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ABSTRACT

Purpose - This study conceptualizes the measuring effect of brand personality along with its five dimensions on brand loyalty
with the help of customer satisfaction played the role of mediation among the users of Samsung cell-phones.
Design/MethodologyApproach - The study was in quantitative nature. Data was collected from 418 respondents from the
different cities of Sindh like Karachi, Hyderabad, Mirpurkhas, and Sukkur through a survey questionnaire, and data was analyzed
through smart PLS Software by applying the Structural Equation Modeling (SEM) technique.

Findings - The findings executed that the keeping in view all other things constant one unit change in brand personality cause a
change of 0.919 in customer satisfaction, one unit change in brand personality cause a change of 0.879 in brand loyalty and one
unit change in customer satisfaction will cause a change of 0.095 in brand loyalty. As the results suggest that the brand personality
has a positive strong relation with brand loyalty directly, here customer satisfaction has played the role of partial mediator
between brand personality and brand loyalty at very weak relations with brand loyalty. Thus increasing error is at the minimum
position because all the values are lying on the positive axis.

Practical Implications - This study strongly assists marketers to improve customer loyalty strategies. This study has figured out
the clear picture for marketers that if the customers perceive highly based on brand personality so it would be nice for marketers to
strengthen the brand personality attributes for brand loyalty.

Origionality/Value - This study is not only emphasized the brand personality but also put an in-depth eye on customer
satisfaction. In this study, customer satisfaction played a partial mediating role because of the positive and strong relationship
found between brand personality and brand loyalty.

Keywords:
Brand Personality, Brand Loyalty, Customer satisfaction.
Article Received: 18 October 2020, Revised: 3 November 2020, Accepted: 24 December 2020

1. Introduction

Branding ultimately works as a signal. It permits
consumers to rapidly perceive a product as one
they know about or one they like. It goes about as
a memory sign, permitting buyers to retrieve
important information from memory. This data
might be about the experience of the brand, brand
recognition, or brand associations. The data we
have put away about brands is vital in managing
our decisions (Chovanova et al., 2015). Branding
has gotten one of the most significant
characteristics of business strategy. Branding is
key to making value for customers, in maintaining
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and creating a competitive advantage it is not only
just image but also considered as a key tool (Holt,
D. B. 2015).

Brand personality is the reflection of human
attributes in the brands, generated through famous
figures (Grisaffe, D. B., & Nguyen, H. P, 2011).
As human personality plays the role of attention
as same in brand personality demonstrates the
brand's attention in the consumer minds (Blythe,
J. 2007).. Brand personality is the major source of
core competency. Companies must set aside all
the personality traits in one brand, mostly only
one attribute of the brand reflects only a single
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personality trait (Ang, S. H.,, & Lim, E. A. C.
2006). Brand personality got birth with the
entrance of celebrities in commercial advertising
as Shahid Afridi in Head & Shoulder, Salman
Khan in Thumbs Up, various actresses in Lux
(Fournier, S., 1998). Customers prefer those
brands often matches with their personality or
with their ideal personality or with their beloved
ones, Brand personality has to play multiple roles
for creating the perception in consumers’ minds
(Aaker, et al., 2001).

In marketing literature, consumers are best
attracted now through brand personality, used to
build a strong relationship between customers and
brand, brand personality advocates brand
satisfaction leads to brand loyalty (Govers, P. C.,
& Schoormans, J. P. 2005). Brand personality
lonely nothing to determine brand loyalty,
customer satisfaction always found in a linear
relationship with brand loyalty as well (Faullant,
et al., 2008). Many studies have strongly argued
that customer satisfaction has played the role of a
bridge between brand personality and brand
loyalty (Jang et al,. 2008). In Cell-Phones the
appearance, size, style, color reflects the human
personality, and that ultimately creates brand
loyalty among customers (Chaudhuri, A.,, &
Holbrook, M. B, 2001). Various theories suggest
that brand loyalty is the outcome of customer
satisfaction and brand performance that urge
customers to buy repeatedly. Brand loyalty mostly
considered as the variable used to show the
company’s profitability and consumers' behavior
towards company brands, hold customers bonded
to purchase again, and again the company’s
originated brands (Loureiro et al., 2017)

1.1 Research Gap

Although a sufficient amount of research
conducted in the field of brand management,
various authors suggested various constructs for
brand personality, brand loyalty, and customer
satisfaction. Tupes & Chiristal (1958), Norman,
Kassarjian, Keller, Fournier, J.L. Aker (1997), as a

www. psychologyandeducation.net

single dimension, four dimensions, and five
dimensions but the meaning and applications of
the concepts vary country to country even brand
to brand. But yet not such dimensions measured
among cell-phone users in Pakistan. Motivated by
this logic, this study will be able to fill this gap by
advocating the research aims among cell phone
users. Further, the research has highlighted the
significant contribution of how brand personality
and brand loyalty influence customer satisfaction.

1.2 Research Aims

This study aims to address the role of customer
satisfaction in determining the effect of brand
personality on brand loyalty in cell-phones as a
mediating factor by advocating the following
research aims.

1. To study the relationship between
brand personality  and customer
satisfaction.

2. To elaborate on the mediating role of
customer satisfaction in brand personality
and brand loyalty.

3. To ascertain the relationship between
brand personality and brand loyalty.

4. To investigate the relationship
between customer satisfaction and brand
loyalty.

1.3 Research Questions

Despite considering the significant issues with
previous research studies this study tried to
answer the following research questions.

Q1l: How does brand personality-related with
customer satisfaction?

Q2: What is the role played by customer
satisfaction in measuring the effect of brand
personality on brand loyalty?

Q3: What is the relationship between brand
personality and brand loyalty?

Q4: How does customer satisfaction relate to
brand loyalty?
2387



PSYCHOLOGY AND EDUCATION (2021) 58(1): 2386-2397

ISSN: 00333077

2. Literature Review
2.1 Brand Personality

In our daily life, we are surrounded by a large
number of brands. From dawn to down whatever
we see, we consume, we eat, we wear, we feel, we
drink, all about brands (Aaker, J. L. 1997). A
brand is a “name, term, sign, symbol, or design, or
a combination of them, intended to identify the
goods and services of one seller or group of sellers
and to differentiate them from those of
competition”. Brand personality “as a set of
human characteristics associated with the brand”.
Brands are playing the role of intangible assets
used to satisfy all stakeholders through their
performance (Freling, T. H., & Forbes, L. P.,
2005). In marketing academic and empirical
research studies, brand personality found an
interesting and most researched topic (Aaker et
al., 2004) Brand personality associated with
products and services core benefits perceived
performance in consumers’ mindset but in a
global setting, it became a challenge for
companies to design a brand because the market is
enough to full of brands (Acharya, A., & Gupta,
M., 2018). Brand personality can be best used to
identify the bonding between brand performance
and its outcomes (Eisend, M., & Stokburger-
Sauer, N. E., 2013). Brand personality is a
unidimensional construct (Bosnjak et al., 2007).
Theoretically, brand personality has three
dimensions (Sincerity, Competence, and Status
(Avis et al., 2012). Brand personality has
multidimensional facets ( four or five) namely
Sincerity, Competence, Excitement,
Sophistication, Ruggedness (Aaker, J. L., 1997).
Literature suggests that the same authors worked
on the same dimensions in different cultures found
different results and concluded with changed
brand personality constructs as in “Japan
Ruggedness replaced as peacefulness” (Von
Wallpach et al., 2017). Brand personality has
achieved a symbolic image in consumer and
marketing research. As brands are designed in
such a manner that satisfies human needs in such a
manner that they feel it is born only for fulfilling
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their needs, brand personality can't be separated
from the human characteristics (Bilgili, B., &
Ozkul, E. 2017). After all measuring brand
personality in different cultures, different
mindsets, different regions globally, in different
products and service consumption levels, roles,
statuses, academically and as a marketing
practice, the brand personality found a
multidimensional construct with more than five
constructs, although up to fifteen but not endless
(Kotler, P., & Keller, K. L., 2015).

2.2 Brand Personality and Customer Satisfaction

Satisfaction has yet not got a proper definition.
The satisfaction found the very old and most
studied concept in research. In marketing
literature enough studies conducted on the concept
of customer satisfaction by applying various
marketing practices and strategies because the
main orbit of marketing revolves around customer
satisfaction (Thier, K., 2020). A customer is
defined as “a person who buys goods or services
from a shop or business  (Oxford
Dictionaries).”Satisfaction is described as “a
person’s feelings of pleasure or disappointments
that result from comparing a product or service’s
perceived performance (or outcome) to
expectation” (Roth, S., & Bdsener, K., 2015). All
the marketing strategies are only formulated to
gain a competitive advantage in marketing and
that is only possible to the large share of
customers if they found satisfied (Deng et al.,
2010). Bill Gates (a US businessman) once said:
“Your most unhappy customers are your greatest
source of learning.” Companies from diverse
industries can get a larger market share if they
become customer-oriented (Aspizain, C., 2016).
Customer satisfaction in brand loyalty is a two-
fold concept: Specific Transaction based
purchases and overall experience of brand
performance over a streamline of purchases
(Armstrong et al., 2014). When cumulative
customer satisfaction shows outcomes towards
brand personality, it leads to brand loyalty.
Customer satisfaction with brand personality
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depends on experiences and emotions associated
with customer personality and needs (Kimemia,
R. W., 2016). The Product’s real performance and
performance expectations emotionally judged by
customers are known as customer satisfaction
(Mohammad, A. A. S., 2017). Brand personality
enables customers to differentiate it from its
competing brands by feeling and sensing
appearance and performance (Maehle et al.,
2011). A bond between consumers and marketers
built with the help of a brand personality. Through
brand personality, a consumer feels that the
company has produced a certain brand only by
focusing his/her personality traits (Hussein, A. S.,
2018). Brand personality accompanied by the
product quality and values impacts positively on
consumer behavior to purchase and being loyal to
a particular brand (Michael, R. S., 2013). Major
literature studies concluded that mostly brand
personality found in a positive relationship with
customer satisfaction.

H1: Brand Loyalty has a positive and significant
relationship with customer satisfaction.

2.3 Customer Satisfaction and Brand Loyalty

Literature suggests that customer satisfaction and
brand loyalty always found in goods a few in
services. Brand loyalty defined as the repeating
behavior of customers to re-buy the same brand of
a particular product. Brand loyalty plays an
important role in consumer behavior. Brand
Loyalty considered an outcome of positive
consumer behavior, it helps consumers to
purchase a product for a long period (lglesias et
al., 2011). Customer satisfaction is not ended for
companies to capture the value and to achieve
organizational goals, companies have to survive in
long run in this regard, brand loyalty plays the
role of the company’s existence and identification
in the market (Awan, A. G., & Rehman, A. U,
2014). Brand loyalty works as a synonym for
customers’  commitment  towards  brands.
Customers analyze products based on intrinsic and
extrinsic cues: intrinsic cues refer to actual
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product performance while extrinsic cues refer to
brand personality that leads to brand loyalty
(McMullan, R., 2005). Brand loyalty and
customer satisfaction together are considered as
marketing objectives in marketing era, by
applying various application customer satisfaction
always found the best predictor of brand loyalty
(Oliver, R. L., 1999). To target customer
satisfaction as an objective is not an end, it must
be focused on brand loyalty, profit gain attributes.
In the early 2000s, customer satisfaction had got
importance only as a tool to achieve a strategic
approach but now it turned into a tool to develop
and gain other strategic goals like loyalty,
sustainability, core competency. Now companies
are trying to capture more brand loyalty rather
than only customer satisfaction or short term
profitability. Brand loyalty generated through the
positive commitment of customers towards
products. Brand Loyalty is therefore related to a
customer’s preference and attachment to a brand.
It may occur due to a long history of using a
product and trust that has developed as a
consequence of the long usage (Yoo, B., &
Donthu, N., 2001).

H2: Brand personality has a positive and
significant relationship  with customer
satisfaction.

2.4 Brand Personality and Brand Loyalty

Brand loyalty has been originated by Chaudhuri,
A., & Holbrook, M. B. (2001), major focusing on
loyalty towards the company’s products and
services. Oliver defined brand loyalty as “a deeply
held commitment to rebuy or patronize a preferred
product/service consistently in the future, thereby
causing repetitive same-brand or same brand-set
purchasing, despite situational influences and
marketing efforts having the potential to cause
switching behavior” (Akin, M., 2017) defined
brand loyalty from an attitudinal perspective as
“the tendency to be loyal to a focal brand, which
is demonstrated by the intention to buy the brand
as a primary choice” (Datta, P. R., 2003) argued

that “attitudinal brand loyalty includes a degree of
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dispositional commitment in terms of some
unique value associated with the brand” (p. 82).
They can do it through strong advertising and
marketing campaigns and the provision of high-
quality services or products. Brand personality
directly affects brand loyalty by focusing on the
behavioral attitude of customers. Competency and
excitement always found more acceptable among
customers over conventionality and ruggedness (
Aaker et al., 2001) Brand personality considered a
strategic instrument used to generate brand
loyalty, brand personality had always advocated a
positive influence on brand loyalty (Ang, S. H., &
Lim, E. A. C., 2006). To maintain a stable market
share marketers need the support of loyal
customers resulting from brand loyalty. Brand
personality helps loyal consumers to different
brands as compared to competitors (Kim, R. B., &
Zhao, M., 2014). Brand personality contributes to
the sensory decisions of consumers to be loyal
(Nysveen, H., & Pedersen, P. E., 2014). Brand
loyalty is a post-purchase concept. Brand
personality as a predictor of brand loyalty reduces
marketing and advertising cost for marketers
(lvens, B., & Valta, K. S., 2012). Brand
personality accompanied by other branding
attributed to brand awareness, brand affect, brand
trust has found always the positive and significant
determinant of brand loyalty (Awang et al., 2015)
Bonding between brand loyalty and brand
performance generated by brand personality
(Umar et al., 2015).

H3: Brand personality has a positive and
significant relationship with brand loyalty.

2.5 Customer Satisfaction as Mediating Factor

When the independent variable shows less
influence on dependent variable mediating
variable supports to show significant influence.
Customer satisfaction always found as a
significant ingredient of customer loyalty towards
brands (Aaker, J. L., 1997). It mostly used as a
mediating variable to measure the effect of
various marketing strategies to generate fruitful
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outcomes (Liang et al.,2011).
2.6 Theoretical Framework

The research framework of the study is to
determine the role of brand personality in brand
loyalty mediated by customer satisfaction among
users of Samsung in major cities of Sindh i.e
Karachi, Hyderabad, Mirpur Khas, and Sukkur.
The framework pertains to the independent and
dependent variables. Brand personality is 1V,
Customer satisfaction plays the role of mediation
as well as the dependent variable while brand
loyalty is DV measured through CS and BP.

3. Methods
3.1 Procedure and Participants

The study is quantitative. Although a study
designed based on vast literature previously done.
Most studies conducted in this context are
quantitative and measured based on the primary
response  generated through a  survey
questionnaire. The participants of this study were
the users of Samsung Cell-Phone in Sindh. A
survey questionnaire adopted was applied to
collect the response. A total number of 418
questionnaires were filled by the serious and loyal
users of Samsung from different cities out of 500
questionnaires distributed.

3.2 Measurement Scale

A survey questionnaire consists of three variables
Brand Personality further divided into five
dimensions measured by using (Jang, et al., 2008)
scale consist of 18 facets rather than questions,
Customer satisfaction scale of (Safdar, S., &
Lodhi, R. N., 2015) consist of five items and
Brand Loyalty scale of (Joreskog, K. G., 1982)
consist of nine items supported by a demographic
background of users as well. For respondents' ease
and complete understanding, a brief introduction
of the purpose of the study added in the
questionnaire. A five-point Likert Scale used to
quantify the response as 1=Strongly Disagree, 2=
Disagree, 3= Neutral, 4= Agree, and 5= Strongly
Agree. The questionnaire was offered in the
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English language and during data collection
translated to those users who were unable to
understand the English because English is not the
native language of users living in Karachi,
Hyderabad, Mirpur  Khas, and  Sukkur.
Measurement Scales were consisted of three parts
i.e: Brand Personality with five sub-dimensions
sincerity with six items, Excitement with four
items, Competence  with  three items,
Sophistication with two items and Ruggedness
with two items, while customer satisfaction has
five items and brand loyalty has nine items
respectively.

3.3 Analysis

In quantitative research, the standard response
analyzed through certain social sciences
applications. Analysis conducted through data
coding, techniques applied, results in the
generation, and finally interpretation of results. At
the very first collected data inputted into SPSS for
easy data transformation. For measuring the effect
of latent variables and their loadings, measuring
reliability and validity, hypotheses test the PLS-
SEM technique used (Nunnally, J. C., 1978).
Literature suggests that measuring the effect
through mediation PLS-SEM has been found best
application to draw all the desired measures.

Before moving to measure the latent variables
construct reliability and composite reliability were
conducted, and construct validity was extracted by
applying factor loading criteria at the minimum
value 0.70.

4. Study Findings

The Partial Least Square-Structural Equation
Model (PLS-SEM) techniques used to draw
empirical results of the study.

4.1 Loadings, Reliability, Validity and Average
Variance Extracted

considering internal consistency the composite
reliability should be greater than 0.70 (Nunlay,
1978) Specifically, all three variables have
composite reliability value greater than its critical
value 0.70, supporting the internal consistency
evidence. Brand loyalty has greater than 0.933,
brand personality has greater than 0.958 and the
customer satisfaction has greater than 0.910
advocating that the collected response is enough
consistent for further analysis. The convergent
validity of the scale was measured with the help of
loadings and AVE values, as shown in the table
the loadings, and AVE values are greater than
0.50 which evident as the scale is validated to
processed ahead.

Table 1. Measurement Model

Constructs Items Loadings CR AVE
Brand Personality BP1 0.853 0.958 0.640
BP2 0.859
BP3 0.876
BP4 0.730
BP5 0.848
BP6 0.779
BP7 0.727
BP8 0.818
BP9 0.799
BP10 0.768
Customer Satisfaction CS1 0.779 0.910 0.670
CS2 0.788
CS3 0.859
CS4 0.830
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CS5 0.833
CS6 0.754
CS7 0.743
CS8 0.792
CS9 0.764
CS10 0.692
Brand Loyalty BL1 0.801 0.933 0.635
BL2 0.861
BL3 0.796
BL4 0.819
BL5 0.786
BL6 0.755
BL7 0.762
BL8 0.789
BL9 0.820
Table 2. Discriminant Validity (HTMT)
Constructs 1 2 3
1. Brand Personality
2. Customer Satisfaction 0.758
3. Brand Loyalty 0.797 0.818

The above table shows the results of discriminant
validity (DV) was verified, which indicates the
extent to which a construct differs from other
constructs within the model. We compared the
square-root of the AVE with the correlations
among constructs. In cases where the square roots

of the AVE values are higher than the correlation
values in the respective row and column, we can
confirm that the measures are discriminant. Table
2 shows that the square roots of the AVEs are
higher than the row and column values; as such
DV is confirmed.

Table 3. Hypothesis Testing

Hypothesis Relationship Std Std T- P- BCILL BCIUL f VIF
Beta  Error Value  Values

H1 BP -> BL 0.900 0.029 30.934 0.000 0.843 0.952 1.887 2.420

H2 BP -> CS 0.919 0.009 107.213 0.000 0.898 0.932 5.399 1.607

H3 CS->BL 0.072 0.031 2.332 0.000 0.016 0.128 1.032 1.912

In the next stage, we proceeded with the path
analysis to test the three hypotheses generated for
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this study. Table 3 presents the results. We tested
the direct effects of the main constructs on brand
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loyalty through customer satisfaction. Brand
personality (B= 0.900, P-value=0.000), Brand
Personality (= 0.919, P-value=0.000) and
customer satisfaction (B= 0.072, P-value=0.000)
were positively related to brand loyalty. Thus H1,
H2, and H3 were supported.

5. Conclusion and Discussion

The study was aiming to measure the effects of
brand personality on brand loyalty with the help
of customer satisfaction towards Samsung cell-
phone users in different cities of Sindh. The study
revealed the behavior and perception of Samsung
customers in different cities of Sindh. In-depth
picture of the literature and statistical findings
shown in this study. The study has achieved all
the proposed aims and well addressed the research
questions. Statistical findings revealed that all the
hypotheses were found supportive in the light of
prior literature.

Quantitative research accompanied by multiple
statistical techniques applied through a structured
questionnaire. Responses and propositions were
reflected in the prior literature through PLS-SEM.
The findings revealed that the brand personality
has a positive and significant impact on brand
loyalty, results also provided a way to customer
satisfaction being used as a mediator between
brand personality and brand loyalty. In this study,
customer satisfaction has played the role of partial
mediation between brand personality and brand
loyalty.

According to the findings of this study, the brand
personality has a positive and significant effect on
customer satisfaction and brand loyalty, on the
other hand, customer satisfaction has also a
positive and significant relationship with brand
loyalty. Brand loyalty was well predicted by brand
personality accompanied by customer satisfaction.
Statistical findings also validated the proposed
hypotheses and model with the prior literature
based on accepted value for AVE. Findings put an
interesting insight that its not necessary that all the
brand personality constructs being applied to all
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the types of customers and all the brands to the
same extent. Some of the constructs of Sincerity,
Competence, and brand loyalty were not
contributed to the measurement.

This study strongly recommends the Samsung
company that never ignores customer perception
and behavior while expecting brand loyalty from
customers through brand personality. Marketers
should also put an eye on brand personality
dimensions as well.

6. Limitations and Future Research Directions
Almost every type of research cannot be an end in
theoretical,  conceptual, and  measurement
contexts. Limitations of the study provide a plate
form for innovation and invention context. None
can be perfect in all contexts of research. The
limitations of this study will be ingredients for
future researchers in the following contexts.

6.1 Comparative Study

This study by nature was unidimensional in
theoretical, conceptual, measurement, unit of
analysis, targeted brand context. In this regard
future studies can be best conducted by comparing
the Samsung brands with other Andriod cell-
phones like apple, oppo, Q-mobile, Nokia, etc.
also by comparing the customers of different
cultures of Sindh as well Pakistan or globally. In
this study conducted in the product context, future
studies may be conducted for measuring brand
loyalty among service brands as well.

6.2 Mixed Methodology

As this study was conducted through a single
research method, future research can be conducted
by wusing mixed methods qualitative and
quantitative as a well or qualitative method only.
Different instruments can be used to collect the
response.

6.3 Longitudinal Study

The major constraints for this study were time and
cost so this study was conducted only cross-
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sectional. In the same context, this study can be
conducted as a longitudinal for vast literature and
for providing better negotiable results.

6.4 Brand Variables

This study was only conducted by focusing only
two constructs of brand management i-e: brand
personality and brand loyalty. Future research
may be conducted in other constructs of brand
management as brand trust, brand awareness,
brand experience, brand satisfaction and so on.
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