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Antecedents and consequences of destination brand love – Case Ylläs

1. Introduction
Notable part of consumers love also things other than people, including brands (Batra, Ahuvia & Bagozzi, 2012). Brand love is relatively new concept in academic discussion, and demonstrates consumers’ changed relationships with brands. The area is relevant for study, given the tightening competition in tourism sector for visitors, funding and support from different stakeholder groups. 
Studies focusing on relationships between people and places/destinations as brands, are scarce. Particularly studies examining consumers’ love towards place/destination brands are very few. However, there are two studies focusing on brand love in the context of destination brands: Swanson (2015, 2017) and Lee and Hyun’s (2016). Thus, understanding on the concept is still limited, in terms of its construct, antecedents and consequences. Given the current weaknesses in existing knowledge on destination brand love, the purpose of this study is to conceptualize the antecedents and consequences of destination brand love.

2. Theoretical background
Brand love
Brands have been studied for a long through measuring customer satisfaction (e.g. Fournier & Mick, 1999), and brand loyalty (e.g. Oliver, 1999). Brand love has been noted as enhancing loyalty (e.g. Carroll & Ahuvia, 2006). In the context of brands, Baldinger and Rubinson (1996) suggest a definition of loyalty that includes both attitudinal and behavioural aspects, as loyalty should not be considered repeat-buying pattern only, but also strong attitude toward the brand. Carroll and Ahuvia (2006, p. 81) refer to brand love as: “the degree of passionate emotional attachment a satisfied consumer has for a particular trade name”. The definition is adopted in the present study. Figure 1 summarises, on the basis of our literature review, antecedents of brand love, discussed in prior studies conserning mainly physical brands. 

Insert Figure 1 here

Figure 2 presents suggested consequences of brand love detected from prior literature in the context of physical brands. 

   Insert Figure 2 here

Emotional bonding towards destination brands

Next we continue the discussion of brand love in the context of destinations. Place brands are result of interaction of place’s internal identity and external image (c.f. Hanna & Rowley, 2011). In tourism literature can be found two ruling aspects of emotional people-place relationships: place bonding and place attachment. These two concepts are partly overlapping, and in some studies they are dealt synonymously (see Cheng & Kuo, 2015; Hammitt et al., 2009). Concept of brand love has not settled its place in studies of people-place relationships. However, two recent studies (Lee & Hyun 2016; Swanson, 2015, 2017) indicate that brand love is a phenomenon, worth of research, in the case of tourist destinations.

Place bonding is described as emotional attachment and the perception of an identity that one associates with a specific place. It is noted, that tourists create emotional bonds while visiting places, calling for further knowledge on tourists’ behavior (Gu & Ryan, 2008; Tsai, 2012). Further, place attachment is the most common concept describing emotional bond in the academic literature on destinations. It can be regarded as emotional and psychological bond between a consumer and a specific place (e.g. Hwang, Lee & Chen, 2005; Prayag & Ryan, 2011; Tsai, 2012).  


3. Methodology
The research followed abductive logic, in terms of constantly going back and forth between different research activities, and particularly empirical observations and theory (Dubois & Gadde, 2002, 556). The single-case design was deemed suitable, as in-depth exploration in antecedents and consequences of brand love was pursued (Creswell, 2003). The case in question is Ylläs, which is a tourist destination for active outdoor holidays throughout the year that is located in the middle of wilderness in Finnish Lapland. At the moment, Ylläs is increasing its interest also among international tourists. 
 The first author conducted semi-structured interviews between November and December 2016. The data gathering ended after ten interviews. The interviews were recorded and transcribed afterwards to improve reliability (Silverman, 2001).  


4. Results and discussion

The purpose of this study was to conceptualize the antecedents and consequences of destination brand love. Figure 3 demonstrates our findings within the empirical grounded framework.

Insert Figure 3 here


The findings indicate that the concepts of place bonding and place attachment seem to be partly overlapping with the concept of destination brand love (see Cheng & Kuo, 2015), as they all deal with emotional bonds between people and place. We propose that destination brand love could be seen as an individual form of place bonding, as it concentrates on destination brands and is very strong form of bonding, as its consequences indicate.  We consider attachment to place as being an antecedent of destination brand love.
Further, in case of destination brand love, some of the consequences are rather powerful, such as anticipated separation distress. This implies that destination brand love can be considered a stronger bond than place attachment.  Interestingly, consumer’s interest in the wellbeing of the brand is presented in this study first time in relation to brand love. The cultural aspect is relevant as it appears that there are differences between countries in this respect. US-based studies have found that love-word is likely to be used related to objects and activities as frequently as related to people (Ahuvia, 2005). The findings of this study are closer to the results of Albert, Merunka and Valette-Florence (2008), and Batra et al. (2012), which suggest that consumers prefer other expressions than “to love” when speaking about objects other than people. Nevertheless, in this study, although a person did not verbally express love towards the destination brand, the way in which the person described his/her brand relationship revealed the same elements than brand relationships of people who verbally expressed brand love.  
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Figure 1. Antecedents of brand love
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Figure 2. Consequences of brand love
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Figure 3 	Empirically grounded framework of antecedents and consequences of destination brand love
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