What Does Loving a Brand Really Mean?
A Study of French Consumers’ Love Affairs

Noël ALBERT

Julie BOYER

Clarinda MATTHEWS-LEFEBVRE
Dwight MERUNKA

Pierre VALETTE-FLORENCE

Abstract

This article attempts to uncover the meaning and underlying dimensions of the concept of love as felt by consumers in their relationships with brands. Through an exploratory Internet study including 843 respondents in France, this research uses both qualitative and quantitative approaches to combine projective methods and more common responses to scales. Seven dimensions that characterize the concept of love emerge through multiple correspondence analysis of the wording respondents use to describe the feeling of love and the special type of relationships they have with the brands they love. These dimensions identified in France are comparable to dimensions of love found in previous research conducted in the United States.
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1. Introduction

Brands are omnipresent in the everyday life of many consumers, and recent research attempts to understand and explain the type of relationships consumers may have with brands and branded products. Constructs and measurements of brand sensitivity (Kapferer and Laurent, 1992), brand attachment (Thomson, MacInnis, and Whan, 2005), brand commitment (Samuelsen and Sandvik, 1998), brand trust (Chaudhuri and Holbrook, 2001), and brand loyalty (Jacoby and Chesnut, 1978), for instance, distinguish among various consumer–brand relationship concepts and segment consumers into groups on the basis of the intensity of those relationships (Fournier, 1998). Among these relationship constructs, the concept of love is more recent (Ahuvia, 2005b, Fournier, 1998) and relatively less researched. Questions remain, such as whether consumers can exhibit feelings of love for a brand? Is the feeling of love for a brand similar to a feeling of love for a person? What dimensions characterize the feeling of love toward an object (brand)? Do people feel this love relationship in the same manner across countries or cultures? This article answers, albeit partially, these questions.
During the past decade, marketing research has investigated the concept of love and established that such a feeling may exist from a consumer’s perspective when the loved object is a possession or brand. Only after the introduction of the relational paradigm and the claim and demonstration that consumers may attribute human characteristics to brands (Aaker, 1997; Fournier, 1998) has the academic community paid sufficient attention to the concept of love. Practitioners express their interest in the concept and require greater understanding (Roberts, 2004), but extant research results come only from U.S. data, even though different cultures can influence love feelings. For example, research based on interpersonal relationship theory (Beall and Sternberg, 1995; Deschamps, Carmino, and Neto, 1997) shows that culture influences the conceptualization and dimensions of the love construct.

This research explores the nature and dimensions of love for brands among French consumers and compares the findings with recent U.S. research results. The article consists of three parts. The first reviews the development of available (American) conceptualizations of love and comments on their limitations. The second part details the methodology used herein to avoid these limitations, measure the love construct, and determine its underlying dimensions. Finally, the third section presents and discusses results related to the dimensions of love uncovered in the French market and compares them with concepts developed in U.S.-based research. 

2. The emotion of love in marketing: A critical literature review

Research based in the United States considers two aspects: love directed at objects and love felt for a brand. 

2.1. Feelings of love toward objects
Shimp and Madden (1988) propose a conceptual model of “consumer–object relationships,” inspired by the triangular theory of love, which is based on the study of interpersonal relationships (Sternberg, 1986). Sternberg’s three components of consummate love (intimacy, passion, and decision/commitment) become liking, yearning, and decision/commitment in the context of consumption. When these three components exist, they imply loyalty toward the object. Even though the authors do not empirically test their theoretical proposition, they provide the first conceptualization of a feeling of love between a consumer and an object. Several years later, Ahuvia (1993, 2005a, 2005b) provided empirical proof of the existence of this feeling of love by proposing a conditional integration theory of love based on work by Aron and Aron (1986). Specifically, Ahuvia (1993) posits that a person may feel love for an object when the level of real integration and desire for that object reaches a threshold. Ahuvia (2005b) also compares interpersonal love and love felt for an object on the basis of a synthesis of research about the prototype of love (e.g., Aron and Webstay, 1996, Fehr, 1988, Fehr and Russel, 1991). The results show that these two types of love possess more similarities than differences. Whang, Allen, Sahoury, and Zhang’s (2004) study differs in that it bases its measure of love on an interpersonal paradigm scale, a shortened version of the love attitude scale
 (Hendrick and Hendrick., 1986). These authors establish that the love a biker feels for his or her motorcycle consists essentially of three variables: eros (passionate love), mania (possessive love), and agape (altruistic love).
 Because they use a measure of love directly derived from interpersonal relationships, they conclude that the relationship between a biker and his or her motorcycle represents romantic love. 
Despite these diverse conceptualizations, previous work exhibits a common feature, namely, the study of love toward objects. Such objects include anything other than a person (e.g., an idea, place, product, or animal; see Ahuvia, 1993). The following section therefore concentrates on developments that define the object of analysis more narrowly as a brand.

2.2. Feelings of love toward a brand

Some studies define love in an opportunistic manner and wrongly consider the feeling of love for a brand as a simple emotion (Ji, 2002, Yeung and Wyer, 2005). Other research shows a real desire to understand and extend the concept of love to a brand context. Fournier (1998) reveals that consumers develop and maintain strong relationships with brands and proposes six major categories of relationships, including “love and passion,” which she defines as a richer, deeper, more long lasting feeling than simple preference for a brand. Caroll and Ahuvia (2006, page 5) define love for a brand as “the degree of passionate emotional attachment that a person has for a particular trade name.” Therefore, consumers’ love includes the following characteristics: (1) passion for a brand, (2) brand attachment, (3) positive evaluation of the brand (4) positive emotions in response to the brand, and (5) declarations of love toward the brand. These authors also propose a measurement scale of feelings of love toward a brand. These different studies enable a greater understanding of the feeling of love in consumer behavior, yet they also exhibit some serious limitations.

2.3. Love in marketing: a fragile concept

The limitations of previous research exist in terms of theoretical, methodological, and managerial perspectives.
2.3.1. Theoretical limitations. The study of love in marketing employs two main approaches: (1) the interpersonal theory of love applied directly to marketing (Ahuvia, 1993; Whang et al., 2004) and (2) an empirical approach consisting of a conceptualization of consumers’ declarations of “love” toward brands (Fournier, 1998). This second category has little theoretical basis, and interpretations or conceptualizations of “feelings of love” remain open to criticism. For example, it is unclear why concepts of intimacy, commitment, or connection to one’s self (i.e., potential relationships between consumers and brands) are not connected to the love relationship (Fournier, 1998). Although these dimensions are not unique to feelings of love, they appear in various interpersonal studies pertaining to love (Aron and Aron, 1986; Hatfield, 1988; Sternberg, 1986). According to some theories (Hatfield, 1988, Rubin, 1970, Sternberg, 1986), passion does not necessarily constitute the only love emotion. Sternberg (1986) states that intimacy lies at the heart of amorous relationships, which is not obvious in the findings of Fournier (1988). In contrast with this purely empirical approach, several studies (Ahuvia, 1993, 2005b; Shimp and Madden, 1988; Whang et al., 2004) introduce the concept of love in marketing on the basis of theories of interpersonal relationships. Overall, love appears to represent a complex, difficult-to-understand phenomenon. No single interpersonal theory can claim to have seized all emotions linked to love, which means choosing any particular theory of interpersonal relationships excludes the contributions of other studies in understanding and defining this feeling.

Therefore, the study of love relationships should eliminate preconceived ideas and proceed on an exploratory basis, especially if the study occurs in a new cultural context. Only then may the results confront existing interpersonal theories of love. Adopting such a method avoids focusing on one interpersonal theory of love and may establish a real link between the empirical results and different conceptualizations of interpersonal love.

2.3.2. Methodological limitations. In many exploratory studies that use qualitative interviews (e.g., Ahuvia, 1993, 2005b; Fournier, 1998), the interviewers actually use the word “love”.
 In so doing, they may introduce a bias, such that subjects formulate their responses with reference to a feeling of love for a person and therefore exclude dimensions of love that are specific to an object or brand. Although Ahuvia proposes several dimensions of love that do not match prototypical love, the methodology still casts doubt on the reliability of the data he collected. 
An exploratory study using projective methods can avoid this potential pitfall. Therefore, a better method should approach the theme of love without ever pronouncing the word or directly referring to concepts that link naturally to interpersonal relationships.
2.3.3 Managerial limitations. Finally, several major studies (Ahuvia, 1993, 2005b) examine objects in a broader sense, rather than brands specifically. Even though these studies increase understanding of love emotions, they provide limited implications for managers. Similarly, Shimp and Madden (1988) propose no empirical test of their proposed theory but rather simply adapt the vocabulary employed by Sternberg (1986) and consider the notion of love a metaphor (not an emotion) they can use to conceptualize the consumer–object relationship.

Therefore, it appears that extant research on love toward objects and brands may have overlooked some difficult and uncontrollable problems (i.e., theoretical, methodological, and managerial). This research uses a methodology that attempts to circumvent these limitations. 
3. Research methodology

Choosing a data collection tool represents a particularly important step in this research. A first data collection stage with semi-directive interviews showed that respondents poorly understood the notion of love and sometimes even rejected it. For some respondents in France, love is a sacred emotion that cannot be felt for a brand. 
3.1. Data collection procedures
Using an Internet survey, this research collected data to investigate the dimensions of love for a brand in the French market. The diagram in Figure 1 shows the overall structure of the survey. 

Insert Figure 1 about here
The first step reveals subjects’ opinions relative to brands in general. Subjects then indicate one to three brands that they wish to discuss (step 2). For each of these brands, the subjects select one image (among 19 possible) that represents their relationship with the brand (step 3.1), and then explain their choice (3.2.). The objective of this step is to clarify the relationship the consumer has with the brand. Subjects then view 3 images (of the initial 19) that symbolize love and describe their perceptions of these images (step 3.3). This step validates whether these subjects recognize the emotion of love expressed by these images. Only those respondents who chose an image symbolizing love during step 3.1 continue with the survey questions; those who do not move to step 4.1. 
Those who chose a love image next indicate if they feel the brand is “special” and justify their perception (step 4.2.1). The objective of this question is to understand the relationship between the consumer and the brand without using the word “love.” The following text then appears: “The choices you have made enable us to say that you are really in love with [brand name]. Do you agree with this statement?”
 Subjects react to the proposition that they have a love relationship with the brand (step 4.2.2) and justify their reply (step 4.2.3).

This methodology rests on the hypothesis that consumers who have a love relationship with a brand will choose an image symbolizing love to represent and explain this relationship. However, some respondents who do not experience a love relationship still may select one of these three images. Therefore, the final step distinguishes consumers who have from those who do not have a true love relationship with brands. 
The use of the Internet as a data collection medium enables the adaptation and personalization of the survey according to subjects’ replies (i.e., some questions appear only after subjects select an image symbolizing love). It also provides better communication with respondents (e.g., reminding them of brand names they mentioned or brand images they selected previously). An Internet snowball sampling procedure, in which the authors sent the online link for the survey questionnaire to a list of direct contacts, together with a personal message requesting that the recipients answer the survey and transmit the link to others they knew, prompted responses from 880 participants (843 fully completed questionnaires for further analysis).
3.2. Use of projective images
This research uses a projective method, which exposes people to different stimuli that respondents then must describe. Basically, a projective technique is an open, indirect approach that encourages subjects to project their hidden opinions, attitudes, or feelings about an object or situation. Projective methods are appropriate when direct methods cannot acquire the information required precisely or when researchers need a better understanding of the phenomenon (Malhotra, 2004). In this research context, consumers may experience difficulty confessing their love toward a brand, but projective methods avoid the use of that word and thus do not prejudice subjects’ answers. In addition, because this study is exploratory, projective methods may help conceptualize the idea of love for a brand. In particular, respondents’ choices of images may imply the concept of love; the 19 potential images include 3 (numbers 3, 9, and 16, circled in red in Figure 2) that symbolize love.
Insert Figure 2 about here
The survey also has a somewhat hybrid nature, in that it uses both quantitative (many respondents, close-ended questions) and qualitative (production of text, exploratory method) methods. The qualitative methods administered on the Internet provide new perspectives that combine the strength of numbers with the wealth of analysis. This procedure therefore circumvents two biases observed in previous research: The word “love” only appears at the very end of the data collection procedure, so it does not impose a pre-established concept on respondents, and the results are truly exploratory because no interpersonal theory dictates the development of the data collecting tool.

3.3. Analysis of results through correspondence analysis
Two open-ended questions serve to clarify the dimensions of a feeling of love for a brand. The first (“Why is brand X so special to you?”) avoids using the word love and thus imposing a preestablished model of (human) love on respondents. The second question (“Why do you have a real feeling of love for brand X?”) enriches the preceding answers. Correspondence analysis (CA) helps summarize and visualize the lexicon used by respondents for each open-ended question. Applied to four consumer segments that vary in the intensity of their love for the brands, CA provides the results for subjects “completely” in love that appear in Figures 3 and 4. This segment includes 101 observations, and CA explains 51.07% (axis 1) and 34.69% (axis 2) of the variance for the first question and 58.62% (axis 1) and 23.87% (axis 2) for the second question. 

Insert Figures 3 and 4 about here
Next, a content analysis of verbatim comments from the group of really in love with brands uncovers several dimensions of the love feeling. Three of the authors named these dimensions independently; decisions about their final names emerged from discussion and agreement. The very explicit character of the content of each dimension rendered this task quite easy.
4. Results

4.1. Manipulation checks

A key factor in the validity of the procedure requires verifying the meaning of the images selected to represent love. Marketing experts selected these images, but it also is important to control how respondents perceive the three images that tentatively symbolize love. Therefore, respondents indicated what feelings they experienced when viewing each of the three “love” images. Descriptions of image 3 (see Figure 2) included the following terms: complicity, love, happiness, friendship, tenderness, couple, simplicity, trust, togetherness, and joyful. This image is not quite as clear as the two others, in that its distinction between love and friendship may not be as clear cut. Image 9 communicates a sentiment of love that prioritizes loyalty and commitment, so respondents used words such as marriage, commitment, love, couple, confidence, and union to describe it. Finally, the lexicon employed to describe image 16 relates to passion and desire, including words such as sensuality, passion, sex, desire, love, pleasure, and eroticism (see Table 1). Therefore, images 9 and 16 clearly reflect the concept of love, and image 3 reflects both love and friendship, though love remains dominant.
Insert table 1 here
Next, a CA of the 52 words respondents used most frequently in reference to the other images helps validate whether the other images are associated with the feeling of love as well. This analysis clearly shows the differences in the words associated with the different types of images. 
Finally, five homogeneous groups of consumers emerge from a smallest space analysis (SSA, Borg and Lingoes, 1987), namely, those who employ words associated with love (group 1); those for whom the brand communicates elegance and fashion (group 2); those who use words linked to brand trust, reliability, and quality (group 3); those for whom the brand essentially relates to price (group 4); and those for whom the brand indicates sports or a relaxed atmosphere (group 5). These groups and these associated words and images appear in Figure 5.
Insert Figure 5 about here
Consumers who choose images symbolizing love explain their choice with words more closely related to love, and they are aware that the images represent the concept of a love relationship.
4.2. Exploratory dimensions of love toward a brand
Several dimensions appear in the explanations given by respondents, who often evoke a long-term relationship with the brand (“Because this perfume has been with me for many years,” “I have used my knife every day for many years,” “I’ve always known it”). These consumers also indicate that the brand stimulates their dreams (“Always a dream,” “It’s the brand which has made me dream for years”) and highlight its quality and reliability (“Very reliable cars,” “Because I find these products very reliable”). The brand evokes memories among these consumers (“It’s a product that evokes lots of memories,” “Because it’s a brand that reminds me of lots of pleasant things, pleasure”). Furthermore, the feeling of love appears linked to the idea of the pleasure that the brand provides the consumer (“I experience a lot of pleasure driving my current Citroën,” “Gives pleasure with discrete charm and elegance”). The focal brand has never disappointed the consumers (“Because I’ve never been disappointed by the quality of the product”) and, in many cases, provides self-congruent images (“This brand corresponds to my needs and my personality,” “Because it’s a product that corresponds to my needs and to my personality, which explains my loyalty to this brand”). Two additional dimensions (absence of disappointment and brand reliability) appear relatively similar but are not confounded, because reliability corresponds to a technical aspect, whereas the absence of disappointment is broader and may shift because of brand usage or an image change.  

Therefore, the dimensions of love toward a brand in the French market are as follows:

· Duration (relationship with a brand). 

· Self-congruence (between the consumer and the brand). 

· Dream (the brand favors consumer dreams).
· Reliability (brand).
· Memories (evoked by the brand).
· Pleasure (that the brand provides to the consumer).
· Trust (the brand has never disappointed).
The exploratory nature of this study does not enable an identification of the number of dimensions necessary to assess the existence of a love relationship. However, in all likelihood, not all dimensions need be simultaneously present for a loving consumer–brand relationship to exist.

To examine these dimensions more closely, this article next compares them with dimensions of interpersonal love for which prior research already has developed conceptual foundations (Aron and Aron, 1986; Fehr and Russel, 1991; Hatfield, 1988; Hendrick and Hendrick, 1989; Sternberg, 1986).
4.3. From exploratory dimensions to a real concept of love

4.3.1. Duration. The duration dimension appears in a variety of interpersonal research into the feeling of love, especially with regard to the concept of intimacy (Ahuvia, 2005b; Aron and Webstay, 1996; Fehr, 1988; Hendrick and Hendrick, 1989, 1992; Sternberg, 1986). Intimacy refers to in-depth knowledge of the partner, often as a result of time spent together. It corresponds to the derived dimension because consumers often mention that their relationship with the brand has lasted for a long time. Intimacy further refers to “compassionate love”  (Berscheid and Walster, 1978; Hatfield, 1988), which also involves a long-lasting relationship. In addition, a long relationship might indicate commitment, a concept that often appears in interpersonal literature (Ahuvia, 2005b; Aron and Webstay, 1996; Fehr, 1988; Sternberg, 1986). Finally, this long-lasting relationship probably suggests the consumer remains satisfied with the brand, and prior research clearly demonstrates the existence of a feeling of satisfaction (Hendrick and Hendrick, 1992) and its role in relationship longevity (Hendrick S and al., 1988). 
4.3.2. Pleasure. Pleasure emerges from the literature pertaining to feelings of love as well. Fehr and Russel (1991) show that love generates positive emotions, including pleasure, and pleasure fosters affectionate love (Hatfield, 1988). Therefore, even in the case of love toward a brand, pleasure has a positive influence on the duration of the relationship.

4.3.3. Dream. Consumers in love reveal that they dream about the brand or that the brand favors their dreams, which indicates the dominant presence of the brand in their thoughts. In interpersonal relationships, a clear link exists between loving and thinking of the partner; constant thinking about a partner provides the best indicator of future love (Shea and Adams, 1984).
 The synthesis of the love prototype (Ahuvia, 2005b) also integrates thinking of the partner as an antecedent of love, though this antecedent does not disappear after the relationship begins. Finally, research shows that interpersonal love generates positive emotions (Fehr and Russel, 1991), and dreaming of the brand could represent a manifestation of these positive emotions.

4.3.4. Self-congruence. Several studies provide evidence that members of a couple often reflect similarities in terms of ethnic, social, or religious profiles, as well as in their values, centers of interest, humor, or even physical aesthetics or personality (Byrne, Clore, and Smeaton, 1986; Cappella and Palmer, 1990; Galton, 1984; Rushton, 1989).
 These studies confirm the finding in the current research that birds of a feather do indeed flock together. 

4.3.5. Reliability. Consumers in love declare they have never been disappointed with the brand and express their satisfaction with it. Hendrick, Hendrick, and Adler (1988) provide insight into the link between satisfaction and specific styles of love (i.e., eros and agape). The meta-analysis they propose (Hendrick and Hendrick, 1992) also integrates the concept of satisfaction as a dimension of love.

4.3.6. Memories and trust. A brand can remind consumers of certain important memories and provide reliability; these specific characteristics of love suggest a non-interpersonal context. No direct link of these concepts occurs with concepts from interpersonal theories of love.

5. Discussion

This section provides a comparison of the findings from this research (dimensions of love toward a brand in France) with those of previous research conducted in the United States. This comparison enhances the external validity of the derived concepts and points to a possible influence of culture. 
5.1. Common or related dimensions
Several dimensions of love toward a brand found among French consumers also appear in U.S. studies. The notion of pleasure (Ahuvia, 1993) provides a clear common point explicitly shared by both cultures. In addition, several other French dimensions link to American ones, specifically, duration and dream. The dream dimension relates to the “fixated thought” concept from U.S. studies, such as in Ahuvia’s (2005b) synthesis of the love prototype, as well as to “positive emotions toward a brand” (Caroll and Ahuvia, 2006). The French duration dimension also appears to relate to the concepts of intimacy and commitment that appear in several American studies (Ahuvia, 1993, 2005b). Finally, the French reliability dimension and the lack of disappointment with the brand link to positive evaluations of the brand, as noted by Caroll and Ahuvia (2006). 

5.2. Cultural specificities
However, several important differences also exist between the two cultures. First, dimensions of self-congruence and memories seem absent in U.S.-based studies. Second, American research suggests the existence of a dimension of passion (e.g., Ahuvia, 2005b; Caroll and Ahuvia, 2006; Fournier, 1998; Whang et al., 2004), but the French conceptualization of love toward brands lacks this concept. Instead, love for French consumers corresponds more closely to what Hatfield (1988) describes as “affectionate love,” which falls in opposition to “passionate love.” Complementary studies should confirm these differences, which might exist because of methodological considerations. 
6. Conclusion

This research reconsiders the concept of consumers’ love for a brand outside the singular U.S. “silo” (Steenkamp, 2005). Because love and the expression of love are culturally grounded, it makes sense to test a new concept of love toward brands in a cultural and consumption context other than that of the United States. In France, the concept of love toward a brand does not fit with theories that define this feeling as a person’s psychological state (Aron and Aron, 1986; see also Tennov, 1979, for interpersonal relationships; see Ahuvia, 1993, for non-interpersonal relationships). Rather, the French conception more closely matches research streams that conceptualize love as a set of characteristics and dimensions (see Rubin, 1970; Sternberg, 1986, for interpersonal relationships; see Caroll and Ahuvia, 2006, for non-interpersonal relationships). 
The approach in this research further differs from the American perspective because it employs an exploratory methodology rather than applying a selected interpersonal theory of love to the marketing field. Evidence shows that dimensions of love toward a brand among French consumers fall in line with some dimensions identified in several interpersonal studies (Hatfield, 1988; Rubin, 1970; Sternberg, 1986), which does not seem to be the case for American findings.

This exploratory study thus suggests several extensions for further research. First, researchers could use this study to develop a measurement scale of the concept of love toward a brand. Such a measurement tool would be of great interest, because it would enable the identification of both brands that might benefits from this kind of consumer–brand relationship and consumer groups who are willing to develop a love-based relationship. Therefore, practitioners could target specific marketing actions toward this consumer segment.

Second, the development of a measurement scale could result in a better understanding, both theoretically and empirically, of the love concept in relation to a brand rather than relying on similar constructs widely applied in the marketing literature (e.g., attachment, commitment, trust). This extension could distinguish productively between affectionate love and attachment (Fisher, 2006). Third, previous research (Caroll and Ahuvia, 2006; Fournier, 1998; Whang et al., 2004) emphasizes the managerial importance of feelings of love toward a brand, as have practitioners (Roberts, 2004). Therefore, additional research should propose and test a conceptual model that can assess the influence of a feeling of love on dependent attitudinal and behavioral variables, such as brand loyalty, resistance to change, or positive word of mouth. 
Furthermore, the current research does not take in consideration the concept of product category, because respondents could name the brands they wanted to discuss. When thinking of a brand, consumers probably focus on a particular product (or a limited set of products), and the intensity (or even existence) of love toward a branded product may vary across product categories, just as it varies across brands. In addition, the exploratory nature of this research does not enable work with different dimensions of love. Therefore, qualitative analyses should explore the co-occurrences and correlations of these different dimensions, as well as the possible existence of a second-order model. 
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Figure 1: Structure of Internet survey 
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Figure 2: Images submitted to respondents
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Figure 3: Correspondence between images and lexicon 
Figure 4: Map of brands considered “special”
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Figure 5: Explanation of feeling of love for a brand  

Table 1: Twenty most frequently cited words describing three images associated with love
[image: image1.emf]Image 3

complicity 289 32,8%

love 116 13,2%

happiness 101 11,5%

tenderness 71 8,1%

couple 68 7,7%

joy 55 6,3%

to be 50 5,7%

friendship 26 3,0%

trust 24 2,7%

happy 23 2,6%

two 20 2,3%

pleasure 19 2,2%

life 16 1,8%

simplicity 16 1,8%

amorous 12 1,4%

relationship 11 1,3%

moment 10 1,1%

meeting 9 1,0%

to live 10 1,1%

good 9 1,0%

Image 9

love 175 19,9%

marriage 157 17,8%

happiness 109 12,4%

commitment 98 11,1%

life 51 5,8%

couple 41 4,7%

loyalty 40 4,5%

union 39 4,4%

image 15 1,7%

familly 15 1,7%

trust 15 1,7%

beginning 14 1,6%

two 14 1,6%

day 12 1,4%

happy 12 1,4%

joy 12 1,4%

future 9 1,0%

history 9 1,0%

beautiful 8 0,9%

enduring 8 0,9%

Image 16

sensuality 152 17,3%

passion 143 16,3%

sex 86 9,8%

desire 83 9,4%

love 78 8,9%

pleasure 70 8,0%

eroticism 39 4,4%

couple 27 3,1%

sexuality 21 2,4%

hot 19 2,2%

image 14 1,6%

warmth 13 1,5%

relationship 13 1,5%

perfume 12 1,4%

happiness 11 1,3%

intimacy 11 1,3%

carnal 10 1,1%

physical 10 1,1%

tenderness 10 1,1%

two 8 0,9%
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People who choose an image representing the feeling of love 





People who do not choose an image that represents the feeling love 
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Demographics





Script Development of the Questionnaire





Why?





The choices you have made suggest that you are really in love with [brand name]. Do you agree with this statement? 





Is [brand name] special for you? Why?





Imagine that a person picks one of those images. What would you say about his/her relationship with the brand?





Why you did not choose one of those 3 images for the brand [brand name]?





What do those images suggest to you? (the 3 images that represent the feeling of love appear on the screen) 





Why did you choose this image for [brand name]?





Which image could represent your relationship to [brand name]?


(19 images are presented)





Why did you choose the brand [brand name]?





Mention 1 to 3 brand names


(and also the product category)





What is essentially a brand for you?
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� The development of this scale relies on the typology, “The Colours of Love,” proposed by Lee (1977).


� Whang et al.’s (2004) results show that agape and mania are unified in one dimension, whereas initial considerations of interpersonal love distinguish them (Lee, 1977, Hendrick S. et al. 1988). 


� Ahuvia (2005b, page 5) notably remarks: “Respondents were informed that the topic of the study was love in situations other than close relationships.” 


� At this point, for the first time during the survey, the word “love” appears explicitly.


� As quoted by Ahuvia (1993).


� As quoted by Fisher (2006).
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