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Low Self-Brand Connection & Multiple Instances of Negative Publicity: Limitations: Results of this study showed that the overall interaction
Same Domain Different Domain Measures: between domain similarity and self-brand connection on the attitude
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Brand Evaluations: High SBC: Same Domain < Different Domain might not be strong enough to create this connection, and this might be
Low SBC: Same Domain > Different Domain an alternative explanation for the non-significant interaction effect.
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