whereby the self becomes the focus of attention) (Gonzales and
Hancock, 2011). For the purposes of the current study, the focus falls on the self as an object,
which is explained by objective self-awareness theory (the OSA theory). Self-awareness is
a psychological state of self-directed attention brought on by situational variables or
chronic dispositions or by a combination of both (Fenigstein et al., 1975). OSA theory
refers to a “self-standard consistency system”; the self is compared to internalized
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standards, whereby an individual attempts to reach consistency between the self and these
standards (Silvia and Duval, 2001).

Based on the outcomes of debate concerning OSA theory (Carver and Scheier, 1981;
Duval and Wicklund, 1972; Hull and Levy, 1979), OSA theory recognizes multiple
hierarchical standards and multiple selves related to positive affect and/or negative affect
(depending on whether a discrepancy arises from internalized standards), followed by
behavioural outcomes (Gibbons, 1990). OSA theory focusses on the standards that an
individual has embedded into their notion of self to choose appropriate affective and
behavioural outcomes in order to achieve internal consistency between the self and the
standards that the individuals set. Accordingly, affect provides “an internally consistent
account of how emotions organize activity” (Silvia and Duval, 2001, p. 237). OSA theory,
therefore, provides a rich framework to investigate internal self-motives by integrating both
affect and behaviour embedded in consumption situations, be it self-discrepant or non-self-
discrepant.

For the purposes of handmade clothing consumption, OSA theory implies that
consumers use their internal standards associated with handmade consumption to assist
in their self-expression. Self-expression can thus result in positive affect if a consumer’s
expectations based on their internal standards are met, which will then be followed by
positive behavioural outcomes. Conversely, handmade clothing that fails to meet
a consumer’s internal standards will cause inconsistency, resulting in possible negative
behavioural outcomes.

Self-concept variable: self-brand connection
Clothing consumption is visible in all social settings and is thus subject to the scrutiny of
others (Graeff, 1997), which may result in more careful management of self-presentation
(Ratner and Kahn, 2002). The increased scrutiny associated with all clothing consumption
may therefore oblige many consumers to use such consumption for self-expressive purposes,
which align with their view of self and to avoid self-threats as far as possible. We thus explore
handmade clothing consumption with the handmade symbolism embedded therein (Belk,
1988; Levy, 1959) as a means of self-expression. In other words, self-expression is explored as
the degree of integration between an object (handmade clothing) and a consumer’s sense of
self, which is defined as a self-brand connection (Dwivedi et al., 2014; Escalas and Bettman,
2005). A self-brand connection forms when a specific brand is used to construct a consumer’s
self-concept; the brand symbolism thus communicates something about the consumer
(Escalas and Bettman, 2005). Furthermore, being rich in symbolism, handmade products
have been explicitly linked with brand love (Fuchs et al., 2015). For this reason, brand love is
considered as the affect variable in this study.

Affect variable: brand love
In a marketing context, brand love is the phrase associated with non-interpersonal love for
products, services, brands, experiences or destinations (Ahuvia, 2016a). We, therefore, drew
on this consumer–brand relationship literature associated with brand love (Junaid et al., 2020).

Carroll and Ahuvia (2006, p. 81) define brand love as “the degree of passionate emotional
attachment a satisfied consumer has for a particular trade name”. Since its inception,
dimensions, antecedents and outcomes of brand love have been conceptualized in
different ways (Palusuk et al., 2019). Previously, love-like associations in Fuchs et al.’s
(2015) seminal paper considered how the notion of “being made with love” or “embedded
with love” increases the perceived attractiveness of handmade products. Brand love is
typically stronger for hedonic brands with symbolic benefits than for utilitarian brands
(Carroll and Ahuvia, 2006). As handmade products are usually embedded with several
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symbolic benefits (Hatcher and Tu, 2017) and are associated with perceptions that the
products were made with love (Fuchs et al., 2015), handmade consumption should therefore
evoke brand love. Moreover, consumers’ loved objects are integrated into their notions of
self over time (Ahuvia, 2016b; Bagozzi et al., 2017). Stated otherwise, this incorporation of
an object into the sense of self that aligns with the definition of self-brand connection
(Dwivedi et al., 2014) should result in brand love (Ahuvia, 2016b; Bagozzi et al., 2017). It is
therefore hypothesized that:

H1. A consumer’s self-brand connection is associated with brand love for handmade
clothing.

Love not only serves self-definitional needs, but it also increases the likelihood to
communicate with others about loved objects (Ahuvia, 2005; 2016b). As WOM is
a popular communication medium among consumers, this study, therefore, considers
WOM as the behavioural variable.

Behavioural variable: word of mouth
Per definition, WOM entails sharing opinions on consumption experiences (Dichter, 1966).
WOM online, in particular, is usually shared from one to many and is strongly associated
with positive attitudes towards consumption and consumer engagement (Mohammad et al.,
2021). In a similar vein, brand love is associated with positive WOM (Bairrada et al., 2019;
Samala and Singh, 2019), and positive WOM online in particular (Batra et al., 2012; Carroll
and Ahuvia, 2006). This relationship is also supported by OSA theory, which postulates
that a specific affect (such as brand love) is associated with a related behavioural outcome.
Consumers with brand love for handmade clothing may thus opt to share positive WOM
online about their handmade clothing consumption. It is therefore hypothesized that:

H2. A consumer’s brand love is associated with positive WOM online about handmade
clothing.

Furthermore, positive WOM is associated with self-presentation (Chawdhary and
Dall’Olmo Riley, 2015; Dichter, 1966). With more recipients possibly reacting to WOM
online than to WOM in person, WOM online holds more social risk (e.g. embarrassment)
compared to WOM in person (Eisingerich et al., 2015). Consequently, positive WOM online
about handmade clothing will only occur once consumers feel that the consumption is truly
aligned with their self-brand connection. It can therefore be hypothesized that:

H3. A consumer’s self-brand connection is associated with positive WOM online about
handmade clothing.

Positive WOM online is often a consequence of brand love (Batra et al., 2012; Carroll and
Ahuvia, 2006). Moreover, brand love mediates the relationship between self-expression and
WOM (Coelho et al., 2019). In addition, OSA theory (Duval and Wicklund, 1972) assumes
that the self is associated with behavioural outcomes using affect as a mechanism. It is
therefore hypothesized that:

H4. A consumer’s brand love mediates the association between self-brand connection
and positive WOM online about handmade clothing.

However, WOM can also take a negative tone (Richins, 1983). Therefore, in the current
study, negative WOM pertaining to handmade consumption was explored by using
a product failure scenario, which typically dissipates the embedded qualities of
handmade clothing. Beyond self-expression, negative WOM is tied to venting negative
emotions and warning or helping others to avoid potential detrimental consumption choices
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(Chawdhary and Dall’Olmo Riley, 2015). A product failure can have a negative impact on
behavioural outcomes associated with self-expression based on the assumptions of the
interrelationships embedded in OSA theory (Duval and Wicklund, 1972). Negative
behavioural outcomes such as negative WOM have extremely deleterious consequences
for brands (Williams and Buttle, 2014; Richins, 1983) and require appropriate recovery
strategies. A consumer’s sense of self is vulnerable to self-threats (Campbell and Sedikides,
1999), and a handmade product failure in cases where the consumer’s self-brand connection
has already been established would therefore pose a self-threat. This self-threat can lead to
a negative behavioural outcome such as negative WOM.

According to OSA theory (Duval and Wicklund, 1972), a self-threat implies that the
brand does not meet the consumers’ internalized standards associated with the product
category. To deal with this discrepancy, consumers will engage in different behavioural
responses, such as negative WOM. We, therefore, argue that misalignment with
a consumer’s internalized standards caused by a product failure should result in a self-
threat, increasing the consumer’s intention to spread negative WOM. It is therefore
hypothesized that:

H5. A consumer’s self-brand connection is associated with their intention to spread
negative WOM about handmade clothing in case of a product failure.

In addition, OSA theory specifies a direct relationship between affect and behaviour (Duval
and Wicklund, 1972). Therefore, brand love for handmade clothing should also be
associated with negative WOM in case of a product failure. It is therefore hypothesized that:

H6. A consumer’s brand love is associated with the intention to spread negative WOM
about a handmade clothing product failure.

Also, brand love, as a form of affect, should mediate a consumer’s internal route to process
their behaviour following a product failure (Umashankar et al., 2016). Based on OSA theory
(Duval and Wicklund, 1972), a regulated behavioural outcome is to be expected to address
the self-discrepancy arising from the product failure scenario. We thus expect the
consumer’s intention to spread negative WOM about a handmade clothing product
failure. However, such behaviour could be mediated by brand love for handmade
consumption as affect intervenes between self-expression and behavioural outcomes
(Duval and Wicklund, 1972). More specifically, brand love is associated with brand
resistance toward negative brand information (Bairrada et al., 2019), such as a handmade
clothing product failure. It is therefore hypothesized that:

H7. A consumer’s brand love mediates the association between self-brand connection
and negative WOM about a handmade clothing product failure.

Research methodology
Sample, design and measures
This study used a descriptive, cross-sectional research design. The target population was
defined as young adults (between the ages of 18 to 25 years) who expressed themselves by
means of fashion, who had bought handmade clothing during the 6 months prior to data
collection, who had shopped at local markets associated with handmade goods and fashion
and who had posted messages and content about fashion online. Young adults between the
ages of 18 to 25 years were selected as this study’s target population because they are likely
to buy handmade products and fashion to express themselves (Danziger, 2018). From these
definitions, qualifying questions were formulated to assess whether prospective
respondents were part of the target population. Further, we provided respondents with
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a definition of handmade clothing (i.e. clothing that is made one at a time by hand with the
aid of machines and not solely by machines).

In the absence of a sample frame, non-probability convenience sampling was used. Data
were collected from respondents at two craft markets in South Africa’s Tshwane
Metropolitan area, which are associated with the buying and selling of handmade
clothing. After obtaining permission from the craft market organizers, fieldworkers
approached prospective respondents and asked whether they would be willing to
participate in the study. After asking the qualifying questions, fieldworkers administered
the questionnaire to respondents. Fieldworkers were supervised by a field manager, and all
questionnaires were checked for possible errors and completeness.

An a-priory sample size calculator for structural equation modelling (SEM) (Soper, 2022)
suggested a minimum sample size of 166 respondents based on the desired effect size (0.5) and
statistical power level (0.8), the number of latent variables (4) and observed variables (23) in the
estimated model, and the probability level (0.05). However, a sample of 295 was deemed
appropriate to account for the non-normality of data distribution associated with the social
sciences, model complexity and adequate parameter estimation (Hair et al., 2014, p. 573). A total
of 300 questionnaires were completed. Due to extreme missing values, five questionnaires were
removed, leaving a total of 295 usable questionnaires for analysis, which is consistent with
previous studies that explored handmade consumption, love and WOM (Fuchs et al., 2015).

Measures
The constructs were measured using Likert scales ranging from 1 (strongly disagree) to 7
(strongly agree). Items were adapted from previous studies to measure self-brand connection
(Escalas and Bettman, 2003), brand love (Carroll and Ahuvia, 2006), positive WOM online
(Eisingerich et al., 2015) and a written product failure scenario asking respondents to imagine
their favourite handmade clothing item gradually lose colour (fade) with use, before
measuring their intention to spread negative WOM (adapted from Xie et al., 2015). Because
handmade products are perceived to be embedded with love, handmade products have higher
attractiveness than machine-made products and are often bought as gifts for loved ones
(Fuchs et al., 2015). Accordingly, we controlled for possible confounding effects of handmade
clothing as being made with love and buying it as gifts for loved ones.

Common method variance
Several procedural remedies were taken as proposed by MacKenzie and Podsakoff (2012) to
improve respondents’ ability and motivation to answer accurately. First, the questionnaire
was pre-tested among 30 qualifying respondents for item ambiguity, double-barrel questions
and complex questions. The pretest revealed that respondents clearly understood all
questions. Second, the questionnaire included a cover letter that explained the study’s
purpose and assured respondents of anonymity and confidentiality. Third, screening
questions were included to ensure that only respondents who had the necessary experience
with handmade clothing were selected to participate in the study. Fourth, the questionnaire
was carefully designed to promote clarity and decrease repetitiveness. Finally, after the
completion of data, we empirically investigated common method variance by performing
Harman’s (1967) single-factor test. Results showed that the single-factor solution accounted
for 39.2 per cent (threshold value <50 per cent) of the total variance. Therefore, some evidence
exists that common method variance was not a concern in this study.
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Data analyses
Covariance-based structural equation modelling (CB-SEM) was used to test the study’s
hypotheses. CB-SEM was deemed appropriate for use in this study for several reasons.
First, CB-SEM is a multivariate technique that combines factor analysis and multiple
regression (Hair et al., 2014, p. 546). This combination allows for robust estimation of,
and interrelationships between, constructs. Second, CB-SEM accounts for measurement
error (Geiser, 2013, p. 26). Lastly, CB-SEM can simultaneously estimate interrelationships
between several constructs, thus making it possible for researchers to integrate and
comprehensively test different theories (Byrne, 2012, p. 3).

CB-SEM was conducted in two phases using Mplus version 8.7. In phase 1,
a measurement model was estimated to assess the psychometric properties of the study’s
measurement scales (Byrne, 2012, p. 14; Hair et al., 2014, p. 605). Construct validity was
evaluated by examining model fit indices and convergent and discriminant validity (Hair
et al., 2014, pp. 618–622). To assess convergent validity, composite reliability (CR) scores,
standardized factor loadings and the average variance extracted (AVE) for each construct
were inspected (Hair et al., 2014, pp. 618–622). For discriminant validity, the Fornell and
Larcker (1981) criterion was used in which the square root of the AVE is compared with the
correlations between each construct pair. In phase 2, a structural model was estimated
based on the hypothesized interrelationships. For hypotheses testing, standardized
estimates were inspected for magnitude and statistical significance at a 95 per cent
confidence interval (Byrne, 2012, p. 157). Mediation was assessed using bootstrap
resampling (n= 5,000) procedures (Muthén and Muthén, 1998-2017, p. 20) and the 95 per
cent bias-corrected confidence interval of the indirect effects (Zhao et al., 2010, p. 202).

Results
Sample profile
Just more than half of the respondents were female (50.8 per cent). On average, respondents were
22 years old. Most respondents indicated that they had bought handmade clothing as gifts for
loved ones (62.4 per cent). Most respondents bought handmade clothing at least once every 3
months (26.4 per cent), followed by those who bought at least once a month (22.7 per cent).
Regarding the frequency of posting messages on social media about fashion and clothing, the
respondents indicated that they had posted either more than once a month (25.1 per cent), at
least once a month (24.4 per cent) or at least once every 3 months (21.4 per cent).

Structural equation modelling
To assess the psychometric properties of the measurement model, confirmatory factor
analysis was conducted (Hair et al., 2014, p. 620; Muthén and Muthén, 1998-2017, p. 533).
The measurement model showed acceptable model fit [chi-square = 438.712, (df) = 220, chi-
square/df= 1.994, RMSEA 0.058, CFI = 0.939, TLI = 0.930, SRMR = 0.061]. The
measurement scales showed acceptable internal consistency reliability because all CR and
Cronbach’s alpha coefficients were >0.7. In addition, convergent validity was evident given
that all factor loadings were significant and >0.6, and the AVE of all constructs was >0.5,
except for the control construct “embedded with love”, which was marginally below 0.5 (see
Table I). The results indicate that the absolute correlations among factors were lower than
the square root of the AVE, providing evidence of discriminant validity (see Table II).

Next, the structural model was estimated based on the hypothesized relationships. Two
co-variates namely “buying handmade clothing as gifts for loved ones” (categorical
exogenous variable) and “embedded with love” (continuous exogenous variable) were
included in the structural model. Based on the structural model’s fit indices (chi-square =
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Table I.
Measurement model

results

Construct items
Factor
loadings AVE CR

Cronbach’s
alpha

Self-brand connection (SelfB) 0.660 0.913 0.930
Handmade clothing reflects who I am 0.812
I can identify with handmade clothing 0.774
I feel a personal connection to handmade clothing 0.827
I use handmade clothing to communicate who I am to other people 0.862
I think handmade clothing helps me become the type of person
I want to be

0.881

I consider handmade clothing to be “me” (it reflects who I consider
myself to be or the way that I want to present myself to others)

0.857

Handmade clothing suits me well 0.651
Embedded with love (Emlove) 0.489 0.736 0.715
Handmade clothing can figuratively be described as warm 0.517
Handmade clothing can figuratively be described as full of love 0.800
Handmade clothing can figuratively be described as full of passion 0.749
Product category brand love (Category) 0.561 0.885 0.883
Handmade clothing is wonderful 0.748
Handmade clothing makes me feel good 0.798
Handmade clothing is totally awesome 0.753
Handmade clothing makes me happy 0.761
I love handmade clothing 0.729
I am passionate about handmade clothing 0.703
Positive word-of-mouth online (Online WOM) 0.662 0.886 0.884
I say positive things about handmade clothing on social sites such as
Instagram and Facebook

0.811

I use social sites to encourage friends to buy handmade clothing 0.874
I recommend handmade clothing on social sites such as Instagram
and Facebook

0.880

I would become a fan of handmade clothing makers on social sites
such as Instagram and Facebook

0.670

Negative word of mouth (NWOM) 0.698 0.871 0.818
I intend to say negative things about handmade clothing items to
friends, relatives and other people in person

0.867

I intend to say negative things about handmade clothing items to
friends, relatives and other people on social sites such as Facebook

0.963

I intend to recommend that my friends, relatives and other people
don’t consider handmade clothing items for use

0.643

Table II.
Correlation matrix

Constructs SelfB Emlove Category Positive online WOM NWOM

SelfB 0.812a

Emlove 0.401 0.700a

Category 0.594 0.648 0.749a

Positive online WOM 0.669 0.256 0.557 0.808a

NWOM 0.063 −0.239 −0.186 −0.092 0.835a

Notes: a Square root of the AVE on the diagonal
SelfB = self-brand connection; Emlove = embedded love; Category = product category brand love; NWOM=
negative word of mouth online and offline
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487.799, df = 241, chi-square/df= 2.024, RMSEA 0.059, CFI = 0.933, TLI = 0.923, SRMR =
0.068), the structural model offered evidence of adequate fit.

Self-brand connection was found to have a direct and positive relationship with the
constructs brand love (β= 0.321; p-value = 0.001), supporting H1; positive WOM online (β
= 0.562; p-value = 0.001), supporting H3; and negative WOM (β= 0.266; p-value = 0.001),
supporting H5. The results also indicate that brand love had a direct, positive relationship
with positive WOM online (β= 0.525; p-value = 0.001), supporting H2. Similarly, brand love
also had a direct, negative relationship with negative WOM online (β=−0.267; p-value =
0.031), supporting H6.

Finally, bootstrap resampling (n= 5,000) procedures showed that brand love partially
mediated the relationship between self-brand connection and positive WOM online (indirect
effect = 0.153; LLCI 0.083 and ULCI 0.289), supporting H4. Brand love also mediates the
relationship between self-brand connection and negative WOM online (indirect effect =
−0.081; LLCI = −0.209 and ULCI = −0.005), supporting H7. Figure 1 provides a graphical
overview of the results.

General discussion and theoretical implications
Our results confirm that positive associations exist between self-brand connection, brand
love and positive WOM online (Ahuvia, 2016b; Bagozzi et al., 2017). Therefore, handmade
clothing becomes integrated with consumers’ sense of self and extends to their self-
presentation during communication with others in the form of WOM. Theoretically, these
results add to the findings of Fuchs et al. (2015) who demonstrated that the presence of the
“handmade effect” increases the perceived value and attractiveness of ready-made
handmade products. Our findings, however, suggest that the “handmade effect” could
also expand to include consumers’ self-expression with handmade clothing.

Interestingly, our results also show a positive relationship between self-brand connection and
negative WOM online following a product failure, thus reinforcing the notion that consumers
engage in dissociative behaviour when confronted with self-threats (Gaustad et al., 2018).
Theoretically, this finding implies that self-expression using handmade clothing is a double-
edged sword. Just as consumers are likely to reward a brand with positive WOM online when
the brand’s performance aligns with the self, theymay also punish a brand with negativeWOM

Figure 1.
Summary of structural
model results
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when a product failure occurs, and there is a misalignment with their established internalized
standards. Therefore, in addition to consumers providing negative WOM for self-enhancement,
impression management and altruistic motivations (Chawdhary and Dall’Olmo Riley, 2015), our
study provides an additional motivation – to protect the self.

Our study further demonstrates that brand love is an important mechanism through
which the self is associated with WOM about handmade clothing consumption. More
specifically, when a self-discrepancy occurs (i.e. a product failure that threatens the self),
brand love mitigates negative WOM intentions. These findings hold important implications
for consumer–brand relationships. Accordingly, the foundational interrelationships of OSA
theory (Duval andWicklund, 1972) between the self, affect and behaviour serve brands well
by softening undesired brand outcomes such as the intention to spread negative WOM.
Desired marketing outcomes (such as positive WOM and tempering negative WOM) can
thus be obtained by fostering brand love, which, in turn, can be achieved by appealing to
consumers’ need for self-expression.

Managerial implications
This study highlights that consumers express themselves with handmade clothing and
suggest several ways for marketers to appeal to consumers’ need for self-expression. First,
make use of storytelling. Storytelling is a powerful communication tool that can enhance the
self-brand narrative (Van Laer et al., 2019). Encourage consumers to tell and share their
personal handmade clothing stories (e.g. who the consumer is, why they buy handmade
clothing and to what extent handmade clothing reflects who they are). Second, place
communication cues on the packaging or labels of handmade clothing. While handmade
packaging tends to emphasize the love with which a product was made, we suggest altering
such cues slightly to remind consumers of the self (e.g. crafted with love, for YOU).

Our study also shows that fostering brand love is key to facilitating positive WOM and
mitigating negative WOM following a handmade clothing product failure. To foster brand
love, marketers of handmade clothing should focus on strengthening consumer–brand
relationships by creating online brand communities (Jibril et al., 2019). Marketers of
handmade products could also invest in social listening tools to monitor consumers’
conversations about their brands on different social media platforms. By monitoring
consumers’ conversations, meaningful responses can be crafted that demonstrate an
appreciation for the consumer’s thoughts, feelings and feedback.

Limitations and future research directions
The study’s methodological limitations provide avenues for future research. First, our
study does not account for the effect of nuances (such as brand loyalty, brand
familiarity and brand preference) that might be present at a micro-brand level.
Future studies could therefore focus on micro-brands within the handmade clothing
category, thus providing a potentially richer within-category perspective. Second, the
study’s cross-sectional design and the use of SEM neither offer the rich insight related
to qualitative methods nor the cause-and-effect relationships that are associated with
experimental designs.

Consumers may play different roles in handmade clothing consumption, such as being
a crafter (making handmade clothing themselves), a giver (giving handmade clothing to
others) or a receiver (receiving handmade clothing from others). These unique perspectives
on self-expression in handmade clothing consumption could be explored by future
qualitative studies. In addition, experimental studies could investigate the effects of
different handmade packaging/label communication on types of consumer self-
expression. Furthermore, both brand love (Bairrada et al., 2019) and handmade products
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(Fuchs et al., 2015) are associated with a willingness to pay more. Future research should
consider the willingness to pay more for self-expression using handmade clothing as this
will further support competitive pricing strategies.
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Note

[1] Please see Dolbec and Fischer (2015) for a timeline of the online fashion world. Our brief overview
is not focused on the changes affected by the digital revolution.

References

Adler, U. (2004), “Structural change: the dominant feature in the economic development of the German
textile and clothing industries”, Journal of Fashion Marketing and Management: An
International Journal, Vol. 8 No. 3, pp. 300-309.

Ahuvia, A. (2016a), “Frequently asked questions: why should we care about the psychology behind the
things people love? The things we love”, available at: http://thethingswelove.com/faq/ (accessed
9 November 2020).

Ahuvia, A. (2016b), “Frequently asked questions: what is the word for the love of things? The things
we love”, available at: http://thethingswelove.com/faq/ (accessed 9 November 2020).

Ahuvia, A.C. (2005), “Beyond the extended self: loved objects and consumers’ identity narratives”,
Journal of Consumer Research, Vol. 32 No. 1, pp. 171-184. doi: 10.1086/429607.

Arrigo, E. (2013), “Corporate responsibility management in fast fashion companies: the Gap Inc. case”,
Journal of FashionMarketing andManagement: An International Journal, Vol. 17 No. 2, pp. 175-189.

Bagozzi, R.P., Batra, R. and Ahuvia, A. (2017), “Brand love: development and validation of a practical
scale”, Marketing Letters, Vol. 28 No. 1, pp. 1-14. doi: 10.1007/s11002-016-9406-1.

Bairrada, C.M., Coelho, A. and Lizanets, V. (2019), “The impact of brand personality on consumer
behavior: the role of brand love”, Journal of Fashion Marketing and Management: An
International Journal, Vol. 23 No. 1, pp. 30-47.

Bateman, K. (2021), “Fashion has found an alternative to doomscrolling”, Elle Fashion Magazine,
available at: www.elle.com/fashion/a35553413/craft-trend-spring-2021/ (accessed 2 July 2021).

Batra, R., Ahuvia, A. and Bagozzi, R.P. (2012), “Brand love”, Journal of Marketing, Vol. 76 No. 2,
pp. 1-16. doi: 10.1509/jm.09.0339.

Belk, R.W. (1988), “Possessions and the extended self”, Journal of Consumer Research, Vol. 15 No. 2,
pp. 139-168. doi: 10.1086/209154.

Bellis, M. (2019), “The history of clothing”, Thought Co. Humanities. History & Culture, available at:
www.thoughtco.com/history-of-clothing-1991476#:~:text=The%20first%20clothes%20were%
20made,at%20least%2030%2C000%20years%20ago (accessed 4 March 2022).

Bhaduri, G. and Stanforth, N. (2017), “To (or not to) label products as artisanal: effect of fashion
involvement on customer perceived value”, Journal of Product & Brand Management, Vol. 26
No. 2, pp. 177-189. doi: 10.1108/JPBM-04-2016-1153.

Brewer, B.D. (2017), “Making the ‘handmade’ bike and trying to make a living: market objects, field-
configuring events and some limits to market making”, Consumption Markets and Culture,
Vol. 20 No. 6, pp. 523-538. doi: 10.1080/10253866.2017.1331646.

JFMM

https://orcid.org/0000-0003-1972-8408
https://orcid.org/0000-0001-6297-604X
http://thethingswelove.com/faq/
http://thethingswelove.com/faq/
https://doi.org/10.1086/429607
https://doi.org/10.1007/s11002-016-9406-1
www.elle.com/fashion/a35553413/craft-trend-spring-2021/
https://doi.org/10.1509/jm.09.0339
https://doi.org/10.1086/209154
www.thoughtco.com/history-of-clothing-1991476#:~:text=The%20first%20clothes%20were%20made,at%20least%2030%2C000%20years%20ago
www.thoughtco.com/history-of-clothing-1991476#:~:text=The%20first%20clothes%20were%20made,at%20least%2030%2C000%20years%20ago
https://doi.org/10.1108/JPBM-04-2016-1153
https://doi.org/10.1080/10253866.2017.1331646


Bynes New York (Not dated), “Handcrafted clothes: what does it really mean?”, available at: https://
bynesnewyork.com/blogs/the-designer-journal/what-does-handmade-clothes-really-mean
(accessed 8 June 2022).

Byrne, B.M. (2012), Structural Equation Modeling with Mplus: Basic Concepts, Applications, and
Programming, Routledge, London.

Campbell, C. (2005), “The craft consumer: culture, craft and consumption in a postmodern society”,
Journal of Consumer Culture, Vol. 5 No. 1, pp. 23-42. doi: 10.1177/1469540505049843.

Campbell, W.K. and Sedikides, C. (1999), “Self-threat magnifies the self-serving bias: a meta-analytic
integration”, Review of General Psychology, Vol. 3 No. 1, pp. 23-43. doi: 10.1037/1089-2680.3.1.23.

Carroll, B.A. and Ahuvia, A.C. (2006), “Some antecedents and outcomes of brand love”, Marketing
Letters, Vol. 17 No. 2, pp. 79-89. doi: 10.1007/s11002-006-4219-2.

Carver, C.S. and Scheier, M.F. (1981), Attention and Self-regulation: A Control-theory Approach to
Human Behavior, Springer-Verlag, New York Inc.

Chatterjee, A. (2016), “Can our future be handmade?”, Journal of Heritage Management, Vol. 1 No. 1,
pp. 1-11. doi: 10.1177/2455929616636447.

Chawdhary, R. and Dall’Olmo Riley, F. (2015), “Investigating the consequences of word-of-mouth from
aWOM sender’s perspective in the services context”, Journal of Marketing Management, Vol. 31
Nos 9-10, pp. 1018-1039. doi: 10.1080/0267257X.2015.1033443.

Cheng, A. (2018), “No more of the same: why mass production is actually a boon for Etsy, Amazon
Handmade”, Forbes Magazine, 8 August, available at: www.forbes.com/sites/andriacheng/2018/
08/08/your-rebellion-against-mass-produced-goods-promises-growth-for-etsy-amazon-hand
made/#4cd1ec6927e2 (accessed 9 November 2020).

Coelho, A., Bairrada, C. and Peres, F. (2019), “Brand communities’ relational outcomes, through brand
love”, Journal of Product and Brand Management, Vol. 28 No. 2, pp. 154-165. doi: 10.1108/JPBM-
09-2017-1593.

Collin, C. (2012), The Psychology Book, DK Publishing, London.

Danziger, P.N. (2018), “Millennials are ready for crafting, but is the $36B crafting industry ready for them?”,
available at: www.forbes.com/sites/pamdanziger/2018/07/08/millennials-are-ready-for-crafting-but-
is-the-36b-crafting-industry-ready-for-them/?sh=4c7b49433a2c (accessed 22 February 2022).

Dichter, E. (1966), “How word-of-mouth advertising works”, Harvard Business Review, Vol. 44 No. 6,
pp. 147-160.

Dolbec, P.Y. and Fischer, E. (2015), “Refashioning a field? Connected consumers and institutional
dynamics in markets”, Journal of Consumer Research, Vol. 41 No. 6, pp. 1447-1468.

Duval, S. and Wicklund, R.A. (1972), A Theory of Objective Self-Awareness, Academic Press, APA
PsycInfo.

Dwivedi, A., McDonald, R.E. and Johnson, L.W. (2014), “The impact of a celebrity endorser’s credibility
on consumer self-brand connection and brand evaluation”, Journal of Brand Management,
Vol. 21 Nos 7-8, pp. 559-578. doi: 10.1057/bm.2014.37.

Eisingerich, A.B., Chun, H.H., Liu, Y., Jia, H. and Bell, S.J. (2015), “Why recommend a brand face-to-face
but not on Facebook? How word-of-mouth on online social sites differs from traditional word-of-
mouth”, Journal of Consumer Psychology, Vol. 25 No. 1, pp. 120-128. doi: 10.1016/j.
jcps.2014.05.004.

Elliot, E.A. (2016), “Craft consumption and consumer transformation in a transmodern era”, Journal of
Business Research, Vol. 69, pp. 18-24. doi: 10.1016/j.jbusres.2015.07.016.

Escalas, J.E. and Bettman, J.R. (2003), “You are what they eat: the influence of reference groups on
consumers’ connections to brands”, Journal of Consumer Psychology, Vol. 13 No. 3, pp. 339-348.
doi: 10.1207/S15327663JCP1303_14.

Escalas, J.E. and Bettman, J.R. (2005), “Self-construal, reference groups, and brand meaning”, Journal
of Consumer Research, Vol. 32 No. 3, pp. 378-389. doi: 10.1086/497549.

Handmade
clothing

consumption

https://bynesnewyork.com/blogs/the-designer-journal/what-does-handmade-clothes-really-mean
https://bynesnewyork.com/blogs/the-designer-journal/what-does-handmade-clothes-really-mean
https://doi.org/10.1177/1469540505049843
https://doi.org/10.1037/1089-2680.3.1.23
https://doi.org/10.1007/s11002-006-4219-2
https://doi.org/10.1177/2455929616636447
https://doi.org/10.1080/0267257X.2015.1033443
www.forbes.com/sites/andriacheng/2018/08/08/your-rebellion-against-mass-produced-goods-promises-growth-for-etsy-amazon-handmade/#4cd1ec6927e2
www.forbes.com/sites/andriacheng/2018/08/08/your-rebellion-against-mass-produced-goods-promises-growth-for-etsy-amazon-handmade/#4cd1ec6927e2
www.forbes.com/sites/andriacheng/2018/08/08/your-rebellion-against-mass-produced-goods-promises-growth-for-etsy-amazon-handmade/#4cd1ec6927e2
https://doi.org/10.1108/JPBM-09-2017-1593
https://doi.org/10.1108/JPBM-09-2017-1593
www.forbes.com/sites/pamdanziger/2018/07/08/millennials-are-ready-for-crafting-but-is-the-36b-crafting-industry-ready-for-them/?sh=4c7b49433a2c
www.forbes.com/sites/pamdanziger/2018/07/08/millennials-are-ready-for-crafting-but-is-the-36b-crafting-industry-ready-for-them/?sh=4c7b49433a2c
https://doi.org/10.1057/bm.2014.37
https://doi.org/10.1016/j.jcps.2014.05.004
https://doi.org/10.1016/j.jcps.2014.05.004
https://doi.org/10.1016/j.jbusres.2015.07.016
https://doi.org/10.1207/S15327663JCP1303_14
https://doi.org/10.1086/497549


Fenigstein, A., Scheier, M.F. and Buss, A.H. (1975), “Public and private self-consciousness: assessment
and theory”, Journal of Consulting and Clinical Psychology, Vol. 43 No. 4, pp. 522-527.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable
variables and measurement error”, Journal of Marketing Research, Vol. 18 No. 1, pp. 39-50.

Fuchs, C., Schreier, M. and Van Osselaer, S.M. (2015), “The handmade effect: what’s love got to do with
it?”, Journal of Marketing, Vol. 79 No. 2, pp. 98-110. doi: 10.1509/jm.14.0018.

Garcia, C.C. (2021), “Fashion forecasting: an overview from material culture to industry”, Journal of
Fashion Marketing and Management: An International Journal, Vol. 26 No. 3, pp. 436-451.

Gaustad, T., Samuelsen, B.M., Warlop, L. and Fitzsimons, G.J. (2018), “The perils of self-brand
connections: consumer response to changes in brand meaning”, Psychology & Marketing,
Vol. 35 No. 11, pp. 818-829.

Geiser, C. (2013), Data Analysis with Mplus, The Guilford Press, London.

Gibbons, F.X. (1990), “Self-attention and behavior: a review and theoretical update”, Advances in
Experimental Social Psychology, Vol. 23, pp. 249-303. doi: 10.1016/S0065-2601(08)60321-4.

Gonzales, A.L. and Hancock, J.T. (2011), “Mirror, mirror on my Facebook wall: effects of exposure to
Facebook on self-esteem”, Cyberpsychology, Behavior, and Social Networking, Vol. 14 Nos 1-2,
pp. 79-83. doi: 10.1089/cyber.2009.0411.

Graeff, T.R. (1997), “Consumption situations and the effects of brand image on consumers’ brand
evaluations”, Psychology & Marketing, Vol. 14 No. 1, pp. 49-70. doi: 10.1002/(SICI)1520-
6793(199701)14:1<49::AID-MAR4>3.0.CO;2-O.

Grubb, E.L. and Grathwohl, H.L. (1967), “Consumer self-concept, symbolism and market behavior:
a theoretical approach”, Journal of Marketing, Vol. 31 No. 4, pp. 22-27. doi: 10.2307/1249461.

Haenlein, M. and Libai, B. (2017), “Seeding, referral, and recommendation: creating profitable word-of-
mouth programs”, California Management Review, Vol. 59 No. 2, pp. 68-91.

Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2014), Multivariate Data Analysis, Pearson,
Upper Saddle River.

Harman, H.H. (1967), Modern Factor Analysis, The University of Chicago Press, Chicago, IL.

Hatcher, J. and Tu, T. (2017), “‘Make what you love’: homework, the handmade, and the precarity of the
maker movement”, Women’s Studies Quarterly, Vol. 45 Nos 3/4, pp. 271-286.

Hull, J.G. and Levy, A.S. (1979), “The organizational functions of the self: an alternative to the Duval
and Wicklund model of self-awareness”, Journal of Personality and Social Psychology, Vol. 37
No. 5, pp. 756-768. doi: 10.1037/0022-3514.37.5.756.

imarc (2020), “Handicrafts market: global industry trends, share, size, growth, opportunity and forecast
2020-2025”, available at: www.imarcgroup.com/handicrafts-market (accessed 7 January 2021).

Jibril, A.B., Kwarteng, M., Chovancova, M. and Pilik, M. (2019), “The impact of social media on
consumer-brand loyalty: a mediating role of online based-brand community”, Cogent Business
& Management, Vol. 6 No. 1, pp. 1-19. doi: 10.1080/23311975.2019.1673640.

Junaid, M., Hussain, K., Basit, A. and Hou, F. (2020), “Nature of brand love: examining its variable
effect on engagement and well-being”, Journal of Brand Management, Vol. 27, pp. 284-299. doi:
10.1057/s41262-019-00179-1.

Levy, S.J. (1959), “Symbols for sale”, Harvard Business Review, Vol. 37 No. 4, pp. 117-124.

MacKenzie, S.B. and Podsakoff, P.M. (2012), “Common method bias in marketing: causes, mechanisms,
and procedural remedies”, Journal of Retailing, Vol. 88 No. 4, pp. 542-555.

Martindale, A. and McKinney, E. (2018), “Sew or purchase? Home sewer consumer decision process”,
Journal of Fashion Marketing and Management: An International Journal, Vol. 22 No. 2,
pp. 176-188.

JFMM

https://doi.org/10.1509/jm.14.0018
https://doi.org/10.1016/S0065-2601(08)60321-4
https://doi.org/10.1089/cyber.2009.0411
https://doi.org/10.1002/(SICI)1520-6793(199701)14:1&lt;49::AID-MAR4&gt;3.0.CO;2-O
https://doi.org/10.1002/(SICI)1520-6793(199701)14:1&lt;49::AID-MAR4&gt;3.0.CO;2-O
https://doi.org/10.2307/1249461
https://doi.org/10.1037/0022-3514.37.5.756
www.imarcgroup.com/handicrafts-market
https://doi.org/10.1080/23311975.2019.1673640
https://doi.org/10.1057/s41262-019-00179-1
https://doi.org/10.1057/s41262-019-00179-1


Mohammad, J., Quoquab, F. and Sadom, N.Z.M. (2021), “Mindful consumption of second-hand clothing:
the role of eWOM, attitude and consumer engagement”, Journal of Fashion Marketing and
Management: An International Journal, Vol. 25 No. 3, pp. 482-510.

Muthén, L.K. and Muthén, B.O. (1998-2017), Mplus User’s Guide, Muthén & Muthén, Los Angeles.

Palusuk, N., Koles, B. and Hasan, R. (2019), “‘All you need is love’: a critical review and comprehensive
conceptual framework for brand love”, Journal of Marketing Management, Vol. 35 Nos 1-2,
pp. 97-129. doi: 10.1080/0267257X.2019.1572025.

Ratner, R.K. and Kahn, B.E. (2002), “The impact of private versus public consumption on variety-seeking
behaviour”, Journal of Consumer Research, Vol. 29 No. 2, pp. 246-257. doi: 10.1086/341574.

Ribeiro, L.S., Miguel, R.A., Pereira, M.M., Lucas, J.M. and Trindade, I.M. (2015), “Human body as
fashion space: fashion accessories, design and woven fabrics”, Journal of Fashion Marketing
and Management, Vol. 19 No. 3, pp. 249-257.

Richins, M.L. (1983), “Negative word-of-mouth by dissatisfied consumers: a pilot study”, Journal of
Marketing, Vol. 47 No. 1, pp. 68-78. doi: 10.1177/002224298304700107.

Runfola, A. and Guercini, S. (2013), “Fast fashion companies coping with internationalization: driving
the change or changing the model?”, Journal of Fashion Marketing and Management: An
International Journal, Vol. 17 No. 2, pp. 190-205.

Samala, N. and Singh, S. (2019), “Millennial’s engagement with fashion brands. A moderated-mediation
model of brand engagement with self-concept, involvement and knowledge”, Journal of Fashion
Marketing and Management: An International Journal, Vol. 23 No. 1, pp. 2-16.

Silvia, P.J. and Duval, T.S. (2001), “Objective self-awareness theory: recent progress and enduring
problems”, Personality and Social Psychology Review, Vol. 5 No. 3, pp. 230-241. doi: 10.1207/
S15327957PSPR0503_4.

Soper, D.S. (2022), “A-priori sample size calculator for structural equation models [Software]”,
available at: www.danielsoper.com/statcalc (accessed 22 February 2022).

Sujan, M. and Bettman, J.R. (1989), “The effects of brand positioning strategies on consumers’ brand
and category”, Journal of Marketing Research, Vol. 26 No. 4, pp. 454-467. doi: 10.1177/
002224378902600407.

Umashankar, N., Srinivasan, R. and Parker, J.R. (2016), “Cross-buying after product failure recovery?
Depends on how you feel about it”, Journal of Marketing Theory and Practice, Vol. 24 No. 1, pp. 1-22.

Van Laer, T., Feiereisen, S. and Visconti, L.M. (2019), “Storytelling in the digital era: a meta-analysis of
relevant moderators of the narrative transportation effect”, Journal of Business Research,
Vol. 96, pp. 135-146. doi: 10.1016/j.jbusres.2018.10.053.

Ward, J. and Loken, B. (1986), “The quintessential snack food: measurement of product prototypes”,
Advances in Consumer Research, Vol. 13, pp. 126-131.

Williams, M. and Buttle, F. (2014), “Managing negative word-of-mouth: an exploratory study”, Journal of
Marketing Management, Vol. 30 Nos 13-14, pp. 1423-1447. doi: 10.1080/0267257X.2014.933864.

Xie, C., Bagozzi, R.P. and Grønhaug, K. (2015), “The role of moral emotions and individual differences
in consumer responses to corporate green and non-green actions”, Journal of the Academy of
Marketing Science, Vol. 43, pp. 333-356. doi: 10.1007/s11747-014-0394-5.

Zhang, E.Y. (2018), “Enchanting a world of crafts: handmade and homemade things, affective labor
and orality in ‘The Road Home’ (1999)”, Journal of Chinese Cinemas, Vol. 12 No. 1, pp. 1-19. doi:
10.1080/17508061.2016.1230329.

Zhang, Y., Fiore, A.M., Zhang, L. and Liu, X. (2021), “Impact of website design features on experiential
value and patronage intention toward online mass customization sites”, Journal of Fashion
Marketing and Management: An International Journal, Vol. 25 No. 2, pp. 205-223.

Zhao, X., Lynch, J.G. and Chen, Q. (2010), “Reconsidering Baron and Kenny: myths and truths about
mediation analysis”, Journal of Consumer Research, Vol. 37 No. 2, pp. 197-206.

Handmade
clothing

consumption

https://doi.org/10.1080/0267257X.2019.1572025
https://doi.org/10.1086/341574
https://doi.org/10.1177/002224298304700107
https://doi.org/10.1207/S15327957PSPR0503_4
https://doi.org/10.1207/S15327957PSPR0503_4
www.danielsoper.com/statcalc
https://doi.org/10.1177/002224378902600407
https://doi.org/10.1177/002224378902600407
https://doi.org/10.1016/j.jbusres.2018.10.053
https://doi.org/10.1080/0267257X.2014.933864
https://doi.org/10.1007/s11747-014-0394-5
https://doi.org/10.1080/17508061.2016.1230329
https://doi.org/10.1080/17508061.2016.1230329


Zheng, Q., Xia, L. and Fan, X. (2016), “Beyond hedonic enjoyment: eudaimonia experience in craft
consumption”, Journal of Consumer Marketing, Vol. 33 No. 6, pp. 479-488. doi: 10.1108/JCM-08-
2015-1522.

About the authors
Liezl-Marié van der Westhuizen is an Associate Professor in the Department of Marketing
Management at the University of Pretoria. She obtained her PhD from the North-West University
(2014). Her general research interest concerns consumer relationships with products, brands and
services, specifically based on links to consumers’ sense of self. Her work has been published in the
Journal of Product and Brand Management (Emerald Literature Award Winner 2019, Commended
Paper) and the South African Journal of Business Management, among others. She holds a National
Research Foundation (NRF) Y2 rating and was an invited Iso Lomso Fellow at the Stellenbosch
Institute for Advanced Studies (STIAS) (2019). Liezl-Marié van der Westhuizen is the corresponding
author and can be contacted at: liezl-marie.vanderwesthuizen@up.ac.za

Stefanie Kühn is a Senior Lecturer in the Department of Business Management at Stellenbosch
University. Before returning to academia, she was a research executive for corporate clients and
managed several quantitative and qualitative research projects across African countries. She obtained
her PhD from the North-West University in 2016 and her research interests include customer
relationships with retailers and brands, with emphasis on the cognitive and emotional mechanisms
that underlie consumers’ decision to reciprocate or not. Her work has been published in the Journal of
Strategic Marketing, Journal of Internet Commerce and the International Review of Retail, Distribution
and Consumer Research, and she was a guest co-editor for a special issue in European Business Review
entitled Thought Leadership in Africa.

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

JFMM

https://doi.org/10.1108/JCM-08-2015-1522
https://doi.org/10.1108/JCM-08-2015-1522

	Handmade clothing consumption as a means of self-expression
	Introduction
	Conceptual background and hypotheses development
	A brief overview of the evolution of handmade clothing [1]
	Handmade clothing consumption as a category brand
	Objective self-awareness theory
	Self-concept variable: self-brand connection
	Affect variable: brand love
	Behavioural variable: word of mouth

	Research methodology
	Sample, design and measures
	Measures
	Common method variance
	Data analyses

	Results
	Sample profile
	Structural equation modelling

	General discussion and theoretical implications
	Managerial implications
	Limitations and future research directions

	ORCID iDs
	Note
	References
	About the authors


