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ABSTRACT

1.INTRODUCTION

Today, the appearance and growth of different industries and different
brands, and the market of intense competition in this field, are
associated with economic, social and cultural crises. On the other hand,
with ever-changing consumer demands, the need to identify new
marketing strategies becomes more important. Obviously, gaining
customer satisfaction and the intention to repurchase the product and
then establish long-term and stable consumer relationships with the
special brand is not easy and according to recent studies, it needs a lot
of attention and scrutiny because many human and emotional factors
are involved. Our goal in this study is to identify the factors affecting the
long-term consumer relationship with the brand and create stability in
these relationships and thus create a specific brand by considering the
customers' needs and full knowledge of them intellectually and
psychologically. Meanwhile, brand fidelity is used as a different and
constructive solution to revive these goals.
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This research offers a new insight into marketing strategy that can be
achieved by using the variables such as brand commitment, brand
identification, customer satisfaction, brand investment, deviation
from the quality of brand alternatives.

2. MATRIALS AND METHODS

The article examines the effective factors on brand fidelity with the
mediating role of customer commitment. So, in this research, the
data collection method is applied in terms of purpose and in terms
of method is descriptive survey of correlation type. Sample volume
obtained from 222 consumers of 10 famous brands (Apple,
Samsung, Lara, Salian, LC Waikiki, LC Man, Damat, Cotton, Shirin
Asal, Kaleh) in Tabriz city and including Laleh Park Shopping Center.
The selection of people was based on random sampling method.
The Brand Satisfaction of Gil et al, (2007) includes 4 questions, the
Brand Commitment of Grace et al., (2020) includes 5 questions, the
Brand Identification of Lin et al., (2017), includes 5 questions, the
Brand Investment of Grace et al, (2020) includes 6 questions, The
Brand Fidelity of Chaudhuri & Hulbook (2002); Nam et al (2011);
Wang (2002) includes 6 questions, and finally the Quality of
Alternatives of Grace et al, (2020), which consisted of 5 questions,
were all used as the data collection tool. The basis of the
measurement scale was the five-level Likert spectrum questions. To
confirm the validity, three types of validity, "content, convergent
validity, and divergent validity" were used, and three criteria (factor
loadings, Cronbach's alpha coefficient, and composite reliability
coefficient) were used to confirm the reliability (see tables 1 & 2). To
examine the hypothesis, the structural equations modeling with the
partial least square's method through software SMART-PLS have
been used (Fornell & Larcker, 1981).



Table 1. Convergent validity and reliability of the measurement model

Factor loads . Reliability
Composite -
Research variables AVE reliability coefflaenlt
t B . Cronbach’s
coefficient
alpha
Brand Investment
Question 1 15.926 0.796
Question 2 46.149 0.878
Question 3 0.710 | 31.639 0.867 0.936 0.766
Question 4 26.586 0.862
Question 5 18.573 0.826
Question 6 16.912 0.824
Quality of Alternatives
Question 1 32.273 0.855
Question 2 10.041 0.671
Question 3 0.666 37.123 0.894 0.908 0.788
Question 4 15.939 0.797
Question 5 26.587 0.847
Brand Identification
Question 1 42576 | 0.919
Question 2 0.845 | 48367 | 0.930 0.964 0.896
Question 3 86.892 | 0.958
Question 4 31.346 0.900
Question 5 27.969 | 0.886
Brand Commitment
Question 1 116.581 0.985
Question 2 232.124 0.992
Question 3 0.972 112.634 0.985 0.994 0.756
Question 4 107.722 0.981
Question 5 138.681 0.986
Brand Satisfaction
Question 1 20.031 0.825
Question 2 0.716 | 26.297 0.864 0.910 0.826
Question 3 20.498 0.849
Question 4 25.871 0.847
Brand Fidelity
Question 1 17.367 0.771
Question 2 27.022 0.860
Question 3 0.703 | 21.893 0.811 0.631 0.741
Question 4 30.965 0.848
Question 5 26.053 0.870
Question 6 23.816 0.868




Table 2. Correlation matrix and divergent validity of the measurement model

Brand Brand Bram.:l Quality Brand
VA Brand . . Identif of .
o Satisfa | Commit | .~ .. Investm Variables
VE | Fidelity . ication | Alterna
ction ment . ent
tives
0.843 Brand
Investment
Quality of
0.816 0.657 Alternatives
Brand
0.919 0.464 0.737 Identification
0.986 | 0.693 | 0.440 | 0.668 Brand
Commitment
0.846 | 0529 | 0428 | 0349 | 0438 Brand
Satisfaction
0.839 0.315 0.623 0.422 0.693 0.584 Brand Fidelity

3.RESULTS AND DISCUSSION

Findings indicate that the effect of three factors of brand
identification and brand investment and customer satisfaction is
through brand commitment and brand commitment strengthens
these three factors and has a positive and significant effect on the
brand fidelity. Also, all variables except brand investment and
customer satisfaction have a positive and significant effect on brand

fidelity (see Figure 1 and 2).
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4.CONCLUSION

According to the results of this research, company managers can
expand their brand identity through brand associations, by identifying
the consumers of each region. Also they can determine a specific path
for the company's marketing actions over time and for specific goals
with continued brand performance. It is recommended that in future
research, the model presented in this study be examined for different
population characteristics in various industries and communities to
generalize the results with greater confidence. Additionally, other
predictive features of brand loyalty should be identified. Since in this
study, the variable of deviation from the quality of alternatives had a
significant impact on brand loyalty, it is suggested that the factors that
cause deviation and rejection of higher quality alternatives to the
desired brand be identified in future research. Brand loyalty should be
examined in different areas of branding such as brand categories
versus individual brands, strong versus weak brands, and so on.

Keywords: Brand Fidelity, Brand Commitment, Quality of
Alternatives, Customer Satisfaction, Brand Identification, Brand
Investment, Brand Loyalty, Brand Love.




X 3 Gt yyore doblad

VENNYY28h 0 &, Y ojlads (o233l 0,90
VESYAYIYY i pds o VY e
http://bmr.alzahra.ac.ir :cole oy 0VV-Y ao

i - o - & eoe 13 — S
S o AgH (FRbo B b Ny (FO g g B0 ol

A 38 ol o sena 35S 0 VS )
ous
5 solbatdl slaplo L 555055 (slodin 5 dlizio molo w5 ioliny 0jg
sled il polio Ofeti U K0 S, b 5] 005 ofa Ki0,6 g cloix/
5 Jamo 0l zmo U3 Uad g oyt do Colls, 50,9 s 4 GBU LTS, e
Oypmo iy ol s d Lo iS58y s JJal g Sdoiil Laly, ol e
Ly p Phe oty (lwlid o iagsy ol Sua il Gl 50 Cplply 805 oo
O =l g0 005 Loy, il o (g lal ol ol 5 iy L ou S8, a0 Sl ouils
o] Gl lm] sl J0 oijlos 5 Sgliio L Sol, ST Slaicds Wiy SOy puo
L,_>/j g,‘_ub[a LLX/)/j L;ijudd_tb)_bj/wﬁj)_a L)_'/J}_“'LH oJﬁjU@
ol glr—az doliiivy i b jl Jiegiy gl (sloools Al o iolag- deogi
i) By o d iy ) GEU TS, e & T ool il dgai pe
e s o585 e Lol im0 (oo o ISy o S il )Y o STigols
sloools gl .o S, atyY a5 f S o d oz jlg o pd o s jo (a5
SmartPLS 5 SPSS /i s/, i ;loolsi ol L (g, Lzl &Yol o (cilw Juo g s,lol
S Al ps g iy Cgr fole uﬁa“L’“Jw/Qf)/JB loaisl .o ploxi/
S e et g S e g i gl (b ] g pie ol g uiy
S i p e (5 iro g Ciio L TU S 055 g 00g Jole dw ) od S Cygdy
o Cols, g iy p (ol Alo js jdy Lo ytio colad pizzan g 0,00 Ay

iy sl iSOl Gl S S i iy g i (SO i il LS5y

L gudie iy 6,06y iy p (6 5 lo s iy S92 o o ol

10.22051/BMR.2024.42993.2436 : Jluzus awlis .\

Ol 5 G 5 o ils (i o g slaiBl oaSzils ( SLF 5k o pa e a i)l ulid, 5
z.olad97 @tabrizu.ac.ir

G e o8l (e 5 olandl aaSiils ( S 5L Co e 05,5 HLiihs : gt odin g Y
faryabi@tabrizu.ac.ir )\, 5,5

oBX—ils ey pras g Slaidl oaS il « SO sl S pae ( SLT 5k o pas (6,358 (gemeiils ¥
f.fatemi@tabrizu.ac.ir ;| 5 s



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ &

Ao -
oz bt gloasy 3 Gl 5l oy S oLl @l Gl i (5951
an yomie (S5 il po ey Gl dl s 1 iSS ol (gt o ja S
Ol yimiee 4 (6 9 bay (il 00l LL L ol ol Seall Se
i opamle oLy ay o a0l i sl (S (slbany S
35 ool aS By aly o (Y18 < L LSom o MSp) s ls ]
L obrie as oS (o ohb a6l pla il il b s (36
G4y 9 (09 oy 3 B By dip b Saeadh ahal) S 4
Obs,les o an a3l ) Gl yiiie 500 oo (o8, Y pane
S osn a4 b 9 WSl (ml Jo g 05l o0 0
S LS 5 o) Sl 055, (B 5L o oy ol Gl al
Do sy S Seidye Jole LS as a5 )8L3g 059 el (V414
Sy adpen gl oS a g lolds (s 5 i 5 39—b oo
P ol slals) g Lajls 1y 0,5 ovaliie (g5t Ly 0058 e
g S Lodo die) 50 laapy (oebed (rimed Sl oS 9 0b) b
Sl adaly g Sl Cool We B (3850wl oo 995 4 (5,0l
ol 2l cige wlal Gl S 0 5 00 i Sy ae e
S dals Sa S I > s (VoY L Sen g s 5) S
G5 03anl Cl S o apf 00iiS B, me il sla Suoxn
Sl Cenl 3l 6,5 6 lamsie gl aly, iz loline
0y Ly 0SBy LS Lads gla,Lud, (Yo Y ) Sos 5 us,5)
e oSl (05 4 Bt w0 d 0ge) e Slubesl 5l 5L

1. Shukla etal
2. Das et al
3. Grace et al



4 m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

Cszlz) gamaiz e L oy (o pd Sl ol Gull
W b o)l b an 3de Sps A aS 0o S gl ()8, 5 (Sl
Bl e W 0 A dgaite Sl (BUiS ' B a4 2By wiilen
S plgmiedn 0 (I3 pw oSS (VA LS00 9 (0 - 5)
Gk 5l a0 b e 0l (gl S0, S plaieas ca S B yae
o) S (e b DS glalSl b g La)l3,
B S e L i | a Ll plio g g sl S (Y- Yoo Sa
S S asp an s Jaldg g Jols o Ly ay (Sop e olulis
S L8y 5l 18 ade e S g el (L lL slas il
el sla s 48 aiS o oy Jsline (slmools Jl ol il o
Sl el d B Sen aSp o, Sleca ol oSy
S (595 ol 10 0S oo wal 8] 6)law slas S e
Tol sogld wé iy s 4 (i )L genS sl oo o
S (SO 9 LSy e taes oo LA |y 0 an (SO s
Oy eizren 5 Sl (el GlaeS b 6l (el G S
S Cie Sl (SO p e 5 LSy 0a S S yas L8, 1 o
Lo TV ¥V esltigh 5 (500 8) Sl gn 5 5352 Soiliial i
L stz B (manteis Jeadly 05 (595 ol 45 maaiiae
a4l ) (28 s o S (Aegi ol e oo s
O blyy solaml g osll e Jobo L5 0 (oo SoS Lo 4y a5
aagi 9 ol JLiid a9 S s Soslasil ] 0 g GBS S yae
) a5y o5 a5 s il 0y g 00 S S e Ll
5 92 (S | a9 0a S B ymae Jasly ) ailen L aes o dawg

1. Brand fidelity
2. Faridi and Naushad



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ Al

s 9 (S s 31 55 05 0SB paae JL8, 5 Jloel 1 an
Sy g 0a S B ae basly, 5l ol Sy0 5 caiS S ae S L8, 5 YL
—asp adal) Lds oumoLas asp dn (595 pe S (o0 (2
Lo g5 50 (Yo VYol iigh g (gum,8) cl B0 858 s
) sl oo Bgyne sloas p (59 § Cmidpe o 45 elge
3og=s 9 oloey SIS L 0 S 098 e 455K oS (o0 (s
SEleP pyos § AT S an o jl w5l Lol g Sl
4 a8 p (S 1 5o Jslee oy b S g (nl Slo Saily

OB Ml 9 6 (Sl Y

Wy (5O o =¥

dile (5)9,8 polic iy g 0a S B an e 598 Lally) )18 e
ol NS o 1ol 5 ) cl oY dasily, Jlasul 5 L algo
azey )0 |y e Bl S i (VWA LS 5 )5 -
Gz joite S a5 (g by —a pmoa S Sy as a oy ()
oLy i Ly 6)lod s d (S50 po 108 (o0 Slgidicn 1) Z
S plgs g glanly g ol oty S an e S Bas ol g S5
5 e S) S aal) SO (5l ol g 0 S e Lade | alal
RAEE AT UK JWSPRNONE 20 2% SURNNEE JUSSRURIE 20 SRV W JEK NN
45 ams e Gl ;IS 5 ;TS SR 09T (SO
Sy g 5 S g Jeame SO sla (S 4 e, baa> lasls
P p e @l sles e (A5 e bas s L o 0 S Ul

1. Bairrada et al.
2. Quezado



w m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

Gos 45 a0 o s Lo jiegin e oo Joli |) 0y sla ezl
5o adolis g4 ( Jgmamme g9 aiile Jelge a0y foa S B, as Ly,
Lolul as Ol (K L an bg e Jslse (g laF ale pus 93518 o150
ooy b adaly polas g o)l ,8 sl (BoiS 8 pae Jolad li—e

(VAL 5 9m0le) QS oy

& gy -V-Y
Slsly sy ol Lo Gyl Lo adaly i ay Joles gaspas oo

pogie (OYAF (IS 5 s i Ve o F oL Son g | S pezilsy)
S e dSg (sl an ]y 0,8 48 09 b g0 i (2950 Dlyeds WS
S olsieany agad ol b olidss o (VA S Ll 5 )
5 J=led ooy lis 5 09— oo 2L adaily S L sl (galdS oS
el gyl plo S Lo ool gatdaly a0 a o, 3l ol S
Sy (Y18 L San Mo ¥+ + 0. L San g rygmanblioss?)
Olanasinlysgs L8 o)l sl belodisay o 5l gy 0058 e
§ o) A oo o2, 3 L{ooT !y, odd wlsla S oo e

AAEE AR NCONS

1. Chaudhary

2. Evanschitzky et al.

3. O'Reilly and Chatman
4. Gustafsson et al.
5.Jainetal.



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ 4l

& Finn Ly Y-
oS L arglie o 1 (g tie Culls, d(VAAS) ) LSan o 5 il
0, Sl Julie )0 b yiciie @y (iiSTg a4 S 00 S e aieS
a8 b e ol Ldaml g Lol o 00,9l 4 (645,80 g i p
Ay Ao (b yide ik g Cdo oBan0 W A (5,50 (Bse 40 e o
Al asls q_;ﬁa_gd)lol_'%)_ggg_fi.a;’.:\ﬁii_? Sg, s Ll a5 ol
Aoy gp—te (i Sly sy sl colo, (VWWAA woly b0 5 (go—s)
H}J)HAB&QM‘?J_’OM J)o LS)L'?)[—”"[’ Ls’l_’))‘
O B pan 5l aS VLS bly o), Shoe 9 (500 9, Shoe (sloo sl
5 iz V1T LS en 5 SLugl) auS ol e oe S0
@Wfiwlduij_b)ojdjﬂjlﬁ¢;4“L.é).(Y~Y\‘Y¢;_.»)
Slocn slacolso, am o g ogb oo Lol colo, ol el o )5
Az 0 Colei o S e sloul ap L aslBas sle bl s >
o=l Gl Jlaial Bl i o 3 e b jo (g de ol
Az dn —wlea! i STly SO as sl cols, OV oLL ol
So 6l vy 1SS sams plid g ccwl 0o SOl A 4w S

1. Sternberg et al.

2. Abosag et al.

3. Jamshidi and Rousta
4. Thomson et al



7 m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

Wy Cogh -V-F
Ay S oslon! il sl g cl (g5lwdi oIS s3> Cga
Slaodde (rizmod 9 3y Cmgh S g slonl (KeSr S50 (5090
B S REPACHRE- ) S JEU DO SN N I P IS CE IO B WO
J{RCONIN N VSR URCHRIYVSRY P BG4 B & UK [N PSSR N
L gy 5l plsebl 5 aS slonl anlys oo iy a5 placaind (gas
bl 5l i |y byt ol glmjls a S (g5—8 g0
VY L San g ) S e B b oy 5,5 S
GO did g iy pa5 393 Wy B pae L ) pldogs (FauS 8

S ojlw s 03,90 |, Loyl cpolas slajls asp as |, > LS oo
Ty OHlSan ¢ ) cl el oixl Cagn a ol de g 0y
Wop a9l el asy sl cals) po i d B W Cose
il o 5l Gl e Coldy o il 4l il (g plete g
A Ceg )0 00 S By (VWA woly o g (go—e). by s
Sop L ly 09 gt oo Gldigeen dip peai L) 352 5l (29

SOV e 5 ol )asS o (6,5 55

?&ﬁée o & _Y_A
P FPEREY SUPPHTE S0 PN R S P PR g EN
Sl ol 69y s b Glpae s o Cews 3wy 4 sladl gl
o b Saeasds Lalyy gl s 1,3 sie» ooy slagil il Las g

1. Laforet
2.Mills et al.
3.Heetal

4. Linetal.

5. Rather et al.
6. Machado



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ 7

g (Vo LS g ol ole sV VA ()] )L Son g o) iS55 03
€Sy dy B8P 45 06 0 oo 0 p L 0uiS O pan (salall) baa> 4y poeie
v \ .
Stz e ylo e aspay i (Yo V8 L Ses 5 ewoln V)Y
Sl oy 0 5 6 S ol i 4 led s A A Ble s
Wlg o BASB as a S Ll 5l S .OYAF )l 5 Sle)
SN B ) (L) UV SO W LIV Joy- S Y ee EOWE = PR V5| BV PO JURKVIUR
Ol sl 218, cmje sl Ll 5l crio i L labal
Golow p S an (ol 0uiS B e 0y (S o i a0
Coloy an Cowd g b o L g98 dble ahal, o ls Sy o>

ATCER A FRAJCONS

Wy p S lo pu Y7
aS Cewloas azd s L o ul8) Co e oled aie W Sy oo
ey e oloul gl g oo JLosl o lacS b a s siwe soge
= 5 WS Sl w59, b Laglosla iy ol
AV F ) eSon 5 5Le) ail aiyiay LacS 5 gl cl (o Sae
g Gl il )l Sl po loul 5 T 5 ,LS Lo Jlw ol (g3lawss

1. Hatfield et al.
2. Rusbult et al.
3. Hudson et al.
4. Wallace et al.
5. Matear



4] m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

33w aile Sl 5 28l Gogad 53 Glpace 59,5 LB pien
o5 slars 0y o pae (i 5STe Lal gy (5 )5 DoeolisS
5 sl el 4 STy 9 (SeSLs el lg ead ol
OYRY ol (2l 5 o Jaeleral) ol 00,5 ik (530l
S Sl e 5 o sla STy caniS B ae oBays GIVL ale
|y S s sy Jis o 5 o gl sy 55,5 dalys sloy|
b Gl Gley CB3S L s nlpl 10,5 walss ol 8 50
adal) ol 51T o LS (gainip aS Wigd e L) alaly 4y b 1y
(VA GLlSen 5 (699,8) wboo Sal38)

(L plw 3)) &y e Sl CodS 51 Bl pil-Y-¥
9(699,=8) Gl 0 S y0 3l s S ymaie S oa oSl ca S
o LS8l 5 gld g Sgg—iiels SLST ol ay e immen (Y2 VA (o)LL S
Sl 5 lilel)) 355 o bgy o Joamme CebsS 4y bgy o alic
S 2 el e s (Y Y T LSen g Lsls Y -+ Y
0l a8 S ol ciS Eaysi (gl g ciliS walys 5L eas e
(VY oS g 2l ST) ol 8 asli s jge o o saS 4y
J—lie o0y o w glase an Je—ame S oubS Tl oS
A 0uh S0 i il cdS oy o Ly g 0 sl )

Iy YL cad BoiS @ pan a5 Jlo) o cul bad po 5 Ceoud

1. Foroudi

2. Ramaseshan and Tsao
3. Datta

4. Aghdaie et al.



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ A

od—i STl caS i s Jg—aze S aliio DY g azte (gl

S oo 000 S ol iS5 09, o Yo Jg—amo oo S8, as
\ . . Coe : . &
Y

g 31, Ay~ T~ A
Wgblacsl sl lals, , S0 B oS8, ae, Slas
9 )‘..\_>L’ EILA..D‘ -\_3).3/ oA_Q.ZSg_é)_.a.o .]a_g‘g) ‘(..\_3).3 ‘;o).._m),...:)
Ay GRSl iyl ol iy s (a5l o))
g3

wloas | comasr i (V) Jlw o LS 5 S ils Y
Sl st by, sl plocn il Loy dlae L 6,550
OB S G yas gl oy Sl 5l Clasa] jaan 4 S aas

Sop et Byae jlulss g St Bde cemge al e dgte
ol )0 aS 0y L Ly o piilee gl ol odogs ools 5
09 2)ls 9 L (6,550 5l (a5 55 (428 0o S S ae S
L o dlas a8 apd oo (Lt (rizpen 9 993 s )] 4y 45
S50 90y Ly E0iiS By e a5 ol Ki g el 5Kl loea 5
L ol ol wilsi e LapT oS (oo oyl Lm0

1. Jahanzeb et al.
2. Consiglio et al.



7 m S yine M (il G b iy (5O ypm e 31 S50 Jolge

Bl g Gie A yomie 45 005 il 995 00ld S W @
S g0 Wiy ol 4 iy

laadl,p e Ly gladlio (Y 1Y) Jlo ,o  assdy o slms,S
Bl o eaiS S, as (Sop iy bbdo ol g5 (5 ol
e &5 ol s 0oy 4l (ol ot pil) s &l sk
Jm929 093 hyidne an ]y 093 ol Cleas g Lol b jlew
CS b Ll og 5 (50w gaib a5 ol |, Lol g oa
63958 5 aaalaly S i 4l 5l Ly (YT Sl o ' Sy
Slpiioy ible dpai an gl Gl |) joe g ataly) 2Ll
5 95y el g olaiel g Calis, L) s any o 5l (o 5 00908
DS o Ol ezl o B aal 5 Blew Glyean et b
= L lsy agd (ol Cenl Gipgiy ml 4Bl 0y et
RSN PUVEET IN-SRLII PN WL J-JUV-V RN W JUR" -3 N B P WL
B3 e L 1y O Sz 5 5 M in Sals,

P Saley s o (FVY) Sl 5 L S 5 s,

ke A 505 o 0y dges 45 sasals 4l 1) ages slaas T
Ol Loy Lo oS 51 Bl ool weglo) mla o Jdi o
(D9 oo By 35 Oy Ay (S yuan por Lzl 04 5) (6 JA T lo
(Sl js e Lo 350 caS 51 Gl oul iegls) mhaw)

WS oo 65 e | alaly o ll s

1. Keropyan and Lafuente
2. Wang



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ v

oy A4S Aoty dzeS ol a9 00,8 solauwl (Y V) ), Sen
Ldlate g 0,8 (g lolms g caiio 515 0y dy (5t (59, 9 4y
SIS wale e U W (S s e (59, 8 N 4 Bl

G 4S5 00,8 oy G az ol 4 ’(Y~YY) S g s> Y
S Ay (5O e ot 09S (e alge Sl (G plgpreas W
Slacogge lameas oSy o b aS gald oS o es
- \ . . L .
Ao SOy g udie sy leed Wis e Bl eaie
Ay —oly 0 iS B, ae aS  duas able Sily olgueas 1 aiy
653 ! iz g 0 S o e b pls g law s S
.O)‘O Lg)‘ot.xnﬁm).ui;m).’ ‘;Q)...u).m

Bl Oldlac-Y-4
9y sojlgl A8 oy amS sl A (VYAA) ool b g goe )
il peizmen 5 )l cite LS (gt ganenls)
RPN [ JE S VN PERENIETE PRENIE T P

S5l (g, lolixe g
als ls Lm‘j g slea 8l (VYY) LS 5 90 mul, ol Y
o (St 5l s (e (S 3 (28 2L
(8 it At o g Sl JAS 8 00 4 (s ool 5 i

g g0 Ny Ay

1. Joshi and Garg
2. Brand Sacredness



Vi m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

Sl Ny B Ol

Lo:d\ oipgi— slma 3L (VW) )L Sen g 70l o dons F
i alal; 5 0 a8y 1 S Cse cie 511 (S
g3 90 ol Cyw
9 Ste 5L i p e i SoRlg Ao g a p culs,
(o) 9y (L Jales , oS A Gde 35 g 0l g loline
S8 g oline g e ,3b Wy 4 (5 0By g Slarogs Slils

GBI (oA JUo 9 dd 8 druwgi-T-)e
A a3l (Ve o0 < pgeays) atlie ;5 a5y poo (somul sl
Jb 5o (RhSe 5 Cgn; g (rizred 0 (59 e oot
o3l S A A (5O s ol A8 5 18 C a0 90 (Y4VY)
Lo Joms S ol pens 45 Lol (V1 Yo ) iSon 5 i) 59
Gl ) og 3 ey g S ST al sy (Ve V) LS
S oloul | o5l (glixe L Wi oS 5 (g920 4 Wb ol SO olal
5 35S e 48,5 114 13 Legosme JST3 SO dn ol ol , K000 Leay
cdlas 4 a>g5 Ly (Vo VYLl g i) aiiin bag e ool

1. Boorshom
2. Polites et al.
3. MacKenzie et al.



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ v

S (VA SLSat g S 5 (VoY 0) St g oy o025
oo iiS b e Ll alsts L5 0,5 olgi iy |, 0y 59 oo o
s Lol CdsS 5 Cald) cogares (plads S Lda |y 0
10,8 ol akaly 65l sla s, plgean 1) agsl 9 )l ale e
208 sloml (59 Gl 6 =S ojlal e Ay Joo
9 L8 plas Ly g ol g 1) (60,8 (5 loldg (g yay (50 pmm s
Szl s a5 Sl g plgs (lime a0 by 5 ol clex
Lo Lol Gl (plo ez S 0 (S (b 10l 2
bly) Sl 692 9 )Y jmolie den JLazil g L g plgo plgiea
S g eiypd VAN 59 8) ah sl a9 00 S S ae (555
()18 9 s BLad sl atal, S 6)lae S slap—ilse (VARY
8 1 0 foa S B e alal) )08 i sy 5 (5 S0l aulS
S0y a3, 805, S lsmsan | s dn (SO sy g 1S
Gk sl aspan ) os s a5 3te (0SS ae 43Sy 4 S
ol il ls o La i, 5 alal, Liis s ol STag5b 5,5 o
Aoy a8l (Yo VA LS 5 (s ,5) 0 o a0
OhESen 9 ()5 Jos 0 aip (S sy sloailhe | (So 4 S
S ol L aible S o s o g (Y- ¥+) 5 (Y- 19)
Sl e o 0 Cmge sl gl Lt g p S A e
S 4 S Jl> 0 Cwl oy Cad Sio (0,50 oao Ll
& yeadl) aisle o (Bl slaslBlas lacaasd oy g BauS S ,a0
38 0 a5 lobsy L (05 L o s aged (Ve - Ao
oo S uspan g)blégas Jlo o cl 5 S ofao S g

1. Fournier and Yao
2. Ashforth



w m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

2 95y Cagn Ste 8L a5l Joles o Stagh 4z ST el 618,
Sy 8 ) 9550 (Glojlas dg slaine) ;0 idon | agS
S 9 Sapgn S Sl Lt 3 6,58 sla g < (Y- by
Oslm) 9l 413 0 any a5 95 40 (5)0y » ashlae S
ol Jlse 51 (S0 cgn ol s edle T(Y B LSen
A (55loL3g VWY LS 5 Smgi) ably o i gl 56,5
KURJVRE GRS UK WICR L:A-.o&a 3,4l 0, Ll g,lud, sBasany asy
S s Loy gloles 5o TR L) sg o (oSie o5
5 o) ol (e ;ST asn s lsldg 1 g 039 S Sl solny Jalse
bl oy Sy Ly Fa S B, e 4 S By (Yo 14 oL San
55305 9l 0 T L 98w Ay (6t Jaled i e
St i 9y O 688y Jles eizmen 5 (V1Y L Sen
N P S WIRE NS | K A B YR oI R
5 FIL)8) ogd oo yitin 5 (4 () llg il ity () cygn s
S35 5 9 ey st e 55 iy e (Y1 LS
|y oy Sy 4 GBS, e MY VF o lgl 5 Lulssl) S)ls oy 4
Wy ol A it daled wsyls a4 Gt ol 4 b W jls Cusgo
Sy Lol j0 0 dy (S0 ppm s (V2 YYo,LS0n 5 olog) 9s)ls

. Podnar

Brown et al.

. Tuskej et al.

Assael,

. Zhou et al.

. Stokburger

. Karjaluoto et al.

. Alnawas and Altarifi
. Suhan et al.

©CoONOU A WN R



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ v

A d g JalS )olog 5 9 an 3t go SlaS W (S
i Db b (nl by it oo NS S s Sl (0 Jlolg) 3
o Sl Jol JS—b 50 (gl (sogtde Joo (aizmen g 4l 1) 50
|

010 o Fl iy (SO pw o (595 Nyt 2 (ST Ao pun 1) Ay

A SOy iyt d p S Lo 3l Cudas 1 Bl ypl Y ans
Byl S Sl Wiy ol

010 Lo Fl iy (IO e g Ny Cuogh Y A 3

1A (5O s p g 9 S 3l 00 B yiae Cu sy oF ans 3
S5l G

0,18 o 1 iy A 59y Wiy 2 (SIS Aoy 1D A 5

iy ol A Ay 0 Sy Sl 3 S 1 Byl a4
Syl o il

= oy S o (BaiS O pmiao il AB Ll b Wi Co g Y And b

Y| LRUI PRS0 UL VIRVY ¥

1y ol d agel a3l euiS B o ol y A and 3
S5l G

310 3T Ay (50 s o gt Ay Sy Ay (6 iien S A A0 3

0,10 Cdo



Yo m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

g e

e g

s, oosdo Joo ) JSb

o9 by -
Llod 5l go)lS slaingi o) yo Saa L 5l ol hagis
20,5 (o0 Cgame (c—alon — Aoy Lo hegi g5 5l cnle
JUIN S TORPRNUE JUIL RN | OUETU I JUOSN EON S-S5 S HON [P WA TS
Sl s oo JNLY el @IS e iy s o Sgnsbs < i)
Pr—atd— g 5y oS g ;3 (935S (Sl (o I
il Sy a Va2 5 S o leasy ol gleT Sales
FETON PSS RIPS iy [RGB YRS L BN [PUPI PP S g P
10 olipabe] s 5 5 20,5 00liial 1,55 Jsmasb | s lol ancle
OS5 Jol5 sl ol 8l Glsesl jo il o 25 VAT aiges slawd s o
Ol s ool l i 50 (S aiged G 3l sl anel>
1 Lo g lel digas o g yno (i y SO iS' 8, an 5l i YAF
3, Jlbwl Aol iy algds ¢ id g ol 5lads jge glaools . LSS
el Jgl Gy sl (s 99 5 Joiniin 4l y 0 (5510
it dm Lo pe VN5 Jold 53 pos S 9 60,8 Slasie



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ vz

ools ylis dsliivw py msle Jol Jgoz jo ail oo Lo o 5l plaS 2
ua.‘>Lw )| “9_..790 Lr"ﬁ) 6)_.50)‘;\_" Lg‘)—’ w.Qs)_) u_:‘ B el 0o
‘9.;.?:.0 @‘5) ua.>l_w O oolaz_wl ‘5_«.7:.0 ‘_,’_:‘9) S g ‘9.;.?:.0 Lf’b)
=l ol hils Sl ail ;oS goae Jloae ol 5l aS S a0
(_g)_:fo)‘..\_a‘ Lg‘)—’ \-\—A.AJL’TQ ‘9_..790 g_r"ﬁ) ua.‘>L...: (5‘)‘0 uy‘é_m (Gad—oD
b o ) OVl alas ol sl aaskio deore (g, Cod
o 00l (I (1055 Bedgw D jgo 10 0SS o (GAu B (0
6CL~)5; LELQJT w)_»a 4_§L5:L>UT)‘ el 099 AVE 9 ‘_r..,.s).: LS’l_’L’
Wl i <10 51 55 AVE Jlaie g 00s ion +/V 3l oS5 oL
P93 Jgizr 50 09 oo 0l aeliin QLo 4S5 3508 Gl 5o
J=do an criomen il oo 4| waslacwsan smrtpls.3 15 sle
5 508 Sy am am g L s oo 1515 (2l 09-Soe Wl 58 e
J_IGS)JOLM }_T)Y 9 J_:)95 w9) o o OJ._A—‘ o — JB.\_’> B )_T)Y



vy m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

Aol yy @l ) Jour

et I 0yles |l Slass s
OhKes 51,5 5uilS (5 Lo . ) e
-V
(V¥ LS 5 S -0 5 %y 4
V) oo g o] VE- . i Sy Cagh
VoY) e 5 S Yeo\D < TR
(VoY) Sopdon g 5 900l
Sl (V1Y) oo 5 b Y5-¥) 5 B3 (5 o
-V
YoV o) Sep g )5 Yy_YY 5 )-.’.L*“C‘T:ijt.el)ml

[Rod 21y o 3 (2Ll Fligys W @l Y Jouo

1502 (113, =¥ bl _
e R) cl oS Wl o
Y- -avs NP Wy 1 654 Lo puw
1555 JA-A IVAA L 1 9l Cenina 31 I 20l
- IANED -[a5f JAaS NEJRRCHNS
-/AVY -/29¥f IO ROV
A - IAYS &g 3l calsy
VY S P IVE 8 g (5O e o




VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ VA

SV Jre syl @ls Y Jgux

<81yl
51
> . . . J ar3
Sy Wyl | Wy | Ay Sy oy
o
Lk&).g
IRCZH
ABY 3 F o
Sy
51 Gyl
NINY NG o Cois
Lb&).g
S| /fef “IVYA &g S gp
<[AAF | -/PAY A LI8EA NPV,
JAES | elova | /YA | e/veq “[FYA &g 3 cald,
)
JAYR | v sy | gy |y IoAY o
%y

oo slaasl -¥
O mely 9o 0 DD 5 (35 amo o o 1D rigiy (St Cpraz Ll
YOLSY. o laplos 0o YV o mogul w aols o JSis
U o lapl oo YA gY LYP s Loyl oo o VY o
o VIV pizmen g il o Jw Fe 5l 5V Lol oo, VWA
Lol oo ,s YVA colam O 392 Loyl ooy +/A oo 5 9 o Lag
M Loyl oo )0 #IY g il 353 Loyl oo 0 #VIY ¢ uilwdd
iy Gleeay Bamsiwl 45 gaSp F oo oo dls 5,25
g g ) )0 il sa ooly s ais ST Ol 0g 3 Lo
3549 3l Lo 8 (y5—ajl 5 0is pslaozr lsosls Jligay o9
(PLS) (o532 o B> b, 5 i Yol ns s oo
Laools (09— Jloy (g, o=l 5l ookl Jlal Jods cul ool oolail




va m S yine M (il G b iy (5O ypm e 31 S50 Jolge

il 9ol lacl o L amles soli ol S el LU slaygol 5l sl 45 col

U‘)‘U’“_’ 9 09_,...: ..\_..;>l.: u,«...kj)_> 6_15 J..\_A 9 Lg)L.}Lm ‘6)—‘5")“‘\—" J-\_A

w23 gh sars B gesl 4 el oo

293 Gl 9 (5 S o3Il Joko G315 oy 2 —F-)
aSY Jodz ;0 0990 polie dayazgi b (el (g S ojladl Jaw b3l
oy Joe e sy 5 2ol sloeasld b ol e
Fsizbon Au (il (s 4 Ay S9—S oo 0l S s
ol gz Jgoz 40 05— e oslii_wlt-Value, Q%R slo Lo
e o Sl @) (s Jas CsieS R ) ol o

o3l ul_.....v T-Va|ueﬁ.>l_8.c g yano w)_.a u_u).v A Po—w § £9O J&m »

Sl 08
OB wpogwl Cgmo slavip F Jgu

(ST doyd KW PR Slol &
Vo/f VoIf Yy Sl o JI
£V Yy % S guanali
FAIY /0 Ve oWle
e Y s N
228 YOI oF &
AY/A SV 10 o9 sS
AF/Y \/E ¥ R
AA/E 1) q Als
av/ af Y o oyt s
Voo YIY I Wlols

- YYY Js



VEY ez ) Sylad bl 019 by oo aslibad || A-

Q. Rz,_sl-b)LA*" B Jgo

%% ks :

.

/f-5 <P W O

.

vy [/0A

REJUNRVY Y

LB02 1803 L =
'\ 0867 s 0826 /
e 7’ o
064
- y BFOL
Qa0 18 @00 | | B0z | [B03 | [BCM| | &c03
'\osss S
0885 0992
= 0985
0981
e - o
Qa0 o
0804 088 —b  BFM
0797
. 0E0—3  gros
0847
«—
- 0868 —  BFO6
979 053 goss ”W\o:“\.
o I - = 0825 0847
/ 0564 0548 \
o 03 0
S libiwl Ll o g5l Jao ¥
1801 LBO3 LBO4 LBOS 180G
31636 /
3 26586 185 6oz
523
BFoL
Qa0 18 B.coL ooz | [ecos| [ecos| [ecos g
\ 7022 —»  BEFO2
- S 2808 16581 32428 I —
'-“lﬂm. 107722 138681 253 —
QA3 ¢ yam w053 — -
QAot 15939 3 -
26.587
- = 23816 ——% BFO6

Sslolao b yo Juwo ¥ IS




A m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

3 OlsSe Jome )b 5 S oslast Joos S35l 51 Glabsl 51 g
oolaiul ot Jome (A 05l byl g oy g GOF jLas
S OY L sl il Joe ol o e oyl oodidamloe laie Sgas

3 olasedsl ol g5 oo el 9 (693 o3l cums ) Lis

99l oy U anled oo ool 2 1) LSl ) gy Joe 351
Solese setaie (pam malo e Ghagim sladd s pads, Ly
o b Sg—ed olaiwl s Jasliwl e o b g T g lolias o 0
b jo il (VAR L5 V/AP) o5 5l z,l5 4S &y 9—e 0 (5 ol

PRV PR SR PR PN W LI TSP ED PPt PRI, VAR EEUON =)
sloa o8 51 S 1o sa o lasbiw] e oo d o)Ll lais

el 0l 0ol

Seg Sans B eo3l ulis £ Jgue

axs | gylobae | (Gl | e Joowe Ad 4
®) ) ®
e $o KY 1084 Le
f NI oYY | s | SO ”{“5) S I
a5t I ARG PR IN W
b o oS 51 3l ol
ail | e VIYeY | -/ofs ;R A T ass
.0)‘0 ;A-A-AA ):JLJ \_\Jj.xsfo)».w).w
Slasp So N Cugd Cadie
b | Ry | vARY | epea | PR st st
N
e XSSl eans s cols
f DYV | AN | cepean | FTRTEISTEETEE  e
a5t Byl Cude Pl A (SO e
Ay sead (55, 3y p 5,l5 4k s
RV [++0 YIN-§ CIYAD o)l o oy




VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ AY

dxs | gylobze | (Slys | e o ans,s
(o)) (t) (i)

e g o laai p plo caaS 51 Ol ol
¢ N WY | —egeye | RS =) o
KWl Sl cuie Slasy S

Sl e il

iy Sy 5] eSS e gl
b | vt | ey | gve | TR T s

Syl i plaiy ol a

£s Ny S (6 ye Mg
b | oo | R | eary | A e e e
Syl cade Slaiy ol e

oot g | - F-Y
Sl 31 o any bymye To)ll g s el e Jgloz o
Ay s e by s o sy ol 31 ] 0 A3 i e
Jis slo pite (o ahall) 5o (2ile Lo piie 5l as plal>
Jod=z ;04 joblon 09 B o0 as8)F J, 8 ) p0,50 Ay
= ST ke (Lp piie el o8 Ol ST Sl et e
S 0 b 5l 0 (SO o dp Sall) g Wi Cugh iy
Rl Sk 3l Bl it i Sl (g 0,8 e )18 Al 00
B 03l 890w wgad Gk sl oS (I s i

=

35 oo




A m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

oaimnn gl Ol 1LY Jgos

Js 5

(B o

(t) ylado

Ay

{5

W

¥/- 54

SO

&y

Ny RS

Sy 26l ko e

A..:L: pae

SO g

&y

Ny e

sl coaS 5l Gl
[EXG

sl

YIPEY

(55 e s
&y

Dy xS

Sy g

WY

Y0¥

AR

LT

&

N M

& wLo)

JS ol S-F-y

1 (s D9 o A padinne o g adlinne Dyl 9oz 4y S5
RS s L it (555 3 0920 51 L5 S e ol 31, LSl ol 5
Loy ol 5 oo ctlyd it Sl 5 s 53l (S 0508
aS jobolen .ol o ooy lid gt slaustio oo o JS Ol Sl e
iy plw CdS sl Blodl psie J57 3l Sl patiin Jour 5
sbo e J5 5l (Hg g0 0l +/0 ) a0 0 p (SO
Sl sy (S i o GRS Al g Sold) Wip Coga




VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ A

5 SI1A Jauer

Js 51 o it

| M)k | sy S

RUCTEINYS VIARE YV Bt (5 s oo S 6T Al s

Lo coas 5l 8l ol
o £INYS NN By 5 syt 7 05 5l Sl
' o s

0l pae R —efeeY Ny (5O sy Ny Sagh

il sne | YT JJery Ly (50 pps g

G5 A g Cy= 0

Al g 05 Ly 0d S 8 e daly, dxwgi iagie oyl plal 5l Lol Gos
e Lsly ol jo Cal 4285 065 4 55 W (50 e s Pl a5

P P3|\ EEEII SEIIC S| Y W SV JUSNWIVWISURIP- 3 N W V| YRR '| PP JV-
ey Ly b oyl Lol Jadinigas 1 5l ol glss ol
SOy $9) 35 2 IS ale s melinnnjof J Sl ) 2 Ly eren
158 SOy ;B e sl ol 3l 9 995 e 9 4 e Sl
Loy o il s p gl (6,5 (lao b (o ol il oo
Q_...ljeo)lot_gjlochﬁ_guﬁﬁ_s A g3 (SO e s (59, T Y/ a0

A Lasy éoﬁﬂﬁd)lﬁmuﬂwﬁﬁb@xw




AD m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

45 i plgS oo 30 SloSren (Vo V+) [ )LSed g o 5 95—
Syame EALST B, an (S0 gl Slebe s o g BT ale
Bl A s 98990 U Ay Al g0 A4S (Jjao 1 3K 39 s
T B T e
Sy S Sl e 5 gobe LUl loaiS 8, an 85 dly o il

99y e atally Loxsl 0) 095 d bl )y i 0,8 Bl iy (g9ixe
2 ol e S S ] adal ) aUilgs el g 09 o Hlul (0uS B pan
O § 03— dprie Sy Ly g5 adaly a0, 80 Bl pios ((Go—e

‘55-“-"5" 0Oyt s
as8 ol Laools Jdovigan o0 5l Jols gl ulwl oo jls (g loline 4
5o (VY LSen 5 gy (95— 5l J—ol> ml Lo
sy 755 oy ) Sl s Sl Slestan (YY) o LS
i (6,5 ol Lloosp plw cdS 5l Bl ol iy s0 il o 03l
ESEPE S USTRPEL IR RS PPN EREPE SO
OhlSar g J) aaS a ol bl (YoV+) oL Sen g o 5
L g sy dy (6,1oLbg 008 a5 0ilgf o 0y Sy S5 ¢ (Ve # Y

1. Gil et al



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ il

=

QS_S}: 9 C,J}?_ws) ‘(\ QAV) &Jj—:—u}j) ‘(\o‘o‘f) u‘)l_ioﬁ) 9 &:;Jﬁ.:_mj) a_sa5
B0 0 Aoy Al (Bl iia s 0 p slacn Kol 4z e (124Y)
Sa slealer CodS ool (95 sleis 5o (Hy b Gl
plw S 1 Gl il gt ol o Jdos ol g ed T ool ]y Wy
S 0 iy 13,0 L;)\ol_;M5¢;_¢;’;.o}§L? A s oSy
By ol Aol )0 g 199 med Oy A Al Cely Hhais jae Wiy (Slo Sl
S sy ey Aol el 0 Ay gl 5 b ST lea y plw caS |
L aS asil ai il og2g o)l LSl gz jo by cman acdlogd &y
Pl (BaiiS 38 as vl i 053 (ol caSL sleas e
el CedSt glaas y HBa S B a5 ogi oo del g 3o 1) 055
LQA_S)g U—" R Q_.:.‘)Q é_‘éls)o .J_J.LSO) ‘) 09_5-)14.3&)9_,0 S—p
L o2l o s50la (6 5 g dnlin 9929 Ly 0o LSl sadansbi s
Sy el A S 5,5 118 ) 0590 90l 3 Lol 4 Koo Jalge

g g0 Ny &
oS g ylane g St JSlas (SO 0 g e dd s
s gy Ly a5 )8 ol Lavools Jdosiga 1o 5l ol gl bl
g Sy Cag® Ao 1 Al o 0l 0,5 1 V/AY Jla e g+ /YA
S oline g oo 5L 70 el Ly g oy Sn s by 9y (55
5 e e Socanl Lalg, (6,5 IS Lite (698 Cyga Ly iy o)




AY m S0 M (mileo G5 b 9 (O yam g 9 Y50 Jolge

C9® i AU 2 3 J=ol @l ezmen (VA ()L Sen
A 205 )0 bl oo 3l 0,5 T Y/FFY Jlade Lbhasy Sy o 0y
RIS NEEPPYOR RSN I JPICER-PRUFE JPE JpFS EOY WU O
=4S eSSl o Sge CiS e S e SIS i (S0
LS |y a (50 sy e S GRSl (s )l Sy (SO e e
085 e Gl (i 3l 39t 0y el erge 45T Slej (g s e
e 995 9 erge (89 A p Sgr it OSSNy (I3 e
Sl aily e Sl (S0 s e s 0lg o D9 ce Wi Ay Bl
A 15 5l (5 0t e e 9 (SO ey g ST )
s—od ol e (B YAAA) 0)ls (g pdoy e 3L A aged
S5y Sy Samg 235 A ass (655 e L g aiann
By 45 Sl )3 Ml S 5 cogtde Llod ol (il 8o
aiBenl 0y L i asd g Ay S ap L ly 0g 5 00 S, as
A5 ol d e b Galy 8 0 55 o 45T 590 50 o s
@l 0592 50 9ol asy el g 0 p oo 1) 005 0 03 5

a2l LS W 4 agad olml g Wi Cuge (33L 5 Wp
S olire g So Sl as p (59 pos 9 3l ol sl e 58
oo Lasd ol laosls Jdogan o0 5l ol mlas ulwl o ls
e a5 0l o jee T ANIY e g/ A o
U Al bl (S L, |y ath A 58 ey s g5 e
oSt adal, bdo 0y x iy aSy SopywaS Il cculasy |
L Gsb ol g o)l (e 5l o a1 (5 5die Sl (Jg oS (o0
AU @8ly 38 5 095 05 (S pm s el Al 0 9 WS (65 (20le
5l J—ol> s ol o il a il (5 lolre 5 St i o puf
a0 (S0 (8 e ol aiin i L5 gy




VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ M

g gl L g ol 3l ol ol g 0gds e 03l TV/OFO
s o Ly a8 (ol Lsosls Jdoigan o 5l ol gl ol
@b b beasil (ol 0, yton 5]y aip o g i p 5 S ailopu

Sl lgFean (Vo V) (oo 5 ur,S (1 AAY) ' SSgy § Cdgmnns,
as8 ol Laosls Jdodigan o0 3l ool gl ull ,o 0l (5 oo 4
Aoy il gei a0y TN Jabeg—/e Ve s o0 b
Y WYL PR PO SUW S| U JUIN WS SR F X S VRSN| ERLIVE-R g - Je 5]
u—l‘ ‘)_>) sé)‘.) 6.;‘9_7:‘0.@ (§o9—> s \44ay) RS—!jJ 9 Jj.._mj) «YAAY)
S e |y Laasp b cdeS 3l Bl 5l o9 e b gl
caS L s lanSila az o sl ool lid o wip 4
g5 o 5 o3 e il e 3 4 S5 A S
oo o Ly as 8 ol Lacols Jdosigan 120 5l ol s bl
L 50iiS 5, ae 45 ol Kim ¥+ VY o) S g 5 ¥+ VY S

1. Rusbult and Buunk



M m S yine M (il G b iy (5O ypm e 31 S50 Jolge

o ol L s d o ay (5 i Jaled wig s oo a3l iy SO
5 e ot e aip csn LS oot B a e g il
iy 3 ol il L togi of laacil ol Y 18 o LSan
s San oKy, o

sy O 3o 0 S JleaiiS B ae Colls ) i dumid b
o=l Loy Jdodigay s 5l Jole guls wlowl o ls (g lolne g o
ol ol o 0l S je o B VBV i g IVFF s gy o Ly b
DBl e Ay dy gl sl g (bl ale ols) oS s ol 4 4
g 5l culis, adly ;5 el g Sl (Y- Yo oo LSt 5 s 5)
5 gy Slogiagis mli b Geiores g il o gl gl oY
et iomie (VAAY) o ss ) (1 AAY) Sy g g, €129F) LS
LasS Jloyo s Slysren o an aged g Sulid, o (39 Lo
S lggeen V28T T opgar s 5 (s gty

Ceite 3l 02 Gl ey (50 sy iy S Ay (6 o 4 ek A B
as,8 ol Laools Jdoxigdn o0 3l ool gl ulal ,o 0l (5 oo 4
Loaczily ol il e a sl Syoe £ FV0F Jaie s +/OTY s o b
5 A SV N AAY (g, VA9 (LS 5 Cgang ) lalllas gl Ly
1548 o e s clalllas ol 1y s lsseen (133 o)L Son
s9ban b (090> U o el SO Lo U alal) SO el ot
s sl il 5 o R Fale s o Sy anban I S
Bk g ms e 1,8 8L coms Ly oS e (65 mbis |, Gt il
god—b abal, (g el el (65B oS (VAT (dgg)) L
S pomnnilSo ey 4 el aday L agd Cte 3l siias (LS

1. Piehler et al.
2. Brown and Peterson
3. Lange et al.



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ i

S (S D A (VA (LS 5 o 5) adlie o a ) Lo i
Elsl 3 alizie 9 Bg e (sloasip g (il 33 eizren Wt 6 JASRLS
P &lo paS a5 5,5 jakin e L5 B 8 ) )50 milico
Ol o s pellaislog 5 an 1) (g ity (5 yo 9l (o0 S e
e i Jl 9 Sl (S0 Sl pile S bi—o 95—
dnolr | S ol (SlagS (s yan Wl oo Gl 0l 1) (S0 e
g9 p dm aBle g L s 3l (LS patie S (IS p 45 0l
s sl Lo el dnelz o potin ol il o 4y JalS” sl
(Jbse s (oSS il aile) Ceande 5 5 (659 bd Yy
Ol 09iS 8 ae g ol 0l Loyl o 3 il a8 (SYgame 4y S
Cmord (ypizratd 9 S ol S 5 0,y g Sae Yok (6l ) Jgmame

25 g0 0aalie fitoy WIS ol cSloy Jgame o] sl 55 sV

&0 ool -7
RSl 9y (IS e pes S agai Sl L aiy Cugp Sl 4 ax g L
Sl LS 8 o iy Cogr (B Sl o S ol Bl oo
[y 0g2 ,hais 00 ddpy gedn BaiiS B as L aes &) FausS G pas
wWedan Ol el il 5 Gwlon 6 )55 ) aile calidee 3,1
i 5 ol Gl S 5 o CeiS g 0 il gy g 4|
o Sl adal ) Ja a0 gl (6l g oo (eails sl g3 il
4 00 iSO ya0 e (S 00 iiS Bya0 g Ay Cgr 4S5 Syl S



A m S yine M (il G b iy (5O ypm e 31 S50 Jolge

F o i B L L oS Sy (SauSpas an ) L ool ooy
lolpiiny ¢ clolal g ol i oyl Slea s g 0 WY game ool
e o Wl dae ool adll Slea S L g us pan coui 1y 055
g ot plwlid il sl g o (il (ol L b e sloails
(OIS an | cmer slaai s o Lasls el b 5,k 5 e
adlaie S FaiS S an Sy g Comand a il oo LacS 10 () pae
by Lol Cysn L |y s aiiS x5 0iiS Lo , S0 bl L
Gt b g Senlag S pls s b g Coge s adlate ya 5 ins
Sl slagragiy Ll s, biye Lagl Ll 0y o (Ths Oy o
OB 8as atd Cogr LiaS ol gadhio SG Al sy Coge
Eel o o Gyl sl B a g s (8w adlats ]
) opad a9 00b Jlais g0 0 an Ba S B ae (S8 e
99—y gl aim g 09 Cupae al (e izmen S gl Cws ) L
@l @b 4 s lan gl ad S I 0 0 SO Jeame (993
A Cod 999D oy Sy 4o e P abi e a i egi (o
o2 g u—ib oYL e oS glls g0 ooy i 5 Loy oL >
Sl oy aged sloml 3k Sl sl sl sy o S ale,
BRSO SN| NV JREFIP-J N Wk V] YUV JUFY XYV W SRS (S SURIwIoe
4S5 503 (b ol g 9B 0 p a agel el ST (g 0 s (S0
S 3l (5 po 2 Sl a5 Lo S0l CaS 5l Sl
RSl 0ol b (i 1090 0 (SO s pe 9o Wl o0 010
YL CaiS s e w0 ) Lo Sole deS 5 Slsul b adl ol o
5101 (gl B asuze 4 Sls 9p 5 (il 48 (Al oo Ly g 0Bl el
b oyl cals, ashlan ey Ly oy ali ) ws p cad ol

L o oloml 3k 5l (Hg wjlas g loline j 5100 p (50 pw 0 pudiins



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ v

oyt Sl 0 (SO o gl (6,5 (e L il pd j5boy
S Calud) Sl dm 9 a e el 45 (ilse Ol oo clpli sl
it soley e L e Ly g cnleS (a8 aile
Bl sbagilyml plulid o alS s SO Sleas g DY game
7S 1 (0 Shoe oS o pls Sl odliil (o] (gl (55258 0U 2 5
S O yamw s Sl L Lo i3 ) g Lol l 5 0 (Fa S8, as , ST0b
bS5l Byl i e Colid; sy o RS lejn i 9ged) W
Sp L ea S ae baly) g0 (il 0 gl (WS Cge o 0 KL
G—le g ol 0 b s aler G SleS g Jasl goaila o>
5 2l Sy 5 SLligy Bgyae (lodsip a0 5 gt (BOS S,
Sl iagig ;0 393 s iy W8T 58 () 2390 (S Sl 55
eyl g bz mliio glps Simgiy ool sord il Jos o]
@l Ol U 0,8 )08 (o 250 Sslitie (mez sla S b s be]
oS (e SLa SRy b 1 9 O el (65t (bl L,
G095 (=l g3 aSilan 4 g L 0g b (et 55 W (S ey (e
S 3 (SO i ey b ST Sl it
8y 988l ol o a S Lolge L5 09 o Slpiion oal Lo jidgin 1o
D9 lwlid 09 o 200,90 0 5l YL S slacn Sl Lo
59 300y sladi s aile 0o alizee (glade) 0 anb asy (SO

Dgl gy nd Sl g (598 sl g S slaaiy blae



aw m S yine M (il G b iy (5O ypm e 31 S50 Jolge

YoV AE) (e b)lb ladss Jiwgh - cole

G g gz b esme s 00> ‘cz—.'b)""o P UV ‘u_asl_..;)...o‘
sloas i slacl (e ;0 0y a G—de ool (VAT ouui 0,8
YY) O(Y) iy ot

Lo e cooly i (g 5 )iS 0olj,aam 0,0 Fyall S dows
Gy ang o o] U g usy elainl cygm ooy ) (VFAY)
aoll b (a5 ] Y ame oo uSader S b iaslllacs jg0) 9y 4
ububb Lfb)‘ﬁ L)“59_I L;l_®9)$9.> L)L’)"‘_"“'A olf\.\_l.) )‘ Q—‘ C’,‘LQA_AL:J 9
5 oSl Sl3T oSS g ke oSl ) poalid IS

LS ey O YAA) Slaldl 63l ol (i g il (g0e
FYON) LS g 5 o o anldad (50 STk 60 )50 amdlllas) 0y

A¥-) - q
OYAP) o (S 35 (ol 9 o (2N o 8 g DL

9 9=p e o slanl (Goll g as sl cols) «Solling Q3L (o)
W= F(F) i o o ale )] sloasls



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ i

Abdi Mostafa & Najafizadeh Nadera Al-Sadat (2019). Investigating
the impact of brand documentation, brand reputation and
brand identity on brand customer satisfaction and loyalty (case
study: Bank D). journal of Business Management, 11(42), 83-
109. (In Persion)

Abosag, |., Ramadan, Z. B., Baker, T., & Jin, Z. (2020). Customers'
need for uniqueness theory versus brand congruence theory:
The impact on satisfaction with social network sites. Journal of
Business Research, 117, 862-872.

Aghdaie, S. F. A., Sanayei, A., & Etebari, M. (2012). Evaluation of
the consumers' trust effect on viral marketing acceptance
based on the technology acceptance model. International
Journal of Marketing Studies, 4(6), 79.

Alnawas, |., & Altarifi, S. (2016). Exploring the role of brand
identification and brand love in generating higher levels of
brand loyalty. Journal of vacation marketing, 22(2), 111-128.

Amirshahi, M., Yazdani, H., Mohammadian, M., & Taghavifard, N.
(2014). Testing Albert et al. Model of Brand Love among Social
Networks” Members in Iran. Quarterly Journal of Brand
Management, 1(2), 11-32.(In persion).

Ashforth, B. E., Harrison, S. H., & Corley, K. G. (2008). ldentification
in organizations: An examination of four fundamental
questions. Journal of management, 34(3), 325-374.

Assael, H. (1998). Consumer Behavior and Marketing Actions; -
Cincinati Ohio. South Western College Publishing.

Bairrada, C. M., Coelho, A., & Lizanets, V. (2019). The impact of
brand personality on consumer behavior: the role of brand
love. Journal of Fashion Marketing and Management: An
International Journal, 23(1), 30-47.

Borsboom, D., (2005). Measuring the Mind: Conceptual Issues in
Contemporary Psychometrics. Cambridge University Press,
Cambridge.

Bravo Gil, R., Fraj Andres, E., & Martinez Salinas, E. (2007). Family
as a source of consumer-based brand equity. Journal of
Product & Brand Management, 16(3),188-199.



0 m S yine M (il G b iy (5O ypm e 31 S50 Jolge

Brown, T. J., Barry, T. E., Dacin, P. A, & Gunst, R. F. (2005).
Spreading the word: Investigating antecedents of consumers’
positive word-of-mouth intentions and behaviors in a retailing
context. Journal of the academy of marketing science, 33(2),
123-138.

Chaudhary, A.H. 2018. Brand love: Fiction or reality? Journal of
Strategic Marketing. https://doi.org/10.1080/0965254X.2018.
1430056.

Chaudhuri, A., & Holbrook, M. B. (2002). Product-class effects on
brand commitment and brand outcomes: The role of brand
trust and brand affect. Journal of Brand Management, 10, 33-
58.

Consiglio, ., Kupor, D. M., Gino, F., & Norton, M. I. (2018). Brand
(in) fidelity: When flirting with the competition strengthens
brand relationships. Journal of Consumer Psychology, 28(1), 5-
22.

Das, G., Agarwal, J., Malhotra, N. K., & Varshneya, G. (2019). Does
brand experience translate into brand commitment?: A
mediated-moderation model of brand passion and perceived
brand ethicality. Journal of Business Research, 95, 479-490.

Datta, H., Ailawadi, K. L., & van Heerde, H. J. (2017). How well does
consumer-based brand equity align with sales-based brand
equity and marketing-mix response? Journal of Marketing,
81(3), 1-20.

Ebrahimpour Azbari, M., Akbari, M., & Rafiei Rasht Abadi, F.
(2015). The effect of experiential marketing on brand
commitment with the mediating role of trust and
loyalty:. Journal of Business Management, 7(4), 783-804. (In
persion)

Esmailpour Hassan & Haji Babaei Hossein (2019). Analyzing brand
love and examining the effect of associations, satisfaction and
trust on brand love. New Marketing Research Journal, 8(4), 1-
26. (In Persion)

Evanschitzky, H., Yier, G., Plassmann, H., Niessing, J. & Meffert, H.
(2006). The relative strength of affective commitment in


https://doi.org/10.1080/0965254X.2018.%201430056
https://doi.org/10.1080/0965254X.2018.%201430056
https://doi.org/10.1080/0965254X.2018.%201430056

VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ A

securing loyalty in service relationship. Journal of Business
Research, 59 (12), 1207-1213.

Faridi, M. R., & Naushad, M. (2021). A study of brand fidelity: Its
contribution and impact on the Saudi market. Innovative
Marketing, 17(4), 13.

Foroudi, P., Jin, Z., Gupta, S., Foroudi, M. M., & Kitchen, P. J.
(2018). Perceptional components of brand equity: Configuring
the Symmetrical and Asymmetrical Paths to brand loyalty and
brand purchase intention. Journal of Business Research, 89,
462-474.

Fournier, S. (1998). Consumers and their brands: Developing
relationship theory in consumer research. Journal of consumer
research, 24(4), 343-373.

Fournier, S., Yao, J.L, 1997. Reviving brand loyalty: a
reconcepualization within the framework of consumer-brand
relationships. Int. J. Res. Mark. 14, 451-472.

Grace, D., Ross, M., & King, C. (2020). Brand fidelity: Scale
development and validation. Journal of Retailing and
Consumer Services, 52, 101908.

Grace, D., Ross, M., King, C., (2018). Brand fidelity: a relationship
maintenance perspective. Journal. Brand Management. 25 (6),
577-590.

Gustafsson, A., Johnson, M. D., & Roos, I. (2005). The effects of
customer satisfaction, relationship commitment dimensions,
and  triggers on  customer retention.Journal  of
marketing, 69(4), 210-218.

Hatfield, E., Traupmann, J., Sprecher, S., (1984). Older women's
perceptions of their intimate relationships. Journal of Social
and Clinical Psychology. 2 (2), 108—-124.

He, H., Li, Y., & Harris, L. (2012). Social identity perspective on
brand loyalty. Journal of business research, 65(5), 648-657.
Hudson, S., Huang, L., Roth, M. S., & Madden, T. J. (2016). The
influence of social media interactions on consumer—brand
relationships: A three-country study of brand perceptions and
marketing behaviors. International Journal of Research in

Marketing, 33(1), 27-41.



v m S yine M (il G b iy (5O ypm e 31 S50 Jolge

Jahanzeb, S., Fatima, T., & Mohsin Butt, M. (2013). How service
quality influences brand equity: The dual mediating role of
perceived value and corporate credibility. International Journal
of Bank Marketing, 31(2), 126-141.

Jain, M., Dixit, S., & Shukla, A. (2023). Role of e-service quality,
brand commitment and e-WOM trust on e-WOM intentions of
millennials. The International Review of Retail, Distribution and
Consumer Research, 33(1), 23-43.

Jamshidi, D., & Rousta, A. (2021). Brand commitment role in the
relationship between brand loyalty and brand satisfaction:
phone industry in  Malaysia. Journal of Promotion
Management, 27(1), 151-176.

Joshi, R., & Garg, P. (2022). Assessing brand love, brand sacredness
and brand fidelity towards halal brands. Journal of Islamic
Marketing, 13(4), 807-823.

Karjaluoto, H., Munnukka, J., & Salmi, M. (2016). How do brand
personality, identification, and relationship length drive loyalty
in sports? Journal of Service Theory and Practice, 26(1), 50-71.

Keropyan, A., & Gil-Lafuente, A. M. (2012). Customer loyalty
programs to sustain consumer fidelity in mobile
telecommunication market. Expert Systems with
Applications, 39(12), 11269-11275.

Laforet, S. (2010). Organizational innovation and outcomes in
SMEs. In Organizational Culture, Business-to-Business
Relationships, and Interfirm Networks. Emerald Group
Publishing Limited.

Lin, C. W., Wang, K. Y., Chang, S. H., & Lin, J. A. (2019).
Investigating the development of brand loyalty in brand
communities from a positive psychology perspective. Journal
of Business Research, 99, 446-455.

Lin, C. W., Wang, K. Y., Chang, S. H., & Lin, J. A. (2019).
Investigating the development of brand loyalty in brand
communities from a positive psychology perspective. Journal
of Business Research, 99, 446-455.

Machado, J. C., Vacas-de-Carvalho, L., Azar, S. L., André, A. R&,.
Dos Santos, B. P. (2019). Brand gender and consumer-based



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ W

brand equity on Facebook: The mediating role of consumer-
brand engagement and brand love.Journal of Business
Research, 96, 376-385.

MacKenzie, S. B., Podsakoff, P. M., & Podsakoff, N. P. (2011).
Construct measurement and validation procedures in MIS and
behavioral research: Integrating new and existing
techniques. MIS quarterly, 293-334.

Matear, S., Gray, B. J., & Garrett, T. (2004). Market orientation,
brand investment, new service development, market position
and performance for service organisations. International
Journal of Service Industry Management, 15(3), 284-301

Mills, M., Oghazi, P., Hultman, M., & Theotokis, A. (2022). The
impact of brand communities on public and private brand
loyalty: A field study in professional sports. Journal of Business
Research, 144, 1077-1086.

Nam, J., Ekinci, Y., & Whyatt, G. (2011). Brand equity, brand loyalty
and consumer satisfaction. Annals of tourism Research, 38(3),
1009-1030.

Nnejat, S., Shirkhodaei, M., & Bahmani Tabrizi, H. (2018).
Investigating effect of Nostalgic Brand Experience, Brand
Satisfaction, and sustainable Marketing on Brand Love and its
Consequences. Quarterly Journal of Brand Management, 4(4),
13-39.(In Persion).

O'Reilly, C. A., & Chatman, J. (1986). Organizational commitment
and psychological attachment: The effects of compliance,
identification, and internalization on prosocial behavior.
Journal of Applied Psychology, 71(3), 492-499.

Piehler, R., King, C., Burmann, C.,, & Xiong, L. (2016). The
importance of employee brand understanding, brand
identification, and brand commitment in realizing brand
citizenship behaviour. European Journal of
marketing, 50(9/10), 1575-1601.

Podnar, K. (2004). Corporate reputation, orgnizational
identification ~and  commitment. Unpublished  doctoral
dissertation). Ljubljana: Faculty of Social Sciences.



19 m S yine M (il G b iy (5O ypm e 31 S50 Jolge

Polites, G. L., Roberts, N., & Thatcher, J. (2012). Conceptualizing
models using multidimensional constructs: a review and
guidelines for their use. European Journal of Information
Systems, 21, 22-48.

Quezado, T. C. C., Fortes, N., & Cavalcante, W. Q. F. (2022). The
influence of corporate social responsibility and business ethics
on brand fidelity: The importance of brand love and brand
attitude. Sustainability, 14(5), 2962.

Quezado, T. C. C., Fortes, N., & Cavalcante, W. Q. F. (2022). The
influence of corporate social responsibility and business ethics
on brand fidelity: The importance of brand love and brand
attitude. Sustainability, 14(5), 2962.

Ramaseshan, B., & Tsao, H. Y. (2007). Moderating effects of the
brand concept on the relationship between brand personality
and perceived quality. Journal of Brand Management, 14(6),
458-466.

Rather, R. A, Tehseen, S., Itoo, M. H., & Parrey, S. H. (2019).
Customer brand identification, affective commitment,
customer satisfaction, and brand trust as antecedents of
customer behavioral intention of loyalty: An empirical study in
the hospitality sector. Journal of Global Scholars of Marketing
Science, 29(2), 196-217.

Rubin, J. Z., & Brockner, J. (1975). Factors affecting entrapment in
waiting situations: The Rosencrantz and Guildenstern effect.
Journal of Personality and Social Psychology, 31.1054-1063.

Rusbult, C. E. (1983). A longitudinal test of the investment model:
The development (and deterioration) of satisfaction and
commitment in heterosexual involvements. Journal of
Personality and Social Psychology, 45,101-1 17.

Rusbult, C. E. (1987). Commitment in close relationships: The
investment model. In L. A. Pepiau, D. 0. Sears, S. E. Taylor, & J.
L. Freedman (Eds.), Readings in socialpsychology: Classic and
contemporary contributions (pp. 147-1.57). Englewood Cliffs,
NJ: Prentice-Hall.



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ L

Rusbult, C. E., & Buunk, B. P. (1993). Commitment processes in
close relationships: An interdependence analysis. Journal of
Social and Personal Relationships, 10,175-204.

Rusbult, C. E., Drigotas, S. M., & Verette, J. (1994). The investment
model: An interdependence analysis of commitment processes
and relationship maintenance phenomena. In D. Canary & L.
Stafford (Eds.), Communication and relational maintenance
(pp. 115-139). New York: Academic Press.

Rusbult, C. E., Van Lange, I? A. M., Yovetich, N. A., Wildschut, T. &
Verette, J. (1998). A functional analysis of perceived
superiority in close relationships. Unpublished manuscript,
University of North Carolina at Chapel Hill, Chapel Hill, NC.

Rusbult, C.E., (1980). Commitment and satisfaction in romantic
associations: a test of the investment model. J. Exp. Soc.
Psychol. 16 (2), 172-186.

Rusbult, C.E., Agnew, C.R., Arriaga, X.B., (2012). The investment
model of commitment processes. In: Van Lange, P.A.M,,
Kruglanski, A.W., Higgins, E.T. (Eds.), Handbook of Theories of
Social Psychology. Sage, Thousand Oaks, CA, pp. 218-231.

Seifi Dev Kalai, Morteza (2014). Investigating the factors affecting
brand love and its consequences from the point of view of
imported luxury car customers. Master's thesis. Faculty of
Management. Islamic Azad University of Tehran. (In Persion)

Shahrokh Dehdashti Zohreh, Jafarzadeh Kanari Mehdi &
Bakshizadeh Alireza (2012). Examining the point of view of
brand social identity and its effect on the development of
brand loyalty (case study: Kale dairy products company). New
Marketing Research Journal, 2(2), 87-106. (In Persion)

Shukla, P., Banerjee, M., & Singh, J. (2016). Customer commitment
to luxury brands: Antecedents and consequences. Journal of
Business Research, 69(1), 323-331.

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

Stokburger, N. (2010). Brand community: Drivers and outcomes.
European Journal of Marketing, 27(4), 347-368.



! m 6 il M (Zxilen il b iy ( 5Oy 1 S50 Jolge

Suhan, M., Nayak, S., Nayak, R., Spulbar, C., Bai, G. V., Birau, R., ...
& Stanciu, C. V. (2022). Exploring the sustainable effect of
mediational role of brand commitment and brand trust on
brand loyalty: an empirical study. Economic Research-
Ekonomska IstraZivanja, 35(1), 6422-6444.

Thomson, M., Maclnnis, D. J., & Park, C. W. (2005). The ties that
bind: Measuring the strength of consumers' emotional
attachments to brands. Journal of Consumer Psychology, 15(1),
77-91.

Thomson, M.; Maclnnis, D. J. and Park, C. W. (2005). The ties that
mediating role of consumer-brand engagement and brand
love, Journal of Business Research,3(96), 376-385.

Tuskej, U., Golob, U., & Podnar, K. (2013). The role of consumer—
brand identification in building brand relationships. Journal of
Business Research, 66(1), 53—59.

Tuskej, U., Golob, U., & Podnar, K. (2013). The role of consumer—
brand identification in building brand relationships. Journal of
business research, 66(1), 53-59.

Van Lange, I? A. M., Rusbult, C. E., Drigotas, S. M. Arriaga, X. B.,
Witcher, €3. S.. & Cox, C. L. (1997). Willingness to sacrifice in
close relationships. Journal of Personality and Social
Psychology, 72,1373- 1395.

Wallace, E., Torres, P., Augusto, M., & Stefuryn, M. (2022). Do
brand relationships on social media motivate young
consumers’ value co-creation and willingness to pay? The role
of brand love. Journal of Product & Brand Management, 31(2),
189-205.

Wang, G. (2002). Attitudinal correlates of brand commitment: an
empirical study. Journal of Relationship Marketing, 1(2), 57-75.

Wang, G. (2002). Attitudinal correlates of brand commitment: an
empirical study. Journal of Relationship Marketing, 1(2), 57-75.

Zhou, Z., Zhang, Q., Su, C.,, & Zhou, N. (2012). How do brand
communities generate brand relationships? Journal of Business
Research, 65(7), 890-895.



VFe¥ 5l ) 8 ko (@33l 059 iy <o g3k dolidiad H\ v




