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product may be classied into two types: utilitarian product and hedonic product. These twg progduc
types are used in several researches. This article reviews literature focusing on the role of &

product types that are selected to be a variable in the literatures. The objective is to betterxnder: d

these two product types. Literature review in 6 areas, including measurement, cons@oice

advertising, shopping, brand personality, and other areas, demonstrates that these two product ty%i p%
le

variables which inuence other variables. Therefore, it is interesting to use this product type m
t

search. In order to extend the knowledge in the eld and achieve a better understanding of wo product types.
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