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Abstract

The aim of this research is to explore the cons-brand love relationship. By doing so, 7
entries of consumer statements about their beldwaihds were analyzed via discou
analysis.As a result, it was found that brand love is déf@rfrom interpersonal love. The
is brand related factorqfunctional congruity, satisfaction, brand trustrabd passion
sensory experiencesis well as consumer related fact((self-congruity, and prsonalized
experienciaffect the development of love relationship witéinds.

Keywords: Brand love, Love expressions, Consumer charadteyisBrand characteristic
Thematic analysis.

1. Introduction

Brands help define consumers' lives and plicentral role in peoplesonsumption behavic
(Albert, 2013). As a new territory for differeniiat and loyalty, creating deep emaotiol
connection between brands and consumers becamialcdved that shift in the consun-
brand relationship raised inest and research on brand love. Among practitiorieesbook
Lovemarks: The Future Beyond Bra by Roberts (2004drew attention that brands beco
ubiquitous and commaoditizdsecause ofantinuous improvements across quality dimens
in manufacturing, disiibution, service, price, al promotion.

Studies on théve relationship between consumers and bi are commonplacnot only
in marketing literature but also in managerial applice. Researchas revealed that the
may develop a love strong kds between consumer and brands such as melike, love-
like and friendshigdike (Fournier, & Yao, 1997). There are studiestb@ conceptualizatio
(Ahuvia, 1993; Albertet al. 200¢) and measurement (Carroll &nhuvia, 200(, Batraet al,
2012; Albert & ValetteFlorence, 2010; Rossiter, 2(). There are only a few studi
analyzed the outcomes of brand love and found libetd love is associated wipositive
word of mouth (WOM), band loyalty (Carroll & Ahuia 2006; Fournier 1998; Thoms et
al., 2005), increased willingness to pay a price premflihromsol et al., 2005 forgiveness
of brand failures (Baueet al, 2009),brand identification (Bergkvist & Ber-Larsen 2010;
Albert & Merunka, 2013), commitment, and trust (erist & Becl-Larsen 201; Albert &
Merunka, 2013).

This research aims to define the roots of brane lamd answer the question of w
people love brands. Based on 750 entries of consatagements out their lovemarks his
research proposes a higlend love relationship model. Secondly, this redegaua forwards
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the possible antecedents brand love. And finallys tstudy extends the literature by
responding Albert &Merunka’s (2013) further resdéaconcern on the roots of brand love.

The following section provides a literature review the concept of brand love and the
reasoning of research questions. Next, the metbgglols explained and the results of
analysis are discussed along with the theoretindl managerial implications. The further
research considerations are presented last.

2. Literature Review

Brand love is defined as “the degree of passioeatetional attachment that a person has for
a particular trade name” (Caroll & Ahuvia, 2006, 5. Consumers develop an emotional
connection with the brands that is beyond brandltgyLove is a predominant concept since
it was the second most commonly listed emotioneserled only by happiness, when asked
to list feelings that were experienced for an eorally attached object (Schukt al,, 1989).
Our sense of who we are is strongly influenced iy people, and things that we love
(Ahuvia, 2005).

Theorists attempted to link the brand love with timerpersonal love based on
Sternberg’s (1986) triangular theory of love. Sbemg's (1986) defines fundamental
components of love as (1) intimacy, (2) passiord &) decision/commitment. Shimp &
Madden (1988) adapted Sternberg’s (1986) trianghleory of love and defined eight types
of consumer-object relations: nonliking, likingfatuation, functionalism, inhibited desire,
utilitarianism, succumbed desire, and loyalty. Alau@993), Whang et al. (2004) concluded
that there were similarities between interperséma and brand love. However, Albert et al.
(2008) argue that love is a complex phenomenon, dwbsing any particular theory of
interpersonal relationships may be theoreticallynst@ining brand love concept. They
defined seven first-order dimensions of brand I@lgation, idealization, intimacy, pleasure,
dream, memories, unicity) that constitute two seeorder dimensions (passion and
affection) (Albert et al. 2008). In addition to tha&atra et al (2012) highlighted that
consumers’ love for a brand should have been éiftgsted from interpersonal love and they
revealed that brand love was constituted by sewmertsions: perceived functional quality;
self-related cognitions; positive affect; negatiaffect; satisfaction; attitude strength; and
loyalty. Rossiter (2012) provided the C-OAR-SE noethto measure brand love and
distinguishing it from brand liking.

On the other hand, there are several studies #t@ored consumer-brand relationship
constructs as antecedents and consequences of Woaed The results demonstrate
relationships between brand love and sense of cantyn(Bergkvist & Bech-Larsen 2010)
brand trust, and brand identification (Albert & Maka, 2013; Bergkvist and Bech-Larsen
2010) as antecedents, and brand commitment, (AkeMerunka, 2013) positive WOM
(Albert & Merunka, 2013; Batraet al, 2012; Carroll & Ahuvia 2006; Fournier 1998;
Thomsonet al, 2005), propensity to pay a higher price (Alb®&rivierunka, 2013; Thomson
et al, 2005); resistance to negative information (Batral, 2012), brand loyalty (Batra et al.,
2012; Bergkvist and Bech-Larsen 2010), and acthgagement (Bergkvist and Bech-Larsen
2010) as consequences.

Previous studies used convenience sampling, amelcted data via in-dept interviews or
self-administered questionnaires. Love is a com@motion and measuring love via self-
administered questionnaires may not cover all tepeet of brand love. In that point,
qualitative research and in-depth interviews magegate much richer data. Already, the
studies used in-depth interviews concluded thahdrave is different from interpersonal
love. The aim of this research is to explore th@g®f brand love by answering the questions
of; (1) why do the consumers love brands? (2) Aezd brand-specific features? (3) Are there
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consumerspecific features? (4) How does brand love deve®p®@doing so, unlike the oth
studies, this research relies upon the-expressions of consumers, their stories with
brand and their love declaratio

3. M ethodology

3.1. Sampling

In the study, as a research methodoldn order to collect dataetnographyis used via non-
participant observation). Netnography is defined as “a new qualitativesesecl
methodology that adapts ethnographic research igodsto study ciures and communitie
that are emerging through comprmediated communications” (Kozinets, 1998: 366ijs &
stand-alone methoaf tracking marketingrelated behavior of virtual communities (Kozine
2002). It provides valuable contributions for therketing and consumer behavior. As par
the ethnographic approach, first of all, cyber etiraphy is emethod well suited to gainir
insights about the virtual communities. Because \thieual communities have a cultui
composition, netographic resech provides a deeper understanding of behaviorjtd)
needs and wants (Ward, 1999; Catte& Maclaran, 2001). Also it is adaptable to a varmt
circumstances due to its rich qualitative contemdl @he ope-endednessf its findings
(Kozinets, 2002).The most important decision of netnography is identification of the
suitable online communitiga cultural entrée stagThere are five basic criteria in decidi
which virtual community to choose. These are dewd (Kozinets, 2002

* The chosen ivtual community should have focused segment relatewith the
research question.

* The traffic in the community should be substantald the number of postin
should be high.

* The virtual community should have larger numberdisérete message post
» It should contain detailed and rich d
* The member contact related with the research susheaild be interactiv

On the basis of these criterialovemarks.comwebsiteis chosen as subject to resea

Lovemarks.cons established by Saatchi&Saa and includes the conversations and sh
of consumers’ lovemark stori. In the study, the consumers’ statements andestafout si:
brands (Apple, Google, Starbucks, Coca Cola, Towota Nike) were downloaded o1-8

February 2015, and totally 750 ries were analyzed. These brands are chosen begat
only they are from different product categoriest blso they are on the list of the m

valuable brands, have global operations, and hagleeh postings on thlovemarks.com
website.

3.2 Data Analysis

The data was analyzed via thematic analysis. THeraatlysi: is a widely used qualitativ
analytic method to identify, analyze, and repottgras (themes) within a data set (Braun
Clarke, 2006) Thematic analysis seales for themes, which are emergesibeing important
to the description of the phenomencFereday & Muir-Cochrane200f). The process
involves the identification of themes through “datereading and r-reading of the date
(Rice & Ezzy, 1999, p. 258). It is a form of patterecognition within the data, whe
emerging themes become the categories for ana It helps to describe the data set in 1
and thick details. It also interprets various aspet the research topic (Boyatzis, 1998).
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inductive approach is implemented in coding. Indkgcapproach is data-driven and includes
“a process of coding the datathouttrying to fit it into a pre-existing coding framer the
researcher’s analytic preconceptions (Braun & @a#006, p. 12). Hierarchical coding was
used in order to reach high-order themes. In tohreal organization of codes, with groups
of similar codes clustered together to produce ngeargeral higher-order codes. Hierarchical
coding allows the researcher to analyze texts ating levels of specificity (King, 2004).
Themes are defined as units derived from pattennk as “conversation topics, vocabulary,
recurring activities, meanings, feelings, or folkyings and proverbs” (Taylor & Bogdan,
1989, p.131). Themes that emerge from the inforg\@tbries are pieced together to form a
comprehensive picture of their collective expereerithe "coherence of ideas rests with the
analyst who has rigorously studied how differengaisl or components fit together in a
meaningful way when linked together" (Leininger8%9p. 60).

4. Resear ch Findings

4.1. Brand-specific features

A brand is formed by different functions, concemsad characteristics that are named as
brand assets from the consumers' perspective ailk 2013). An emotional bond develops
if a brand helps to achieve one’s goals, in otherds, the instrumental role of brands are
important in the emerging process of personal cainmeand emotional bond between brands
and consumers (Park et al., 2006). This findingshdf research also supports the previous
literature on that brand love is not an uncondaiolove, and in that sense, it differs from

interpersonal love. In this study, five brand-sfiedeatures are defined as affecting brand
love: (1) functional congruity, (2) satisfactior8) (brand trust, (4) brand passion and (5)
sensory experiences.

Functional congruity: Functional congruity is defined as “the match bemvethe
consumer’s beliefs about brand utilitarian attrdsut(performance) and the consumer’s
referent attributes” (Sirgy & Johar, 1999 p.252)eTreferent attributes are used as criteria to
evaluate the actual performance of the brand.ignstiudy, love statements in relation with six
different brands highlighted that, consumers imgedsby the functional features of the
brands. These brands are describekigis quality, make life easier, comfortable, tagteat,
user-friendly, functions well, run smoothly, loragting,in sum best and greatParket al.
(2013) state that attachment occurs if and whemaadocan serve the consumers’ needs
effectively through reliable functional performan&nce the consumers see these brands as
being beyond their expectations, it was proposed (R1) functional congruity positively
affects brand love.

Satisfaction:Satisfaction is a major outcome of marketing atiési and serves to link
purchase and consumption with post-purchase phemonsich as attitude change,
repurchases, and brand loyalty (Churchill & Surprén1982). It is conceptualized within the
context of relationship marketing rather than teemisnal marketing (Sheth & Parvatiyar,
1994; Hennig-Thurau & Klee, 1997). Consumers dedahat they are satisfied with their
beloved brands:

My Macbook Pro featuring my iMac, just unbeatable!
Google is simply the best Search Engine | ever.used

The feeling when you drink an ice, cold Coke frbat traditional curvy glass bottle on a
steaming hot day is one of those things you newgef or fail to appreciate. My whole body
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relaxes as that caramekk sweetness hits my tongue and is followed hywbaderfully
pleasant burn as it hits the back of my throat @éinally welcomed by my stomach a
quenches my thirst. That my friends, is satisfac

Therefore second proposition is stated (P2) stisfaction positively affects brand lo

Brand trust:Brand trust is composed of affective perceptionsuaithe brand (Elliot&
Yannopoulou, 2007) as well as cognitive beliefslgadc-Ballesteret al, 2003). Cognitive
brand trust beliefs inctle expectations of brand reliability, consistenmympetence, and/i
predictability of performance. The emotional eletsemeading to brand trust inclu
expectations of brand integrity, hory, and/or benevolence (Becerrak®rgaonkar, 2011;
Delgado-Ballesteet al, 2003). In general, the consumers think thosadsare reliable, ar
trustworthy, and they are never disappointed byntt

My first car was a Pontiac Firebir- used. That thing broke down whenever it had a ob
and it even had the nexvo do so at a drive through ATM on payday Fridagitched it anc
my father gave me the old beatup Toyota minivatwiiaa older than the Pontiac with no
conditioning. In Florida a car with no air is like sauna multiplied by an oven. That Toy
ran, rarely broke down and was an absolute godskmdas efficient on gas and it was |
such a great car. When | saved up enough | gotva ¢e... a Toyota Tundra. Built to |
great cars and they seldom disappc

Nike is a very high quality sportsand which is also quite prestigious. | have falieriove
with Nike and never want to use another brand. dti ytruy Nike, you will not b
disappointed.

3 words that can describe this product are clagdggant and high-qualified. Love cal
disappoint pu, but Apple will never let you down. | recommexaple over any othe
product

So that, it was stated th@3) trand trust positively affects brand love.

Brand passionBrand passion is an intense feeling of consumevarib the brand (Bau
et al, 2007; Thomsoret al, 2005). Brand passion encompasses two compontre
presence of the brand in the consumer's mind anddtalization of the brand (Albeet al,
2008). Within that context, it is a psychologicainstruct that comprised of exciten,
infatuation, and obsession for a brand (Albet al, 2013). In this study, consume
statements displayed that those brands became afgtheir life; they could not think ho
they can live without them, because without thdraytfeel incompleteand anxious

Oh my God, this computer [Macbook Air] is a piedead. | can't think of using somethi
else. | feel that it's soooo sexy and soooo aftraciThe way you hold everything- it is
S00 attractive.

| can't live without Starbucks green tea lattaslty all time favourite beverage! | can't fi
anything better than Starbucks. I'min lo

When you buy coffee from Starbucks, you are ngtlmnfing an ordinary beverage but a
experiencing the paims, loyalty, and personality of the bra

Google is the most important thing in my life. Intalive without it. Google meal
everything to me.

| can't live without Coke... | don't have the wordsdescribe the emotion of drinking
Coke... cold! I have laitiful memories when | was part of Coke's credidaam at McCar-
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Erickson Chile. | think constantly about having aké... all the people in the world just
think about having a Coke.

Therefore, it was proposed that (P4) brand pagsositively affects brand love.

Sensory experience®ny combination of sensory experiences (i.e. visualditory,
gustatory, tactile, olfactory, thermal, equilabrgtoand/or kinesthetic) can deliver pleasure
and alter mood (Parkt al, 2013). Consumer-brand engagement is derived fiegonic
elements as multi-sensory contact, astonishmentysement and aesthetic pleasure
(Hirschman & Holbrook 1982). Consumers explainith@ie relationship is developed on the
multi-sensory experiences and pleasure.

The 2005 Camry LE especially spells driving pleasbehind wheels, leather upholstery,

sleek dashboard and comfy interior et al gives gobreathless experience as you waltz

through a blaze of air. What a piece of machine!

Cozy, classy and calming are the things | am lapkor in a coffee place. Starbucks has it

all! It is the place | want to be; it is my comfaxne. The smell of coffee relaxes and inspires

me every time.

Starbucks is the place | go to for a 5-minute viacatrom a hectic day.

..... Managing and working with Windows was whaid lolack then, and to come home and
sit in front of my Mac was a pure pleasure, anstilt is....

Hence, it was suggested that (P5) sensory expeseguasitively affect brand love.

4.2. Consumer-related factors
In this study, two main consumer-related charasties are defined as affecting brand love
relationship:self-congruity and personalized experiences

Self-congruity: Self-concept is the sum of characteristics, tratsy memberships that
cognitively represent an individual in memory (Gre@ld & Pratkanis, 1984). An attachment
object becomes connected to the self when it ituded as part of the consumer’s self-
concept (Parlet al, 2013). Previous researches demonstrate thatidludils use products to
create and communicate their satbncepts (Belk, 1988; Wallendorf & Arnould, 1988glf-
congruity is a psychological process in which tbasumer focuses on the brand user image
and compares this image to his/her self-concept.

Nike is not just a sports brand, Nike is a lifelastyfo me, Nike means personal achievement
and self-improvement.

..... I have tried many shoes but | think Nike esltlest. | feel very cool everytime | wear Nike
shoes.

....I'm a proud owner of a Machbook Pro and | cartyosay that | had never fallen in love
with a computer.

Therefore, it was suggested that (P6) self-congpaositively affects brand love.

Personalized experiences derived from three resources: parental inflegnasage
duration, and trying once. Consumers, especialyliyota, Coca Cola and Apple, grown up
by seeing their parents use them. That evokes gamriences, and memories. Moreover,
some of the consumers stated they use those boaral Ibng time, like a marriage, those



27

ournal of economic behavior = vol.6, 2016

brands became a part of their everyday life. Anglytllaim that once you try, you ¢
addicted.

Apple has been in my home for over 20 years. Whas Krst came out, my mom hane.
And | still remember the lady's voice that wouldwirandom comments. ....The day | ow
a Mac of my own, | felt like | could take over therld.

Coca Cola has been a permanent companion in my lieenember when | was a small ct
and lived inUkraine | used to go to the coast of Black Seayegsammer. That's where t
dad bought me the first bottle of Coke. | think @thand still remember the sensation ¢
new, delicious taste when | had my first sip of &€d¥ter that, no matter where | in the
world Coke is always there, like a good friend fratmo you know what to expe

My first Nike shoe was the White and Lazer Blue Max 90, the following year | ws
walking on air with my Black and Infrared Jordan Bast forward to 2014, a quar-
century later, here | am still kicking the same,oldt new release Retro Jordan and
Max. What can | say, those exciting childhood mésaf openin-up a fresh new Nike b
still sticks with me to this d

So that, it was proposed t (P7) persnalized experiences positively affect brand |

5. Conclusions

The objective of this study was to explore the anten&land consequences of brand Ic
750 entries of consumer statements about theirmavies (Apple, Starbucks, Coca Cc
Nike, Toyotaand Google) were analyzed via inductive thematilysmns and a brand lo\
relationship model was propost

The antecedents of brand love are clustered umgentain groups: brar-related factors
and consumerelated factors. Bran—related factors ar&unctional congruity, satisfactiol
brand trust, brand passicand sensory experienc andpositively affect brand love

Brand love is affected by ttfunctional congruityBrand love is not an unconditional lo
like someforms of interpersonal lo. Instead, loved brands were &l for having be:
features (Batraet al, 2012). Consistent with the findings of Baet al., (2012), in the
statements not a single consumer made an uncamalifiove claim. Those loved brands
described as being tHbest” and “great”. Consumers perceive congruenegveen thei
performance specifications and brands’ performandd®refore functional congruity
proposed as affecting brand lo

Satisfactions another feature that the brands should proB8désfactior is defined in the
context of disconfirmabn experience, where «confirmation is related to the person's ini
expectations.Consumers declare obviously their satisfaction.rd@la& Ahuvia (2006)
defined brand loveds the degree of passionemotional attachment a satisfied consumer
for a particular trade nameMoreover, he duration of the relationship suggests the extsl
of a feeling of satisfactior(Albert et al, 2008). Consumers mention their I-lasting
relationship with theserlnds, and they claim they will never change thant- that also
indicates brand loyalty.

Brands also should beustworthy. Trust is an important antecederf commitment in
relational maketing because trust is involved in highly valuetationship (Albert et al,
2013). Consumer express that those brands “never let tth@mm” or “never disappoir
them”.

Brand love is in the air if there passion Brown (1998, p. 794) suggests consumer:
fall “[...] truly, madly, deeply in love with prodiis ind services. They have to have the
they are passionate about them; they get a -erotic charge from examining, exhing and
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expending money on them”. In consumer behaviorditee, brand passion is conceptualized
as a part of brand love (Bated al, 2012; Albertet al, 2008; Thomsort al, 2005). The
analysis in the study put forward that consumetsonty feel love towards brands but passion
also. They stated that they cannot live without brand. Consumers mention those brands as
“him/her”, and use “my” to declare possession, argress their lifetime attachment. Those
brands are not just brands, but their soul mates.

And lastly, brands should builsensory experience®eople do not desire products but
satisfying experiences (Holbrook, 1994). Albettal, (2008) put forward that love is linked
to positive emotions, including pleasure. This gtatbo confirms that brand love is derived
from multi-sensory experiences and pleasure.

The love relationship between consumers and brendsso affected by the consumer-
specific factors, such aelf-congruityandpersonalized experiences.

Brands help consumers to attain self- and sociahted goals (Fournier, 1998), and that
derives strong attachment between the brand ancbtiumer (Grisaffe & Nguyen, 2011). In
other words, consumers purchase products not amlyhie utilitarian benefits but also for
self-expressive benefits (Pagkal, 1986). In this study the analysis displayed twatsumers
perceive beloved brands are cool and prestigious,tlaey express that they feel confident,
stylish, high class, prestigious, and sophisticaiéey also stated that they are proud owners.

In the love statements it is also seen that conssuimave personalized experiences. Those
brands are also used by their parents and makerégmaember their childhood (especially for
Apple, Toyota and Coca Cola). In addition to thebnsumers themselves have some
memories in relation with those brands. They aneguhem for a long time and they describe
them as a life partner with whom they shared gandg and get through bad times.

As a consequence, this study generates a higher-brdand love relationship model based
on the consumers’ statements about their belovaddsrand contributes to the literature by
defining brand and consumer-related roots of bilamd. This study has several limitations.
The main limitation of the study is that the fingerely upon the love statements written by
consumers online in relation with six brands. keotHer research, including other brands and
product categories could enable to make compariaadsit is believed that would provide
thick and deeper insights on brand love. Moreoureithe study the propositions stated in
relation with the inductive thematic analysis amdwdd be tested quantitatively for further
generalizability.
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