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Abstract— A stream of branding researchers
considered brands as an active partner of human and
this concept is challenged by another group as a
brand is an inanimate object. In normal phenomenon,
the relationship is formed between two people. The
purpose of this paper is to overcome this challenge
raised by the critics about a brand as a relationship
partner of consumer and to develop the proposition
regarding consumer brand relationship to establish
common consensus about the relationship from
between consumer and brand. This paper critically
evaluates the literature about consumer brand
relationship from the 1980s and onwards consistent
with interpersonal relationship literature. This study
explores facets of consumer brand relationship to
establish the concept and develop six propositions
from relationship context. The first it establishes a
brand as a human entity. The second it investigates
how brand act as a relationship partner. The third it
explores the relationship norms that guide the
relationship between consumers and brands. The
fourth types of relationships consumers maintain with
brands. The fifth it also shows high brand equity is
the outcome of strong consumer brand relationship.
Lastly, it explores strong loyalty resulted from strong
consumer brand relationship. There is a scarcity of
consumer brand relationship research that integrates
different aspect of the concepts, on which the concept
stands, developed by the researchers. This study,
therefore, integrates different aspect of consumer
brand relationship research and establishes the
common notions of consumer brand relationship

perspective to overcome its conceptual challenge.
There is dearth of research that highlights brand
supply chain or brand value delivery strategies from
consumer brand relationship perspective on which
this gives indication of its basis.
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1. Introduction

In this highly competitive and contemporary global
economy, companies have been producing quality
products and services to make highly satisfied and
loyal customers that will ensure their survival [30].
Loyalty ensure company’s profitability [17], [30]
since loyal customers buy more of the company’s
products and services [47], [54]), forgive service
failure [82] and pay less interest to competitive
offerings [58]. The significance of loyalty is more
on firm’s value as 1 percent increase in customer
loyalty impacted five times on a firm’s value [24],
[68]. Therefore, brand managers relentlessly effort
to find the best ways to reach to the destination of
customer loyalty.

The way to make consumers loyal is to ensure their
satisfaction because loyalty is the function of
satisfaction [30]. Over the years, business
organizations mainly  focus on  customer
satisfaction as it affects customer retention and
market share [38]. Satisfied customers are less
influenced by competitiors offerings and stay loyal
for long time [83]. However, satisfaction alone
cannot ensure loyalty since satisfied customers also
switched to competitor’s offerings. For example, in
1991, Xerox found that though Xerox’s customer
were satisfied but they are not coming back to
Xerox for repeat purchasing [51]. Moreover, brand
managers undertake various loyalty programs to
keep customers loyal for long time. Nonetheless,
these loyalty programs cannot produce desired
results. For example, in America, out of twenty
consumers less than ten consumers actively take
part the loyalty programs [12]. He stated the root
cause of failure of loyalty programs is marketers
focusing mainly the transactional perspective. He,
therefore, suggested strengthening consumer brand
relationship will overcome this problem and
enhance consumer loyalty for long time.

Recently the significance of the consumer brand
relationship study has been acknowledging in
marketing studies [73]. Over the years there is a
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growing body of literature deals with consumer
brand relationships [19]. Researchers used different
concepts e.g. self-concept [71], self-connection
[28], brand attachment [13], [79], brand love [6],
[7] and [11], brand romance [62], brand passion
[8], brand commitment [77]. All these studies used
different concepts to identify different aspect of
consumer brand relationships. However, these
studies failed to give holistic overview of consumer
brand relationship as a new concept that will help
researchers and readers easily comprehend the
concept and its basic premises.  Moreover, the
question still raised by academics and critics how
brand (as an inanimate object) becomes
relationship partner in interpersonal relationship
meaning [15], [64], [69] since in commercial
exchange direct contact between individuals is
essential [9]. Further, there are also few
misunderstandings related to brand relationship and
brand loyalty since they are considered as same
[50], brand relationship and brand equity.

In this literature review paper, the researchers
extensively analysed the consumer brand
relationship literature to address the above-
mentioned issues. The main objective of this
research is to explore the concept of consumer
brand relationship and establish brands as a
relationship partner. Besides the paper intends to
clarify the concept brand loyalty and brand
relationship, brand equity, and brand relationship.

2. Consumer brand relationship

The concept consumer brand relationship is defined
by [70] as the relationship between consumers and
their consumption objects ranges from fleeing of
antipathy to slight fondness that is existed in person
to person relationship. While ten years later [34]
stated brand as active relationship partner for
consumers that provides meaning in a psycho-
socio-cultural context. Later [44] referred consumer
relationship as brand resonance and defined it as
consumer feel ‘sync’ with the brand.

The concept consumer brand relationship has been
practicing in the academic arena since last two
decades [32]. The first piece of work of consumer
brand relationship titled as “Beyond Brand
Personality: Building Brand Relationships” is
attributed to [16] published in 1993 [31]. Later
[29] studied consumer brand relationship
dissolution process. However, consumer brand
relationship was conceptualized in depth and
established as research landscape by the seminal
work of [34]. Since then different concepts,
perspectives and theories have been introduced to
understand the concept consumer  brand
relationship [32].

3. Brand as a human

To validate brand as a person it is essential to
understand ways brands are animated, humanized
or personalized [34]. According to the theories of
animism, it is needed to anthropomorphize objects
because it eases our interactions with the
nonmaterial world [53], [80]. Anthropomorphizing
of inanimate objects is universally accepted [18] in
all societies. Consumers frequently assign
personality qualities to these in animate objects [3]
and considered brand as a human characteristic
[48], [64]. Advertisers’ humanize brands and
animate their offering which consumers accept
[34].

Theories of animism specified three process
mechanisms to realize brand in the relationship
[34]. First, brands must be possessed by the past
spirit and present by other. For example,
advertisers ~ use  spokespersons  so  that
spokespersons’ personality fit those of the
advertised brands. To deliver the spirit of the
endorser spokespersons are more effective because
they endorse brand through usages [52]. Second,
the brand objects are completely
anthropomorphized that is a transfer of thought,
emotion, and volition. People selectively assign
human characteristics to consumer goods [14], [67]
but mostly food, clothing, drinks [37] and
technologies of household [55]. Third, brands must
possess personification qualification. [10] showed
different technique how a brand is personified that
elicits emotions and feelings. Brands must act as an
active and contributing member of the relationship
dyad. Marketing actions, daily marketing tactics,
and strategies are the behaviour carried out by the
brands that can be regarded its active relationship
role. These behaviours are considered as traits
which are the basis of evaluation of person [74].
Therefore, following the above discussion we can
propose:

Proposition-1: Consumers considered brand
as human entity.

4, Brand as a relationship partner

Brands are considered as relationship partner [4],
[34] and [36]. This relationship is not out of
controversy because people and objects vary in
different ways [4]. However, [70] and [33]
identified consumer and object relationships are the
same as the relationship between two people. They
proposed the bonding between consumers and
objects are same as between two persons like
friendship, marriage etc. [34]. Moreover,
relationship means a sequence of interactions
between the parties involve where future
interactions are different from the first interaction
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with a stranger [40]. The same theme has been
reflected in the consumer brand relationships study
of [34] and [78]. Based on different relationship
dimensions they identified different type of
consumer brand relationships. Their proposed
consumer relationships with brands range from
casual friends to arranged marriages which
consumers manage in different relationship stages
and situations. Therefore, [4] stated consumers’
interactions with brands are the same as their social
interactions with other individuals. He identified
two reasons for this. First, for service brand and
brands combining both product and services,
consumers find no differences between brands and
their manufacturers. They considered brands and
the company as same. Consumers follow the
procedures of social relationships when they
interact with the representative of the service
brands. Second, some consumers considered the
brand of physical product as a living being. In
human-computer interaction, [56] showed that
social rules governed interpersonal relationships.
Objects possess souls as well known in the product
domain [37]. People, therefore, assign human-like
properties to brands and interact with them the way
parallel to social relationships as a partner [4].
Based on the above discussion the following
proposition is stated:

Proposition-2: Brand act as a relationship
partner in consumer brand relationship.

5. Consumer  brand
norms

relationships

Other than forming relationship with all the people
lived in a society, a person is selective in
relationship formation. A distinct set of relationship
norms guide these relationships [4]. Social
psychology identified human relationships are
primarily based on two factors: economic and
social factors [23]. They classify these factors as
exchange relationships and communal
relationships. Exchange relationships are called
liquid pro quo that is people give something to
partners to get something in return [4]. On the other
side, in communal relationships, people offer
benefits to others only for their concern to others or
to fulfil other’s needs like in the family or friendly
relationships [4]. Authors [21], [22] and [23]
identified exchange and communal norms of
relationships as presented in the table-1.

Consumer researchers recently have noted that
consumers regard their relationship with brands in
the same way as interpersonal relationship existed
between two people in social context [4], [34].
Researchers showed that these communal and
exchange relationship norms influence consumers’

responses to brand against the actions of brands [5].
Violation of these implicit and explicit rules is

Table 1. Exchange and communal norms of
relationships

Exchange
Relationships Norms

Communal
Relationships Norms

Accepting help with
money is preferred to
no payment.

Accepting help with no
monetary payment is
preferred.

Desirable to  give
comparable benefits in
return  for  benefits
received.

Less desirable to give
comparable benefits in
return  for  benefits
received.

Prompt payment for
specific benefits
received is expected.

Prompt repayment for
specific benefits
received is not expected.

More likely to ask for
payments for benefits
rendered.

Less likely to ask for
payments for benefits
rendered.

Helping others is less
likely.

Less likely to keep track
of individual inputs and

outcomes in a joint task.

Requesting help from | Divide rewards
others is less likely. according to  each
person’s needs and
requirements.

Keeping  track  of | Helping others is more
others’ needs is less | likely.

likely.

Less responsive to | Requesting help from
others’ emotional | others is more likely.
states. Keeping track of others

needs is more likely.

More  responsive to
others’ emotional states.

called brand transgression [2] as like transgression
happens between two persons in interpersonal
relationships. Ref. [4] showed that consumers
evaluate a brand negatively when the brand’s
action violate these relationship norms and vice
versa. Consequently, it can be posited that:

Proposition-3:  Interpersonal relationship
norms guide the consumer brand relation.

6. Brand supply chain or value
delivery network strategies depend
on the types of consumer brand
relationships

Consumers throughout their life span develop
relationship with brand [42] and maintain different
relationships with different brands. Consumers’
brand relationships can be summarized for given
brand and category using different relationship
types [34]. These relationships take different forms
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with different strength and nature [42]. Using [75]
“Triangular Theory of Love” [70] identified eight
different types of relationships as non-liking,
liking, infatuation, functionalism, inhibited desire,
utilitarianism, succumbed desire, loyalty. The basis
of these relationships is underlying motivation,
emotion, and cognition. Ref. [34] urged the
importance of relationship types for brand
personality development and for relationship
maintenance requirement. She identified fifteen
types relationships consumers maintain with brands
such as arrange marriage, causal friends, marriage
of convenience, committed partnerships, best
friends, compartmentalized friendship, kinships,
rebounds, childhood friendships, courtships,
dependencies, flings, enmities, secret affairs,
enslavements. Ref. [42] identified the types of
brand relationship from children brand relationship
perception perspective. Children form relationships
with different brand, they identified them and store
and retrieve information about brands from past
interactions with them. Ref. [42] identified ten
different types of relationships children maintain
with brands such as first love, true love, arrange
marriage, secret admire, true friend, fun buddy old
buddy, acquaintance, one-night stand, enmity. Ref.
[66] criticized [42] children brand relationship
types as he overlooked interdependence and
intimacy aspect of a relationship, [66] proposed
four relationship style: uberbrand relationships,
lifestyle relationships, fad relationships, and phase
relationships. Ref. [78] also explore the types of
consumer brand relationship from service industry
context. Their study supported [34] fifteen types of
brand relationship, in addition, they proposed love-
hate relationship under friendly-hostile dimensions
since consumers engaged in a brand relationship
with positive and negative affect.

The identification of relationship types is important
from brand supply chain and value delivery
network perspectives. For each type of relationship,
relationship maintenance requirement and the
values consumers expect are different. For
example, arrange marriages type of relationship
requires exclusive commitment with low levels of
attachment intended for long-term consideration
where committed partnerships require high levels
of trust, intimacy and love [34]. Nonetheless, the
requirements are short-term and reciprocal
demands for flings types of relationships [34].
Similarly, value requirements for each types of
relationship consumers form with brands differ.
Therefore, it can be proposed that:

Proposition-4: Brand supply chain or value
delivery network strategies depend on the
types of consumer brand relationships.

7. Consumer brand relationship and
brand equity

Ref. [1] defined brand equity as “a set of assets
(and liabilities) linked to a brand’s name and
symbol that adds to (or subtracts from) the value
provided by a product or service to a firm and/or
that firm’s customers. He identified four major
types of assets brands create brand awareness,
loyalty, perceived quality, and associations. Brand
equity creates value for both consumers and firms.
However, [44] considered brand equity only from
consumers’ point of view and titled it as
‘Consumer-Based Brand Equity (CBBE)’. He
defined brand equity as positive differential affects
a brand has in its consumer minds. He showed
CBBE pyramid consisted of six blocks as brand
salience, brand performance, brand imagery, brand
judgment, brand feelings and brand resonance. Ref.
[72] stated that a brand drives a significant portion
of value from brand association and brand image
created in the mind of consumers which are
generated from interaction, communications, brand
experiences and other activities that nurture the
relationships. Therefore, there is a link between
consumers and brands. Ref. [78] called this link as
consumer bonding with brands that [45] defined as
brand resonance. He defined the brand resonance as
consumers’ relationship with the brands. It means
how consumers act, feel attached, and think about
the brand. This is the final stage of consumer based
brand equity [45]. In the brand equity development
process, strong brands need to reach the final stage
of the development process that is brand resonance
[65]. Thus, we can posit that:

Proposition-5: High-level of brand equity is
achieved through strong consumer brand
relationship

8. Consumer brand relationship and
loyalty

The prime focus of marketing strategy is to create
and maintain customer brand loyalty [49].
According to [41] brand loyalty means “a biased
behavioural response expressed over time by some
decision-making unit with respect to one or more
alternative brands out of a set of such brands”.
Though the concept of loyalty is more than seventy
years old [24] the measure and understanding of it
is still lacking [35]. Market loyalty behaviour is
considered as purchase, positive recommendation,
a share of purchase. However, till now there is a
lack of consensus regarding its definitions and
measures [39]. According to them researchers
mainly concerned two types of loyalty: the first-
primary loyalty or behavioural loyalty or purposive
repeat purchase which [26] defined as aggregate
repeat purchase of an individual e.g. purchase,
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volume, frequency, retention, and share. The
second type is attitudinal loyalty that includes
positive word of mouth, referrals, and advocacy.
These aspects of loyalty have the less predictive
capacity; therefore, the third stream of loyalty is
proposed by researchers from the relational
perspective that focus on belief and feelings [59].
[35] called this hedonic or emotive aspect of brand
loyalty. This relational aspect of loyalty is much
richer than a conventional behavioural framework
[39] and consumer brand relationship build up
brand loyalty [4]. Ref. [61] also supported the
notion that consumer brand relationship plays a
critical role in building customer loyalty. Empirical
studies [27], [61], [81] also showed that strong
consumer brand relationship positively influenced
brand loyalty. Therefore, it can be proposed that

Proposition-6: Strong brand loyalty is guided
by consumer brand relationship.

9. Conclusion

Summing up, though the newest discipline in
marketing literature, consumer brand relationship is
an established concept. It is developed as
metaphoric  concept from the interpersonal
relationship. Consumers consider brand as human
and developed and maintain the relationship with
brands as they existed between two people. It is
established that consumers not only consider brand
as human but also consider brand as an active
partner in relationship dyad. The relationship
between consumer and brand also follow the
relationship norms, communal or exchange
relationships, as followed by persons in an
interpersonal relationship [4]. Qualitative studies
by authors [34] [42], [43], [60], [19] identified
consumer brand relationship as a distinct concept,
its types and dimensions where quantitative studies
of different authors [2], [20], [46], [63], [76]
explain and generalize the phenomenon. These
studies establish consumer brand relationship as
separate construct.

This paper digs into the origin of the concept of
consumer  brand relationship  extend the
understanding of the concept, establishes it as a
separate concept removing the misconception of
academicians as they raised question how a brand
become a relationship partner, identifies the
fundamental basis of the concept and suggests for
its value delivery network. The propositions have
been drawn from the existing knowledge of the
literature which has been validated and verified by
empirical studies. From the academic point of
view, this is a comprehensive study regarding
consumer brand relationship that assimilates the
concept of consumer brand relationship and its
different perspectives. This research accumulates

the different point of view of researchers to come
to a common consensus and avoid the
misconception existed among researchers. From a
managerial point of view, this research help
manager to understand in depth the concept of
consumer brand relationship and its types that they
can apply in maintain their brand relationships with
consumers. The nature of brand supply chain and
value delivery network developed base on the
conceptualization of brand. Companies supply
chain or value delivery network differs for different
types of relationship (e.g., marriage, best friend,
committed partnership, childhood friends, enmities
etc.) a brand forms with its consumers. The
managers will get their understanding about the
concept, its types, dimensions, nature and
fundamentals of relationships consumers build with
their brands and it will help them take strategic
decision in branding, designing its supply chain and
value delivery network. Despite these, this
researcher could have been considered more
numbers of research works of other authors which
would enable it to draw some other propositions.
However, this research will help future researchers
clearly understand the consumer brand relationship
concept, its nature, types, and dimensions as
existed in the literature. Based on this ground
future researchers can understand the present status
of consumer brand relationship and extend the
concept. Further research should be conducted to
empirically investigate how the consumer brand
relationship concept would be strengthen and to
develop value delivery model for each type of
consumer brand relationship. Future quantitative
research will help generalized the concept from
different context.

References

[1]  Aaker, D., "Building Strong Brands"”, New
York: The Free Press,1996.

[2]  Aaker, J., Fournier, S., Brasel, S. A, "When
good brands do bad", Journal of Consumer
Research, Vol. 31 No. 1, pp. 1-16, 2004.

[3] Aaker, J. L. "Dimensions of brand
personality”, Journal of marketing research,
Vol. 34 No. 3, pp. 347-356, 997.

[4] Aggarwal, P., "The effects of brand
relationship norms on consumer attitudes
and behavior”, Journal of Consumer
Research, VVol. 31 No. 1, pp. 87-101, 2004.

[5] Aggarwal, P., Law, S., "Role of relationship
norms in processing brand information',
Journal of consumer research, Vol. 32 No. 3,
pp. 453-464, 2005

[6] Albert, N., Merunka, D., "The role of brand
love in consumer-brand relationships",
Journal of Consumer Marketing, Vol. 30 No.
3, pp. 258-266, 2013.



Int. ] Sup. Chain. Mgt

84

Vol. 7, No. 3, June 2018

[7]

[8]

[9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

[19]

Albert, N., Merunka, D., Valette-Florence,
P., "When consumers love their brands:
Exploring the concept and its dimensions",
Journal of Business Research, Vol. 61 No.
10, pp 1062-1075, 2008.

Albert, N., Merunka, D., Valette-Florence,
P., "Brand passion: Antecedents and
consequences”  Journal  of  Business
Research, Vol. 66 No. 7, pp. 904-909, 2013.
Aurier, P., Séré de Lanauze, G., "Impacts of
perceived brand relationship orientation on
attitudinal loyalty: An application to strong
brands in the packaged goods sector”,
European Journal of Marketing, Vol. 46 No.
11/12, pp. 1602-1627, 2012.

Avis, M., Aitken, R., "Intertwined: Brand
personification, brand personality and brand
relationships in historical perspective",
Journal of Historical Research in Marketing,
Vol.7 No. 2, pp 208-232, 2015.

Batra, R., Ahuvia, A., Bagozzi, R. P,
"Brand love"”, Journal of Marketing, Vol. 76
No. 2, pp. 1-16, 2012.

Beerman, J., "How to Engineer an Awesome
Loyalty = Program™.  from  American
Marketing Association”
https://www.ama.org/multimedia/Webcasts/
Pages/customer-loyalty-program-
082515.aspx#sthash.31h01wEl.dpuf, (16-12-
2016).

Belaid, S., Temessek Behi, A., "The role of
attachment in building consumer-brand
relationships: an empirical investigation in
the utilitarian consumption context” Journal
of Product & Brand Management, Vol. 20
No. 1, pp. 37-47, 2011.

Belk, R. W., "Possessions and the extended
self", Journal of consumer research, Vol. 15
No. 2, pp. 139-168, 1988.

Bengtsson, A., "Towards a critique of brand
relationships', Advances in Consumer
Research, VVol. 30, pp. 154-158, 2003.
Blackston, M., “Beyond brand personality:
building brand relationships”, Brand equity
and advertising: Advertising’s role in
building strong brands (Eds), Aaker, D. A.,
Biel, A. L., Psychology Press, London, 113-
124, 1993.

Bowen, J.T., Chen, S.L., “‘The relationship
between customer loyalty and customer
satisfaction’’, International  Journal of
Contemporary  Hospitality Management,
Vol. 13 No. 5, pp. 213-7, 2001.

Brown, D. E., Human universals. McGraw-
Hill, 1991.

Bruhn, M., Eichen, F., Hadwich, K.,
Tuzovic, S., "Conceptualizing and
measuring brand relationship quality”, In
W. Mayerhofer & M. Secka (Eds.),
Consumer-Brand Relationships: Theory and

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

[30]

[31]

[32]

Practice. Taylor & Francis Group, Miltom
Park, Abingdon, Oxon. pp. 165-185, 2012.

Chang, P. L., Chieng, M. H., "Building
consumer—brand relationship: A
cross-cultural experiential view",

Psychology & Marketing, Vol. 23 No. 11,
pp. 927-959, 2006.

Clark, M. S., "Noncomparability of benefits
given and received: A cue to the existence of
friendship"”, Social Psychology Quarterly,
Vol. 44 No. 4, pp. 375-381, 1981.

Clark, M. S., Mills, J. R., Corcoran, D. M.,
"Keeping track of needs and inputs of
friends and strangers", Personality and
Social Psychology Bulletin, VVol. 15 No. 4,
pp. 533-542, 1989.

Clark, M. S., Mils, J., "The difference
between  communal and  exchange
relationships: What it is and is not",
Personality and Social Psychology Bulletin,
Vol. 19 No. 6, pp. 684-691, 1993.

Copeland, M. T., "Relation of consumers'
buying habits to marketing methods",
Harvard business review, Vol. 1 No. 3, pp.
282-289, 1923.

Cupta, S., Lehmann, R.D, Stuart, J.A,
“Valuing customers”, Journal of Marketing
Research, Vol. 41 No. 1, pp. 7-18, 2004.
Ehrenberg, A. S. C., "Repeat-Buying: Facts,
Theory and Applications”, Charles Griffin,
London, 1988.

Ercis, A, Unal, S., Candan, B., Yildrim, H.,
"The effect of brand satisfaction, trust and
brand commitment on loyalty and
repurchase intention", Social and Behavioral
Sciences, Vol. 58 No. 12, pp 1395-1404,
2012.

Escalas, J. E., Bettman, J. R., "Self-
construal, reference groups, and brand
meaning", Journal of Consumer Research,
Vol. 32 No.3, pp. 378-389, 2005.

Fajer, M. T., Schouten, J. W., "Breakdown
and dissolution of person-brand
relationships’, Advances in  consumer
research, Vol. 22, pp. 663-667.
http://acrwebsite.org/volumes/7831/volumes
IVT822/NA-7822, 1995.

Fecikova, 1., “‘An index method for
measurement of customer satisfaction’’, The
TQM Magazine, Vol. 16 No. 1, pp. 57-66,
2004.

Fetscherin, M., "What type of relationship
do we have with loved brands?" Journal of
Consumer Marketing, Vol. 31 No. 6/7, pp.
430-440, 2014.

Fetscherin, M., Heinrich, D., "Consumer
brand relationships research: A bibliometric
citation meta-analysis", Journal of Business
Research, vol. 68 No. 2, pp. 380-390, 2015.


http://acrwebsite.org/volumes/7831/volumes/v7822/NA-7822
http://acrwebsite.org/volumes/7831/volumes/v7822/NA-7822

Int. ] Sup. Chain. Mgt

85

Vol. 7, No. 3, June 2018

[33]

[34]

[35]

[36]

[37]

[38]

[39]

[40]

[41]

[42]

[43]

[44]

[45]

[46]

Fournier, S., "Meaning-based framework for
the study of consumer-object
relations"”,Advances in Consumer Research,
Vol. 18, pp 736-742, 1991.

Fournier, S., "Consumers and their brands:
Developing relationship theory in consumer
research”, Journal of Consumer Research,
Vol. 24 No. 4, pp. 343-373, 1998.

Fournier, S., Yao, J. L., "Reviving brand
loyalty: A reconceptualization within the
framework of consumer-brand
relationships”, International Journal of
Research in Marketing, Vol. 14 No. 5, pp.
451-472, 1997.

Ghani, N. H. B. A.,, Tuhin, M. K. W,
"Consumer Brand
Relationships”, International ~ Review  of
Management and Marketing, Vol. 6 No. 4,
pp. 950-957, 2016.

Gilmore, G. W., "Animism: or, thought

currents of primitive peoples”, Marshall
Jones Company, Boston, 1919.
Hansemark, 0.C, Albinsson, M.,

““Customer satisfaction and retention: the
experience of individual employees’’,
Managing Service Quality, Vol. 14 No. 1,
pp. 40-57, 2004.

Hess, J., Story, J., "Trust-based
commitment: multidimensional consumer-
brand relationships” Journal of Consumer
Marketing, Vol. 22 No. 6, pp. 313-322,
2005.

Hinde, R. A., "Interactions, relationships
and social structure Man", Royal
Anthropological Institute of Great Britain
and Ireland. doi 10.2307/2800384, 1976.
Jacoby, J., Chestnut, R. W., "Brand loyalty:
Measurement and management", John Wiley
& Sons Inc, New York, 1978.

Ji, M. F., "Children's relationships with
brands: “True love” or “one-night” stand"?
Psychology & Marketing, VVol. 19 No. 4, pp.
369-387, 2002.

Kates, S. M., "Out of the closet and out on
the street!: Gay men and their brand
relationships™, Psychology & Marketing,
Vol. 17 No. 6, pp. 493-513, 2000.

Keller, K. L., "Building customer-based
brand equity: A blueprint for creating strong
brands”, Marketing Science Institute,
Massachusetts Avenue, Cambridge, 2001.

Keller, K. L., "Strategic  Brand
Management: Building, Measuring, and
Managing Brand Equity" (Global ed.),

Pearson Education Limited, Edinburgh Gate,
England, 2013.

Kim, C. K., Han, D., Park, S. B., "The effect
of brand personality and brand
identification on brand loyalty: Applying the
theory of social identification”, Japanese

[47]

[48]

[49]

[50]

[51]

[52]

[53]

[54]

[55]

[56]

[57]

[58]

[59]

[60]

Psychological Research, Vol. 43 No. 4, pp.
195-206, 2001.

Lam, R., Burton, S., “SME banking loyalty
(and disloyalty): a qualitative study in Hong
Kong”, International Journal of Bank
Marketing, Vol. 24 No. 1, pp. 37-52, 2006.
Levy, S. J., "Dreams, fairy tales, animals,
and cars", Psychology & Marketing, Vol. 2
No. 2, pp. 67-81, 1985.

Mabkhot, H. A., Salleh, S. M., Shaari, H.,
"The mediating effect of brand satisfaction
on the relationship between brand
personality and brand loyalty: Evidence
from Malaysia”, Management Science
Letters, Vol. 6, pp. 87-98, 2016.

Martensen, A., Grgnholdt, L., Trajcevski, S.,
"Building customer-brand relationships on
the internet: development of an online brand
equity model", Paper presented at the
Proceedings of the 8th International
Conference on Corporate  Reputation,
Identity and  Competitiveness,  Fort
Lauderdale, Florida, 20-23 May 2004.
McCarthy, D.G., "The Loyalty Link: How
Loyal Employees Create Loyal Customers",
John Wiley and Sons Inc., New York, NY,
1997.

McCracken, G., "Who is the celebrity
endorser? Cultural foundations of the
endorsement process", Journal of consumer
research, Vol. 16 No. 3, pp. 310-321, 1989.
Mcdougall, W., "Critical notices". Mind,
Vol. 20 No. (77), pp. 103-108, 1911.
Meyer-Waarden, L., “The effects of loyalty
programs on customer lifetime duration and
share of wallet”, Journal of Retailing, Vol.
83 No. 2, pp. 223-236, 2007.

Mick, D. G., Fournier, S., "Paradoxes of
technology: Consumer cognizance,
emotions, and coping strategies", Journal of
consumer research, Vol. 25 No. 2, pp. 123-
143, 1998.

Moon, Y., "Intimate exchanges: Using
computers to elicit self-disclosure from
consumers", Journal of consumer research,
Vol. 26 No. 4, pp. 323-339, 2000.

Morris, E., "The brand's the thing not so
long ago, just about everyone had given up
brands for dead", pp. 34-36, Fortune, 4th
March, 1996.

Narayandas, D., “Building loyalty in
business markets”, Harvard Business
Review, Vol. 83 No. 9, pp. 1-10, 2005.
Oliver, R. L., "Whence consumer loyalty?"
The Journal of Marketing, Vol. 63 No.
Special Issue, pp. 33-44, 1999.

Olsen, B., "Exploring women's brand
relationships and enduring themes at mid-
life", Advances in consumer research, Vol.
26, pp. 615-620, 1999.



Int. ] Sup. Chain. Mgt

86

Vol. 7, No. 3, June 2018

[61]

[62]

[63]

[64]

[65]

[66]

[67]

[68]

[69]

[70]

[71]

[72]

[73]

Park, Seong-Yeon., Lee, E.M., "Congruence
Between Brand Personality and Self-Image,
and the Mediating Roles of Satisfaction and
Consumer-Brand Relationship on Brand
Loyalty", Asia Pacific Advances in
Consumer Research, Vol. 6, pp. 39-45,
2005.

Patwardhan, H., Balasubramanian, S. K.,
"Brand romance: a complementary
approach to explain emotional attachment
toward brands", Journal of Product & Brand
Management, Vol. 20 No. 4, pp. 297-308,
2011.

Peng, K.-F., Chen, Y., Wen, K.-W., "Brand
relationship, consumption values and
branded app  adoption”, Industrial
Management & Data Systems, Vol. 114 No.
8, pp. 1131-1143, 2014.

Plummer, J. T., "How personality makes a
difference", Journal of advertising research,
Vol. 24 No. 6, pp. 27-31, 1985.

Raut, U. R., Brito, P. Q., "An analysis of
brand relationship with the perceptive of
customer based brand equity pyramid”,
School of Economics and Management,
University of Porto, 5th February, 2014.
Robinson, P., Kates, S. M., 2005, "Children
and their brand relationships", Advances in
Consumer Research, Vol 32, pp 578-579,
2014.

Rook, D. W., "The ritual dimension of
consumer behavior”, Journal of Consumer
Research, Vol. 12 No. 3, pp. 251-264, 1985.
Roos, 1., Gustafsson, A., “Understanding
frequent switching patterns: a crucial
element in managing customer
relationships”, Journal of Service Research,
Vol. 10 No. 1, pp. 93-108, 2007.

Sheth, J. N., Parvatiyar, A., "The evolution
of relationship marketing”, International
business review, Vol. 4 No. 4, pp. 397-418,
1995.

Shimp, T. A., Maden, T. J. "Consumer-
Object Relations: A Conceptual Framework
Based  Analogously on  Sternberg's
Triangular Theory of Love", Advances in
consumer research, Vol. 15 No. 1, pp. 163-
168, 1988.

Sprott, D., Czellar, S., Spangenberg, E.,
"The importance of a general measure of
brand engagement on market behavior:
Development and validation of a scale",
Journal of marketing research, Vol. 46 No.1,
pp. 92-104, 20009.

Sreejesh, S., Mohapatra, S., Anusree, M.,
"Business research methods"”, Springer,
2014.

Sreejesh, S., Roy, S., "A New Consumer
Brand Relationships Framework Consumer

[74]

[75]

[76]

[77]

[78]

[79]

[80]

[81]

(82]

[83]

Brand Relationships”, Palgrave Macmillan,
UK, 2015. doi 10.1057/9781137427120_9
Srull, T. K., Wyer, R. S., "Person memory
and judgment" Psychological review, Vol.
96 No. 1, pp. 58-83, 1989.

Sternberg, R. J., "A triangular theory of
love", Psychological review, Vol. 93 No. 2,
pp. 119-135, 1986.

Story, J., Hess, J., "Segmenting customer-
brand relations: beyond the personal
relationship  metaphor”, Journal  of
Consumer Marketing, Vol. 23 No. 7, pp.
406-413, (2006).

Sung, Y., Choi, S. M., “I won't leave you
although you disappoint me: The interplay
between satisfaction, investment, and
alternatives in determining consumer—brand
relationship commitment”, Psychology &
Marketing, Vol. 27 No. 11, pp. 1050-1073,
2010.

Sweeney, J. C., Chew, M., "Understanding
consumer-service brand relationships: A
case study approach™,  Australasian
Marketing Journal (AMJ), Vol. 10 No. 2, pp.
26-43, 2002.

Thomson, M., Maclnnis, D. J., Park, C. W.,
"The ties that bind: Measuring the strength
of consumers’ emotional attachments to
brands", Journal of consumer psychology,
Vol. 15 No. 1, pp. 77-91, 2005.

Tylor, E. B., "Primitive culture: Researches
into the development of mythology,
philosophy, religion, language, art and
customs”, bHenry Holt and Company, New
York, 1874.

Veloutsou, (O "Brand  evaluation,
satisfaction and trust as predictors of brand
loyalty: the mediator-moderator effect of
brand relationships”, Journal of Consumer
Marketing, Vol. 32 No. 6, pp. 405-421,
2015.

Yi, Y., La, S. “What influences the
relationship between customer satisfaction
and repurchase intentions”? Investigating
the effects of adjusted expectations and
customer  loyalty”,  Psychology and
Marketing, Vol. 21 No. 5, pp. 351-373,
2004.

Zineldin, M., “TRM Total Relationship
Management”, Studentlitterarur, Lund, 2000.



