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Abstract 

Triangular Theory of Love has been long well known, however this study revealed that the love within this theory 

can not be claimed as the love existed in a certain brand. Current research is investigating what triggering green 

brand love. Proposed two mediating variable, emotional and behavioral benefits advantages, and personal, 

memorable, adventurous brand experiences as the antecedents respectively. Questionnaires collected and returned 

within 3 months, valid questionnaires are reviewed and analyzed in order to see reliability, validity, and normality. 

The confirmatory factor analysis test also conducted, for further statistical analysis, Structural Equation Modelling.  

SEM with AMOS is used to assess and analyze data. Purposed sampling with non-purposive sampling technique 

deployed due to the large sample required, where female and male customer as the population. Current research 

sampling is taken from the Indonesian customers.  All the Goodness of Fit measurements meet the rule of thumb 

as well as λ, α, ε,  AVE,  regression weight, CR, absolute, incremental and parsimony. Research findings reveal 

that all proposed hypotheses accepted. Personal, memorable and adventurous brand experiences are the 

determinant factors of green brand love. Emotional and behavioral benefits advantages have a strong function as 

mediating variables to improve green brand love performance. 

Keywords personal brand experience, memorable brand experience, adventurous brand experiences, emotional 

benefit advantages, behavioral benefit advantages, green brand love. 

1. Introduction 

During tough competition in fashion industries, tourism brand destination especially local 

products against international brands, the best strategies is required for each industry to achieve 

their higher market performance. Refers in to fashion industries and brand destination in 

Indonesia, it expected that local brands or services should be able to win the competition 

regarding on love value creation for customers which is as strong as brand personality and brand 

image.  

There were many studies concerned on brand, worth to mention, such as the moment consumers 

love their brands: Exploring the concept and its dimensions (Noël Albert, Dwight Merunka, & 

Pierre Valette-Florence, 2008), Determinant Factors Affecting Brand Love (Sevtap Unal & Ayd, 

2013), Brand Love – Moving Beyond Loyalty (Kang, 2015), Effects of Brand Love, Personality 

and Image(Anggraenia & Rachmanita, 2015), brand love on brand loyalty  (Drennan et al., 
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2015), Brand loyalties (Bin Shena, Choi, & Chow, 2017), Brand community coping (Weijoa, 

Bean, & Rintamäki, 2017), brand loyalty on traditional and online (Jiska Eelen, Peren Özturan, 

& Verlegh, 2017), loveable anthropomorphized brand (Delgado-Ballester, Palazón, & Pelaez-

Mu˜noz, 2017).  

In order to be more customized, industries have to be able to offer and bring value creation for 

their customers. The study on building a human brand (Portal, Abratt, & Bendixen, 2018), brand 

awareness, perceived quality, brand image, brand loyalty(Seongseop (Sam) Kim, Choe, & 

Petrick, 2018), destination brand love (Aro, Suomi, & Saraniemi, 2018), Brand addiction (Cui, 

Mona Mrad, & Hogg, 2018), How Brand Disclosure Timing and Brand Prominence (Choi, 

Bang, Wojdynski, Lee, & Keib, 2018), Consumer-brand relationships and brand loyalty (N., 

Giovanisa, & Athanasopoulou, 2018), Nations as brands (Gupta, Foroudi, Väätänen, Gupta, & 

Wright, 2018), consumer-brand identification, brand community, and brand loyalty (Coelho, 

Ritaa, & Santos, 2018), Place branding  (Kotsi, Balakrishnan, Michael, & Ramsøy, 2018), 

brand-post congruence (S. S. Wang, Lin, & Liang, 2018), Power distance belief and brand 

personality (X. Wang, Wang, Fang, & Jiang, 2018), Territorial brand management (Melewar & 

Skinner, 2018), brand authenticity on building brand love (Manthiou, Kang, Hyun, & Fu, 2018).  

Most commonly customers have their own favorite, such as brand (Batra, Ahuvia, & Bagozzi, 

2012). Love brand, the opposite of hate brand (Zarantonello, Romani, Grappi, & Bagozzi, 

2016), was considered as a relative new concept discussed among scientist and brought the 

hints regarding on the shifting between customer relationship with brands. The research finding 

demonstrated that brand love has predicted a significant loyalty instead of related traditional 

model with perceived brand quality (Rauschnabel & Ahuvia, 2014).  

Moreover, love brand trigger others beneficial consequences for brands, such as Words of 

Mouth and it resistance advantages over asymmetric information (Batra et al., 2012)). Yet, 

brand love is rarely being considered to attract more customers. This domain is clearly relevant 

for further research due to the increase of competition in tourism visitors, funding and the 

stakeholders support. The relationship between place brand and destination (Mili_cevi_c, K., 

& Sever, 2016), this study focused on visitors and place which is more specific than previously, 

due to the intense of destination competition. The relationship between visitors and place is 

well studied in its correlation with place bonding (Cheng & Kuo, 2015) as well as place 

attachment (Tsai, 2012). Yet, there are still lack of studies between visitors-place or destination. 

Though the scarce studies among customer love towards destination/place, yet there were 

studies conducted on relationship between visitors-place, emotional bounding between visitors 

and place (Cheng & Kuo, 2015). Besides, there were some studies related with love brand ad 

physical goods (Batra et al., 2012) and services (Long-Tolbert & Gammoh, 2012), but there 

were only two focused on love brand and brand destination (Swanson, 2017) which is firstly 

conducted and developed (Swanson, 2015), and (Lee & Hyun, 2016) a study conducted right 

after environment disaster. 

A study concerned on destination after natural disaster would not be able to conclude and 
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generalize in to the others natural destination. Thus, the concept understanding is still limited 

among constructs, the antecedents and consequences. To conceptualize this phenomenon is 

need further research. The emerged research which highlighted the potential differences 

between distinguished culture as the consequences of love brand and he terminologies deployed 

with the concept (N. Albert, D. Merunka, & P.  Valette-Florence, 2008). Previous study 

concerned on love brand was conducted in USA (Batra et al., 2012) and destination brand love 

in USA and Japan (Swanson, 2017), the studies demonstrated the further studies in different 

locations in others countries. The current study is going to explore what triggers customer green 

brand love mediated with emotional and behavioral benefits advantage (male and female 

customers who experienced and visited shopping and the store as destination love brand). This 

study is different from previous study which concerned on the antecedents of consequences of 

destination brand love The study conducted on the general services and products.   

2. Literature Review 

2.1. Personal Brand Experiences  

Various studies have conducted and demonstrated the findings that destination brand could 

enhance the existence of brand love. To increase the level of brand love is somehow gained 

from the first visits.  (Cheng & Kuo, 2015) had observed that place emotional bonding could 

be gained from the first visit, though the research was mainly showed the development of 

bonding with place for long term relationship. In this research, brand experiences had a high 

positive performance, and proved the satisfaction was the antecedents of destination love brand 

and brand experiences was positively toward destination brand love. Moreover, based on the 

study conducted on service brand love (Long-Tolbert & Gammoh, 2012) had proven that the 

collaboration with services providers was believed as the determinant factors of destination 

brand love. The finding is also sure commended that pleasant visitors were collaborated and 

associated with destination brand, both pleasant visitors and destination brand aligned to shape 

the brand love (Swanson, 2017).  

The popularity of hedonistic enjoyment was widely discussed, thus it is suggested to have a 

good perceived on the brand (Swanson, 2017) and hedonistic could increase the formation of 

destination brand love, besides, the attachment on destination was appeared, so this is to 

conclude that the attachment on a certain destination was considered as the key factors from 

destination brand love which have not reported from the previous research finding. The finding 

also supported the idea of identification was strongly related with brand love concept aligning 

with brand destination (Swanson, 2017). The identification itself was persuaded through 

customers experiences on values and personal brand suited with customer personality 

(Rauschnabel & Ahuvia, 2014). The other finding is also strongly suggested that destination 

brand love that anthropomorphism could enhance the formation of destination brand love. 

2.2. Memorable Brand Experiences 

The interdependency on place was also considered as a crucial factor at the previous finding on 

destination attachment (Tsai, 2012) destination bonding (Cheng & Kuo, 2015) and research 
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finding offered that place interdependency was the most crucial antecedent from brand love. 

Besides, unique and irreplaceable brand destination also found as the indicator. Align with the 

prior research on brand (N. Albert et al., 2008) and destination attachment (Tsai, 2012). The 

experiences gained during consuming a certain services and products are planted in customer’s 

mind and became memorable and lead to revisit and experience again. The capability of 

destination brand to leverage customer self-expression is related with self-identification, 

further, self-identification with brand enhance love brand. Self-expression was found as crucial 

factor to form brand love. Research finding suggested that brand self-expression was also as 

the antecedent of destination brand love as aligned with other findings (Swanson, 2017). 

2.3. Adventurous Brand Experiences 

Interdependency of destination have been found as crucial factor at the prior research on 

destination attachment (Tsai, 2012) destination bonding (Cheng & Kuo, 2015) and the research 

suggested the indication that destination attachment was the most determinant factors of love 

brand. Besides, unique and irreplaceable found at the prior research on brand love (Albert & 

Merunka, 2013) and destination attachment (Tsai, 2012). Brand capability is designed to 

increase customer self-expression which related with identification, identification itself could 

increase brand love. Comfort customer’s experiences on certain brand lead them to have more 

adventure and explore for brand enjoyment. Various comfort activities related with adventurous 

brand to form destination brand love as aligned with prior finding (Swanson, 2017). 

2.4. Emotional Benefits Advantages 

The interesting research findings due to its contradiction with previous finding (Batra et al., 

2012) have shown that brand love is different from interpersonal love. This finding has shown 

that the interest of brand welfare was a consequence of destination brand love. This study 

claimed as the first to report that the interest on brand welfare was a part of love brand. This 

was caused by the fact that brand love has not dragged many researchers interest and tend to 

build the organization with goals, even could increase their willingness to support the goals and 

showed their attitudinal loyalty (Baldinger & Rubinson, 1996). Research finding claimed that, 

customers have shown their attitudinal loyal and feel distress if they cannot make a visit again 

as also mentioned in others research on brand destination (Swanson, 2017). A positive attitude 

toward brand also found apparently and support others finding (Swanson, 2017) concerned on 

strong and positive attitude, so it could be said that brand love could enhance positive attitude 

on destination brand. Then, brand love offered protection for destination brand and motivated 

tolerance on its shortcomings. Some similarities have been found in its relationship with 

destination brand, though the resistance on negative experiences have not been discussed 

previously as a consequence of destination love brand but the resistance on asymmetric 

information (Lee & Hyun, 2016). Emotional benefits advantages such as longing and memories 

are as a consequence of destination brand love. 

2.5. Behavioral Benefits Advantages 

Word of mouth is considered as one of the consequences of destination brand love. The 
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statements od brand love is sometime overlapping with positive WOM. Research finding stated 

that verbal communication, declare love could be interpreted through purchasing clothes and 

branded accessories. This finding as aligned with product brands (N. Albert et al., 2008) and 

suggested that love declaration is one of the consequences of destination brand love. The 

willingly to fund investment, time, as well as energy. Thus, it is suggested that the willingness 

to invest as a consequence of destination brand love. The increase of price, continuously 

traveling, price insensitivity is considered as determinant factors of destination brand love. 

Besides, loyalist is a behavioral consequence, because it motivated revisiting. Behavioral 

loyalty (Baldinger & Rubinson, 1996) priory have been positively reported through passionate 

love, emotional bonding, self-identification brand within destination band love concept (Lee & 

Hyun, 2016). 

2.6. Green Brand Love 

Brand has been studied widely through the measurement of customer’s satisfaction and brand 

loyalty (Oliver, 1999). Focusing on customer’s satisfaction is also criticized by (Oliver, 1999), 

due to the most effective method to increase loyalty has been proposed. Love brand has been 

identified as the trigger to increase loyalty (Carroll & Ahuvia, 2006). Within brand context 

(Baldinger & Rubinson, 1996) suggested that loyalty definition which covers attitude and 

behavior, because loyalty is considered not only as repurchasing but also covers strong attitude 

on brand. Besides, utilizing love as marketing tools is more general recently. Brand love as a 

concept is refers to customer emotional bonding on a certain brand. Discussion on emotional 

bonding and the attachment seemingly more natural compared with love expression on brand. 

Brand love has been categorizing as one of attachment of dimension thought it is still considered 

as separated or distinguished concept (Bergkvist & Bech-Larsen, 2010). Brand love could be 

considered as the connection of deep emotional brand (Long-Tolbert & Gammoh, 2012).  

(Carroll & Ahuvia, 2006) defined brand love as marketing concept where wanted behavior post-

consumption between satisfied customers could be explained and predicted. They called brand 

love as the level of desirable emotional bonding owned by satisfied customers for certain brand. 

Complaints regarding on the existence of love besides the interpersonal form has also been 

shown (A. C. Ahuvia, Batra, & Bagozzi, 2009), which based on the ideas of love is considered 

pure. Thus, the usage of love for one object instead on the usage on people is somehow 

considered as defamation of the love nature itself (A. C.  Ahuvia, 1993). Brand as the object 

love has been triggering the contradictive discussion over a non-human love usage. The love it 

self seemingly as the physiological process which could be taken place on human, ideas, 

activities as well as an object (A. C. Ahuvia et al., 2009). Prior research has reported that the 

object related with nature, landscape, the most visited destination among the object besides 

human being (A. C.  Ahuvia, 1993). Ideas (A. C.  Ahuvia, 1993) provided the reason to learn 

destination brand love as individual phenomenon. 

Triangular Theory of Love (Stenberg, 1986), concentrated o interpersonal love, was mostly 

adopted in the study which related with brand love (Batra et al., 2012). Yet (Batra et al., 2012) 

demonstrated that brand love could not be directly compared with interpersonal love, due to the 
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various kind of loves, such as compassionate, romantic, parental love were not being able to 

apply to learn brand love. (Batra et al., 2012) also found that the respondents involved in the 

study were truly love certain brand, they still considered it as a different form of love when they 

expressed it to human beings. The first differences are, brand love is generally described as the 

less relationship then interpersonal love, secondly, whilst interpersonal love is concluded in 

altruistic care with beloved person, which is not occurred in brand love. Thirdly, within 

conducive interpersonal relationship, the love itself is reciprocal relationship.  

Some findings also recorded that brand love is what is called one-side (Shimp & Madden, 

1988), though the brand considered to respond when it offered the beneficial for customers. The 

fourth is, it did not mention that unity of beloved person in to the self, whilst the integration 

was considered crucial in the brand love literatures. Finally, the most conscious selection of an 

individual to vision the interpersonal relationship as a love that distinguish interpersonal love 

from brand love (Batra et al., 2012). 

Based on the aforementioned literatures reviewed, hence, to propose the following grand 

theoretical model. 

Figure 1. Proposed Model 

 

For more details, current research proposed the following hypotheses. 

H1: The Personal Brand Experiences is significantly having the positive impact on Emotional 

Benefits Advantages. 

H2: The Personal Brand Experiences is significantly having the positive impact on Behavioral 

Benefits Advantages 

H3: The Memorable Brand Experiences s is significantly having the positive impact on 

Emotional Benefits Advantages. 

H4: The Memorable Brand Experiences is significantly having the positive impact on 

Behavioral Benefits Advantages. 

H5: The Adventurous Experiences is significantly having the positive impact on Emotional 

Benefits Advantages. 
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H6: The Adventurous Experiences is significantly having the positive impact on Behavioral 

Benefits Advantages. 

H7: The Emotional Benefits Advantages is significantly having the positive impact on Green 

Brand Love 

H8: The Behavioral Benefits Advantages is significantly having the positive impact on Green 

Brand Love 

3. Research Method 

Data Collection. Current research was conducted and used primary data through google form 

questionnaires and distributed a self-administered questionnaire. The distribution of 

questionnaires within 3 months. Response test bias also conducted whether the is a bias between 

google form questionnaires and distributed a self-administered questionnaire. 

Data Analysis. After all questionnaires collected and returned within 3 months, the valid 

questionnaires are reviewed and analyzed in order to see the reliability, validity, and normality 

data. The confirmatory factor analysis test also conducted, for further statistical analysis, 

Structural Equation Modelling (SEM) with AMOS deployed to analyze the data.   

In order to avoid the misperception, the following table provided a highlights on variables, 

indicators and definition. 
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Table 1. Variables and Indicators 
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4. Findings and Discussions 

As a fundamental research, this study explores the causality relationship among exogenous and 

endogenous variables, which is all proposed hypotheses should be analyzed and tested. Personal 

Brand Experiences (PBE) has proven as the antecedent of Emotional Benefits Advantages and 

Behavioral Benefits Advantages as H1 and H2 are accepted (CR 4,293; 3,544). When customer 

perceived that Brand they experienced suited with their personality, they will gain benefit 

advantage emotionally as well as behaviorally.  

Memorable Brand Experiences (MBE) is also claimed as key factors Emotional Benefits 

Advantages and Behavioral Benefits Advantages as H3 and H4 are accepted (CR 3,752; 3,208). 

This is to highlight that the memorable experiences perceived by customers will offer the 

emotional and behavioral benefit advantages.  

Furthermore, Adventurous Brand Experiences (ABE) is significantly increase the Emotional 

Benefits Advantages and Behavioral Benefits Advantages as H5 and H6 are accepted (CR4,263; 

5,334). Customer experiences to explore brand will lead to the Emotional Benefits Advantages 

and Behavioral Benefits Advantages.  

The Emotional Benefits Advantages and Behavioral Benefits Advantages as mediating variable 

also strengthen their function as the antecedents of Green Brand Love (GBL) with Coefficient 

Regression 5,446, 6,857. As seen at the following table 2 

Table 2. Regression Weight 

 

The highest impact of Confusion Regression (CR) as the antecedents of Green Brand love could 

be seen from is emotional Benefits Advantages. This could be meant that emotional plays the 

most important factors above all, secondly followed by behavioral benefits advantage. Once 

the experiences on a certain brand suit with customer behavioral and emotional, those 

advantages will be keeping them stay loyal.  Thirdly, Personal and Adventurous Brand 

Experiences show crucial factors in leveraging Green Brand Love. Fourth, Memorable Brand 

Experience and Adventurous Brand Experience are also having a significant impact on GBL 

respectively. (see Table 2).  

Assessing the Good of Fit (GoF) from proposed model which is based on three criterions, 

Absolute Fit Measures, Incremental Fit Measures and Parsimony Fit Measures. All the 
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measurements are in accordingly with rule of thumbs. See the Absolute, Incremental, and 

Parsimony Fit Measurements as follows: 

Table 3. Absolute, Incremental, Parsimony Fit Measurements 

 

The next step conducted is having full model testing.  This testing conducted to see the GoF, 

the relationship among hypotheses simultaneously, reliability, and errors. The full model testing 

could be seen at the fig 2. 
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Figure 2. Full Model Testing 

  

Based on Fig 2. Standard Loading, α, Error, CR and EVA could be assessed. This step is should 

be conducted in order to find out whether all the criterion is in accordingly with rules of thumbs. 
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Table 4. Variables, Standardized Loading, α, Error, CR and EVA 
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The table 4 above highlights the Standardized Loading (λ), Alpha (α), (ε) Error, CR (Construct 

Reliability) and AVE (Average Variance Extracted). After examining the Standardized Loading 

Factors/Lambda (ƛ, the statistical output demonstrated that all indicators are reflected for each 

variable. This is proven that the reliability is more than ,6 which is convergence to value of 1. 

This could be meant that, all the respondents have the similar opinion regarding on the topic 

given. 

The value of Alpha (α) is more than ,7, this is to claim that the questionnaire used for current 

research is valid. Moreover, the table is also providing the CR (Construct Reliability) above ,5. 

As well as AVE (Average Variance Extracted). In summary, all the variables and indicators 

reflect its dimension and fulfill the rule of thumb. Table 5 highlighted the discriminant validity 

for the all constructs in within. While table 6 also illustrated the HTMT- heterotrait–monotrait 

to evaluate the discriminant validity. All statistical output confirmed to align with rule of thumb. 

Table 5. Discriminant validity 

Construct 1 2 3 4 5 6 

Personal Brand Experience 0,84      

Memorable Brand Experience  0,82     

Adventurous Brand Experience   0,85    

Emotional Benefits Advantages    0,81   

Behavioral Benefit Advantages     0,86  

Green Brand Love      0,84 

 

Table 6. Discriminant Validity (the HTMT ratio) 

Construct 1 2 3 4 5 6 

Personal Brand Experience 0,69      

Memorable Brand Experience 0,65 0,75     

Adventurous Brand Experience 0,72 0.82 0,77    

Emotional Benefits Advantages 0,63 0,74 0,82 0,65   

Behavioral Benefit Advantages 0,74 0,72 0.81 0,74 0,76  

Green Brand Love 0,69 0,78 0,82 0,82 0,83 0,72 

5. Conclusion 

Having investigated and analyzed the five dimensions of Green Brand Love, (Personal Brand 

Experience, Memorable Brand Experience, Adventurous Brand Experiences, Emotional 

Benefit Advantages, and Behavioral Benefit Advantages), this is to claim that, green brand love 

performance could be higher only if supported the antecedents discussed in this research. All 

the key factors showed the positive significant impact on Green Brand Love. Customers will 

revisit, repurchase even recommend to others when they have enjoyment experiences, brings 

benefits, offer advantages and comfort as well. Moreover, emotional and behavioral benefit 

advantages will be bonding in customers when they have memorable experiences.   
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The implementation of Triangular Theory of Love (Stenberg, 1986), however could not be 

generalized as love in the TTL is different with the love perceived by customers on a certain 

brand. The interpersonal love with person could not be adjust with personal love brand, ultimate 

love is not similar with favorite brand. Love is reciprocal indeed, love with brand is just a 

memorable until the new brand launch replace the old ones. To bring theoretical findings in to 

reality, is somehow the hardest part to implement. Since all variables have been proven as the 

antecedent of green brand love, we would like to suggest that the stakeholder, service and 

product providers to improve their services to stimulate customer visiting, to bond emotional, 

having good memory. It is strongly suggested that for further study is to conduct research with 

different background such as tourism destination. Green tourism destination as the dependent 

variable.  

Reference 

Ahuvia, A. C. (1993). I love it! towards a unifying theory of love across diverse love objects. 

University of Michigan.  

Ahuvia, A. C., Batra, R., & Bagozzi, R. (2009). Love, desire and identity: A conditional 

integration theory of love of things. The handbook of brand relationships.  

Albert, N., & Merunka, D. (2013). The role of brand love in consumer-brand relationships. 

Journal of Consumer Marketing, 30(3), 258-266.  

Albert, N., Merunka, D., & Valette-Florence, P. (2008). When consumers love their brands: 

Exploring the concept and its dimensions Journal of Business Research, 61, 1062-1075. doi: 

10.1016/j.jbusres.2007.09.014 

Albert, N., Merunka, D., & Valette-Florence, P. (2008). When consumers love their brands: 

Exploring the concept and its dimensions. Journal of Business Research, 61(10), 1062-1075.  

Anggraenia, A., & Rachmanita. (2015). Effects of Brand Love, Personality and Image on Word 

of Mouth; the Case of Local Fashion Brands among Young Consumers. Procedia - Social and 

Behavioral Sciences, 211, 442 - 447. doi: 10.1016/j.sbspro.2015.11.058 

Aro, K., Suomi, K., & Saraniemi, S. (2018). Antecedents and consequences of destination brand 

love d A case study from Finnish Lapland Tourism Management, 67, 71-81. doi: 

10.1016/j.tourman.2018.01.003 

Baldinger, A. L., & Rubinson, J. (1996). Brand loyalty: the link between attitude and behavior. 

Journal of Advertising Research, 36(6), 22-34.  

Batra, R., Ahuvia, A. C., & Bagozzi, R. (2012). Brand love. Journal of Marketing, 76(2), 1-16.  

Bergkvist, L., & Bech-Larsen, T. (2010). Two studies of consequences and actionable 

antecedents of brand love. Journal of Brand Management, 17(7), 504-518.  

Bin Shena, Choi, T.-M., & Chow, P.-S. (2017). Brand loyalties in designer luxury and fast 

fashion co-branding alliances☆ Journal of Business Research, 81, 173-180. doi: 



Seminar Nasional 
Forum Manajemen Indonesia 
2023 Papua 

Prosiding 

 

e-ISSN: 3026-4499 

Vol. 1 

17-19 Oktober 2023  

127 

Published by:  

10.1016/j.jbusres.2017.06.017 

Carroll, B. A., & Ahuvia, A. C. (2006). Some antecedents and outcomes of brand love. 

Marketing Letters, 17, 79-89.  

Cheng, C.-K., & Kuo, H.-Y. (2015). Bonding to new place never visited: Exploring the 

relationship between landscape elements and place bonding. Tourism Management, 46, 546-

560.  

Choi, D., Bang, H., Wojdynski, B. W., Lee, Y.-I., & Keib, K. M. (2018). How Brand Disclosure 

Timing and Brand Prominence Influence Consumer's Intention to Share Branded Entertainment 

Content. Journal of Interactive Marketing, 42, 18-31. doi: 10.1016/j.intmar.2017.11.001 

Coelho, P. S., Ritaa, P., & Santos, Z. R. (2018). On the relationship between consumer-brand 

identification, brand community, and brand loyalty Journal of Retailing and Consumer 

Services, 43, 101-110. doi: 10.1016/j.jretconser.2018.03.011 

Cui, C. C., Mona Mrad, & Hogg, M. K. (2018). Brand addiction: Exploring the concept and its 

definition through an experiential lens Journal of Business Research, 118-127. doi: 

10.1016/j.jbusres.2018.02.028 

Delgado-Ballester, E., Palazón, M., & Pelaez-Mu˜noz, J. (2017). This anthropomorphized 

brand is so loveable: The role of self-brand integration Spanish Journal of Marketing, 21, 89--

-101. doi: 10.1016/j.sjme.2017.04.002 

Drennan, J., Bianchi, C., Cacho-Elizondo, S., Louriero, S., Guibert, N., & Proud, W. (2015). 

Examining the role of wine brand love on brand loyalty: A multi-country comparison 

International Journal of Hospitality Management, 49, 47-55. doi: 10.1016/j.ijhm.2015.04.012 

Gupta, S., Foroudi, M. M., Väätänen, J., Gupta, S., & Wright, L. T. (2018). Nations as brands: 

Cinema's place in the branding role Journal of Business Research. doi: 

10.1016/j.jbusres.2018.02.017 

Jiska Eelen, Peren Özturan, & Verlegh, P. J. (2017). The differential impact of brand loyalty on 

traditional and online word of mouth: The moderating roles of self-brand connection and the 

desire to help the brand International Journal of Research in Marketing, 34, 872-891. doi: 

10.1016/j.ijresmar.2017.08.002 

Kang, A. (2015). Brand Love – Moving Beyond Loyalty: An Empirical Investigation of 

Perceived Brand Love of Indian Consumer Arab Economics and Business Journal, 10, 90-101. 

doi: 10.1016/j.aebj.2015.04.001 

Kotsi, F., Balakrishnan, M. S., Michael, I., & Ramsøy, T. Z. (2018). Place branding: Aligning 

multiple stakeholder perception of visual and auditory communication elements Journal of 

Destination Marketing & Management, 7, 112-130. doi: 10.1016/j.jdmm.2016.08.006 

Lee, K.-H., & Hyun, S. S. (2016). The effects of perceived destination ability and destination 

brand love on tourists' loyalty to post-disaster tourism destinations. Journal of Marketing.  



Seminar Nasional 
Forum Manajemen Indonesia 
2023 Papua 

Prosiding 

 

e-ISSN: 3026-4499 

Vol. 1 

17-19 Oktober 2023  

128 

Published by:  

Long-Tolbert, S. J., & Gammoh, B. S. (2012). In good and bad times: The interpersonal nature 

of brand love in service relationships. . Journal of Services Marketing, 26(6), 391-402.  

Manthiou, A., Kang, J., Hyun, S. S., & Fu, X. X. (2018). The impact of brand authenticity on 

building brand love: An investigation of impression in memory and lifestyle-congruence 

International Journal of Hospitality Management, 75, 38-47. doi: 10.1016/j.ijhm.2018.03.005 

Melewar, T. C., & Skinner, H. (2018). Territorial brand management: Beer, authenticity, and 

sense of place Journal of Business Research. doi: 10.1016/j.jbusres.2018.03.038 

Mili_cevi_c, K., M. c., T.,, & Sever, I. (2016). An investigation of the relationship between 

destination branding and destination competitiveness. Journal of Travel & Tourism Marketing, 

34(2), 209-221.  

N., A., Giovanisa, & Athanasopoulou, P. (2018). Consumer-brand relationships and brand 

loyalty in technology-mediated services Journal of Retailing and Consumer Services, 40  287-

294. doi: 10.1016/j.jretconser.2017.03.003 

Oliver, R. L. (1999). Whence consumer loyalty. . Journal of Marketing, 63, 33-44.  

Portal, S., Abratt, R., & Bendixen, M. (2018). Building a human brand: Brand 

anthropomorphism unravelled Business Horizons. doi: 10.1016/j.bushor.2018.01.003 

Rauschnabel, P. A., & Ahuvia, A. C. (2014). You’re so lovable: Anthropomorphism and brand 

love. Journal of Brand Management, 21(5), 372-395.  

Seongseop (Sam) Kim, Choe, J. Y. J., & Petrick, J. F. (2018). The effect of celebrity on brand 

awareness, perceived quality, brand image, brand loyalty, and destination attachment to a 

literary festival Journal of Destination Marketing & Management. doi: 

10.1016/j.jdmm.2018.03.006 

Sevtap Unal, & Ayd, H. (2013). An Investigation on the Evaluation of the Factors Affecting 

Brand Love. Procedia - Social and Behavioral Sciences, 92, 76 – 85. doi: 

10.1016/j.sbspro.2013.08.640 

Shimp, T. A., & Madden, T. J. (1988). Consumer-object relations: A conceptual - framework 

based analogously on Sternberg's triangular theory of love. . Advances in Consumer Research, 

15, 163-168.  

Stenberg, R. J. (1986). A triangular theory of love. . Psychological Review, 93(2), 119-135.  

Swanson, K. (2015). Place brand love and marketing to place consumers as tourists. Research 

notes. . Journal of Place Management and Development, 8(2), 142e146.  

Swanson, K. (2017). Destination brand love: Managerial implications and applications to 

tourism businesses. . Journal of Place Management and Development, 10(1), 88-97.  

Tsai, S.-P. (2012). Place attachment and tourism marketing: Investigating international tourists 

in Singapore. International Journal of Tourism Research, 14(2), 139e152.  



Seminar Nasional 
Forum Manajemen Indonesia 
2023 Papua 

Prosiding 

 

e-ISSN: 3026-4499 

Vol. 1 

17-19 Oktober 2023  

129 

Published by:  

Wang, S. S., Lin, Y.-C., & Liang, T.-P. (2018). Posts that attract millions of fans: The effect of 

brand-post congruence Electronic Commerce Research and Applications, 28, 73-85. doi: 

10.1016/j.elerap.2017.12.010 

Wang, X., Wang, X., Fang, X., & Jiang, Q. (2018). Power distance belief and brand personality 

evaluations Journal of Business Research, 84  89-99. doi: 10.1016/j.jbusres.2017.11.011 

Weijoa, H., Bean, J., & Rintamäki, J. (2017). Brand community coping Journal of Business 

Research, 0148-2963. doi: 10.1016/j.jbusres.2017.10.054 

Zarantonello, L., Romani, S., Grappi, S., & Bagozzi, R. P. (2016). Brand hate. Journal of 

Product & Brand Management, 25(1), 11e25.  

Copyrights 

Copyright for this article is retained by the author(s), with first publication rights granted to the 

journal. 

This is an open-access article distributed under the terms and conditions of the Creative 

Commons Attribution license (http://creativecommons.org/licenses/by/4.0/) 

 

 


