Web Appendix 1: Measurement Model Estimation
	Construct
	Item
	Loading
	Alpha
	CR
	AVE

	Actual Self Congruity

(Kumar, 2016)
	
	
	0.874
	0.940
	0.886

	
	This brand is consistent with how I see myself. 
	0.955
	
	
	

	
	I am quite similar to the personality of this brand. 
	Removed 
	
	
	

	
	The personality of this brand is congruent with how I see myself.
	0.928
	
	
	

	Brand Awareness

(Liu et al., 2017)
	
	
	0.901
	0.953
	0.910

	
	I am aware of the brand/restaurant.
	
0.954
	
	
	

	
	I can quickly recall the symbol or logo of the brand/restaurant.
	Removed 
	
	
	

	
	I can recognize the brand/restaurant among other competing brand/restaurants. 
	0.953
	
	
	

	Brand Attitude

(Ansary and Hashim, 2018)
	
	
	0.931
	0.967
	0.936

	
	I feel that this brand is appealing
	0.965
	
	
	

	
	I feel that this brand is good
	0.969
	
	
	

	
	I feel that this brand is pleasant
	Removed
	
	
	

	
	I feel that this brand is favourable
	Removed
	
	
	

	Brand Image

(Liu et al., 2017)
	
	
	0.875
	0.923
	0.800

	
	It oﬀers a high level of service. 
	0.928
	
	
	

	
	It is expensive. 
	Removed 
	
	
	

	
	It is a suitable place for high class. 
	Removed
	
	
	

	
	It is luxurious. 
	0.850
	
	
	

	
	It is comfortable.
	Removed
	
	
	

	
	I become special by visiting this hotel. 
	0.903
	
	
	

	
	The staﬀ is very kind. 
	Removed 
	
	
	

	
	It is quiet and restful.
	Removed 
	
	
	

	Brand Loyalty

(Liu et al., 2017)
	
	
	0.800
	0.904
	0.826

	
	This brand/restaurant is my ﬁrst choice compared to other brands/restaurants. 
	0.864
	
	
	

	
	I consider myself to be loyal to this brand/restaurant. 
	0.951
	
	
	

	
	I will not go to other brand/restaurant if this brand/restaurant is available.
	Removed
	
	
	

	
	I would not switch to another brand/restaurant the next time. 
	Removed
	
	
	

	Brand Prominence

(Butcher et al., 2016)
	
	
	0.864
	0.903
	0.650

	
	It is easy to understand the brand’s distinctive design 
	0.837
	
	
	

	
	It is easy to understand the brand’s distinctive logo/symbol 
	0.848
	
	
	

	
	It is easy to understand the brand’s signature colours
	0.850
	
	
	

	
	It is easy to understand the brand’s distinctive shape 
	0.729
	
	
	

	
	The brand has distinctive packaging that is well-known by others
	0.760
	
	
	

	Ideal Self-Congruity

(Fastosoa and González-Jiméneza, 2018)
	
	
	0.955
	0.971
	0.917

	
	This brand reflects who I would like to be (my ideal self) 
	0.962
	
	
	

	
	This brand is consistent with how I would like to see myself (my ideal self) 
	0.947
	
	
	

	
	This brand reflects who I would like to be (my ideal self)
	Removed 
	
	
	

	
	This brand reflects who I would like to be (my ideal self)
	0.964
	
	
	

	Ideal Social Self-Congruity

(Anand and Kaur, 2017)
	
	
	0.946
	0.961
	0.860

	
	The way of brand is consistent with the way people think of me. 
	0.868
	
	
	

	
	My choice of this brand gives others an idea about my interests.
	Removed 
	
	
	

	
	I often visit this brand to let people know what kind of person I am. 
	0.935
	
	
	

	
	My brand creates an impression that I want people to have of me. 
	0.953
	
	
	

	
	My brand style is consistent with the image I want to create in people’s mind.
	0.949
	
	
	

	Perceived Quality

(Liu et al, 2017)
	
	
	0.929
	0.946
	0.778

	
	The staﬀ treat you as a special and valued consumer.
	0.855
	
	
	

	
	The brand/restaurant staﬀ exhibits a good manner. 
	0.834
	
	
	

	
	The brand/restaurant provides its services at promised times. 
	0.905
	
	
	

	
	The brand/restaurant staﬀ handles complaints of consumers eﬀectively. 
	0.868
	
	
	

	
	The quality of food and beverages. 
	Removed 
	
	
	

	
	The brand/restaurant staﬀ anticipates your speciﬁc needs and serves you appropriately.
	0.943
	
	
	

	
	The brand/restaurant has up-to-date equipment. 
	Removed 
	
	
	

	
	The appearance of members (clean, neat, appropriately dressed). 
	Removed 
	
	
	

	Revisit Intention

(Wu and Wang, 2014)
	I'll continue buying this brand. 
	0.937
	0.845
	0.903
	0.757

	
	I'll recommend this brand to others. 
	0.772
	
	
	

	
	Whenever this brand has promotional offers, I increase my purchase volume. 
	0.893
	
	
	

	
	I'll be happy to pay more for this brand.
	Removed
	
	
	

	Self-Connection

(Kwom and Mattila, 2015)
	
	
	0.908
	0.928
	0.722

	
	The Brand reflects who I am. 
	0.853
	
	
	

	
	I feel a personal connection to the Brand. 
	0.912
	
	
	

	
	I (can) use the Brand to communicate who I am to other people. 
	0.851
	
	
	

	
	I think the Brand (could) help(s) me become the type of person I want to be. 
	0.837
	
	
	

	
	I consider the Brand to be “me” (it reflects who I consider myself to be, or the way that I want to present myself to others). 
	0.791
	
	
	

	Social Self-Congruity

(Han and Hyun, 2012)
	
	
	0.844
	0.901
	0.754

	
	The image of the typical customer of this brand is similar to how I am.
	0.905
	
	
	

	
	Others see me as the kind of person who typically uses this Brand.
	0.787
	
	
	

	
	People look at me as having much in common with the image of the users’ of this Brand
	0.907
	
	
	

	
	Using this Brand completes the image of who I would like to be in front of people.
	Removed 
	
	
	

	
	People might like me better if I were to use this Brand.
	Removed
	
	
	

	WOM
(Ansary and Hashim 2018)
	
	
	0.800
	0.869
	0.628

	
	I seek out the advice of people before I choose this brand
	0.925
	
	
	

	
	I share my information about this brand with people
	Removed
	
	
	

	
	The probability of accepting advice from other people is high.
	0.751
	
	
	

	
	The probability of choosing this brand before receiving recommendations is low.
	0.839
	
	
	

	
	The probability of choosing this brand after receiving recommendations is high.
	0.623
	
	
	


	Web Appendix 2:Discriminant Validity using Fornell and Larcker (1981)
 Criterion

	 
	ASC
	BAt
	BA
	BI
	BL
	BP
	ISC
	ISSC
	PQ
	RI
	SC
	SSC
	WOM

	Actual Self-Congruity
	0.942
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand Attitude
	0.569
	0.967
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand Awareness
	0.397
	0.753
	0.954
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand Image
	0.693
	0.804
	0.751
	0.894
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand Loyalty
	0.293
	0.458
	0.238
	0.427
	0.909
	 
	 
	 
	 
	 
	 
	 
	 

	Brand Prominence
	0.617
	0.589
	0.566
	0.723
	0.158
	0.806
	 
	 
	 
	 
	 
	 
	 

	Ideal Self-Congruity
	-0.738
	-0.397
	-0.165
	-0.529
	-0.306
	-0.626
	0.958
	 
	 
	 
	 
	 
	 

	Ideal Social Self-Congruity
	0.594
	0.529
	0.318
	0.562
	0.417
	0.552
	-0.824
	0.927
	 
	 
	 
	 
	 

	Perceived Quality
	0.638
	0.683
	0.674
	0.747
	0.254
	0.738
	-0.601
	0.501
	0.882
	 
	 
	 
	 

	Revisit Intention
	0.678
	0.812
	0.606
	0.759
	0.437
	0.617
	-0.458
	0.419
	0.767
	0.870
	 
	 
	 

	Self-Connection
	-0.633
	-0.336
	-0.229
	-0.495
	-0.427
	-0.637
	0.803
	-0.705
	-0.623
	-0.495
	0.850
	 
	 

	Social Self-Congruity
	0.647
	0.565
	0.456
	0.659
	0.521
	0.491
	-0.624
	0.715
	0.391
	0.399
	-0.563
	0.868
	 

	WOM 
	0.557
	0.565
	0.334
	0.552
	0.127
	0.449
	-0.383
	0.427
	0.540
	0.566
	-0.385
	0.331
	0.792


	Web Appendix 3: Discriminant Validity using Heterotrait-Monotrait (HTMT) Ratio

	 
	ASC
	BAt
	BA
	BI
	BL
	BP
	ISC
	ISSC
	PQ
	RI
	SC
	SSC
	WOM

	Actual Self-Congruity
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand Attitude
	0.625
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand Awareness
	0.437
	0.821
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand Image
	0.798
	0.879
	0.835
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 


	Brand Loyalty
	0.315
	0.507
	0.284
	0.483
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Brand Prominence
	0.714
	0.650
	0.633
	0.845
	0.180
	 
	 
	 
	 
	 
	 
	 
	 

	Ideal Self-Congruity
	0.825
	0.422
	0.177
	0.603
	0.333
	0.689
	 
	 
	 
	 
	 
	 
	 

	Ideal Social Self-Congruity
	0.651
	0.549
	0.328
	0.634
	0.475
	0.605
	0.875
	 
	 
	 
	 
	 
	 

	Perceived Quality
	0.714
	0.708
	0.719
	0.811
	0.249
	0.815
	0.641
	0.530
	 
	 
	 
	 
	 

	Revisit Intention
	0.810
	0.864
	0.647
	0.858
	0.452
	0.743
	0.551
	0.447
	0.887
	 
	 
	 
	 

	Self-Connection
	0.699
	0.338
	0.225
	0.558
	0.511
	0.710
	0.868
	0.774
	0.640
	0.551
	 
	 
	 

	Social Self-Congruity
	0.792
	0.593
	0.479
	0.762
	0.601
	0.626
	0.742
	0.796
	0.449
	0.457
	0.713
	 
	 

	WOM 
	0.695
	0.613
	0.351
	0.637
	0.310
	0.560
	0.468
	0.476
	0.633
	0.713
	0.440
	0.391
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