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Abstract — The primary purpose of this article is to explore the influence of brand personality on brand love. Furthermore, this 

paper also investigates the impact of brand love on positive word-of-mouth and brand loyalty. Using online survey, 141 responses 

were collected through convenience sampling. The survey data, where both dependent and independent variables are captured from 

the same person, can have systematic measurement errors due to common method variance. Overall, the sample represents the 

effectiveness of a brand personality on a particular brand type. Correlation, Regression, and Structural Equation Modeling utilizing 

AMOS-20 are used to test the hypotheses and conceptual framework. The results deduced that both brand personality variables – 

excitement and sincerity are significant with brand love. 
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I. INTRODUCTION 

The brand personality and brand love influence the relationship in the consumers develop [1], [2]. Therefore, the customer-

brand relationship is an important topic for study. Brand personality and brand love are two topics which are widely researched 

in its field. The concept of brand personality has helped to differentiate their brand, consumer preference and market the brand 

across cultures [3]. Brand love is a relatively new topic, it desires the post-purchase in positive word of mouth, brand loyalty 

and active engagement [4], [5]. 

Past research in this field is centred on understanding the past and outcomes of brand love [6], [7], [8]. In any case, the 

impact of brand personality on brand love has not been concentrated on yet [6]. This investigation attempts to build up a model 

to justify the relationship between the buying behaviour of a consumer based upon the brand value, considering the brand 

personality of their respective brand love.  Our point is not to limit the understanding of the components that impact brand love, 

eventually helping brands in building up a loyal buyer base. The present research addresses this lacuna by conducting a study in 

a developing country. This brings us to major two key commitments. The first one is, it gives a conceptual premise to the 

connection between two dimensions (excitement and sincerity) of brand personality and brand love. It checks the impact of 

brand love on two consumer purchasing parameters like store brand loyalty and positive word of mouth. 

 

A. Research Questions 

i. What is the influence of brand personality on brand love? 

ii. Does brand love influence positive word-of-mouth and brand loyalty? 

 

B. Objectives 

1) To explore the influence of brand personality on brand love. 

2) To investigate the impact of brand love on positive word-of-mouth and brand loyalty.  

II. LITERATURE REVIEW 

A. Attachment theory 

Attachment theory was developed for interpersonal relationships, such as parent-infant relationships [9]. It suggests that 

attachment is a target-specific and emotion-laden bond between a person and the attachment object. Human being has a 

tendency to form such emotional bonds [10]. Many researchers suggest that the concept of attachment can be enlarged to an 

individual’s relationship with his/her possessions [11], [12] brands, companies and places [13], [14]. It is supported by the fact 

that there is an interpersonal relationship between human being in consumer-brand relationships [1]. Some of the interpersonal 

version attributes of this relationship are not the same. They differ each other in the currency of a relationship, directness of 

interaction, perceived the cost of exit, the potential for rejection, and reciprocity [1], [15], [16]. However, both types of 

relationships are partner-specific, emotionally significant, and will confer benefits and costs [16]. Therefore, like interpersonal 

attachment, the attachment should be capable of generating myriad emotions toward their brand that consumers developed with 

CIKITUSI JOURNAL FOR MULTIDISCIPLINARY RESEARCH

Volume 6, Issue 3, March 2019

ISSN NO: 0975-6876

http://cikitusi.com/53



their brands [1]. Therefore, the formation of the attachment in the inception of brand love is an important antecedent. This paper 

will explore consumer–brand attachment in the following section. 

B. Brand love and brand personality: Similarity 

Thomson et al. [17] proposed that emotions like love can characterize consumers' sentiments toward special utilization 

objects. Past examinations have conceptualized this inclination as an emotional attachment and customer affection [17], [18]. 

[19], and customer affection (brand liking) [20] Conceptualized 'brand love' to incorporate ''passion for the brand, attachment to 

the brand, positive evaluation of the brand, positive emotions in light of the brand, and declarations of love for the brand [5]. 

''They defined brand love as ''the degree of passionate emotional attachment a satisfied consumer has for a particular trade 

name.'' Further, they emphasized that brand love isn't just a ''more serious emotional reaction'' than brand enjoying (affection) 

yet additionally a conceptually and empirically unique build. Unlike brand love, brand love does not lead to the assimilation of 

the brand into a consumer's feeling of personality. Further, brand love can also be operationalized at a subjective dimension 

whereas brand love is an emotional reaction. Additionally, they built up its scale and demonstrated its impact on desired post-

purchase consumer behaviour parameters. [4], [15], [19], [21], [22], [23], [24], [25]. Therefore, several investigations have 

expanded and explored the applicability of the brand. Similar to the idea of brand love, brand personality rises up out of the 

human inclination to ascribe human-like characteristics to inanimate items [26]. The idea of brands having human-like 

personalities was concentrated by alluding to the theories of animism and anthropomorphism [1]. Animism is defined as 

''attributing life to the non-living'' and anthropomorphism as ''attributing human characteristics to the nonhuman''. According to 

these theories, consumers see brands to have '' humans like characteristics, motivations, intentions, or emotions''. Therefore, 

consumers have an inclination to see certain brands as human-like substances, having personality traits often found in humans. 

[27], [28]. Such personality traits can result in consumers forming ties with their brands that are similar to the relationships that 

they form with humans. [29] Based on their similarities, the idea of a relationship between brand love and brand personality 

may appear to be instinctive yet it lacks a solid theoretical justification. Backhanded associations between the two can be 

formed through their relationships with other builds. Brand love has been portrayed as an element of brand relationship quality 

and emotional attachment [1], [17]. The impact of brand personality on brand loving (affect) and brand satisfaction, the two of 

which contain an emotional aspect, has been explored in past research. Brand love, be that as it may, has been defined uniquely 

in contrast to develops, for example, brand enjoying (affect) [30] and satisfaction [31]. Hence, a conspicuous relationship 

between brand personality and brand love cannot be established based on the examinations on brand personality's impact on 

develops, for example, brand affect and brand satisfaction [5]. 

C. Brand love and Brand Personality: The Relationship 

There are discussions that there is a relationship between Brand Love and Brand Personality. The major connection between 

these two comes from the Brand Value which plays a major role in consumer’s memory as per the Attachment theory. Brand 

love is characterized generally by a rich and accessible memory network [32]. It shows the major impact that the Brand has 

made in consumer’s memory which lets them associate with their daily life. Similarly. Brand personality is a key result of 

Brand association. This is developed either by direct or indirect contacts with the brand. To further add on to Brand Love and 

Brand Personality. The brand relationship quality is built majorly on Brand love. Additionally, Brand Personality is conveyed 

more as an emotion which is segmented into the minds of the consumer. A Brand Personality’s character portrays a major role. 

This is done because it expands the reach to other consumers through word of mouth.  A Brand Love shows Brand loyalty 

which displays a positive impact. The consumer’s willingness to pay and their purchase intentions show their impact on the 

buying behaviour. Similarly, studies have shown that certain personality dimensions have a strong, direct influence on brand 

loyalty, dependability, and trustworthiness [33], [34]. These arguments indicate a possible relationship between brand love and 

brand personality, which has not yet been thoroughly investigated. 

III. RESEARCH METHODOLOGY 

A. Data Analysis and Validity Tests 

This paper uses Structural Equation Modeling (SEM) utilizing AMOS-20 to test the hypothesis framed in the past segments. 

SEM is selected for this research because of three reasons: First, the present investigation manages various dependent and 

independent factors which can be all the while estimated by SEM [35]. Second, SEM gives the flexibility to a priori test the 

theoretical and measurement assumptions against empirical data [36]. Third, a dominant part of concentrates in brand love and 

brand identity writing have been finished utilizing SEM [5], [15], [23], [37], in this way making it the most adept technique to 

use. 

B. Measures and Instrument Design 

Measurement Scales:  Some researchers have developed cultures and products [38], the Aaker [26] scale for most of the 

brand personality research and thus, is most suitable for the present research. For recording brand love, we use a modified 

version of the Carroll and Ahuvia [5] scale. There are two main reasons for this selection. Firstly, it is adequately 
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comprehensive in its inquiry. It also has two reverse coded items [39]. Secondly, Carroll and Ahuvia [5] used the constructs 

brand loyalty and word-of-month in their study which we used in the present study to make comparisons easy. For store brand 

loyalty we use a measure of website loyalty [40].  For word of mouth, we used a modified version of word of mouth scale 

developed by Gremler and Gwinner [41]. 

C. Questionnaire design:  The questionnaire was separated into two sections. The first part contained the thing measures for 

the builds we use in the investigation. The respondent was first approached to select brand type such as apparels brand, 

electronic goods brand, and cosmetics brand that the person loved or had considerable experience. The accompanying thing 

measures were asked with a connection to the selected brand type. A large portion of the item measures brand love were asked 

on a 5-point Likert scale, going from ''Strongly agree'' to ''Strongly disagree.'' The brand loyalty was asked on a 5-point Likert 

scale, going from ''Very Untrue of Me'' to ''Very True of Me''. The positive word-of-mouth were asked on a 5-point Likert scale, 

going from ''Never'' to ''Always''. The sincerity was estimated on a 5-point Likert scale, going from ''Not a Priority'' to 

''Essential''. The excitement was estimated on a 5-point Likert scale, going from ''Not at all influential'' to ''Extremely 

influential''. In the second piece of the questionnaire, demographics, for example, gender, age, annual income, educational 

qualification, occupation, and web-based shopping frequency were captured. 

Sample Characteristics:  The minimum characteristics required for a sample size to test the proposed model is 463 [42]. The 

data was collected from 141 respondents (30.45% response rate). The data were collected through online questionnaires through 

convenience sampling. Overall, the sample represents the effectiveness of a brand personality on a particular brand type. 

 

C. Preliminary Data Analysis 

Common method bias:  The survey data, where both dependent and independent variables are captured from the same person, 

can have systematic measurement errors due to common method variance (CMV). Since data collected were by CMV method, 

both ex-ante and ex-post approaches were used to control & test for CMV [39]. Post the data were collected, the ‘single-

method-factor approaches’ are performed [39], results suggested that CMV was not an issue in the data. 

TABLE I 
DEMOGRAPHIC INFORMATION OF RESPONDENTS 

Sl. No. Classification Categories Frequency Percent 

1 Gender 

Male 98 69.5 

Female 43 30.5 

Total 141 100.0 

2 Age 

Less than 24 years 61 43.3 

25-35 years 44 31.2 

36-45 years 21 14.9 

Above 46 years 15 10.6 

Total 141 100.0 

3 
Annual 

Income 

Below 1,00,000 20 14.2 

1,00,000 – 3,00,000 39 27.7 

3,00,000 – 5,00,000 35 24.8 

5,00,000 – 10,00,000 33 23.4 

10,00,000 Above 14 9.9 

Total 141 100.0 

4 
Educational 

Qualification 

High School Level 1 .7 

Plus Two 7 5.0 

Diploma/Technical 4 2.8 

Graduation 71 50.4 

Post-Graduation 57 40.4 

Above 1 .7 

Total 141 100.0 

5 Occupation 

Agriculture 5 3.5 

Private Employee 27 19.1 

Business 3 2.1 

Professional 16 11.3 

Student 85 60.3 

Unemployment 3 2.1 
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Others 2 1.4 

Total 141 100.0 

6 
Online 

Shopping 

Once a week 7 5.0 

Once a fortnight 5 3.5 

Once in a month 60 42.6 

Once in 6 months 50 35.5 

Others 19 13.5 

Total 141 100.0 

 

The above table I reveals that out of 141 respondents, 69.5% of respondents are male and 30.5% of respondents are female. 

From the respondents, maximum responses are from the age group less than 24 years with a percentage of 43.3%. The second 

highest response is from the age group of between 25-35 years with a percentage of 31.2%. From the respondents, the highest 

annual income of the respondents is grouped between ₹1,00,000–₹3,00,000 with a percentage of 27.7% and the second is 

grouped between ₹3,00,000 – ₹5,00,000. From the respondents, 50.4% have completed graduation and 40.4% have completed 

post-graduation. From the respondents, 60.3% are students, 19.1% are doing private jobs, and 11.3% are professionals. From 

the respondents, the online shopping behaviour shows us that 42.6% respondents purchase once in a month and 35.5% 

respondents purchase once in 6 months. 

 
TABLE II 

BRAND TYPE 

Brand Type Frequency Percentage 

Apparels 94 66.7 

Electronic Goods 18 12.8 

Cosmetics 17 12.1 

Others 12 8.5 

Total 141 100.0 

 

The above table II reveals that out of 141 respondents, 66.7% of respondents are fond of apparel brands and 12.8% of 

respondents are fond of electronic brands, and 12.1% of respondents are fond of cosmetics brands.  

TABLE III 
RELIABILITY ANALYSIS 

Sl. No. Variables Cronbach’s Alpha Percentage 

1 Brand Love 0.942 

2 Sincerity 0.815 

3 Excitement 0.844 

4 Brand Loyalty 0.763 

5 Positive Word-of-Mouth 0.929 

It can be observed from the above table III, it can be understood that Cronbach’s alpha of brand love is 0.942, brand loyalty 

is 0.763, positive word-of-mouth is 0.929, sincerity is 0.815 and excitement is 0.844, hence it can be noted that all the variables 

have a good degree of internal consistency. 

 

TABLE IV 

FACTOR ANALYSIS 

Sl. No. Variables 
Kaiser-Meyer-Olkin Measure of 

Sampling Adequacy Percentage 

1 Brand Love 0.880 

2 Brand Personality 0.860 

3 Brand Loyalty 0.893 

4 Positive Word-of-Mouth 0.848 
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From the above the table IV, it can be interpreted that the Kaiser-Meyer-Olkin Measure of Sampling Adequacy of brand love 

is 88.0, brand personality is 86%, brand loyalty is 89.3%, and positive word-of-mouth is 84.8%, hence it can be noted that all 

the variables have a good degree of sampling adequacy for the model.  

The impact of brand love on positive word-of-mouth and brand loyalty is measured using Linear Regression. In this regard, 

excitement and sincerity are considered as independent variables and brand love is considered as dependent variable. Research 

hypotheses developed in this regard are as follows: 

H1 Brand Personality will significantly influence brand love. 

H1a Sincerity will significantly influence brand love. 

H1b Excitement will significantly influence brand love. 

 
TABLE V 

REGRESSION ANALYSIS 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

1 .976a .952 .951 .17463 

a. Predictors: (Constant), Excitement, Sincerity 

 

From the above Regression Analysis table V, it can be inferred that that R value is 97.6%, R Square value is 95.2%, and 

Adjusted R Square value is 95.1%. Hence, it is apparent that 95.2% of brand love is contributed by excitement and sincerity. 

From the following coefficient table VI, it can be deduced that both brand personality variables – excitement and sincerity are 

significant with brand love. Hence H1a and H1b are accepted. 

 
TABLE VI 

COEFFICIENTS 

Model 
Unstandardized Coefficients Standardized Coefficients 

B Std. Error Beta 

1 

(Constant) -1.054 .052  

Sincerity .416 .020 .483 

Excitement .454 .018 .598 

a. Dependent Variable: Brand Love 

 

The impact of brand love on positive word-of-mouth and brand loyalty is measured using Karl Pearson’s Correlation 

Coefficient. The hypotheses developed in this regard are: 

H2 Brand Love will significantly influence positive word-of-mouth. 

H3 Brand Love will significantly influence brand loyalty. 
 

TABLE VII 

CORRELATIONS 

Correlation Brand Love 
Positive Word-

of-Mouth 

Brand 

Loyalty 

Brand Love 

Pearson Correlation 1 .670** .474** 

Sig. (2-tailed)  .000 .000 

N 141 141 141 

Positive Word-of-

Mouth 

Pearson Correlation .670** 1 .486** 

Sig. (2-tailed) .000  .000 

N 141 141 141 

Brand Loyalty 

Pearson Correlation .474** .486** 1 

Sig. (2-tailed) .000 .000  

N 141 141 141 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

From the above correlation table VII, it can be inferred that both positive word-of-mouth and brand loyalty are significant 

with brand love. Hence H2 and H3 are accepted. Furthermore, it can also be observed that maximum degree of correlation is 

witnessed between brand love and positive word-of-mouth at 67.0% followed by brand loyalty and brand love at 47.4%. 

CIKITUSI JOURNAL FOR MULTIDISCIPLINARY RESEARCH

Volume 6, Issue 3, March 2019

ISSN NO: 0975-6876

http://cikitusi.com/57



Satisfying all the assumptions, the conceptual model is examined using Structural Equation Modeling in IBM AMOS with 

maximum likelihood estimation. The results of Structural Equation Modeling is represented in Fig 1. The Chi-Square value of 

the model is significant. Further, the model fit indices demonstrate: 2.124 CMIN/DF value which is a dependable fit and 0.947 

ECVI value which is a good fit. The GFI value is 0.971 which shows perfect fit. AGFI value is found to be at 0.959 showing an 

estimable fit. Hence, the proposed model is accepted. 

 

 
 

Fig. 1  Structural Equation Modeling 

IV. CONCLUSIONS 

1) Discussion 

The present study makes us understand the brand love construct.  It also makes us understand the theoretical basis to the 

relationship between brand personality (excitement and sincerity), and brand love. This research also studies the application on 

brand love into different types of brands such as apparel, electronic goods, and cosmetic brands. Firstly, the results demonstrate 

that the brand personality leads to brand love, and brand love leads to brand loyalty and positive word of mouth. Furthermore, 

the two dimensions of brand love develop an important role in the consumer-brand relationship. The presence of positive and 

notable brand personality dimensions can lead to brand love, which leads to brand loyalty and positive word-of-mouth. The 

findings suggest that ‘sincerity’ and ‘excitement’ has a direct effect on brand love and brand love has an indirect effect on 

positive word of mouth and brand loyalty is due to love-like feeling for the brand. Therefore, consumers to recommend a brand, 

the presence of sincerity and excitement alone are not enough. The presence of a love-like emotion is also necessary for the 

brand. Therefore, the presence of love-like emotion towards the brand helps in generating positive word-of-mouth and brand 

loyalty. As discussed before brand personality has two dimensions which are excitement and sincerity these factors later leads 

to brand love, the above study shows us that excitement and sincerity are independent variables where has brand love is a 

dependent variable, brand love is later branched into positive word-of-mouth and brand loyalty here positive word-of-mouth 

and brand loyalty are independent variables.  

Just like, love is of different forms in interpersonal relationships, brand love also can be of different forms this is suggested in 

brand love-related studies [1], [5], [15], [19]. The results demonstrate that feeling of loyalty toward the brand helps in 

generating both the personality dimensions. Therefore, loyal consumer base for a brand helps in developing a positive 

personality. However, the results also suggest that positive word-of-mouth and brand loyalty is not sufficient to generate desired 

consumer responses in positive personality dimensions. The presence of brand love is also needed for generating positive word-

of-mouth and brand loyalty. Therefore, developing a positive brand personality and complementing it with the generation of a 

love-like emotion toward the brand can certainly influence consumer behavior parameters. 

2) Managerial Implications: 

From this study, the managerial insights are that the brand personality has two dimensions which are excitement and sincerity 

and these are the precursor to brand love. To strengthen brand relationship brand personality is the managerial tool. As 

discussed above the dimensions of brand personality (excitement and sincerity) can be used to maintain or develop a strong 

relationship with the customers. From the above study, it gives insights and sense for online retail store brand managers to 

actively participate to monitor their projected personalities to bend with their business objective. This study gives an 

understanding for those managers who try to understand the behaviour of their customers and the different way how the 

consumer can be influenced according to their requirements. Properly understanding the brand personality of the customers 

helps us to develop a loyal consumer base. This will help the managers in generating store patronization with their recent 

customer base, anyhow the managers of the business are aiming for long term objectives to expand their customer base, and one 

of the best ways for this is through positive word-of-mouth. This study also shows us that just by positive word-of-mouth is not 

sufficient in developing a consumer base. This positive brand personality can be substituted with love-like emotion toward the 

brand to create positive word-of-mouth. The result of the study should encourage and increase their confidence of their 

managers to use different promotion strategies according to the needs and wants of their customers. The managers should 

analyze and understand the behaviour of their customers and make the necessary changes to expand their consumer base. 
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