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The review of brand love and Critique of them

'Mirza Hasan, Hosseini, “Sepideh, Esmaili Irani

! Associate Professor, Department of management, Central office, Payame Noor University,
Tehran, Iran
2 Master Student, Department of Management, Nima nonprofit institution of higher education,
Mahmoud Abad, Iran

Abstract

Nowadays, everyone making their emotional relationship with consumers is obvious. The
deepest feelings of love to live in this area. In this context, many studies have been done.
In this paper the method of literature review and a critical approach, an analysis of
several of the brands we love. In this study we brand identified factors we need to love
and love to brand benefits for organizations and brands mentioned.
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