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Annotation 

Mazur E. The examining of emotional value product (brand) structure for 

marketing purposes. – Article. 

The article explores the structure of the goods’ (brand) value. Main components of the 

value that has outlined are functional and emotional. The analysis was made from the 

perspective of different authors that have contributed into the field. The author has proposed 

an adjusted approach to the classification of emotional benefits for their practical use. 

Keywords: rationality, emotion, emotional and rational benefits of product, market 

of emotions, needs. 
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