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CONSUMER–BRAND RELATIONSHIPS

The creation and management of customer relationships is fundamental to the practice
of marketing. Marketers have long maintained a keen interest in relationships: what
they are, why they are formed, what effects they have on consumers and the marketplace, how they can be measured and when and how they evolve and decline.
While marketing research has a long tradition in the study of business relationships
between manufacturers and suppliers and buyers and sellers, attention in the past
decade has expanded to the relationships that form between consumers and their
brands (such as products, stores, celebrities, companies or countries). The aim of this
book is to advance knowledge about consumer–brand relationships by disseminating
new research that pushes beyond theory, to applications and practical implications of
brand relationships that businesses can apply to their own marketing strategies.
With contributions from an impressive array of scholars from around the world,
this volume will provide students and researchers with a useful launch pad for further
research in this blossoming area.
Susan Fournier is Professor and Dean’s Research Fellow at Boston University,
USA. Her research explores the creation and capture of value through branding and
brand relationships and she has received ﬁve awards for her published work. She is an
Editorial Board member of the Journal of Consumer Research and Journal of Marketing
amongst others.
Michael Breazeale is Assistant Professor of Marketing at Indiana University
Southeast, USA. His primary areas of research include the consumption of experiences and emotional branding. Mike has published articles in publications such as
International Journal of Market Research, Marketing Management Journal and Journal of
Business Research.
Marc Fetscherin is an Associate Professor of the Crummer Graduate School of
Business and the International Business Department at Rollins College, USA.
His research has been published in leading academic journals such as International
Business Review, International Marketing Review, European Journal of Marketing and Journal
of Brand Management.
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“If you want to truly understand one of the most important concepts in branding,
the consumer-brand relationship, you need to read the multiple perspectives
provided in this book. This is a treasure of insights that will advance your
thinking and your brand.”
David Aaker, Vice Chairman of Prophet, Professor Emeritus at the
Haas School of Business, University of California, Berkeley,
and author of over 100 articles and 5 books on branding
“In the midst of this global economic crisis, Consumer–Brand Relationships
re-focuses us on the primal foundations of branding: individuals, lived experiences, relationships and humanity. This book offers a vibrant framework for
re-mastering our human understanding of brands. With this as a foundation, we
can ﬁne-tune our brand measurement systems and deliver improved present and
future ﬁnancial performance through the discipline of branding.”
Ed Lebar, CEO of BrandAsset® Consulting™,
a division of Young & Rubicam Brands
“Few subjects are more top-of-mind to marketers than the quest for resonant
‘brand relationships’ with customers. Yet, for all the talk in today’s socially
networked world, there is little real scholarship applied to the actual science of
relationship-building. In Consumer–Brand Relationships, the authors have taken a
major, comprehensive step towards understanding the real drivers of successful
brand-consumer intimacy. Through scholarly assessment and pragmatic insights,
the real meaning of ‘brand relationships’ is revealed: how they are built, nurtured
and, too often, abused. Read, learn and proﬁt!”
Hayes Roth, Chief Marketing Ofﬁcer, Landor Associates
“Every marketer aspires to move his or her brand from one that is preferred to
one that is loved. The consumer-brand relationship is a delicate dance that when
properly choreographed can create material value for both the customer and
the organization. Consumer–Brand Relationships provides an insightful primer in
understanding the framework of what ignites, engages and sustains consumerbrand relationships over time. This book is a must-read for organizations seeking
competitive advantage through deeper brand engagement.”
Michael Simon, Chief Marketing Ofﬁcer, Panera Bread
“A brand cannot be valuable without a true understanding of its relationship
with its customers. Consumer–Brand Relationships provides a thought provoking
and illuminating journey through one of the most complex and multifaceted
components of any great brand: its bond with customers. Consumers change so
fast within society. Read this if you want a more thorough understanding of their
world.”
Graham Hales, CEO, Interbrand London
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“There are few concepts in marketing as illuminating as the consumer-brand
relationship. Understanding the relationship dynamics between brands and
people is a powerful tool for strategists, creatives, and CMOs. With terriﬁc insight
and vision Fournier pioneered the basis for the ideas presented in this book
years ago while teaching at Harvard Business School. But in the modern marketing era, deﬁned by connections that consumers actively choose, the framework
has become more relevant and useful than ever. Relationships drive economic
performance. If you understand that, and care about the relationship your brand
has with customers and prospects, read this book.”
Baba Shetty, Chief Strategy Ofﬁcer, Hill Holliday
“Fournier, Breazeale, and Fetscherin have assembled heavy hitters to take on the
big questions. I am wowed by the results. This book will transform the theory
and practice of branding enormously and take us one great leap forward.”
Grant McCracken, MIT Research Afﬁliate and author of
several leading cultural branding books including
Culturematic and Chief Culture Ofﬁcer
“This smartly edited volume, which brings together prominent academic
and practitioner branding experts, advances our understanding of questions
fundamental to consumer-brand relationships: their types, their properties,
drivers, and consequences to consumers and marketers alike. Critical issues
regarding the consumer as co-creator of brand meanings as well as the boundaries
of the human relationship metaphor to the study of brands add novel insight
to our understanding of this rich topic. A brilliant concluding chapter charts a
far-reaching and powerful agenda for pushing the boundaries of knowledge about
consumers’ relationships with their brands.”
Debbie MacInnis, Professor of Marketing,
University of Southern California
“Too often relationship marketing practices have been more relationship
destructive than helpful to consumers and their marketing sponsors. This book
brings together leading scholars who breathe new life and understanding into
the fundamental challenges of building the ‘right’ kinds of relationships with
consumers. The insights in this book will revitalize relationship marketing in
ways that will deliver value to marketers and foster ties that are valued, strong,
and that can endure.”
James McAlexander, Professor of Marketing, Oregon State University
“This book provides a comprehensive overview of how consumers embrace
brands. With creativity and originality, the authors go beyond theory and provide
great insights into the blossoming area of consumer-brand relationships.”
Christian Casal, Manager McKinsey & Company, Switzerland
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FOREWORD
Kevin Lane Keller
E.B. OSBORN PROFESSOR OF MARKETING,
TUCK SCHOOL OF BUSINESS, DARTMOUTH COLLEGE

A topic of enduring – yet increasing – importance in recent years is the topic of
consumer–brand relationships. The topic has always been at the heart of marketing strategies and a prime determinant of marketing success. In recent years,
however, there has been a greater appreciation of the many different ways in
which consumer–brand relationships are formed, as well as the many different
beneﬁts that can arise from those relationships.
At the most basic level, marketers value strong consumer–brand relationships
because of the ﬁnancial beneﬁts that accrue from the resulting brand loyalty from
customers. Loyal customers of a brand typically buy more of its products and
services, buy them more often, and are more willing to pay a higher price than
other customers. They can be more receptive to new product introductions and
promotional and other marketing activities. And in an increasingly networked
world, loyal customers can function as brand ambassadors and help to build brand
loyalty with other consumers.
There is not just the potential of a commercial payoff from consumer–brand
relationships as these relationships have a great deal of personal and social meaning that helps to shape consumers’ lives and inﬂuence social interactions. Branding
has signiﬁcant cultural importance too, especially when brands are deﬁned in
their widest scope to include people, places, and things.
Clearly, the outcomes of consumer–brand relationships are many and varied.
The important realization in recent years has been that of the complexity of the
inputs that actually form those relationships. The fact is that many different types
of consumer–brand relationships exist and the nature of those relationships has a
profound effect on the social, cultural, economic, and marketing outcomes that
are observed.
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A deeper understanding of consumer–brand relationships – how they are
formed and what form they take – is thus critical. But such relationships are an
inherently multi-dimensional concept, so to understand them fully, many different points of view and perspectives must be taken. Only through such a multiplicity of viewpoints can the richness of consumer–brand relationships be captured
in any way.
Fortunately, researchers in recent years have recognized this fact and are taking
many different tacks and pursuing many different angles to explore the range of
relevant topics. The chapters in this volume are a noteworthy example of the
variety of approaches that can be productively taken to the study of consumer–
brand relationships. Capturing some of the latest thinking, the chapters collectively provide a number of provocative notions and compelling insights.
To illustrate, authors delve into the intriguing concepts of brand love and
brand forgiveness; they explore the fundamental deﬁning role brands play in
consumers’ self-identities and how brands may function differently in the lives of
children or teenagers; they build on Fournier’s seminal taxonomy of consumer–
brand relationships to examine new facets; and they consider the very practical
managerial implications of consumer–brand relationships.
Importantly, the authors bring international backgrounds to these research
pursuits, offering their inherently global perspectives to these branding topics.
Researchers and practitioners alike will beneﬁt from these contributions and
emerge with a richer understanding and appreciation of the many fascinating
dimensions of consumer–brand relationships. Together, the chapters offer a stimulating and challenging treatment of the topic and will be a valuable addition to
the knowledge of any brand scholar or marketing practitioner.
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INTRODUCTION
The why, how, and so what of consumers’
relationships with their brands
Susan Fournier, Michael Breazeale, and Marc Fetscherin

Over the course of the past decade, ﬁrms have come to the realization that
one of the most effective tools they have to hedge against risk is the portfolio of
relationships that consumers form with the company’s brands. Strong relationships guarantee cash ﬂows in the form of brand loyalties and trial of new brand
extensions, create supply-side cost advantages through evangelism and word-ofmouth advocacy, and protect shareholder value in the wake of the crises that
inevitably befall brands. But, as marketers have rushed to build equity though
their brand relationships, they have also come to realize that the creation of value
through brand relationships is a difﬁcult and challenging task. Brand relationships
are complex psychological and cultural phenomena. They must be carefully
created, astutely nurtured, and judiciously leveraged if they are to thrive. They
require an organization and internal culture aligned in terms of relationship
principles and ideas. Today’s brandscape, enabled through social media and
web 2.0 technologies, has fundamentally changed the face of branding, further
complicating the relationship-building task.
Consumer–Brand Relationships: Theory and Practice explores the psychological
and cultural landscape of consumer–brand relationships, and identiﬁes concepts,
frameworks, and strategies directed at the hunt for resonant and strong relationships in this new brand world. Evolving from papers presented at the First
International Colloquium on Consumer–Brand Relationships at Rollins College
in Winter Park, Florida in 2010, this book about the art and science of brand
relationships draws together current theory and state-of-the-art practices to
develop usable insights into the successful creation and stewardship of consumers’
relationships with their brands. The book employs a mix of theories, disciplines,
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methodologies, and research styles from a diverse group of international scholars
and practitioners in order to cultivate:
•
•
•
•

•

•

an appreciation of the nature and power of consumer–brand relationships,
and the role they play in contemporary culture and consumers’ lives;
an understanding of brand relationships as co-creations of marketers and
consumers;
sensitivity to the diverse and varied ﬁeld of consumers’ brand relationships
and what this means for theory and practice;
ﬂuency with basic brand relationship concepts and processes, including individual and communal brand relationships; relationship motives; relationship
initiation; relationship decline; relationship contracts; relationship strength
measurement systems; and brand love and other and emotional relationship
bonds;
a capacity to think deeply about the mechanisms and processes involved in
building, leveraging, defending, and sustaining strong relationships between
consumers and brands; and
exposure to the research tools and metrics that can inform the discipline of
brand relationships.

While this book has obvious relevance for researchers of consumer–brand
relationships, it also provides value for a range of professionals with brand
management careers in product or service markets or a simple passion for branding. These individuals might include advertising agency personnel and management consultants who are involved in formulating brand relationship strategy,
or developing new or rejuvenating established relationships with brands;
corporate executives who adopt major brand stewardship responsibilities;
entrepreneurs with a strong interest in consumer-driven brand-building
activities; and experts in the ﬁnance and venture capital worlds whose jobs involve
the evaluation of brand strength and potential, and the capitalization of brand
assets over time.
The chapters in Consumer–Brand Relationships: Theory and Practice are organized
into four parts that collectively address our learning goals. Taken together, these
contributions consider the consumer side of the consumer–brand relationship
equation, the brand side of the equation, and the relationship as the mutually
co-created unit of analysis, from both theoretical and managerial perspectives.
Part I considers the essential quality and variability of consumer–brand relationships through comparisons with interpersonal relationships and depth probes of
different brand relationship forms and types. Part II focuses on the explication of
the emotional bonds that characterize strong brand relationships. Part III addresses
the fundamental interplay between people’s goals and identities and the brand
relationships that they form. Part IV traverses the theoretical boundary into
the managerial setting, where applied issues of relationship culture, corporate
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identity, customer relationship management practice, and marketer roles in community relationships are put under the lens.

Part I: The “what” of brand relationships: exploring brand
relationship varieties and types
The chapters in this section focus on the relationship as unit of analysis. Authors
consider general deﬁnitional issues as well as speciﬁc instantiations of different
relationship forms. While an exhaustive treatment of consumer–brand relationship types is not provided, researchers collectively provide an excellent
framework for further exploration. The conceptualization, deﬁnition, and
measurement of consumer–brand relationships are given focus throughout these
contributions.
Chapter 1, by Vanitha Swaminathan and Sara Loughran Dommer, starts at the
beginning by focusing on the interpersonal relationship theories that have inspired
investigations into consumer–brand relationships. The authors explore the
differences between consumer–brand relationships and interpersonal relationships, and argue that while the research on consumer–brand relationships readily
leverages interpersonal relationships as metaphors for brand relationships, little
time has been spent distinguishing between the interpersonal relationship and
the brand relationship. The authors review the use of interpersonal relationship
theories in the consumer–brand relationships realm, discuss similarities and differences between interpersonal relationships and brand relationships, and provide a
framework for differentiating between the two. The chapter helps researchers
and practitioners to recognize when it is appropriate to use interpersonal relationship theories in consumer–brand relationship research, and when we may need
to create our own theories and constructs as consumer–brand relationship
researchers, and thus serves an important theory development goal.
Chapter 2, by Felicia Miller, Susan Fournier, and Chris Allen, provides an
empirical look at the previous chapter’s conceptual question through a lab
study designed to assess the legitimacy of the relationship metaphor as applied to
various relationships with brands. This research probes (1) whether direct
analogues to eight different interpersonal relationships exist in the brand space
(i.e. abused, adversary, committed, communal, dependency, exchange, secret
affair, and master–slave) and (2) whether characteristic attributes that deﬁne and
distinguish these interpersonal relationships also differentiate relationships with
brands. Two surveys with a total of more than 1,500 subject participants provide
data to illuminate the research questions. Results support the hypothesis that
people do feel some afﬁnity with the various brand relationships, and that
people’s brand relationship narratives generally conform to conceptions in the
interpersonal relationships space, with some exceptions. Notably, the most commonly studied brand relationships – committed and communal relationships –
demonstrate the greatest disconnects from the literature. Further, elicited brands
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are highly idiosyncratic, though some brands emerge as common relationship
exemplars across persons and relationship types. This “relationship is in the eye of
the beholder” ﬁnding violates popular conceptions of certain categories and
brand characteristics as qualiﬁers for different (strong) relationship types.
While most research and managerial attention is dedicated to positive and
strong brand relationships, negative brand relationships have received signiﬁcantly less attention. This bias is corrected in Chapter 3 wherein Allyn White,
Michael Breazeale, and Cynthia Webster take a look at a speciﬁc negative relationship: the avoided brand. The study employs a grounded theory approach,
gathering information using in-depth interviews. The authors demonstrate that
brand avoidance relationships are complex and highly involving phenomena
from the avoider’s perspective. Results support the idea that a brand’s mere placement in a prior negative memory can result in that brand’s position as a conduit
for the emotions surrounding the event. Thus, in a majority of avoidant brand
relationships, the brand is not an “active offender” in the relationship, but instead
serves as an artifact of some negatively perceived incident. Through the
resonance of the avoidant relationship construct, the authors also demonstrate
that brand purchase is not always a signal of consumers’ positive relationships
with the purchased brand. The powerful presence of avoidant relationships can
render brand choice as the incidental consequence of a negative relationship
rather than a sought-after relationship event.
Chapter 4, by Claudio Alvarez and Susan Fournier, illuminates another
unexplored but interesting relationship: brand ﬂings. Leveraging data from eight
phenomenological multi-hour interviews regarding brand ﬂings and eight interviews regarding ﬂings with other people, both using ZMET methodology and all
concerning undergraduate college students, the authors support the cultural and
personal resonance of the brand ﬂing. Five themes characterizing brand ﬂing
engagements are drawn out from the data: intense emotionality, deep engagement and investment; superﬁcial decision-making; identity signaling and experimentation; and transience. Important differences between human and brand
ﬂings are also noted. For example, while person ﬂings are characterized by secrecy
and shame deriving from cultural taboo, brand ﬂings serve mainly as playful
transitional objects. The chapter supports the notion of brand ﬂings as a relevant
mechanism for consumer–brand engagement and provides a solid conceptual
foundation for future research.
Chapter 5 provides a look at yet another understudied brand relationship: the
childhood friendship relationship. In this conceptual chapter, Paul Connell and
Hope Jensen Schau draw upon developmental psychology theory to discuss
how childhood brand friendships rooted in pre-pubescence develop and the
meaningful functions that they serve. The authors argue that because young
children routinely use possessions as a primary means of deﬁning themselves,
both internally and for others, childhood brand friendships are likely of critical
importance to the deﬁnition and maintenance of the self. Events which heighten
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the relevance of childhood friendships, such as having children of one’s own, are
likely to make both active and latent childhood brand friendships more accessible
and prone to intergenerational transfer. The authors hypothesize about processes
implicated by the development and maintenance of childhood friendships, and
delve into the potential “dark side” of these friendships, which have the potential
to affect consumer health and well-being negatively.
We close Part I with a broader theoretical framing that considers the process
mechanisms underlying different brand relationship types. In Chapter 6, Pankaj
Aggarwal and Maggie Wenjing Liu explore ways in which the application of a
mental accounting framework to consumer–brand relationships can yield deeper
insights into the antecedents, processes, and consequences underlying consumer–
brand behaviors. Mental accounting is the set of operations that people perform
to organize, evaluate, and keep track of their activities, especially those related to
ﬁnances and expenses (Thaler 1985). Aggarwal and Liu propose that consumers
use a mental accounting framework when interacting with brands and that the
principles of mental accounting are applicable in a consumer–brand relationship
context. Further, they suggest that the type of relationship with a brand can lead
to a variety of differences in how consumers mentally account for their brand
interactions. The authors offer unique, insightful, and testable hypotheses that
emanate from the mental accounting framework to encourage future empirical
studies capable of advancing understanding along these lines.

Part II: Understanding consumer–brand relationship bonds:
brand love and other strength indicators
This section also probes the relationship as unit of analysis and seeks a deeper
understanding of one particular characterization of the relationship that is of
particular interest to researchers and practitioners: the emotional attachments that
qualify consumer–brand bonds. A common focus across the contributions in
this section is the measurement of consumers’ emotional brand bonds.
Chapter 7, by Daniel Heinrich, Carmen-Maria Albrecht, and Hans H. Bauer,
provides a focal exploration of the structure and operationalization of the
construct of brand love. Drawing on the concept of love as considered in interpersonal psychology as well as studies carried out in the consumer–object
context, the authors develop and validate a multi-faceted brand love scale.
Empirical results support a second-order love construct composed of brand
intimacy, brand passion, and brand commitment. Brand love has a positive effect
on consumers’ willingness to pay a price premium and to forgive mistakes made
by the brand. Additionally, different brand love styles are identiﬁed.
Of the few empirical studies that concern the conceptualization and measurement of brand love, all are based on theories of interpersonal love wherein two
parties, known to each other, reciprocate and interact. In Chapter 8, Marc
Fetscherin and Mary Conway Dato-on provide theoretical and empirical support
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for the argument that the love in the brand relationships domain is more similar
to a parasocial love relationship, such as the one-sided relationships consumers
have with TV stars and celebrities. The authors compare these two alternate
conceptualizations, one where brand love is a reciprocating construct based on
theories of interpersonal love and a model based on the one-sided view of parasocial love. Findings suggest that a love construct based on parasocial relationship
theory is more suitable for explaining the concept of brand love.
In Chapter 9 by Manfred Bruhn, Falko Eichen, Karsten Hadwich, and Sven
Tuzovic, we broaden our focus to a more comprehensive construct for qualifying
the strength of the consumer–brand relationship: brand relationship quality
(BRQ). Despite the fact that BRQ stands as the key to effective brand relationship management according to many researchers and practitioners, the authors
highlight the fact that few sound validation studies exist. Bruhn and colleagues
develop a comprehensive third-order measurement model that offers a more
complete understanding of BRQ than exists in the literature, and test the
proposed model in a robust empirical setting comprising an online survey with
more than two thousand respondents across eight consumer goods markets with
a total of eighty-two brands. Results support two higher second-order factors:
quality of the brand as relationship partner and quality of the brand as interaction
platform. Brand relationship quality drivers are shown to be industry-speciﬁc and
highly context-dependent, suggesting limitations on generalized models of the
strength of consumers’ brand relationship bonds.
Most empirical studies that concern consumer–brand bonds focus on the
positive relationship qualities that manifest in healthy brand relationships: love,
trust, commitment, and attachment, for example. The unfortunate reality that
confronts managers, however, is that brand relationships over the long run inevitably face crises or confront brand failures of some kind, and how consumers
respond in these stressed situations fundamentally determines whether the brand
relationship will survive. Forgiveness on the part of consumers is an important
determinant of the effect of brand failures, and yet little brand relationship research
has investigated this construct or explored why some consumers are willing to
return to an offending brand while others abandon it. In Chapter 10 Leigh Anne
Novak Donovan, Joseph Priester, Debbie MacInnis, and C.W. Park report on
four studies designed to probe consumer–brand forgiveness. The authors ﬁnd
that the strength of the relationship, positive attributions, strong emotions, and
brand trust support brand forgiveness. They also conﬁrm that brand forgiveness
yields repurchase, strengthens willingness to defend the brand in the future, and
reduces desire to seek revenge. Just as love and commitment foster long-term
relationships, so too does brand forgiveness maintain loyal customers in the face
of stresses that befall consumers’ relationships with their brands.
Aaron Ahuvia’s Chapter 11 closes this section with thoughts on the issues
and challenges researchers face when conceptualizing and operationalizing
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complex relationship phenomena such as brand love and relationship strength.
Ahuvia directs our attention to what he calls the “brand love system,” a complex,
networked conceptualization of mutually reinforcing, higher-order constructs
comprising interrelated lower-order constructs, many of which have sparked
separate research streams in the study of consumer–brand relationships. Ahuvia
discusses the pros and cons of two different options for modeling this complex
system. With a latent model construct, a person’s score on the higher-order
construct (brand love) is determined by the shared factor variance between ﬁrstorder constructs thought to comprise it. A person’s score on an aggregate model
construct is determined through an algebraic combination of the construct’s
indicators. Through Ahuvia’s research with colleagues, we learn that the brand
love relationship can be characterized as an aggregate model construct consisting
of ten ﬁrst-order constructs: a willingness to invest resources, passionate desire
and a natural sense of “ﬁt,” frequent thought and use, psychological and emotional intrinsic rewards, emotional bonding and anticipated heartbreak, fusion
of identities, positive affect, commitment, connections to strongly held values
and existential meanings, and belief that the loved brand excels in any way
a brand could excel, such as in performance, trustworthiness, and value for
the money. Ahuvia provides a more comprehensive and integrated depiction
of the consumer–brand love relationship than has been previously available,
while preparing researchers for the challenges confronted in advancing this
research.

Part III: How goals and identity drive consumers’
relationships with their brands
This section shifts attention to the consumer side of the consumer–brand
relationship equation. Identity is fundamental to the formation, maintenance, and
very essence of this relationship, for at their core, brand relationships provide
meanings that help people construct and negotiate their lives (Fournier 1998).
The chapters in this section probe the fundamental question of how a person’s
goals and identity drive consumers’ brand relationships and in so doing address
various aspects of the self–brand relationship link.
Michael Breazeale and Nicole Ponder examine what they call customer
chemistry and its role in identity construction in Chapter 12. The authors outline
the ways in which consumers use consumption to create and express their own
identities. Building on previous literature about the role of possessions in forming
identity and identity construction through consumption, this chapter describes
the role of favorite places, in this case, retail stores, in forming and expressing
consumers’ identities. In-depth interviews conducted with ten informants produce modiﬁed life histories of individuals in various life stages. These life histories
provide empirical support for the phenomenon of customer chemistry – the
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consumption practice of forming positive, environmentally-derived attachment
to a retailer – and demonstrate the role of the resultant brand relationship in
identity construction and expression.
The various ways in which consumers use brand personalities and brand
relationships to shape their self-identities are examined by Hazel Huang in
Chapter 13. Eleven in-depth interviews with young adults, aged eighteen
to twenty-two, allow close examination of consumers’ use of the relationship
metaphor to describe their engagements with brands. A follow-up study investigates the relationships among people’s personalities, the brand’s personality, and
brand relationships, as explored in various high/low-involvement categories and
across the FCB thinking/feeling grid. Results support the notion that people
connect their self-identities to their brand relationships, sometimes including
their brand partners’ personalities in their self-identity statements. This purposive
connection remains consistent across utilitarian and symbolic products and highversus low-involvement categories.
Whereas the previous chapters in this section examine adults and their
relationships to brands, Samil Aledin’s research presented in Chapter 14 looks
speciﬁcally at teenagers’ brand relationships and their identity stories. Twentyfour personal interviews conducted with teenagers in the interpretivist tradition
of consumer research yield both emic- and etic-focused interpretations of the
identity roles played by teenagers’ brands. Two categories of identity-relevant
brand meanings undergird teenagers’ brand relationships: self-driven meanings
(“Personality traits and style,” “Making an impression,” “Self-esteem, mood and
feelings,” “Contexts”) and group-driven meanings (“Immediate circle,”
“Subcultural and post-subcultural groups,” “Speciﬁc groups,” “Demographic
groups”). In addition, the research provides four speciﬁc identity roles that brands
fulﬁll for teenagers, including “Social ﬁlter,” “Mature friend,” “Match maker,”
and “A shoulder to lean on.”
We close this section with a broader look at whether the same psychological
processes that regulate interpersonal relationships are mirrored in consumers’
relationships with products and brands. Chapter 15, by Christopher Long, Philip
Gable, Courtney Boerstler, and Christina Albee, investigates ways in which
consumers may draw closer to brands that facilitate speciﬁc goal pursuits in the
same way that people draw closer to the acquaintances that facilitate such pursuits
in the interpersonal realm. Three experimental studies conducted within the
implicit goal priming paradigm indicate that consumers evaluate preferred brands
more positively when brand-relevant goals are activated. Further, results support
that this tendency is accentuated among consumers who have particular relational
orientations, most notably, heightened needs for belongingness or, conversely,
the avoidant interpersonal attachment style. Results thus support parallel
processes for human and brand relationships as concerning the operation of selfrelevant goal pursuits.
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Part IV: Managerial applications and extensions
of consumer–brand relationship ideas
The ﬁnal section of the book puts consumer–brand relationship theory into
practice and offers managerial suggestions for the strategic development and
maintenance of strong relationships between consumers and brands. Chapters in
this section provide insights into relationship work at the bench level, probing
the corporate and managerial systems that facilitate and support brand relationships. The ﬂip side of misdirected relationship management is also considered, as
are brand relationships developed on the Internet, where brand control is increasingly in consumers’ hands.
Customer relationship management (CRM) is the managerial discipline most
formally aligned with brand relationship principles, and Chapter 16 by Jill Avery
and Susan Fournier looks inside this process through consumers’ eyes to understand where disconnects with core relationship tenets can be found. The focus is
on ﬁring customers, a CRM practice that has become more prevalent as ﬁrms
move to maximize the customer lifetime value of their customer portfolios by
jettisoning individuals with high costs-to-serve. Building from a basis of a series
of interviews over time, the chapter explores the relationship trajectory of one
ﬁred customer to illuminate how a “bad customer” is often the result of an
ill-informed and poorly managed customer relationship system. The authors
show that, ironically, ﬁring customers is often a case of “blaming the victim,” as
many managers remain unaware of their own roles in creating the bad relationships they seek to sever. The chapter offers practical advice for more sensitive
relationship management, using tenets of relationality as an inspirational base.
In Chapter 17, Thomas Leigh and Scott Thompson explore and reframe the
marketers’ evolving role in the context of Web 2.0 and new social media.
Traditionally, the marketer has served as a form of “brand curator” whose role
involved designing, preserving, enhancing, and promoting brand meaning to
target customers, a process for which marketers are assumed to take complete
control and charge. In a world of online search, smartphones, social network
platforms, blogs, Twitter accounts, peer-to-peer video sharing sites, online communities and advocacy groups, where conversations are multi-way, consumers
are energized and empowered, and brand meanings are socially constructed (and
not always in the brand’s best interest), the marketer’s role as brand curator is no
longer sufﬁcient or viable. While recent commentators suggest that the solution
is one of ceding control of the brand to the social web and broader culture, Leigh
and Thompson remind us that marketers have a clear stake in the branding game
and that ceding control is both ill-informed and overly simplistic. The authors’
contention is that the marketer’s role must be deﬁned with an acute sensitivity to
the operative consumer–brand contexts in play. Leigh and Thompson leverage
case study research on brands including Facebook, Skittles, BP, Apple, United,
Watch Idiot Savants, and Blizzcon, as supplemented with a limited set of
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executive interviews to examine management perspectives on best practices
for managing brand relationships in social mediated contexts. They articulate
appropriate marketer roles and practices for brand relationship management for
traditional authority brands, conversational brands emphasizing opinion leaders,
casual social networks emphasizing multi-way exchanges, enthusiast social
networks emphasizing product category loyalty, brand communities emphasizing
collective social values and practices, and formal brand clubs emphasizing collective capital and institutional membership.
Chapter 18, by Jean Suvatjis and Leslie de Chernatony, takes us out of the
marketing department and into corporate communications in order to assess
corporate identity and its reﬂective relationships with brand relationships. Building
from qualitative research, the authors propose a six-station corporate identity
model designed to create a strong corporate identity, introduce strong brands,
and guide dynamic corporate strategy, transparent communication, unique
corporate personality, and strong reputation, all based on the creation and
management of relational bridges required for achieving successful consumer
interface. The model provides a conceptual framework for analysis of the identity
development process and emphasizes the continuous and synergistic efforts
involved in effective relationship management that support this goal.
Stephen Springﬁeld and Padmini Sharma from the Frito-Lay division of
PepsiCo demonstrate in Chapter 19 the real-life application and impact of many
of the concepts discussed in this volume. This chapter provides an in-depth look
at how one of the world’s fastest growing consumer packaged goods companies
puts consumer–brand relationship theory into practice. The authors explain how
replacing traditional brand models with relationship-based tools has enabled a
more empathic style of marketing at Frito-Lay, ultimately leading to marketing
industry awards and category growth leadership. The authors discuss their experiences in challenging existing organizational narratives, processes, and metrics in
order to create a relationship-centric culture – highlighting contexts in which
relationship theory ﬂourished, key points of tension in acceptance of relationship
ideas, and challenges regarding how relationships can be monetized. The authors
close with reﬂections on where there is room for improvement in consumer–
brand relationships as a business application.

Conclusion
The domain of brand relationships is critically important to brand marketing, but
is also quite rich and complex. Brand relationships are founded on meanings that
resonate personally and culturally; they service identity, functional, and social
goals. Relationships are diverse and varied, and they change in response to
consumer and brand behaviors, constantly mutating and evolving. We conclude
with comments on the major themes and ﬁndings presented throughout the
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state-of-the-art research considered in the four parts of the book, and identify
areas for future research and inspirations for practice.
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