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ABSTRACT 
 

PURPOSE To explain what impacts brand love. 
 

METHODOLOGY Quantitative approach, using online surveys, with a total of 462 participants. 
Additionally, a qualitative method was applied in the pre-study, using semi-
structured in-depth interviews, and a total of 12 respondents. 
 

FINDINGS 
 

Previous literature lack of concern for parallel studies has a divergent effect in 
explaining what impacts brand love. A consolidated approach can explain 
brand love antecedents as the combination of brand evaluation, brand 
identification, and experience value. In additional findings, brand category has 
a rather small influence in brand love, and, brand love is a phenomenon not 
exclusive to one particular brand category. 
 

LIMITATIONS 
 

The findings of this research account for 50% of explanatory power, further 
exploration and qualitative tests are needed in order to identify the remaining 
explanatory power.  
 

IMPLICATIONS 
 

The results of this research suggest a consolidated model that can be used by 
researchers to extend the understanding of what antecedes brand love. 
Additionally, the model is a starting point for avoiding future divergence in 
literature. For managers, the findings present a three-faceted suggestion on 
how to use brand love antecedents. 
 

ORIGINALITY 
 

This study consolidates a divergent field of study, and by doing so, creates a 
new understanding of what impacts brand love. Additionally, the pre-study 
has an unorthodox methodological approach, and uses a qualitative method as 
a screening process, rather than an exploration process. 
 

KEYWORDS Brand love antecedents, consolidated model, brand identification, brand 
evaluation, experience value, screening process. 
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1. INTRODUCTION  

1.1 BACKGROUND 

Relationship marketing is a topic that generates great interest from both practitioners and scholars, 

more than 12 billion dollars are spent annually on consumer relationship management (Gartner 

Research 2013; Zhang et al. 2016). Literature is filled with attempts to understand consumer 

relationships (Mullins et al. 2014; Zhang et al. 2016; Hegner et al. 2017). One notable example is 

Zhang et al. (2016), who found that, contrary to previous understandings, consumer relationships 

are not temporally consistent. Meaning that, relationships can improve or decline at any given time 

depending on how companies act (Zhang et al. 2016). Under that logic, would be wise for 

companies to understand underlying factors that influence relationships in order to attain and 

maintain the best possible form of relationship with its customers. 

 

In that context, the greatest relationship between a company and consumers is brand love, a concept 

that was pioneered based on interpersonal love, and delight theories (Carroll and Ahuvia, 2006). 

Where brand love goes beyond delight. From the consumers’ perspective, brand love happens in 

three stages; satisfaction, which when met with emotional arousal will create delight, and sustained 

delight, over time, will turn into brand love (Bicakcioglu et al. 2016). The literature behind delight 

has limited value in predicting consumer behavior, and it does not examine long-term relationships 

in the way brand love does (Carroll and Ahuvia 2006; Bergkvist and Bech 2010; Batra et al. 2012; 

Garg et al. 2015; Bicakcioglu et al. 2016; Liu et al. 2017). Whereas, brand love is a predictor of 

several great benefits for a company such as loyalty, repurchase, positive word-of-mouth, 

forgiveness, willingness to pay premium, and long-term relationships (Bergkvist and Bech 2010; 

Batra et al. 2012; Garg et al. 2015; Bicakcioglu et al. 2016; Liu et al. 2017). Qualities that are 

desirable for any brand. 

  

Carroll and Ahuvia (2006) were the first to theoretically conceptualize brand love, which can be 

explained as an emotionally bound relationship that exists beyond satisfaction. Also, brand love is 

enrooted in the triangular theory of love in interpersonal relationships (Sternberg, 1986; Carroll and 

Ahuvia, 2006). From that theory, consecutive research proposed that, similarly to an interpersonal 

relationship, people could also create love ties towards objects or activities (Shimp and Madden, 

1988). From this point it can be suggested that brand love is a deep emotional attachment a satisfied 

consumer feels for a specific brand (Carroll and Ahuvia, 2006; Bergkvist and Bech, 2010; Batra et 

al., 2012; Garg et al., 2015; Bicakcioglu et al., 2016; Liu et al., 2018). An example of brand love are 

some Apple’s customers, who spend hours in line waiting for a new released product and pay a 

premium price in order to be amongst the first to have Apple’s newest gadget. 
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Research suggest that several antecedents influence brand love. At the present moment, the 

literature of antecedents include the following ten findings: brand identification (Carroll and 

Ahuvia, 2006; Bergkvist and Bech, 2010; Batra et al., 2012; Bicakcioglu et al., 2016); hedonic 

value (Carroll and Ahuvia, 2006; Huber et al., 2015; Liu et al., 2018); brand experience (Garg et al., 

2015; Bicakcioglu et al., 2016); brand reputation (Garg et al., 2015; Liu et al., 2018); positive 

emotional connection (Batra et al., 2012); sense of community (Bergkvist and Bech, 2010); 

utilitarian value (Huber et al., 2015); overall attitude valence (Batra et al., 2012); respect (Garg et 

al., 2015); and, novelty perception (Liu et al., 2018). 

 

This study will focus on getting a consolidated insight on the impact of these antecedents on brand 

love. The outcomes of this study can be used by (brand) managers who want to achieve brand love 

and use it as a brand strategy. The expected outcome of this study is a usable and consolidated 

model containing one or more of the above mentioned antecedents. This model can be used by 

companies who desire to achieve this high form of satisfaction and delight, resulting in the earlier 

named benefits, such as loyalty, for the company. 

 

1.2 PROBLEM DISCUSSION 

Studies have demonstrated that brand love is a common phenomenon among the majority of 

consumers (Batra et al., 2012). Batra et al. (2012) states that, in a previous study, 89 percent of 

respondents said they truly love a brand. Showing the relevance and importance of this field. 

However, literature does not provide a holistic understanding on what antecedes brand love; and by 

extension, how managers can secure the right conditions for brand love. 

 

As earlier mentioned, previous findings show ten antecedents that have been studied in separate 

occasions. Together they could form a clear understanding of the concept brand love. However, the 

evidence suggests that the literature of brand love antecedents is divergent (Batra et al., 2012). This 

divergence does not arise because researchers test the same antecedents and find different results, 

but because they often test different antecedents without considering parallel studies. This is in line 

with Batra et al. (2012), who claims excessive exploratory work, with little regard to parallel 

studies, led to a poor focus on defining the boundaries of brand love antecedents. This results in a 

scattered image of the understanding of brand love, and at this point there is no single model in 

which literature agrees upon. This demonstrates the need for more research on the subject. 

Fortunately, enough groundwork has been done in the area, giving opportunity to test the 

antecedents together. This study will focus on combining these ten findings, filling the gap of 

divergence in the field, with a consolidated model. 
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1.3 PURPOSE 

To explain what impacts brand love. 

 

1.4 RESEARCH FOCUS & RESEARCH QUESTIONS 

As stated above, the focus of this study is to get a grip on several antecedents and bringing them 

together in a consolidated model. The research will be conducted in two stages. Firstly, the study 

will test the impact of antecedents on brand love, examining the relevance of different antecedents. 

Secondly, because other researchers had little regard for parallel studies and, as a result, no 

literature tested all the antecedents together, an additional analysis is needed in order to understand 

how the antecedents react together when tested in the same model for the first time. 

 

The research questions that follow out of these issues are: 

- Which antecedents impact brand love? 

- What is the underlying structure behind brand love antecedents? 

- Does the type of brand impact brand love? 

 

To answer these research questions a model will be tested, formed by the outcomes of the existing 

literature. 

 

1.5 DELEMITATIONS  

The study incorporates a few delimitations. Firstly, the study will mainly focus on the definition of 

brand love as stated by Batra et al. (2012), Swimberghe et al. (2014) and Albert et al. (2013). This 

review has been chosen since there are only eight articles in the area of brand love antecedents, and 

Batra et al. (2012) gives a solid definition used by most of the other researchers. However, this 

choice could influence the final outcome. Secondly, the ten antecedents found in literature are the 

only antecedents named in previous studies and thus no antecedents will be disregarded at the start 

of the study. Thirdly, this study does not have the scope to challenge the concept of brand love or its 

outcomes. 
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1.6 THESIS LAYOUT 

The starting point of the thesis is to identify existing brand love antecedents in the literature review. 

The antecedents are classified into two segments, the first are four antecedents with corroborative 

evidence, while the remaining six are antecedents with single citations in the brand love literature. 

The four corroborated antecedents are directly accepted in the conceptual model. However, a 

qualitative pre-study (semi-structured interviews) is used as a screening process for the six 

antecedents with single citations, only operationalized in the conceptual model if the pre-study 

provides support for their use. Lastly, hypotheses are formulated and then tested. Below (Figure 1), 

the reader will find an illustration of the thesis layout: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fig. 1 Illustration of thesis Layout. 
  

Identifying the gap 
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2. LITERATURE REVIEW  

2.1 DEFINING BRAND LOVE 

Carroll and Ahuvia (2006) describe brand love as “the passion and emotional attachment that a 

satisfied consumer has for a particular trade name” (p. 81). Albert and Merunka (2013) and 

Wallace et al. (2014) underline this by stating brand love comes from brand intimacy and brand 

passion. This brand passion can be described as a strong positive feeling or ultimate emotional 

attachment between consumer and brand (Swimberghe et al., 2014). This passion is formed by 

happiness when thinking about the brand and commitment towards the brand (Albert et al., 2013). 

In addition to this brand intimacy or brand attachment can grow quite strong and, as a result, 

consumers find this brand irreplaceable and experience anxiety upon withdrawal (Batra et al., 

2012). They also add that consumers see brand love as a long-term relationship. They state that 

consumers see their brand love as a complex relationship rather than a specific, single, brief love 

emotion. This kind of relationship gives the consumer trust in the brand and the idea the brand will 

be a part of their lives for a long time.  

 

Some apply the concept of brand love the same as human love for each other. (Long-Tolbert and 

Gammoh, 2012). This psychological approach of love is often described as an interpersonal 

relationship. The definition of different types of interpersonal love, such as romantic, parental and 

altruistic mention fondness, attachment, closeness, caring, intense longing and passion as important 

factors. In addition to this some researchers use the triangular theory of Sternberg (1986) from 

psychology in an attempt to define the concept of brand love. This theory states that love 

consistence of three components, intimacy, passion and decision making. However, Batra et al. 

(2012) argue that these types of interpersonal love should not be applied directly to brand love. 

They found that even if consumers genuinely loved a brand this differs from love on an 

interpersonal level resulting in a lower perceived form of love comparing to romantic or parental 

love. Though, they do not suggest brand love is not a real type of love. In addition to this they found 

that in most cases a consumer must be triggered, for example by a researcher, to define their 

relationship to a brand as love. For this reason, they argue the use of this theory as it experienced 

differently by consumers. This does not mean the theory behind interpersonal love cannot be used 

at all, just that it should not be used directly. 

 

As a result of brand love consumers are found to be extremely positive towards their loved brand, 

resulting in resistance to negative information about the brand. Motive for this could be the 

integration of the loved brand into the consumers identity. People are naturally blind for their own 

flaws and resist negative information about themselves (Ahearne et al., 2005). In addition to this, 
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consumers are more willing to share positive information about their loved brand (Carroll and 

Ahuvia, 2006), are more prepared to pay a premium price (Thomson et al., 2005) and forgive brand 

mishaps or even scandals earlier (Bauer et al., 2009). Therefore, it is a brand’s interest to become 

the consumers loved brand.   

 

2.2 ANTECEDENTS OF BRAND LOVE 

Based on the brand love literature, the present research divides brand love antecedents into two 

categories; One, the antecedents that have been corroborated in brand love literature; and, two, 

antecedents that stand alone in previous research, without parallel mentions in other brand love 

studies. 

 

2.2.1 ANTECEDENTS WITH MORE THAN ONE CITATION 

Brand identification 

It is the most frequent antecedent in the literature, with four different studies mentioning its 

significance for brand love specifically (Those studies are: Batra et al., 2012; Bergkvist and Bech, 

2010; Bicakcioglu et al., 2016; Carroll and Ahuvia, 2006). They all name the concept differently 

(self-expressive brand, brand identification, self-brand integration and self-congruity, respectively), 

yet have similar definitions. In general, all four suggest brand identification occurs when it echoes 

and/or completes one’s sense of self as individuals and/or enhances one’s perceived social status. 

Carroll and Ahuvia (2006) present brand identification as the unity of individual and social self-

expressions, whereas Bergkvist and Bech (2010) introduce individual- and social-self separately. 

Bergkvist and Bech (2010) definition of brand identification for the individual-self is in line with 

the remaining three studies, however, the social self (named sense of community) is presented as a 

separate antecedent (sense of community is discussed in the next section). Batra et al. (2012) do not 

divide individual- and social-self, however their understanding of brand identification has more 

depth. Firstly, regarding consumers’ identity, the brand is as an extension of the self, a form of self-

expression, and consumers feel expressing themselves through the brand is rewarding (Batra et al., 

2012). Next, brand identification extends into the desired-self; consumers’ want to enhance how 

they perceived themselves, and therefore make use of certain brands in order to achieve that (Batra 

et al., 2012). And, according to Batra et al. (2012), consumers also identify to brands which 

provide, in some form, meaning to their lives. Lastly, in addition to self-extension, Bicakcioglu et 

al. (2016) adds to the concept of brand identification by proposing that self-esteem motives also 

play a role on how consumers identify with a brand. All of the above are said to explain how 

consumers identify with a brand, and by extension, how identification can antecede brand love. 
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Hedonic value 

This antecedent is mentioned in three different studies of brand love, by Carroll and Ahuvia (2006), 

Huber et al. (2015), and Liu et al. (2018). As a consumer, hedonic value is gained through positive 

intrinsic experiences such as fun, pleasure and/or enjoyment (Carroll and Ahuvia, 2006; Huber et 

al., 2015). In a brand context, it means that interacting with the brand is valuable on its own, 

regardless of its functional value (Huber et al., 2015). Moreover, earlier literature on hedonic 

consumption suggests that enjoyment, escapism, and delight are central to hedonistic brands (Babin 

et al., 1994; Liu et al., 2018). According to Liu et al. (2018), such positive experiences in 

consumers memory is likely to spark a relationship with a brand. Additionally, Huber et al. (2015) 

suggests that, over time, repeated fun and enjoyable experiences are likely to create emotional links 

between consumers and the brand, and eventually love for the brand. 

 

Brand experience 

This concept has been cited twice in brand love studies (Bicakcioglu et al., 2016; Garg et al., 2015), 

it refers to brand related stimuli (Bicakcioglu et al., 2016), it encompasses sensory experiences 

(tactile, olfactory, auditory and/or gustative); intellectual experiences; and emotional (or affective) 

experiences (Bicakcioglu et al., 2016; Garg et al., 2015). According to Garg et al. (2015), the 

intellectual stimuli bring consumers to think and spark curiosity; while the emotional stimuli 

regards the emotions generated when consumers interact with the brand. Bicakcioglu et al. (2016) 

suggests that a long-lasting relationship, such as brand love, involves sensory, intellectual and 

emotional stimuli. If, over time, those stimuli are positive, the bond between consumers and the 

brand gradually moves towards love (Bicakcioglu et al., 2016). 

 

Brand reputation 

Reputation is cited twice in the brand love literature (Garg et al., 2015; Liu et al., 2018). According 

to Garg et al. (2015), brands with good reputation are easier to trust, therefore, consumers are more 

likely to approach the brand. Brand reputation is often evaluated through trustworthiness and 

honesty (Jurisic and Azevedo, 2011; Liu et al., 2018; Veloutsou and Moutinho, 2009). Hence, the 

combination of trust and honesty seems to facilitate brand relationships (Garg et al., 2015). It is also 

important to note that, reputation is a social phenomenon, in the sense that individual consumers 

can be influenced by the opinion of others (Liu et al., 2018). Meaning others’ perceptions is likely 

to influence consumers’ relationship with a brand. 
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2.2.2 ANTECEDENTS WITH SINGLE CITATIONS 

Positive emotional connection 

The antecedent Positive emotional connection relates to the feeling consumers get from using the 

product or service from the specific brand. The brand meets their expectations perfectly and maybe 

even exceeds the expectations (Batra et al., 2012). This concept surpasses just feeling positive about 

a brand and is broader, it includes a sense of intuitive feeling of rightness and consumers feel 

emotionally connected to the brand. 

 

Sense of community 

Bergkvist and Bech (2010) state that sense of community can be defined as the bond consumers feel 

with other people associated with the specific brand. This antecedent is strongly related to self-

identity and brand identification. Where brand identification could have an indirect influence on 

sense of community. The more you identify yourself with a specific brand the more engaged you 

will be in its community with like-minded people. When consumers are highly involved with a 

brand’s community the consumer’s self-identification in the brand will grow resulting in a higher 

involvement with the brand itself (Bergkvist and Bech, 2010). This antecedent entails identification 

with other users of the brand and having the feeling you belong to a community or club. Lastly, 

when consumers feel actively engaged with a brand they are more willing to tell other people about 

the brand and the WOM will increase.   

 

Utilitarian value 

Huber et al. (2015) state that an important reason to purchase a new product is the expectations of 

the benefit it will bring the consumer. These functional characteristics of a brand and the benefits it 

offers to consumers is utilitarian value. Superior performance and capabilities are an example of 

these characteristics and are essential to strong brand relationships (Fournier, 1998). Consumers 

buy for example a new tv because it is bigger or the quality is better than their old tv. The love for a 

brand can only be formed after having a purchasing experience and the evaluation afterwards. With 

a positive evaluation resulting in satisfaction and delight and hopefully exceeding this resulting in 

brand love (Thomson et al., 2005). In addition to this the economic facets, such as price of the 

products, is also an important construct of Utilitarian value (Overby and Lee, 2006). Cognitive 

attributes such as unique functionalities no other brands possess has proven to influence this kind of 

love and a lack of this results in lower perceived satisfaction (Huber et al., 2015). 
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Overall attitude valence 

The feeling of satisfaction is related to Overall attitude valence. This antecedent can be best 

described as the difference between linking a brand or product or disliking it, meeting the 

expectations, comparing it to the ideal product or brand and seeing it as positive or conflicting 

negative. (Batra et al., 2012) 

 

Respect 

Respect is consumers’ perception of a brand’s capability to value each individual consumer and 

understanding them, and provide them attention, taking responsibility when needed. Respect is 

known to be important in building and maintaining a close relationship between brand and 

consumer. Dillon (1992) identified three dimensions leading to respect; attention and valuing of the 

particularity, understanding, and responsibility. Garg et al. (2015) state that consumers are more 

likely to develop brand love once they feel respected by the brand. 

 

Novelty perception 

Novelty perception can be defined as “the degree of contrast between present perception and past 

experience” (Lee and Crompton, 1992, p. 733). Novelty perception often occurs comparing 

products or situations. For example, switching from Apple to Samsung and experiencing a better 

battery life, or switching from a mechanic mixer to an automatic mixer. Consumers experience a 

kind of excitement and arousal when undergoing a new experience or using a new kind of product. 

Companies often use the perception of novelty as an important driver. Internally they will work on 

their innovativeness, coming up with high performance, newer design or other new and better 

charistics (Liu et al., 2018). Externally they will work on their newsworthiness, like limited 

availability. An example of this is the limited availability of Iphone resulting in hours standing in a 

line to ultimately purchase the Iphone, or creating a limited edition of a certain product (Liu et al., 

2018). 
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2.2.3 SUMMARY OF THE LITERATURE REVIEW 

The table 1 (below) is a summary of brand love antecedents identified through the literature review 

(respective sources to the right): 

 

Table 1: 

Summary of antecedents identified in the literature review 

Antecedents with more than one citation 

Brand identification Batra et al. (2012); Bergkvist and Bech (2010); Bicakcioglu et al. 

(2016); Carroll and Ahuvia (2006). 

Hedonic value Carroll and Ahuvia (2006); Huber et al. (2015); Liu et al. (2018). 

Brand experience Bicakcioglu et al. (2016); Garg et al. (2015). 

Brand reputation Garg et al. (2015); Liu et al. (2017). 

Antecedents with single citation 

Positive emotional 

connection 

Batra et al. (2012) 

Sense of community Bergkvist and Bech (2010) 

Utilitarian value  Huber et al. (2015) 

Overall attitude valence Batra et al. (2012) 

Respect Garg et al. (2015) 

Novelty perception Liu et al. (2018) 
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3. PRE-STUDY 

Due to the divergence in the field of brand love antecedents, out of ten antecedents identified in 

literature, only four had corroborative evidence - the antecedents brand identification, hedonic 

value, brand experience, and brand reputation had at least two different sources agreeing on their 

relevance, which led to their direct acceptance in the conceptual framework. However, the 

remaining six antecedents (positive emotional connection, sense of community, utilitarian value, 

overall attitude valence, respect, and novelty perception) were not directly accepted. Instead, the 

present research conducted a pre-study in order to identify if, and how many of, the six single 

citation antecedents were relevant. 

 

The pre-study used semi-structured in-depth interviews, following an approach similar to Batra et 

al.’s (2012) brand love prototype. However, Batra et al. (2012) used the prototype in order to 

explore new antecedents, whereas, the present research used the same approach to identify 

antecedents’ relevance (face validity). The main goal of the pre-study was to filter the six single 

citation antecedents, and thereby avoid testing an excessive number of hypotheses without the 

necessary evidence. 

 

The pre-study reached 12 participants, summing up to an approximate total of five hours of 

interviews, with a non-probability convenience sample. Participants answers were coded and 

divided into categories, which were then assigned under existing antecedents if suitable. If the 

coding process reveals that respondents’ answers fall within one or more of the six single citation 

antecedents, only then, those antecedents were accepted in the conceptual framework. As a result, 

three of the single citation antecedents were accepted, namely, sense of community, utilitarian 

value, and novelty perception (The complete pre-study chapter and a visual representation are 

available in appendix 1). 

 

Based on the pre-study, the final conceptual framework is composed by the following antecedents: 

Brand identification, hedonic value, brand experience, brand reputation, sense of community, 

utilitarian value, and novelty perception. 
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4. CONCEPTUAL FRAMEWORK 

4.1 BRAND IDENTIFICATION AND BRAND LOVE 

Literature in interpersonal love and brand love, both present evidence for the central role of identity 

in shaping consumers relationships (Carroll and Ahuvia, 2006). Aron and Aron (1985), and Aron et 

al. (1995) depict love as an overlap of two partners’ identities, where one influence the other in 

shaping how they perceive themselves, strengthening their ties. Carroll and Ahuvia (2006), 

following the same line of thought, argue that brands which shape consumers identity are likely to 

be loved. Additional research has built upon Carroll and Ahuvia (2006), giving further support to 

the idea that brand identification is an antecedent of brand love (Batra et al., 2012; Bergkvist and 

Bech, 2010; Bicakcioglu et al., 2016). However, while brand identification was defined by Carroll 

and Ahuvia (2006) as the reflection and/or perceived enhancement of one’s self and/or social-self 

through a brand, the additional research mentioned has added depth to the concept. The current 

picture in literature is that, brand identification is an expression of the self through a brand, by both 

reflecting and enhancing the self (Batra et al., 2012), and also by helping one’s self-esteem 

(Bicakcioglu et al., 2016). Such constructs are said to shape consumers’ identities (Carroll and 

Ahuvia, 2006). As a consequence, brand identification is likely to generate brand love. Hence, it is 

expected that: 

 

H1: Brand identification has a positive impact on brand love. 

 

4.2 HEDONIC VALUE AND BRAND LOVE 

Hedonic value can be defined as the counterpart of utilitarian value, it belongs to the realm of 

consumers’ perceptions of the brand through; enjoyment, escapism, positive memories and intrinsic 

value (Carroll and Ahuvia, 2006; Huber et al., 2015; and Liu et al., 2018). Hedonic motives are said 

to generate strong emotional connections (Carroll and Ahuvia, 2006; Chandon et al., 2000), while at 

the same time, the experience of love encompasses intense emotional connections (Averill, 1985; 

Fehr, 1993; Hatfield, 1988; Regan et al., 1998). Thereby, Carroll and Ahuvia (2006), Huber et al. 

(2015), and Liu et al. (2018) provide evidence that, positive emotional connection, resulting from 

hedonic brand value, are likely to positively impact brand love. As such, it is expected that: 

 

H2: Hedonic value has a positive impact on brand love.  

 
4.3 BRAND EXPERIENCE AND BRAND LOVE 

Garg et al. (2015) suggests that brand experience in the form of intellectual, emotional and sensorial 

stimuli is a facilitator of relationships with brands. If such experiences are perceived positively time 
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and again, and are stored in consumers memories as such, a relationship can be sustained and, over 

time, foster brand love (Bicakcioglu et al., 2016; Garg et al., 2015). In addition, research suggests 

that consumers are looking for things that touch their hearts (emotional stimuli), engages their 

senses (sensorial stimuli), and/or make them curious (intellectual stimuli), in turn, causing 

consumers to be more open to the brand activities resulting in a stronger commitment towards the 

brand (Brakus, 2009; Tynan and McKechnie, 2009). These repeating positive experiences with a 

brand influence consumers loyalty, bond and satisfaction (Oliver, 1997), which impacts brand 

relationships in a positive manner. Hence, it is expected that: 

 

H3: Positive brand experience has a positive impact on brand love. 

 

4.4 BRAND REPUTATION AND BRAND LOVE 

In short, brand reputation is the collective perception consumers have towards a brand. Reputation 

is built on trust, honesty, and influenced by other perception of the brand (Liu et al., 2018). The 

importance of reputation ties back to the idea of brand love being a relationship; firstly, because 

reputation facilities first contact with the company (Fombrun and Van Riel, 2004), opening the door 

for a possible relationship, and secondly, because previous research suggests good reputation 

positively strengthens the ties between consumers and a brand (Jurisic and Azevedo, 2011; 

Veloutsou and Moutinho, 2009). By extension, since brand love is born from a sustained 

relationship between consumers and the brand, the following is expected: 

 

H4: Brand reputation has a positive impact on brand love. 

 

4.5 SENSE OF COMMUNITY AND BRAND LOVE 

The study of Bergkvist and Bech (2010) suggests that sense of community has a significant impact 

on brand love. The literature shows that being part of a group or feeling connected to other people 

using the brand contributes to this relationship (Bergkvist and Bech, 2010). When consumers feel 

highly engaged with a brand’s community they will be more open to brands activities and will more 

willingly tell others about the brand (Bergkvist and Bech, 2010), which would normally only occur 

when consumers feel extremely satisfied towards a brand (Carroll and Ahuvia, 2006). In addition, 

being part of a club or community increases emotional attachment and strengthen brand 

relationships (Bergkvist and Bech, 2010; Carroll and Ahuvia, 2006). For this reason, it is expected 

that:  

 

H5: Sense of community has a positive impact on brand love. 
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4.6 UTILITARIAN VALUE AND BRAND LOVE 

Huber et al. (2015) examined the antecedent utilitarian value in relation to brand love and found a 

positive effect. Utilitarian value is the functional characteristic of a product or brand. In the 

consumer's mind, a utilitarian brand contributes with a function no other brand does, and thereby 

satisfy consumers through extended usefulness. However, satisfaction is relative, meaning 

consumers need to compare brands in order to define utilitarian value (Thomson et al., 2005). 

Fournier (1998) stated that superior performance (in relation to other brands/products) contributes 

to a strong relationship between consumers and a brand. Additionally, research also suggests that 

characteristics such as the right price-to-quality ratio is an artifact of utilitarian value (Overby and 

Lee, 2006). The combination of superior performance, unique functionality, and right price-to-

quality ratio, has a positive impact on how consumers perceive a brand (Huber et al., 2015). 

Therefore, it is expected that: 

 

H6: Utilitarian value has a positive impact on brand love. 

 

4.7 NOVELTY PERCEPTION AND BRAND LOVE 

Novelty perception entails that, in the gap between previous and present experiences, positive or 

negative emotions can be created (Lee and Crompton, 1992; Liu et al., 2018), in other words, 

novelty perception is about consumers expectations. Liu et al. (2018) suggests that novelty 

perception can be achieved through innovativeness (providing consumers with ever improving 

experiences) and through a sense of newsworthiness (which drive consumers to share positive 

experiences and improve one’s perception of the brand). Novelty perception’s definition is similar 

to that of satisfaction, where consumers’ previous experiences (expectations) need to be met or 

exceeded if companies intend to satisfy (Batra et al., 2012). As such, novelty perception can be said 

to positively impact brand relationships (Batra et al., 2012; Carroll and Ahuvia, 2006). Thereby, it 

is expected that: 

 

H7: Novelty perception has a positive impact on brand love. 
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4.8 CONCEPTUAL MODEL  

The figure 2 (below) is a visual representation of all the hypotheses presented in the conceptual 

framework. Each letter “H” refers to a hypothesis respective to the number that follows. The boxes 

to the left refer to each independent variable, each followed by an arrow representing the 

relationship to the dependent variable (brand love), positioned in the box to the right. 

 

 

Brand identification 
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Brand experience 

 

 

Brand reputation 

 

 

Sense of community 

 

 

Utilitarian value 
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Fig. 2 Antecedents hypothesized to impact brand love. 
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5. METHODOLOGY 

5.1 RESEARCH APPROACH AND DESIGN 

The overall approach of the research is deductive, for the evidence used to explain brand love 

antecedents is based on previous literature (Bryman and Bell, 2011; Creswell, 2003). In addition, 

this research is quantitative, and cross-sectional. The quantitative approach allows researchers to 

gather numerical data of a population at a specific point in time and test the relationship between 

variables proposed in literature (Bryman and Bell, 2011). Also, brand relationships are susceptible 

to change over time (Zhang et al., 2016), therefore, the cross-sectional approach can help capture a 

moment in time where brand love is present, whereas, with a longitudinal approach it would be 

difficult to ensure respondents have the same level of love for a brand throughout a period of time. 

 

Prior to the quantitative approach, a phenomenological qualitative pre-study was also used to test 

the face validity of the six single citation antecedents. Since previous literature on six of the 

antecedents provided poor support for their acceptance due to lack of corroborative evidence, the 

pre-study is done in order to avoid testing an excessive number of hypothesis without the necessary 

evidence (the details of the pre-study are available in Appendix 1). 

 

The overall research is designed around cause-and-effect. Theory suggests that certain variables are 

antecedents of brand love, and therefore, the presence of those independent variables (antecedents) 

is said to have a causal effect on the dependent variable (brand love). This causal design is used in 

order to explain to what extent the antecedents in the conceptual model impact brand love. (Bryman 

and Bell, 2011; Creswell, 2003) 

 

5.2 DATA COLLECTION 

The present research primary data, the primary data was collected for the specific purpose of this 

research (Aaker et al., 2010; Bryman and Bell, 2011). This data source gives a higher degree of 

accuracy, compared to secondary data, since the data can be collected in a fashion that best fits the 

purpose of the research (Aaker et al., 2010). The primary data was collected through online surveys 

(the survey is available on appendix 3), giving respondents the ability to translate their answers into 

numerical values, and thus apply the quantitative approach (Christiansen, 2001; Svenning, 2003). In 

order to reach respondents, an online task recruitment platform was used. The platform is a 

research-focused layer on top of Amazon’s Mechanical Turk, designed by researchers, in order to 

provide affordable means to collect large quantities of data. 
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The answers of respondents regarding the theoretical concepts are translated into a 7-point likert 

scale, found to be the optimal scale range (Carolyn and Colman, 2000). However, it is important to 

note that there are different approaches to likert scales, the most commonly used being the 5-point 

scale, from strongly disagree to strongly agree (Nardi, 2003). The argument behind such scale is 

that it gives respondents the opportunity to partially (dis)agree with statements instead of having 

yes or no answers. However, some literature suggests that reliability is maximized for 7-point scales 

(Carolyn and Colman, 2000; Finn, 1972; Nunnally, 1967; Ramsay, 1973). This is because, from 2 

to 7-point scales, the reliability increases significantly, but, past 7-point scales, the increase is 

unsubstantial (Carolyn and Colman, 2000; Cicchetti and Tyrer, 1985). 

 

The surveyed was conducted online due to a number of advantages. Online surveys extend the 

geographical reach of surveys, increases the speed by which information travel, eliminates 

interviewer biases and error, and minimize the data cleaning processes (Aaker et al., 2010; 

Malhotra, 2010). Nevertheless, the authors are also aware of its disadvantages. Online surveys 

obstruct the possibility of clarifications if respondents are not able to answer a certain question, and 

participants may be hesitant to answer sensitive questions (Malhotra, 2010). This could compromise 

the data since respondents that do not have a loved brand would not be able to answer the survey 

and would probably hamper the accuracy of findings if they did. In order to address such 

disadvantages a few counter-measures have been taken. In the section 5.3 (below), the reader can 

find a discussion around an initial control section used in the survey, with the purpose of filtering 

non-brand lovers. Secondly, in chapter 5.6 (pre-test), the reader will find a discussion on how the 

researchers attempt to ensure that respondents fully understand the questions and that no sensitive 

questions are asked. 

 

5.3 SAMPLE 

Theory suggests that brand love does not vary based on gender, age nor sexual orientation (Batra et 

al., 2012), which indicates that a non-probability convenience sampling can provide a fairly 

representative sample (Bryman and Bell, 2011) However, this also means that the population of this 

study is defined as people who love a brand, without limitations to specific groups. This non-limited 

sample imposes certain problems. For respondents to answer about antecedents of brand love, 

respondents would need to have a specific brand in mind as to avoid speculatory responses. Yet, 

there is a large number of brands in the market and asking all respondents to answer regarding one 

specific brand would largely limit the number of responses. In order to ensure answers are not 

speculatory while at the same time not limiting responses to a single brand, the survey uses an 

initial control section, applied in the following fashion: 
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First, the control section asks respondents if they have a loved brand, with two options for answers; 

one, if they think they do not love any brand, they are able to select “I do not love any brand” and 

end the survey; two, if they do love a brand, they are able to select “I love a brand” and are then 

asked to write down the name of the brand next to this option. Asking participants to name a brand 

at the beginning of the survey helps ensure their answers will not be speculatory, instead, based on 

their own life experiences with the brand. Additionally, this approach opens the possibility to 

compare different brand categories. 

 

5.4 SAMPLE SIZE 

The sample size for quantitative studies aims at becoming representative of a population, therefore, 

the larger the sample size, the more representative of the population it becomes (Bryman and bell, 

2011). Nevertheless, the advantage of quantitative studies is that it can generate accurate results 

without the need of sampling the whole population (Bryman and Bell, 2011), this is especially 

relevant since the total population of brand lovers is unknown. Also, this means that calculating an 

adequate sample size for this study requires a formula that does not take into consideration the total 

size of the population. There are different measures by which research can determine an appropriate 

sample size, for regressions, the number of independent variables can be used in order to determine 

the minimum sample size for statistical analysis (Bryman and Bell, 2011). By using the formula 

Number of respondents > 50 + 8 x the number of independent variables (Bryman and Bell, 2011; 

Pallant, 2010) the research is able to determine a minimum sample size independently of the total 

size of the population. 

 

Based on the above formula, with seven independent variables, the minimum sample size for this 

study was calculated to be higher than 106 respondents. However, since the data collection was 

done through a payed task recruitment platform, the amount of capital invested in data collection 

enabled a much larger response rate. The survey reached a total of 461 respondents, of which 414 

(90%) were determined to be part of the sample (people who claimed to love a brand). However, 8 

out of the 414 respondents did not fill in the control variables, those were thereafter removed from 

the sample. Finally, the total number of usable answers was 406. Additionally, it is important to 

note that, regardless of what answers participants gave in the survey; their monetary compensation 

was equal. This measure has the purpose to avoid monetary incentives towards specific answers, 

which could compromise the data. 
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5.5 OPERATIONALIZATION 

In order examine the impact of brand love antecedents, the theoretical elements found in brand love 

literature have been organized into an operationalization. This is an approach often suggested in 

research (Bryman and Bell, 2011), it helps to break down each theoretical concept into less 

abstracts items, which are ultimately used to create tangible questions. This is an important 

undertaking for this specific research since brand love and its antecedents are abstract concepts 

(Batra et al., 2012). All of the concepts used in the operationalization are derived from the literature 

review (Chapter 2), however, the questions were formulated based on the pre-test (chapter 5.6), and 

not copied form previous literature. Below the reader will find a description of the 

operationalization structure as well as the operationalization itself. 

 

In the table 2 (below), the level of abstraction decreases from left to right. Each concept (First 

column) is broken down into components (second column), which are further narrowed into items 

(third column), the items are more tangible elements which are then used to formulate questions 

(fifth column) that reflect the initial concept. Finally, in the reference (fourth column) the reader is 

able to trace back the original source of the proposed items. 
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Table 2: 

Operationalization of theoretical concepts 
Concept Components Items Reference Operational definition /Questions  
 Long-term relationship Long-term relationship Batra et al., 2012 1. BRAND will be a part of my life for 

a long time. 
 

Brand love  
(Dependent 
Variable) 

Brand passion Positive emotions when 
thinking about the brand 

Swimberghe et al., 
2014 

2. I have positive emotions when 
thinking about BRAND. 
 

 Brand intimacy/brand 
attachment 

Brand commitment 
 
Finding a brand 
irreplaceable 

Albert et al., 2013 
Batra et al., 2012 

I am committed to BRAND. 
 
BRAND is an irreplaceable brand for 
me. 

 
Brand 
identification 

 Self-extension  Carroll and Ahuvia, 
2006 

BRAND’s image reflects who I am. 
 

(Independent 
Variable) 

Self-image Desired-self  Batra et al., 2012 BRAND enhances how I perceive 
myself 

  Self-esteem Bicakcioglu et al., 
2016 

BRAND makes me feel better about 
myself. 

 
Hedonic value  

Positive intrinsic 
experience 

Enjoyment Carroll and Ahuvia, 
2006 

BRAND is enjoyable. 

(Independent 
Variable) 

Hedonic consumption Escapism  Huber et al., 2015 BRAND helps me focus on things I 
enjoy. 

 Previous experience Good memories Liu et al., 2018 When thinking about BRAND I have 
good memories. 

 
Brand 
experience  

 Sensory Stimuli Bicakcioglu et al., 
2016; Garg et al., 
2015  

BRAND stimulates one or more of my 
five senses 

(Independent 
Variable) 

Brand related stimuli Intellectual Stimuli Bicakcioglu et al., 
2016; Garg et al., 
2015 

BRAND activities are thought 
provoking.  
 

   Emotional Stimuli   Bicakcioglu et al., 
2016; Garg et al., 
2015 

BRAND activities trigger my emotions. 

 
Brand 
reputation 

 Honesty 
 

Liu et al., 2018 BRAND is honest.. 
 

(Independent 
Variable) 

Brand reputation Trust Garg et al., 2015 I trust BRAND. 
 

  Influenced by others 
perception 

Liu et al., 2018 BRAND reputation amongst my friends 
is important to me. 

 
Sense of 
community 

 Identification with other 
users 
 

Bergkvist and Bech, 
2010 

I identify with people who use BRAND. 

(Independent 
Variable) 

Engagement with brand Feeling like you belong 
to a club 
 

Bergkvist and Bech, 
2010 

BRAND makes me feel part of a select 
group of people. 
 

  Increase in word of 
mouth 
 

Bergkvist and Bech, 
2010 

I talk more about BRAND compared to 
other brands. 

 
Utilitarian 
value 

Functional 
characteristics  

Superior performance Huber et al., 2015 BRAND has a superior performance. 

(Independent 
Variable) 

Economic facets Price Overby and Lee, 
2006 

BRAND products/services are worth 
their price. 

 Cognitive attributes Unique functionalities Huber et al., 2015 BRAND product/services have unique 
functionalities. 

 
Novelty 
perception 

External novelty Newsworthy 
 

Liu et al., 2018 BRAND create exciting news. 
 

(Independent 
Variable) 

Internal novelty  Innovativeness 
 

Liu et al., 2018 BRAND is innovative.  
 

 Degree of contrast 
between present and 
past 

Comparison to other 
brands 
 

Lee and Crompton, 
1992 

When thinking about my past 
experiences, I perceive BRAND to be 
better than other brands. 

  



 28 

5.6 SURVEY PRE-TEST 

In order to ensure the abstract concepts in the operationalization have been successfully translated 

into tangible questions, the survey has been pre-tested in the following fashion: 

 

Firstly, the survey was sent to a PhD lecturer, from Linnaeus University, for feedback - the lecturer 

pointed that some of the questions did not fully reflect its respective items, which were thereafter 

reformulated, and again sent to the lecturer to ensure all of the identified issues were fixed. This 

process was repeated until the lecturer did not have any further comments. 

 

After the feedback, the survey was conducted in a face-to-face manner with 2 potential respondents, 

whose profile matched the population. By being present during the survey, the researchers were 

able to evaluate the flow, technical functionality, and also identify poor formulation of questions 

which may cause ambiguity. Respondents had a few problems with formulation, based on their 

feedback, the questions were reformulated in order to increase respondents’ ability to answer the 

questions accurately. 

 

5.7 DATA ANALYSIS 

5.7.1 MULTIPLE LINEAR REGRESSION 

In order to fulfill the causal design of the research and address the hypothesis, a regression analysis 

has been performed (Hair et al., 2010). However, there are different kinds of regression analysis 

that could examine causal relationships between variables. In the present research, an ordinal and a 

linear regression are possible methods to analyze the data (Hair et al., 2010; Winship and Mare, 

1984). 

 

Fortunately, the data is characterized by certain aspects that can help researchers select which of 

both regressions is most fit. Both regressions (ordinal and linear) deal with the use of scales and 

intervals. The main difference, is that ordinal regressions benefit from ordinal scales that are 

continuous and equal in intervals (Winship and Mare, 1984), which cannot be guaranteed in 

answers regarding brand love, and its antecedents. Nevertheless, it is relevant to mention that 

certain techniques have been successfully applied in the past to convert data sets in ways applicable 

for ordinal regressions (Agresti, 1983; Clogg, 1982; Goodman, 1980; Winship and Mare, 1984). 

Even though this means that it would be possible to use an ordinal regression in this study, criticism 

of such conversion techniques claim that they add complexities to the analysis that do not outweigh 

its benefits when other regression analyses are fit (Winship and Mare, 1984). The linear regression, 

in this particular case, does not require complex conversions of the data in order to operate. 
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Additionally, literature on statistical models suggest that, both ordinal and linear regressions can 

generate the same overall results, with smaller differences in the extent to which the data can be 

interpreted (Winship and Mare, 1984). 

 

Considering the criticism behind data conversion in ordinal regression, the data fitness for linear 

regression, and the type of outcome of both regressions, the present study choses to apply a multiple 

linear regression in order to test the relationship between the variables. A multiple linear regression 

model was performed for each hypothesis, in addition to an overall, and a control model (Bryman 

and Bell, 2011; Malhotra, 2010). When interpreting the data, firstly, the significance of the F-value 

was used to determine if the overall model was significant. The adjusted R squared was used to 

determine the explanatory power of the variables (Malhotra and Birks, 2006). The beta value was 

used to find if and to what extent the independent variables influence the dependent variable (Nardi, 

2003). Lastly, following recommendations on marketing research, the significance level for all 

variables was set to a minimum of 99% (0.01) (Bryman and Bell, 2011; Nardi, 2003). 

 

5.7.2 EXPLORATORY FACTOR ANALYSIS (EFA) 

Since previous studies often ignored parallel research when testing brand love antecedents, the 

literature review raised suspicion that antecedents’ boundaries were not fully consolidated. 

Therefore, in order to better examine the antecedents’ impact, it was deemed important to conduct 

an exploratory factor analysis (EFA) (Hair et al., 2010). The EFA helped identify the constructs’ 

boundaries and dimensions (Hair et al., 2010; Hancock and Mueller, 2010). A varimax rotation was 

applied to each independent variable, at a minimum loading of 0.4, and eigenvalue 0.1 in order to 

determine the number of factors extracted (Hair et al., 2010; Nunnally and Bernstein, 1994). The 

variance limit was defined at 0.6, while the threshold for KMO (Kaiser-Mayer-Olkin) was 0.05 

(Hair et al., 2010). 

 

5.7.3 ONE WAY ANOVA 

Since the survey asked participants to name their love brand as part of the control section, it 

provided the researchers with the additional possibility to analyze data based on brand category. 

Previous literature often focused on specific brands when examining brand love, as such, this 

research has the unique possibility to examine the impact of different categories on brand love. As 

such, in order to examine the difference in means and influence of brand categories in brand love 

models, an anova test was performed (Hair et al., 2010). Significance was defined at .05 level, and 

the level of influence brand category has on brand love was based on the partial eta squared value 

(Hair et al., 2010). 
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5.8 QUALITY CONTROL 
In order to increase the quality of results, the following validity and reliability checks were 

performed. Reliability was examined using Cronbach’s alpha at a minimum acceptance level of 0.6 

(Hair et al., 2010). If above 0.6, the construct was considered stable. Nevertheless, between .6 and 

.7 constructs’ stability is not ideal, and open to discussion. Validity was initially tested for single 

citation antecedents through the pre-study (Appendix 1), while the face validity of the survey 

questions was tested through the survey pre-test (section 5.6), done in order to increase the 

questions’ accuracy (Aaker et al., 2010; Bryman and Bell, 2011). Pearson’s correlation is used to 

determine how closely related two parallel variables are, values vary between +1 and -1, where 0 

means no relationship between variables, and 1 means fully related positively or negatively (Hair et 

al., 2010). 
 

5.9 SOCIAL AND ETHICAL CONSIDERATIONS 
The present research has attempted to maintain social and ethical standards relevant to the present 

research. The discussion around ethical practices has extensive literature, however, most relevant 

here are issues surrounding conflicts of interest with participants, and research conduct (Bryman 

and Bell, 2011; Malhotra, 2010). For the former, participants were informed what the research 

intended to accomplish before filling in the survey, also ensuring no harm, humiliation, nor breach 

of privacy would occur. Participants agreed to share their information for the exclusive use of the 

research purposes. For the latter, the researchers attempt to have a clear description of the steps 

taken during the research process, and no information has been willingly omitted. Additionally, the 

researchers attempt to interpret data without the aim of achieving a particular outcome, nor have 

purposeful biases. 
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6. ANALYSIS AND RESULT 

6.1 DESCRIPTIVE STATISTICS 

In total, the research had 406 useful responses, the descriptive sample information can be found in 

appendix 2, table 14. The sample contains a balanced male (49%) and female ratio (51%). The vast 

majority (50.7%) has a bachelor degree, followed by the second biggest group of high school 

degree or vocational training (27.3%), and the third group are master graduates (19.2%). The largest 

age group is in the range 25-34 (42,6%), followed by 35-44 (26.4%), and 18-24 (11.8%). 

Additionally, the brands mentioned by respondents were divided into four categories in order to 

facilitate the analysis; those are - fashion (41.7%), fast moving consumer goods (FMCG) (23.4%), 

and electronics (21.6%). The remaining (13.3%) consists of other brand types, such as car, TV 

shows, and equipment brands. 

 

The table 3 (below) contains the minimum, maximum, mean, standard deviation, skewness and 

kurtosis of the data. For the skewness, all of the constructs show negative values (with utilitarian 

value scoring below -1), the overall distribution has a tendency to fall to the left. Most of the 

constructs have kurtosis values between -1 and +1, however, utilitarian value and brand love do not. 

The kurtosis indicates the presence of outliers for the antecedent utilitarian value, and for brand 

love. While outliers in utilitarian value can be accepted as being part of the data, the same cannot be 

said about brand love outliers. Despite answering they loved a brand, respondents scores suggest 

otherwise. Therefore, eight outliers respective to the dependent variable (brand love) were removed 

(as a result, 398 answers remained for analysis). After their removal, the only kurtosis above 1 

remaining was utilitarian value at 1.442. Additionally, after removing brand love outliers, the 

skewness to the left became less acute, yet present, with all values scoring on the negative side, 

between -1 and 0. 
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Table 3: 

Descriptive statistics 

 
Minimum Maximum Mean Std. 

Deviation 

Kurtosis 
With 
outliers 

Skewness 
With 
outliers 

Kurtosis 
Without 
outliers 

Skewness 
Without 
outliers 

Brand 
identification 

1.00 7.00 5.2376 1.40999 .251 -.781 .346 -.787 

Hedonic value 2.67 7.00 5.7962 1.00481 -.322 -.592 -.304 -.586 

Brand 
experience 

1.00 7.00 5.1675 1.32139 .127 -.585 .234 -.608 

Brand 
reputation 

1.33 7.00 5.4637 1.11315 -.337 -.440 -.652 -.355 

Sense of 
community 

1.00 7.00 5.1774 1.46031 .024 -.738 .055 -.747 

Utilitarian 
value 

1.33 7.00 5.8160 1.02464 1.734 -1.076 1.442 -.940 

Novelty 
perception 

1.33 7.00 5.5561 1.06626 .366 -.631 .029 -.540 

Brand love 2.00 7.00 5.9499 .94848 1.236 -1.023 -.364 -.642 

N = 406 (unless stated otherwise)           N = 398       N = 398 
 

6.2 RELIABILITY AND VALIDITY 

The Cronbach’s alpha (table 4, below) illustrate that all variables had loading values above .6, 

which can be considered as an acceptable level of internal consistency. However, it is important to 

note that values between .6 and .7 can be argued to have questionable internal consistency (Hair et 

al. 2010), which is the case for brand reputation (.639) and novelty perception (.681). 

 

Table 4: 

Cronbach’s alfa prior to EFA 

Brand 

identification 

Hedonic 

value 

Brand 

experience 

Brand 

reputation 

Sense of 

community 

Utilitarian 

value 

Novelty 

perception 

Brand 

love 

.908  

(3 items) 

.711  

(3 items) 

.753 

 (3 items) 

.639  

(3 items) 

.860  

(3 items) 

.748  

(3 items) 

.681  

(3 items) 

.854  

(4 items) 

N = 398 
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The Pearson correlation (table 5, below), illustrates values between .5 and .7 for all variables, and a 

significance level below .001. As such, the constructs are considered valid and with the absence of 

multicollinearity. Additionally, there is a positive significant correlation between the dependent and 

all of the independent variables (Hair et al. 2010). 

 
Table 5: 

Pearson correlation prior to EFA 

 B.I. H.V. B.E. B.R. S.C. U.V. N.P. B.L. 

Brand identification 1        

Hedonic value .540** 1       

Brand experience .513** .618** 1      

Brand reputation .581** .528** .546** 1     

Sense of community .644** .570** .585** .676** 1    

Utilitarian value .450** .574** .448** .559** .465** 1   

Novelty perception .530** .573** .644** .585** .603** .594** 1  

Brand love .471** .603** .438** .452** .400** .581** .471** 1 
Sig ** p<0.001. N = 398 

 

6.3 TESTING THE HYPOTHESIS 

In order to test all of the seven hypothesis, a multiple linear regression was conducted. The linear 

regression considers the possible effects of the independent variables, and control variables. Below 

(table 6), illustrates that, although the models for single antecedents are all significant, the final 

model (model 9) can only support 3 hypotheses. Brand identification, hedonic value, and utilitarian 

value were all significant, and directly proportional to brand love. Additionally, the final model 

(model 9) also shows that, contrary to previous claims (Batra et al., 2012), age has a significant 

impact on brand love. 

 

Overall, the model 9 (all antecedents model) has an explanatory power of 47%. The strongest 

influence in the model comes from the antecedent hedonic value and utilitarian value, beta values of 

.295 and .232 respectively. Followed by brand identification and age, with lower levels of 

influence, beta values of .106 and .107 respectively. 
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Table 6: 

Regression prior to EFA 

  Model 1 Model 2 Model 3 Model 4 Model 5 Model 6 Model 7 Model 8 Model 9 

  B 
(Std.Dev.) 

B 
(Std.Dev.) 

B 
(Std.Dev.) 

B 
(Std.Dev.) 

B 
(Std.Dev.) 

B 
(Std.Dev.) 

B 
(Std.Dev.) 

B 
(Std.Dev.) 

B 
(Std.Dev.) 

Intercept 5.440 
(.195)** 

3.758 
(.232)** 

2.489 
(.254)** 

3.881 
(.238)** 

3.356 
(.264)** 

4.033 
(.238)** 

2.718 
(.260)** 

3.110 
(.276)** 

1.666 
(.266)** 

Age .149 
(.039)** 

.154 
(.034)** 

.140 
(.031)** 

.129 
(.035)** 

.121 
(.035)** 

.149 
(.036)** 

.077 
(.033) 

.143 
(.034)** 

.107 
(.030)** 

Gender .193 
(.087) 

.220 
(.077)* 

.139 
(.070) 

.290 
(.079)** 

.297 
(.078)** 

.274 
(.080)** 

.114 
(.073) 

.220 
(.077)* 

.133 
(.068) 

Level of 
education 

-.059 
(.045) 

-.038 
(.040) 

-.049 
(.036) 

-.050 
(.041) 

-.043 
(.040) 

-.032 
(.041) 

-.042 
(.038) 

-.042 
(.040) 

-.040 
(.034) 

Brand 
category 

 -.005 
(.046) 

 .008 
(.041) 

 .007 
(.037) 

 -.028 
(.042) 

 -.036 
(.041) 

 -.021 
(.042) 

 -033 
(.038) 

 .027 
(.041) 

 .027 
(.035) 

Antecedents 
of brand love          

H1: Brand 
identification 

  .296 
(.027)**             .106 

(.032)** 
H2: Hedonic 
value     .609 

(.037)**           .295 
(.048)** 

H3: Brand 
experience       .290 

(.030)**         .009 
(.036) 

H4: Brand 
reputation         .371 

(.036)**       .040 
(.046) 

H5: Sense of 
community           .244 

(.027)*     -.057 
(.035) 

H6: Utilitarian 
value             .498 

(.037)**   .232 
(.047)** 

H7: Novelty 
perception               .394 

(.036)** 
.048 
(.048) 

R square .054 .275 .397 .241 .263 .217 .355 .275 .485 
Adjusted R 
square 

.045 .266 .389 .231 .254 .207 .347 .265 .470 

R square 
change 

.054 .275 .397 .241 .263 .217 .335 .275 .485 

Std. error of 
the estimate 

.841 .737 .672 .755 .743 .766 .696 .738 .626 

F-Value 5.546** 29.151** 50.632** 24.392** 27.470** 21.339** 42.302** 29.102** 32.398** 
DF. 4 5 5 5 5 5 5 5 11 
Sig * p<0.01, ** p<0.001. N = 398 
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Below (Table 7), the reader will find a summary of the hypothesis test.  

 

Table 7: 

Summary of hypothesis 

H1: Brand identification has a positive impact on brand love. Accepted 

H2: Hedonic value has a positive impact on brand love. Accepted 

H3: Positive brand experience has a positive impact on brand love. Rejected 

H4: Brand reputation has a positive impact on brand love. Rejected 

H5: Sense of community has a positive impact on brand love. Rejected 

H6: Utilitarian value has a positive impact on brand love. Accepted 

H7: Novelty perception has a positive impact on brand love. Rejected 

 

While this means that the hypotheses have been addressed, further testing can help better explain 

what impacts brand love. Cronbach’s alpha for certain antecedents depicted questionable internal 

reliability (Hair et al. 2010). Additionally, since Batra et al. (2012) argues that previous studies 

often ignore parallel findings, it is possible that the boundaries of antecedents have not been well 

defined. As such, it was decided that an exploratory factor analysis (EFA) could further benefit the 

results by examining the antecedents scope and dimensions. 

 

6.4 EXPLORATORY FACTOR ANALYSIS  

The anti-image correlation (Table 15, Appendix 2), demonstrates that the sample was suitable for a 

factor analysis, with the KMO measures of sampling adequacy (MSA) scoring in the highest 

category (above .9) for five independent variables, and in the second highest category (above .08) 

for the remaining two. Additionally, the overall KMO measure of sampling adequacy reveal a value 

above .9, meaning the data was ideal for a factor analysis (Hair et al., 2010). 

 

Through the exploratory factor analysis (EFA), three antecedent categories were identified. The 

number of categories found was determined by KMO at value 1, and not through a requested value. 

However, some of the antecedents’ items loaded with values above .4 in more than one factor, and 

were therefore removed (Hair et al., 2010). The factor analysis was repeated, until no more items 

had multiple loadings. Below, the table 8 illustrates the final result of the factor analysis.  



 36 

 

Table 8: 

Final results of the exploratory factor analysis 

 

 

New antecedent (1) 
Brand evaluation 

Brand identification 
(2) 

New antecedent (3) 
Experience value 

Antecedent 
Item 

Brand reputation 
Trust .768 

  
Antecedent 
Item 

Utilitarian value  
Superior performance .816 

  
Antecedent 
Item 

Utilitarian value  
Price .781 

  
Antecedent 
Item 

Brand reputation 
Honest .647 

  
Antecedent 
Item 

Novelty perception  
Comparison to other 

brands .730 
  

Antecedent 
Item 

Brand identification  
Self-extension 

 
.819 

 
Antecedent 
Item 

Brand identification 
Desired-self 

 
.890 

 
Antecedent 
Item 

Brand identification  
Self-esteem 

 
.845 

 
Antecedent 
Item 

Hedonic value 
Good memories 

  
.579 

Antecedent 
Item 

Brand experience  
Sensory Stimuli 

  
.671 

Antecedent 
Item 

Brand experience  
Intellectual Stimuli 

  
.762 

Antecedent 
Item 

Novelty perception  
Newsworthy 

  
.731 

Extraction Method: Principal Component Analysis. 

a Rotation converged in 5 iterations. N = 398 

  



 37 

6.5 RELIABILITY AND VALIDITY AFTER EFA 

After the EFA, Cronbach’s alpha was above .8 for all of the variables (Table 9, below). Values 

above .8 are considered to have high internal consistency. Overall, it is possible to say that the 

constructs have increased in reliability after the EFA (Hair et al., 2010). 

 
Table 9 

Cronbach’s alpha after EFA 

New antecedent (1) 
Brand evaluation 

Brand identification (2) New antecedent (3) 
Experience value 

Brand love 

.842 
(5 items) 

.901 
(3 items) 

.820 
(4 items) 

.854 
(4 items) 

N = 398 
 

In the Pearson correlation after the EFA (Table 10, below), all of the constructs had a significance 

at the .001 level. The Pearson correlation scores after the EFA all remained between .5 and .6; In 

this range the concepts are reliable, for the relationship is not too weak (bellow .3), nor they 

measure the same thing (above .9). 

 

Table 10 

Pearson correlation after EFA 

 (1)  (2) (3) B.L. 

New antecedent (1) 
Brand evaluation 

1    

Brand identification (2) .475** 1   

New antecedent (3) 
Experience value 

.490** .550** 1  

Brand love .670** .471** .485** 1 

Sig ** p<0.001. N = 398  
 
6.6 ONE-WAY ANOVA 

The one-way anova showed that, brand category had a significant effect on brand love. Table 11 

(below) illustrates the significance level of .034. However, it also illustrated that the effect brand 

category has is small, with a partial eta squared of .022 (2.2% of influence between subjects). 

  



 38 

Table 11 

One-way anova and between-subjects effect 

Brand love      Between-Subjects 
Effect 

 Sum of squares Df. Mean squared F-value Sig. Partial Eta squared 

Between Groups 6.409 3 2.136 2.917 .034 .022 

Within Groups 288.528 394 .732    

Total 294.937 397     
N = 398 
 
6.7 MULTIPLE LINEAR REGRESSION AFTER EFA 

The EFA drastically modified the antecedents structure and boundaries. The regression analysis was 

performed for the three categories identified in the EFA. Table 12 (below), demonstrates the 

outcomes of the multiple linear regression. The results of the regression after the EFA indicate a 

slightly higher degree of explanatory power for the all model (model 5) (50%). Additionally, the 

new antecedent (1) appear to have a high degree of influence (beta value of .513), while brand 

identification (2) and new antecedent (3), remained with beta values of .091 and .121 respectively. 
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Table 12 

Multiple linear regression after EFA 

  Model 1 Model 2 Model 3 Model 4 Model 5 

  B(Std. Dev.) B(Std. Dev.) B(Std. Dev.) B(Std. Dev.) B(Std. Dev.) 

Intercept 5.440(.195)*** 1.829(.258)*** 3.758(.232)*** 3.284(.257)*** 1.472(.256)*** 

Age .149(.039)*** .038(.030) .154(.034)*** .138(.034)*** .062(.029) 

Gender .193(.087) .085(.066) .220(.077)** .270(.076)*** .143(.064) 

Level of education -.059(.045) -.030(.034) -.038(.040) -.039(.039) -.024(.033) 

Brand category -.005(.046) -.017(.035) .008(.041) -.001(.040) -.009(.034) 

            

Antecedents after EFA           

New antecedent (1) 
Brand evaluation 

  .671(.039)***     .513(.046)*** 

Brand identification (1)     .296(.027)***   .091(.028)*** 

New antecedent (3) 
Experience value 

      .378(.034)*** .121(.036)*** 

R square .054 .462 .275 .288 .509 

Adjusted R square .045 .455 .266 .278 .500 

R square change .054 .462 .275 .288 .509 

Std. error of the estimate .841 .635 .737 .731 .609 

F-Value 5.546*** 65.968*** 29.151*** 31.026*** 56.478*** 

DF. 4 5 5 5 7 
Sig * p<0.01, ** p<0.001, *** p<0.0001. N = 398 

 

All five models and its respective independent variables are significant. The new antecedent (1), has 

been named brand evaluation, and is composed by the items trust, superior performance, price, 

honest, and comparison to other brands. The antecedent brand identification remained intact and its 

items remain the same, self-extension, desired self, and self-esteem. Finally, the new antecedent (3) 

has been named experience value, and is composed by the items good memories, sensory stimuli, 

intellectual stimuli, and newsworthy. 
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7. DISCUSSION 

The findings of the present study corroborate two aspects of previous literature. First, the notion 

that roughly 90% a population will love a brand (Batra et al., 2012). And second, the relevance of 

brand identification as an antecedent of brand love (Batra et al., 2012; Bergkvist and Bech, 2010; 

Bicakcioglu et al., 2016; Carroll and Ahuvia, 2006;). Nevertheless, the results also suggest that, as 

discussed, previous literature lack of concern for parallel studies (Batra et al., 2012) has a negative 

impact on the accuracy of previous results. Without taking into consideration all of the existing 

antecedents of brand love, previous research provide results that were largely not replicable in the 

present study. 

 

In addition, the present study also extends the understanding of brand love by examining the impact 

of different brand categories. Previous literature often focused on specific brands, and parameters 

for comparison were only available between different data sets (Bicakcioglu et al., 2016). The 

present results show that, in most cases (41.7%), consumers love fashion brands. However, brands 

of electronics, fast moving consumers goods (FMCGs), and other brands, were also found to be 

loved, indicating that brand love is not restricted to brand categories. The degree of love a consumer 

has for a brand is impacted by the brand category at a low degree (2.2%).  

 

Moving forward in the discussion, a distinction is made between results before the EFA (section 

7.1), and results after the EFA (section 7.2). However, the results after the EFA must be 

highlighted. The Pearson correlation, Cronbach’s alpha, and significance after the EFA indicate 

superior values. While the results before the EFA may still hold significance on explaining what 

impacts brand love, after the EFA, the results suggest a more complete picture, with higher 

significance and explanatory power, and examination of exactly what items from which antecedents 

impact brand love. 

 

7.1 RESULTS BEFORE EFA 

The analysis of the results showed that three hypotheses have been accepted. Showing that brand 

identification (h1), hedonic value (h2) and utilitarian value (h6) had a positive impact on brand love 

(Since hypothesis one, brand identification, remained intact after the EFA, it will be discussed in 

chapter 7.2). 

 

Hedonic value 

As previously discussed by researchers, hedonic value does have a positive impact on brand love 

(Carroll and Ahuvia, 2006, Huber et al. 2015, and Liu et al., 2018). A possible explanation for this 
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is the positive emotional connection as suggested by Carroll and Ahuvia (2006) and Huber et al. 

(2015) resulting from hedonic value. This outcome suggests that the items enjoyment (Carroll and 

Ahuvia, 2006), escapism (Huber et al., 2015) and good memories (Liu et al., 2018) all positively 

impact brand love. 

 

Utilitarian value  

As argued by Huber et al. (2015) utilitarian value has a positive impact on brand love. These results 

imply that the items superior performance, unique functionalities (Huber et al., 2015) and price 

(Overby and Lee, 2006) have a positive influence on brand love. A possible explanation for this is, 

when consumers evaluate these items in a positive manner this influences how consumers perceive 

a brand (Huber et al., 2015). 

 

Rejected hypothesis  

The hypothesis brand experience (h3), brand reputation (h4), sense of community (h5) and novelty 

perception (h7) were all rejected indicating they do not impact brand love. This result contradicts 

findings from Bicakcioglu et al. (2016), Garg et al. (2015), Liu et al. (2017) and Bergkvist and Bech 

(2010). A possible cause of this is that sense of community and novelty perception were only 

mentioned once in literature and therefore not researched thoroughly. The rejected hypothesis brand 

experience and brand reputation were researched multiply times; however, they were never tested 

together with all other antecedents before. This could be a possible reason why they were rejected. 

 

7.2 RESULTS AFTER EFA 

After the EFA, only brand identification was found to have solid boundaries, the remaining six 

antecedents were either removed or had its items rearranged into new factors. Consolidation of 

brand love antecedents suggests that most of previous findings are not replicable in an all-inclusive 

scenario. Social influence, which was a recurring theme in literature, was removed through the 

EFA, suggesting that social influence items do not impact brand love. In addition, the items unique 

functionality and innovativeness were also removed, suggesting consumers love for a brand does 

not demand an exceedingly unique offer. However, the item superior performance is still 

significant, indicating that brand love requires well performing products, even if they are not unique 

or innovative. 

 

Despite the exclusion of some times, the regression after the EFA demonstrated that most items are 

still relevant if factored into new antecedents, namely new antecedent (1) and new antecedent (3). 

The new antecedents found were thereafter named brand evaluation (new antecedents (1)) and 
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experience value (new antecedent (3)), which together with brand identification account for an 

explanatory power of 50%. 

 

Brand evaluation 

This new antecedent is the combination of trust, and honesty (from brand reputation), superior 

performance, and price (from utilitarian value), and comparison to other brands (from novelty 

perception). Trust and honesty were previously suggested to be a construction of social influences 

(Liu et al., 2018). However, social influence does not appear to play a clear role in supporting trust 

and honesty after the EFA. In addition, superior performance and price have been mentioned to be 

associated with comparisons to other brands (Fournier, 1998). Cohesively, comparison to other 

brands, previously allocated to novelty perception, is an item that is now part of this new 

antecedent. As such, one possible interpretation for the grouping of trust, honesty, price, superior 

performance, and comparison to other brands, is that, those are constructs people use to evaluate 

and compare a brand. Hence, brand evaluation. 

 

Brand identification 

In concurrence with previous studies (Batra et al., 2012; Bergkvist and Bech, 2010; Bicakcioglu et 

al., 2016; Carroll and Ahuvia, 2006), this hypothesis was accepted. Showing that brand 

identification has a positive impact on brand love. These results support findings from Carroll and 

Ahuvia (2006), who state that self-extension is an important construct of brand identification. In 

addition to desired-self, from Batra et al. (2012). And, self-esteem named by Bicakcioglu et al. 

(2016). Brand identification had the most citations in literature, and its acceptances does not come 

as a surprise. However, this is the first evidence that brand identification, as a construct, is solid and 

maintain its integrity when tested in relation to other antecedents. 

 

Experience value 

This new antecedent consists of four items; Good memories (from hedonic value), sensory and 

intellectual stimuli (from brand experience), and newsworthy (from novelty perception). A possible 

interpretation for their grouping is that, in forming good memories, consumers use experiences as a 

measure, in particular, brand stimuli. In addition, newsworthy is defined in the operationalization as 

“creating exciting news” (Liu et al., 2018). Excitement could also be interpreted as the result of a 

stimuli, in this case the creation of exciting news. As such, the combination of these different 

stimuli and good memories, indicates that brand related experiences can generate valuable imprints 

into consumers memory. Hence, the name experience value. 
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8. CONCLUSION  

Previous literature on brand love included ten antecedents, however, evaluation of previous studies 

showed a great divergence in research. This gap in research occurred because previous research 

tested different antecedents with little regard to parallel studies. In attempting to explain what 

impacts brand love, this is the first study to include all ten brand love antecedents. Consolidation of 

previous findings on brand love antecedents drastically changed the understanding of what 

antecedes brand love. The consolidated model of brand love antecedents  as seen in figure 3. can be 

explained as the impact of: a) how people evaluate a brand; b) how people identify with a brand; 

and c) how people experience and remember a brand. Moreover, brand love seems to persist 

regardless of brand categories, with a very small impact in how brand category influence consumers 

love for a brand. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 3 Consolidated antecedents of brand love model (CAB model). 

  

Brand love 
Adjusted R squared .500 

Brand evaluation 

Experience value  

Brand identification 



 44 

9. IMPLICATIONS, LIMITATIONS AND FURTHER RESEARCH 

9.1 THEORETICAL AND MANAGERIAL IMPLICATIONS 

This study contributes in getting a better insight on the impact of antecedents of brand love. As 

mentioned in the beginning of the study, the field of brand love is divergent, with poor regard to 

parallel studies. The present study combined the findings of these previous studies and tested the 

ten antecedents together for the first time, filling the gap of divergence in the field with a 

consolidated model. This has been done in two stages. One, the impact of antecedents on brand love 

was tested and the knowledge of this area further expanded. The tests provided evidence that three 

antecedents, brand identification, hedonic value and utilitarian value had an impact on brand love. 

Two, the impact of antecedents on each other was also tested through the EFA, resulting in a 

substantial change compared to the previous outcome. Not only three antecedents were accepted as 

expected before, but also various items of different antecedents were rearranged, ultimately 

resulting in two new antecedents and brand identification. The second stage was to provide the 

building blocks for a consolidated model of brand love antecedents, which can be used by 

managers, and researchers in future studies in order to avoid further divergence in research. 

The present study contributes to literature in the following ways. By demonstrating the impact and 

importance of a consolidated model of brand love antecedents, the findings contradict the current 

understanding of what antecedes brand love. The proposed model (figure 3) illustrates an image of 

the antecedents’ impact on brand love, containing brand evaluation, brand identification, and 

experience value. The model can be used by companies who desire to achieve this high form of 

satisfaction and delight, resulting in several benefits for the company, such as loyalty, repurchase 

intention, positive word-of-mouth, forgiveness, willingness to pay premium, and long-term 

relationships (Batra et al. 2012; Bergkvist and Bech, 2010; Bicakcioglu, et al. 2016; Carroll and 

Ahuvia, 2006; Garg et al., 2015; Liu et al., 2018). Based on the present results, companies aiming to 

achieve brand love can follow these three steps. First - in comparison to competitors - deliver 

honest, trustworthy, and superiorly performing products/services to consumers. Secondly, focus on 

exciting consumer experiences in the form of sensory and intellectual stimuli, which aim to 

generate positive memories on consumers mind. Finally, understand how consumers can use the 

brand to create self-extensions, support a desired-self, and enhance self-esteem, hence, identifying 

with the brand. 

Additional to the main contributions, the pre-study (appendix 1) demonstrates how a qualitative 

method, previously used to explore, can be used to, instead, reduce the number of concepts in a 

model. This methodological approach is relevant when an excessive number of constructs have 

scarce evidence for their use, hence, the approach can serve as a screening process. 
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9.2 LIMITATIONS AND SUGGESTION FOR FURTHER RESEARCH 

This study faced some limitations. Firstly, 50.0% of the current model explains brand love which 

means the other half is unaccounted for, with antecedents unknown to researchers. Therefore, it still 

gives other researchers the opportunity to contribute to this model. Researchers can use the model 

as a base, add new antecedents, and test them together. Therefore, the divergence occurring in 

literature can be avoided, and researchers can work more effectively. Ultimately, building a more 

extensive model. While doing so, further research should also take into consideration the 

misleading effect that a lack of concern for parallel studies has on the results of brand love 

antecedents. 

 

Another limitation is that, during the pre-study, respondents gave signals possibly showing the 

existence of new antecedents. However, this option was not further researched because it did not 

match the scope of this study. Meaning that further research could still explore new antecedents.  

 

Lack of control and language issues, typically occurring for an online survey, can also be seen as an 

limitation. In addition to this, there were no cultural control questions, and therefore, it is not 

possible to note any cultural influence on the outcomes of the study. Although not expected, 

researchers could add this to test if the cultural background has any influence on the outcome. 

Finally, repeating the present study can increase the stability of the results and is, therefore, 

desirable.  
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APPENDIX 1. PRE-STUDY 

The pre-study is used in order to test the face validity of antecedents with single citations in 

previous literature. Such antecedents have no corroborative evidence and are often presented with 

little depth in brand love studies, hence, they lack sufficient evidence for their acceptance in the 

conceptual model. Therefore, the pre-study serves as a filter; if antecedents with single citations are 

mentioned by participants and the coding of answers reveal that the antecedent is relevant, this 

antecedent is then operationalized. 

 

BRAND LOVE PROTOTYPE 

In order to explore the concept of love, previous research has made use of prototypes, which are 

characterized by the ability to undertake abstract concepts and help generate tangible results 

(Shaver et al., 1987; Fehr, 2006; Batra et al., 2012). This kind of approach regards consumers own 

perspective (Batra et al., 2012), however, due to love’s abstract nature, researchers attempts to 

conceptualize respondents’ descriptions into tangible categories can be problematic. One example is 

the attempt to equate interpersonal love to love toward objects or activities, suggested to be a 

significant problem (Aggarwal, 2004; Richins, 1997). In light of this issue, Batra’s et al. (2012) 

argues for the following approach; they initiate by exploring love towards anything other than 

interpersonal love, meaning their starting point is already outside of the interpersonal love realm. 

Additionally, Batra et al. (2012) approach is to ask participants to observe their perceptions towards 

loved, liked, and neutral brands, and discuss the distinction between them. The literature provides 

support for such distinction, Batra et al. (2012) results indicates that there are two degrees of brand 

love, high and low, Garg et al. (2015) suggests that brand love is only true when associated to the 

high degree of love, while the low degree is more closely related to like, and, in addition, Carroll 

and Ahuvia (2006) claim that love and like are significantly different concepts and should be 

studied as such. 

 

The present brand love prototype is based on Batra et al. (2012) approach; however, it differs in a 

few manners. Batra et al. (2012) goal was to explore new antecedents of brand love, whereas the 

present research aim is to validate the relevance of single citation antecedents already present in 

literature in order to narrow the focus of the conceptual model and operationalize only those 

antecedents found to be relevant. Another distinction is that, Batra et al. (2012) first explore love 

towards anything other than another person as an initial step with a batch of respondents and based 

on those findings conduct a second batch of interviews focused on brand love. Nevertheless, the 

present research does not divide the exploration into two steps, instead, it asks about love towards 

anything other than another person and, during the same interview, proceeds to inquire about brand 
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love. This is done because, as mentioned, love is an abstract concept, asking participants to interpret 

the abstract definitions of others could mean that their answers are not entirely related to the same 

understanding of the first batch of interviews. 

 

APPROACH 

The prototype was constructed on a phenomenological approach, saturation was reached after 12 

semi-structured interviews resulting in an approximate total of five hours, and the sampling was 

non-probability, convenience sampling. Often, probability sampling is favored in research (Bryman 

and Bell, 2011), however, previous literature suggests that antecedents do not vary based on age, 

gender or sexual orientation (Batra et al., 2012). Hence, this sampling method gives the researchers 

easy access to participants. In light of the previous discussion on Batra et al. (2012), the present 

research initiates the exploration process by testing the interview guide with a PhD lecturer, from 

Linnaeus University, and four peers. As a result of the initial test, the final prototype process was 

designed as follows (note that, during the process, non-scripted questions could be asked if more 

depth was required): 

 

Step 1: participants are asked if there is anything they love other than another person (such as 

objects or activities), followed by an inquiry on what leads them to love such things or activities. 

The purpose of this step is to provoke participants thought process on how they perceive love. 

According to Batra et al. (2012), participants are not used to think about their love towards things or 

activities and therefore must be stimulated in order to enrich answers. 

 

Step 2: participants are asked to imagine three brands, one that they truly love, one that they like 

and a neutral brand. Once participants have had time to think, they are asked to tell what those 

brands are and how they distinguish between loved, liked and neutral brands. Next, they are asked 

to distinguish specifically between the loved brand and like. In the gap between liked and loved 

brands, the researchers are then able to identify answers which relate to existing concepts in 

literature, consequently used in the coding process. 

 

Step 3: participants are asked to tell what could make them fall in love with a brand. This step was 

added in order to give participants a second chance to expand or give additional answers. 

 

FINDINGS 

Once the data had been gathered, it was analyzed using a coding scheme in order to identify 

emerging themes (Bryman and Bell, 2011), which were then sorted into antecedent categories. As a 
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result, the antecedents positive emotional connection, respect, and overall attitude valence were not 

found to be relevant. The table 13 (below) summarizes the pre-study findings:  

 

Table 13 

Summary of pre-study findings 

Antecedents with single citations Coding results 

Positive emotional connection Not relevant 

Sense of community Relevant antecedent 

Utilitarian value Relevant antecedent 

Overall attitude valence Not relevant  

Respect Not relevant 

Novelty perception Relevant antecedent 

 
Below in Figure 4, the reader can also find an illustration summarizing the pre-study process. In 

black, the relevant antecedents for the pre-study are presented, while the antecedents not examine in 

the pre-study are shown in grey: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 4 Summary of the pre-study process. 
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APPENDIX 2. ADDITIONAL TABLES 

Table 14:  

Descriptive data 

Gender Level of education Age Brand love Brand category 

Male (48.8%) 
Female (51.2%) 

High school/Vocational training (27%) 
Bachelor degree (48.9%) 
Master degree (19%) 
PhD/Professor (1.2%) 
Others (5.1%) 

18-24 (11.9%) 
25-34 (42.2%) 
35-44 (26.2%) 
45-54 (10.9%) 
55+ (8.7%) 

Love a brand (90%) 
Do not love a brand (10%) 

Electronics (21.6%) 
Fashion (41.7%) 
FMCG (23.4%) 
Others (13.3%) 

N = 406 

 

Table 15 

Anti-image correlation  

Brand identification 931a -.155   -.071   -.146 -.294 -.049 -.070 

Hedonic value -.155 .911a    -.283 -.047 -.120 -.293 -.049 

Brand experience -.071 -.283 .903a -.111 -.109 .076 -.318 

Brand reputation -.146 -.047 -.111 .911a -.344 -.234 -.087 

Sense of community -.294 -.120 -.109 -.344 .895a .058 -.168 

Utilitarian value -.049 -.293 .076 -.234 .058 .877a -.323 

Novelty perception -.070 -.049   -.318 -.087 -.168 -.323 .900a 

a Measures of Sampling Adequacy(MSA) 

N = 398 
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APPENDIX 3. BRAND LOVE SURVEY 
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