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Much of the early literature on branding takes a primarily cognitive approach to brand management. Recently though, emotional research has been incorporated into branding studies. Fusing these two streams of thought, contemporary inquiry suggests that effective branding results from the creation of both a cognitive and an emotive bond (that is, a dual-process approach) between the brand and the consumer. As such, we investigate, across three studies, the relationship between cognitively driven perceived needs and affective responses on brand attitude and purchase intentions. Specifically, for Study 1, we explore the effects of need for achievement and positive affect on iPhone brand attitude and purchase intent. Study 2 tests a similar model in a computer operating system context. Study 3 extends this model by incorporating need for cognition as an antecedent of brand attitude and purchase intent for Android-based phones. The data support the posited models, while revealing that for both Studies 2 and 3, brand attitude serves as a mediator between need for achievement and purchase intent. Implications for brand management and directions for future research are offered.
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Appendix
Appendix
Scale items
Need for Achievement: (7-point Likert scale, 1-strongly disagree to 7-strongly agree)

	
                        I do my best work when challenged.

                      
	
                        I try hard to improve on past performances.

                      
	
                        I take moderate risks to get ahead.

                      

Positive Affect: Respondents were prompted: ‘The following questions ask you to consider occasions when you use, discuss, hear about, or are associated with your (iPhone/computer/Android) operating system. Please circle the number that best responds to the statement’. (7-point Likert scale, 1-not at all to 7-very much)

	
                        Excited

                      
	
                        Enthusiastic

                      
	
                        Inspires

                      
	
                        Proud

                      

Attitude toward the Brand: Respondents were prompted: ‘For the following questions, please indicate your attitude toward your (iPhone/computer/Android) operating system’. (7-point semantic differential scale)

	
                        Bad/Good

                      
	
                        Dislike/Like

                      
	
                        Unfavorable/Favorable

                      
	
                        Negative/Positive

                      

Intent to Purchase: Respondents were prompted: ‘For the following questions, please indicate your intentions to purchase your (iPhone/computer/Android) operating system the next time you need one’. (7-point semantic differential scale)

	
                        Would not seek out/Would seek out

                      
	
                        Not very likely/Very likely

                      
	
                        Would not consider/Would consider

                      
	
                        Unwilling/Willing

                      

Need for Cognition: (7-point Likert scale, 1 – extremely uncharacteristic of me to 7 – extremely characteristic of me).

	
                        The idea of relying on thought to make my way to the top appeals to me.

                      
	
                        I really enjoy a task that involves coming up with new solutions to problems.

                      
	
                        I prefer my life to be filled with puzzles that I must solve.

                      
	
                        I would prefer a task that is intellectual, difficult and important to one that is somewhat important but does not require much thought.
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