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Abstract Because modern people are not preferred on the relationship between the brand and there is no
reliable target in accordance with the traditions and community collapse, the public stable state of mind in a
world that changes rapidly as the exit filled through the psychological emptiness, the relationship between
consumers and brands, which this time occurs It will be able to maintain. The purpose of this study is to
analyze the mediating effect of the convergence apartment brand relationship quality influence on the
relationship between brand loyalty. The results of the analysis are as follows. First, the image of the brand
showed a positive (+) effects on loyalty. Second, the image on the brand showed a positive(+) effect on the
relationship quality. The third relationship quality brand image and brand loyalty will be mediated. Results in
apartment construction companies as a result of the mediating effects influence the quality of the relationship
between consumers and the brand image and loyalty and feel to consumers and to enforce effective marketing
strategy may also be pursued strategies accordingly.
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(Table 1) Six—faceted brand relationship quality
construct?

Affective &

. . Love/Passion
Socio-emotive

attachments Self-connection
Brand
1 i Interdependence
Relatmr'lshm Behavioral ties
Quality Commitment
Supportive Intimacy

cognitive beliefs Brand partner quality

1) A PRELIMINARY MODEL OF BRAND RELATIONSHIP
QUALITY AND ITS EFFECTS ON RELATIONSHIP
STABILITY
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(Table 2) Structure of the sample

Category N Percentage
male 50 218
sex female 130 722
under 29 27 15
under 39 48 26.7
age under 49 53 294
under 59 49 212
over 60 3 1.7
TV 18 10
News Paper 11 6.1
Purchase Journal 2 1.1
information Worth of Mouth 41 22.8
Model House 63 35
Other 45 25
TV 18 10
News Paper 11 6.1
Purchase Journal 2 1.1
information Worth of Mouth 41 22.8
Model House 63 35
Other 45 25
Location 85 472
Brand 25 139
Purchase Educatin 17 94
consideration | Environment 39 21.7
factors Accommodations 5 2.8
Interior 3 17
Investment value 6 3.3
Own House 155 86.1
Owned Rent 16 8.9
dwellings Monthly 5 2.8
Other 4 2.2
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