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Analysis of the concept of brand love
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Abstract

The structure of the love they have great importance among researchers and marketing
professionals. To this end, we conduct research and brand owners in a library study
assumptions and implications love to introduce our brand. Defaults are included self-
expressivness, hedonic goods and prestige of the brand. Presented the outcome of the

engagement customers that have been analyzed. Marketing professionals in marketing
and advertising program to the antecedents and consequences of brand should consider
love to be able to achieve their desired outcome.
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