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Abstract

In recent years, we have seen increasing competition between companies to sell their products and
services. And in the meantime, the customer's positive understanding of a brand makes it possible
for him to choose a brand from among different brands and to be enthusiastic about buying its
products and services. Mediation is the perception of the luxury of the product. This research is
based on the purpose of an applied research and in terms of data collection, descriptive-survey.
The statistical population consists of all consumers of Bosch household appliances, which due to
the unlimitedness of the statistical population and the impossibility of accessing all the target
population, the sample size of 150 people was determined using Cochran's formula, and in this
research, the available sampling method was used. Data have been used using Albert's brand love
standard questionnaire (2010), product price perception by Lichtensin et al. (1993), factors
influencing the purchase of luxury brands, Rolex et al. (2017) and researcher-made questions.
Structural equation modeling analysis method was used using SPSS and SmartPLS software. The
results of this research primarily confirm that restricting access to the product, perception of
product luxury, and brand love are significantly related to each other. Also, limiting the brand and
price has a positive and meaningful effect on brand love, but it must be said that limiting the brand
has a greater impact on brand love than price. And among the components of brand love, word of
mouth advertising has a higher priority than paying more and brand loyalty, which means that
among customers who love the brand, word of mouth advertising is done far more than other
cases.

Key Words: Limiting access to the product, perception of the luxury of the product, love for the
brand.
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