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Abstract: From a service dominant logic perspective, this paper proposes a conceptual framework

=] /N
that utilizes the construct of relational benefits to explain the link between brand relationship interaction S Rl

and brand loyalty in popular consumer brands context. The framework posits that brand relationship b bR R
interaction has indirect impact on brand loyalty through identity related benefits, confidence benefits b L EFZS

and social benefits derived from the long term relationship between consumers and brands. The results
show that the role of the identity related benefits on repurchase is the most significant, the role of the

b LG

= =
confidence benefits on brand commitment is the most obvious and the social benefits has the most bR
obvious influence on brand attachment. Moreover, brand sensitivity plays a moderating role on the R CAEZ AT
mediating process that brand relationship interaction has indirect impact on brand loyalty via relationship PubMed

benefits.
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