BRAND PERSONALITY AND CUSTOMER LOYALTY

ABSTRACT

The study examined brand personality and customer loyalty in Babcock University using of indomie instant noodles of de united foods as a case study. More specifically, the study sought to assess the brand personality and customer loyalty in Babcock University. The study consist of consumers in Babcock University, illishan, the sample frame of the study was made up of consumers of of indomie instant noodles in Babcock University, illishan. The simple random sampling technique method was use to pick the respondents and 400 consumers in Babcock University, illishan were selected, and a well- developed questionnaire was designed to elicit information from the respondents. The data collected were analyzed using the descriptive statistics technique and the linear regression analysis was adopted to test the stated hypotheses at .05 significance level. Result from the study indicated that there is Brand sincerity has significant effect on Customer Retention, There is significant relationship between brand competence and customer repurchase intention, Brand sophistication has significant impact on customer advocacy. Base on this, the study advised that Indomie instant noodles of De united foods should stimulate its customers’ loyalty by considering the personality of its different customer groups via providing a distinct brand personality, major customers should be recognized and their different personalities should be explored through questionnaire, interview, and qualitative research methods, and a determination should be made as to which brand personality they prefer, The intended personality that is involved exactly in customers’ attitudes and beliefs should be designed at the phase of new product development.

CHAPTER ONE

INTRODUCTION

1.1       Background to the Study

Personality is perceived as a basic factor in building strong relationship among human beings. By this they are sure of winning each other’s trust and affection through activities that fall in line with their personalities. This is also true of product and brand offerings which should characterize personality that appeals to consumers in order to take a decision to purchase them (Nofle & Shaver, 2006; Pollalis, 2011).  The concept of brand personality has reached the level of great importance when it comes to successful brand management. With the intention to satisfy and meet customer’s needs, firms decide to position their brands with unique personalities (Weis & Huber, 2000). Looking at the field of relational marketing, brand personality stems up and is perceived as a set of human characteristics associated or attributed to a brand (Aaker, 2004).

The idea of brand personality offers a major advantage to firms as they are able to apply their personality if positive to their brands so as to win over the heart of their customers from competitors. This then gives insight into the study of brand personality as a veritable tool to improving the stand of firms in the mind of their customers (Gouteron, 2008)). An important observation that needs to be made is the fact that brand personality helps a firm to exert action on consumer behaviour. This implies that brand personality is used as a vehicle to express functional benefits of a brand, it also serves as a reflective symbol of the consumer and as a medium to establish consumer-brand relationship (Ahmad & Thyargaraj, 2015).

Brand personality creates a long-term relationship between the customer and the brand on the one hand and distinguishes it from other existing brands on the other hand (Kumar, Lemon, & Parasuraman, 2006). Brand personality is a potential marketing strategy to increase customers' loyalty towards a specific brand. Many customers are interested in a brand due to the similarity between their own personality and the brand. Brand personality is effective on sales volume and customer loyalty improvement (Lin & Huang, 2012; Vallete et al., 2011).

Brand personality has provided a strategic tool for executive marketing managers through which the relationship between the brand and consumers will be reinforced (Achouri & Bouslama, 2010), because consumers often intend to choose a brand that is closer to them in terms of personality and shows their own personality (Park &John, 2011). Thus, strong emotional linkages will be created among the customers and the brand that will finally lead to the customer’s commitment and loyalty to that brand (Arora & Stoner, 2009). A brand which does not have a clear and strong identity is like a ship which has lost its path (Aaker et al., 2004).

Customer loyalty is becoming more complex to achieve as a result of increased competition. Companies are trying hard to keep their customers loyal and avoid means of making room for competitors to grab these customers (Abubakar, 2014). Businesses require customers to be particularly loyal to their brand of products because it contributes greatly in reducing costs thus improving brand as well as company’s profitability (Tiele &Mackay, 2001). For instance a company will gain profit when loyal customers provide free advertisement through positive word of mouth. Satisfied and happy customers recommend stores, products or services to their family and friends. Hadiza (2014) revealed that each satisfied customers tells nine or ten people about their happy experiences and 13% of dissatisfied customers tell more than 20 people about how bad the company or products are.

Customers’ loyalty is important for the continued growth of every industry. The concepts of brand personality and customer loyalty have been in existence for years and many purposeful researches have been carried out in this area. Earlier contributions to the study of brand identity and customer loyalty include the works of Behabadi (2009); Christian (2000); Gee, Coates and Nichadsen, (2008); Geuens, Maggre, Weifjfers, Bert, Bert, Wulf and Kristof (2009). This area is given attention by researchers and scholars alike because of its continued relevance and centrality in the success of every firm. To corroborate this assertion, Holliday, Sue, Kuenzei and Sven (2008) asserted that a business is as strong as its unhindered customers, as loyal customers is the centre piece of every business that is hoping to do well.

Consumer loyalty is a behaviour of a consumer in which they show willingness to repurchase from a company and continue relationships with that company in their future purchases. Customer loyalty is the key factor under consideration of each and every firm (Vesel & Zabkar, 2009). Dick and Basu (1994) brought out the idea of relative attitudes while defining various forms of loyalty depicted below. They described loyalty as the strength of the relationship between a customer's relative attitude and repeat patronage and four dimensions had been identified: true loyalty, latent loyalty, spurious loyalty and no loyalty. The perception of the customers about a brand is very important, therefore organisations should deliver a consistent brand experiences that interact or connect with consumers and long term communication with the customers to enable customer loyalty.

This study focuses therefore on the probable relationship between brand personality and customer loyalty using De- United Nigeria makers of Indomie instant noodles.

1.2       Statement of Problem

In Nigeria however and especially in the FMCG sector, there is the problem of poor brand identity, inadequate customer satisfaction, poor network service, poor coverage, high tariff charges among others. Most brands have poor personality, sincerity in the sense that the products don’t actually perform what they portray,

These problems have indeed led to frequent brand switching behaviour among customers in the industry. Problems arising out of poor brand personality management can be poor patronage from customers, poor customer mapping to determine what they want as a result brand loyalty and customer patronage will erode (Baines, 2013) These problems combine together to tarnish the image and good will of the organization in relation to their customers, hence the fall in the desired level of performance (Baines, 2013). These problems therefore become issues of concern in considering the effective or effectual performance of the organization. It is against this premise that this study wants to find out the effects that product branding will have on organizational performance using De-United Foods Industry Ltd.

1.3       Objectives of the Study

The main objective of this study is to evaluate the impact of brand personality on customer loyalty using De United foods industry as a case study. The specific objective however will be to:

1  Find out if brand sincerity has an effect on customer retention

2 Examine the relationship between brand competence and customer repurchase intention.

3  Assess how brand sophistication has impacted on customer advocacy.

1.4         Research Questions

The study will be able to provide answers that would be linked to the following questions

1 What is the effect of brand sincerity on customer retention?

2 What is the relationship between brand competence and customer repurchase intention?

3 What impact does brand sophistication have on customer advocacy?

1.5       Research Hypotheses

H0: brand sincerity has no significant impact on customer retention

H0: There is no significant relationship between brand competence and customer repurchase intention.

H0: Brand sophistication has no significant impact on customer advocacy

1.6       Operationalization of research variables.

Y=f(x)

     Where Y= Customer loyalty

                 X= Brand personality

Therefore X= (x1, x2, x3)

            Y = (y1, y2, y3)

Then we have:

x1= Sincerity

x2= Competence

x3= Sophistication

y1 = customer retention

y2 = customer repurchase intention

y3 = customer advocacy

Functionally we have

               y1=f(x1)………………………….. (1)

               y2=f(x2)………………………...... (2)

               y3=f(x3)………………………….. (3)

Statistically or regressionally, we have

               y1 = ……………………. (1)

                y2= …………………….. (2)                                              

              y3= …………………….. (3)

Where:  The constant of the equation

               The coefficient of the independent variable

               The stochastic value, error term or values that account for change but are not part of the survey at present.

              X= the independent variables

              Y= the dependent variable

1.7       Scope of the study

The study will focus on the relationship between brand personality and customer loyalty and how the relationship will be affected by some other variables. The study would involve the Fast Moving Consumer goods sector in Nigeria and use of De United Foods makers of Indomie Instant Noodles as a case study. The study will cover the customers based in Ogun state, Ilishan Remo, Nigeria. The population for the study are Babcock university students of business administration and marketing, accounting and anatomy department and would serves as our target population. The study would also include a simple random sampling technique, and while data will be analysed using correlation and regression tools.

1.8       Significance of the study

On completion of the study, it’s meant to examine the impact of brand personality on customer loyalty in manufacturing sector in Nigeria.

Individuals

The study would help give a better understanding to individuals on brand personality as an important factor to customer loyalty. It would also to give an insight on why companies do have a competitive edge than others because of the concept of brand personality. To the society at large, the influence of this study would led to an improved quality satisfaction and experience of the brand by the individuals, through the quality of the product been produced and add to economic development of Nigeria.

Industry

The study would help industries to be able to establish a successful brand personality in order to create a successful brand strategies which will lead to brand equity which enables customers purchase, re-purchase and be loyal to that brand, also it will help with clarity in communication and marketing activities or programs necessary to create awareness. The study would help to improve the management of Indomie Instant Noodles (a product of De- United foods industries limited) in Nigeria, to be able to understand the concept of brand personality that helps to give the company a stand in the market over other competitors and lead to them having long term customers which involve in customer loyalty. It would also be seen as a way to have competitive edge over other competitors in the same line of industry to Indomie Instant Noodles, utilizing the brand personality dimensions.

Government

In all the study would help the government understanding the issues concerning the manufacturing sector, and how it can be solved. For the manufacturing sector to be more utilized to help in economic growth of the country, drift the attention from the agricultural and Oil sectors. The study would help future researchers to have a wide understanding of brand personality concept, it importance’s, merit and demerit and how its cab be applied in any industry. Gap would be identified by further researchers. It severs as a guideline for researchers who wishes to study on brand personality and customer satisfaction and its application.

1.9       Definition of operational terms

Brand personality: human traits or characteristics associated with a specific brand name. Common characteristics represented include uniqueness, sincerity, and competence. Brand personalities gives consumers something with which they can relate, effectively increasing brand awareness and popularity.

Customer loyalty: The fact of a customer buying products or services from the same company over a long period of time.

Sincerity: is a mix of seriousness and honesty, it is the quality or state of being sincere; honesty, genuineness, good faith.

Competence: The ability to do something successfully or efficiently. The quality of being competent; adequacy, possession of required skill, knowledge, capacity. A cluster or related abilities, commitments, knowledge, and skills that enable a person (or an organization) to act effectively in a job or situation.

Sophistication: It involve having a good understanding of the way people behave and or/ a good knowledge of culture and fashion. A person character, ideas, tastes or ways as the result of education, worldly experience.

Customer retention: it refers to the ability of a company or a product to retain its customer over some specified period.

Customer repurchase intention: deals with the customer’s decision to engage in future activities or in future buying of a company’s product.

Customer advocacy: is a specialized form of customer service in which companies focus on what is best for the customer.

CHAPTER TWO

LITERATURE REVIEW

INTRODUCTION
Our focus in this chapter is to critically examine relevant literature that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered in two sub-headings:

Conceptual Framework
Chapter Summary
2.1
CONCEPTUAL FRAMEWORK

Brand

Brands are omnipresent in today’s society. They surround us in our everyday life (Kapferer 2007; Klein, Palmer& Conn (2000). But what exactly is a brand? According to the American Marketing Association, 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. From a different angle, brands are defined as intangible assets that are able to produce benefit for both the internal and external stakeholders of the company – such as employees, customers, suppliers or civil society organizations. Again another definition argues that brands are a set of perceptions (Kapferer, 2007). These definitions are only a few examples for the manifold angles from which researchers and practitioners approach the brand phenomenon. The diversity of brand definitions also suggests that different perspectives can be taken when exploring the world of brand, such as the legal, the management or the customer perspective.

From the legal perspective, the brand is the right that protects the use of a name, a logo or a combination of them. The legal term for a brand is trademark. This trademark is used to identify the product or the service of a company and to differentiate it from offerings of competing manufacturers (Keller, 2008). However, even though brands legally exist from the day of their registration on, the company constantly has to build and manage the brand to defend it against a premature dissolution – there is no direct link between owning a brand and economic outcomes (Herbig & Milewicz, 1993). Thus, different brands although being protected in a similar legal manner may result in different market shares, cash flows or profit margins (Keller, 2008; Kerin & Sethuraman, 1998). The explanation resides in the fact that every brand has its positioning and that this positioning contributed to the emergence of brand-specific images in the minds of customer which, in turn, influence customers’ purchasing decisions (De Chernatony 1999; Keller & Lehmann, 2003). The more unique a brand’s positioning, and the closer this positioning gets to the ideal positioning a customer or segment expects in a given product category, the better the brand’s economic performance. Therefore, from the company’s perspective, branded articles are device to create some form of “imperfect competition”. A product comprises non-distinguishing and distinguishing intrinsic attributes. For instance, pens can be used to make a note. But how do the different pens differ from each other? The brand name, the logo and other extrinsic attributes such as the price or the packaging are the components which are needed to create a brand. The brand summarizes what a company’s offerings stand for and what they are like. Successful brands often manage to convince customers that the offerings sold under their name and logo are unique, or at least clearly different from other offerings on the same market. As a consequence, brands are increasingly considered to constitute critical resources allowing companies to gain a competitive advantage over their competitors (Keller, 2008). They are seen as intangible assets which contribute to the financial performance of the company. For instance, through higher prices or quick consumer responses to marketing activities, they lead to increased and faster cash flows. Also the vulnerability of cash flows is limited through customer loyalty towards a brand. 

Relationship Between Consumer And Brand 

Brands are known as valuable and intangible properties for firms and are the certain tools, which create long run relationship with customers and support the rights of that company (Kotler et al.). According to Doyle (1989), having a successful brand will result in more market share and more profitability. While product features are being copied easily and customers will take granted the product quality (Van Rekom et al. 2006) so a strong brand will be necessary to increase organizational performance. Brand can be known as promise of bundles of attributes, which a person buys and leads to satisfaction. Those attributes, which create a brand, might be illusory or real, emotional or rational, invisible and tangible (Ambler and Styles 1996). Currently, a lot of studies have been raised to identify the interactions between customer and brand (Rajagopal 2006, Koll and von Wallpach 2014, Trump 2014, Hollebeek et al. 2014). The things that customers know about brand will impacts their response which is the way that they act and feel regarding a brand (Keller 1993, Alba and Hutchinson 2000). A lot of studies demonstrated that those customers that have strong relationship with a certain brand would spread no negative information about that specific brand and have positive attitude for brand. Past studies reviewed the impact of brand relationships on reaction of customers to those negative brand acts and realized that those customers with strong relationship to brands will show no negative reaction to bad comments about a certain brand (Swaminathan et al. 2007, Ahluwalia et al. 2000, Ahluwalia et al. 2001, Cheng et al. 2012, Lisjak et al. 2012). The reason for the overlook or forgive from customers is that they have personal relationship with brand (Lisjak et al. 2012, Cheng et al. 2012). So, one threat for a brand as a negative brand reaction will act as the self-threat (Cheng et al. 2012, Lisjak et al. 2012). Individuals’ response for threats in such a direction that lets them to keep a positive look from them to minimize raised dissonance while self was being questioned (Steele and Liu 1983). Therefore, while threat for brand is a threat to self so customers might eliminate this threat through buffering their brand evaluation or also setting the brand on pedestal as well (Trump 2014). Brand personality concept is a metaphor, which is used for showing the relationship between brand and customers (Aaker 1997, Plummer 1985). It is used as the related determinant for added value of a brand. Brand personality makes sure a fixed brand image for many years (Aaker 1996) and lets customers to explain their personalities (Aaker 1997). Associations of brand personality while highly activated in memory will also impact customer attitude and behaviors into a specific brand (Valette-Florence et al. 2011, Wysong 2000). So a customer can understand himself being related to a brand according to existed adequacy between brand and his unique personality (Louis and Lombart 2010). Moreover, each brand has a specific personality, which is visible for us in many ways and situations. Likely customers are assuming a product with positive and strong brand personality when becoming more familiar and comfortable and it will be less risky compared to a competing product, which has no specific brand personality. Smith and Colgate (2007), studied about emotional bond of customers with brands and the fact that there might be affections between them. Also, the findings demonstrated that those brands, which have defined personality aspects, would be more qualified mainly those with exciting and unique personality.

Brand Personality 

Brand personality has been defined as “the set of human features related to a brand”(Aaker, 1997). Aaker (1997) has defined personality in terms of characteristics instead of the other psychologists that described it on the basis of traits. The demographic features come under the term of brand personality, such as social class, gender and age and they are affected by the image of brand users, product spokesperson and personnel and are indirectly influenced by the features of the product (Levy, 1999). Consumers tend to provide more favourable product evaluation based on the fit between self-concept and brand personality (Freling & Forbes, 2005). As an example a brand of cigarette named Marlboro is generally perceived to be used by males as “macho cowboys” is the symbol of brand image created by a brand. Similarly, Mercedes cars are thought to be used in higher classes as it presents an image of superior quality and performance. The customers generally opt for those brands, which match their personalities with that shown by the people. Thus, they create a kind of association with brands as they do with human beings (Aggarwal, 2004). Brand personality in this study defied as the set of human personality traits that correspond to the interpersonal domain of human personality and those which are relevant to describing the brand as a reciprocal partner in the consumer-brand relationship Sweeney and Brandon (2006). Customers generally prefer those brands, which have self-concept analogy (Kotler & Keller, 2005). Plummer (2000) claimed that brand personality might be vital in understanding the choice of brand. Consumers are more inclined towards the usage of those brands and products, which matches their features of personality. Therefore, the marketing department focuses on making customers believe and recognize a brand personality, and enhancing the relation between the brand and the consumers to create an equity and brand loyalty (Govers & Schoormans, 2005). 
Aaker (1997) defined brand personality “as a set of human characteristics associated with the brand.” The author developed five dimensions of brand personality, which are sincerity, excitement, competence, sophistication, and ruggedness. Brand personality assists in creating a strong brand in many ways. Brand personality can build a relationship between brand and consumers and play a role in self-expression to attract consumers (Aaker David 2011). Many researches have been done on the effects of brand personality on brand management (Chang & Chieng 2006; Sung & Kim 2010). However, there is a dearth of research on the relative importance of the dimensions of brand personality that drive brand loyalty (Keller & Lehmann 2006). This is despite the claims that brand personality promotes consumer preference and brand loyalty (Mengxia 2007). Brand personality can predict brand loyalty, according to Louis and Lombart (2010), who suggested for future studies to look into the effects of brand personality on other consequences, such as loyalty. A conceptual study by Mabkhot et al. (2015) proposed that there is a link between brand personality and brand loyalty. 

According to Keller (2008), there are four key dimensions of brand personality; this include Brand Excitement, brand sincerity, brand excitement, brand sophistication, and brand toughness.

Brand Excitement: The first dimension of brand personality is brand excitement. The attributes represented by this brand personality are intelligence, success, reliability and expertise, and it contains such traits as playful, daring, imaginative and spirited.

Brand Sincerity: The second dimension of brand personality is brand sincerity. Genuine, honest, wholesome and cheerful come to mind when thinking of the traits associated with this dimension. With so many advertising outlets currently available to a brand from traditional print to marketing through social media, today’s public is more skeptical than ever when it comes to a brand’s true level of sincerity. Day in, day out, consumers are inundated with brand messaging throughout the day, social media activity streams flooded with special events promotions, discounts, and contests to win free products or services. Unfortunately, too many of these brand messages provide very little value to consumers, thereby tainting public perception on whether brand sincerity is closer to being an oxymoron than an attainable personality trait for a brand.

Brand Sophistication: The third dimension of brand personality is brand sophistication. Common characteristics associated with this dimension include charming, refined, elegant and poise. 

Brand Toughness: The final dimension of brand personality is brand toughness. Powerful, forceful, potent and outdoorsy come to mind when thinking of the traits associated with this dimension.

Brand Trust (BT) 

Brand trust is defined as “the willingness of the average consumer to rely on the ability of the brand to perform its stated function” (Chaudhuri & Holbrook 2001: 82). The importance of trust has already been illustrated in sustainable relationships between the seller and buyer (Sahin et al. 2011). It is the trust that makes customers become intimate to a company (Morgan & Hunt 1994). Trust is created when a company promises to provide quality products to consumers and successfully meets the promise (Nawaz & Usman 2011). Scholars have demonstrated that trust is crucial in creating brand loyalty (Morgan & Hunt 1994). Others indicated that brand trust is a key determinant of attitudinal loyalty and behavioural loyalty (Chaudhuri & Holbrook 2001). Consumers who trust a brand are more willing to stay loyal to that brand, to purchase new brands introduced under it in new categories or in the existing ones, to pay a superior price for it, and to share the same information about consumers’ tastes, behaviour, and preferences. Many scholars have also reviewed the link between brand trust and brand loyalty (Aydin & Özer 2005; Dehdashti, Kenari & Bakhshizadeh 2012) revealed that the most important antecedent of brand loyalty is trust.

Brand Association 

Aaker (1996) defines brand association as "the ability of purchasing identifying and remembering whether or not a brand belongs to a special class". According to the statement of Aaker (2001), brand awareness plays an important role in customer's decision making in order to achieve learning advantage, attention advantage and selection advantage. Special value of customer-oriented brand happens when the customer has a high level of awareness of the brand and closeness with it and helps them keep strong and unique associations of the brand in their minds (Atilgan, et al., 2005).
Brand Satisfaction 

Satisfaction appears when the performance of a brand meets the anticipations of the purchaser (He, Li, & Harris, 2012). The satisfied customers are, less sensitive to price movements, more loyal and more likely to involve in positive word of mouth behavior (Anderson, Fornell, & Mazvancheryl, 2004; Brady & Robertson, 2001; Matzler, Füller, Renzl, Herting, & Späth, 2008; Rezaei, 2015) The considerable conversation has been revealed in the literature regarding to the explanation and evaluation of satisfaction (Babin & Griffin, 1998; Bloemer, De Ruyter, & Peeters, 1998; Giese & Cote, 2000; M. A. Jones & Suh, 2000). It has been the field of main interest for many of the marketing managers. It is generally referred as a standard of a company’s success (Bennett & Rundle-Thiele, 2004). In recent years, the concept of satisfaction has grasped attention based on the operation of its paradigm shift from transactional marketing to relationship marketing involving all activities in the business of maintaining successful relational exchanges (Ojo, 2010; Roustasekehravani & Hamid, 2014). As discussed earlier, brand satisfaction in this study refer to the overall pleasure or contentment the customer associates with the brand, fulfilling needs, wishes, and expectations (Nadeem, 2007). Consequently, one of the main components of brand loyalty is the satisfaction with the preferred brand.

Perceived Quality

Perceived quality is not the real quality of the product but the mental assessment of the customer of the product. Like brand associations, perceived quality also provides value for customers so that they would have a reason for purchasing by distinguishing the brand from the competitors. Basically, the customer perception principle is related to the perception of the natural and external features associated with quality. Among the external features, company's doing their marketing activities through price, advertisement and advancement is considered as a prominent tool (Gil, et al., 2007).

Special Value Of Brand 

Some researches have considered the special value of brand as a quality received by the tangible and intangible components (Kamakura and Russel, 1991). The concept of the special value of brand has been discussed in both marketing literature and in accounting literature and having long-term focus on brand management has been confirmed (Wood, 2000). Accountants tend to define the special value of brand in a different way than marketers both regarding the relationship between customer and brand (customer-oriented definitions) and regarding what is given to the brand owners (company-oriented definitions) (same source). Feldwich (1996) have simplified various methods through a classification of different meanings of the special value of brand as follows:

1- Total value of brand as a separated asset (when it is sold); 

2- Size of the strength of the customers' dependency on the brand; 

3- Description of dependency and beliefs of the customers about the brand; 

The first of these items is called brand assessment or special value of the brand and is mainly compatible with the financial concept. The concept of the size of the level of dependency of customers on business brand can be called strength of the bran (it is similar to brand loyalty). The third item can be called brand image, and Feldwich has used the word brand description (Wood, 2000).

Impacts of "special value of brand" 

Special value of brand has a positive relationship with brand loyalty. More accurately, special value of brand increases the probability of selecting the brand which leads to the consumer's loyalty to the special brand. One of the advantages of the high special value of brand is the probability of development of brand and its expansion to other classes of the product. Usually, brand development is defined as "using the available brand for entering a new class of product". When a brand is compared with a new brand, development of brands has less advertisement costs and more sale costs (Smith and Park, 1992). The special value is a multi-dimensional concept and a complex phenomenon. Some of its dimensions have been tested empirically (Atilgan, et al., 2005). According to Aaker's view (1996), special value of brand is a multi-dimensional concept including brand loyalty, brand awareness, perceived quality, brand associations and other brand assets.

Customer Loyalty

Shomaker and Lewis believe that loyalty occurs when the customers strongly feel than the considered organization can meet their need in the best way possible; in such a way that the competitors of the organization exit the series of separated customers' considerations and attempt to purchase from the organizations exclusively (Elahi and Heydari, 2008). Nova believes that loyalty is customers' tendency to select a product or a business out of other products for a special need (Elahi and Heydari, 2008). Castro and Amario believe that loyal customers not only increase the value of business but give it the possibility to keep its costs low regarding attraction of new customers (Abdoli, 2008). And Beerli considers loyalty as a psychological process which includes evaluation of different options based on various criteria (Abdoli, 2008). Larson and Susanna believe that loyalty is creation of commitment in the customer for doing transactions with a specific organization and buy goods and services frequently (Abdoli, 2008).

Customer loyalty is the point at which customers experience affirmative mind-sets for and fit into place in encouraging behaviors in the direction of a company/brand. Customer loyalty is the end result of continuously optimistic emotional experience, substantial attribute-based contentment and professed value of an experience, which embraces the product or services. Customer loyalty is becoming more composite to realize as a result of augmented competition. Companies are trying hard to maintain their customers loyal and circumvent means of making room for competitors to take hold of these customers (Alhadid, 2015).

Hayes (2015) proposed a customer loyalty measurement framework that will be of practical value to business, helping them to understand how to conceptualize and measure customer loyalty. Hayes (2015) notes that once created, these metrics can be employed by businesses in a multiplicity of ways to advance marketing, sales, human resources, service and support processes. The two general approaches he proposed in measuring customer loyalty are: 1) objective approach and 2) subjective (self-reported) approach.

Objective measurement approach consists of system-captured metrics that absorbs hard numbers concerning customer behaviors that are valuable to the company. Data can be acquired from historical records and other purposeful sources, including purchase records (confined in a CRM classification) and other online behavior. Examples of objective loyalty data comprise computer generated records of “time spent on the Web site,” “number of products/services purchased” and “whether a customer renewed their service contract.”

Subjective measurement approach engrosses soft numbers concerning customer loyalty. Subjective loyalty metrics comprise customers’ self-reports of their mind-set regarding the company and behavior toward the company. Examples of subjective loyalty data consist of customers’ ratings on standardized survey questions like, “How likely are you to recommend to your friends/colleagues?”, “How likely are you to continue using ?” and “Overall, how satisfied are you with ?”

This objective/subjective dichotomy is intended to supply a first-rate structure for thrashing out measurement approach.

Brand loyalty 

Aaker (1996) defines brand loyalty as a situation in which the customer goes to another brand when the brand is interpreted in terms of price and features. On the other hand Aaker (2001) tests brand loyalty with the word "brand intensity" which is traced back to the nature of the customer-orientation brand relation and develops the feeling that they are adapted with the brand in customers and they show high loyalty and active searching for the interaction with brand with real brand intensity and share their experiences with others.

Attitudinal and Behavioral Loyalty 

Attitudinal loyalty refers to the suitable temperament towards the brand” (Bandyopadhyay & Martell, 2007). Later on, loyalty consequently evolved to include the attitudinal measurement tools. (Foxall, Goldsmith, & Brown, 1998; T. O. Jones & Sasser, 1995; Mellens, Dekimpe, & Steenkamp, 1995). It emphasizes that; feelings are responsible for attracting an individual's overall attention towards a product or services (Fournier & Yao, 1997). The dimensions of attitudinal loyalty include factors such as the willingness to repurchase, optimistic word-of-mouth, as well as commitment (Rundle-Thiele, 2005). In contrast to behavioural loyalty, attitudinal loyalty is distinct from common purchasing (Dekimpe et al., 1997). The structure of the customer’s knowledge, either mental or emotional, behaves as a mediator between stimuli and responses (Zins, 2001). Behavioural loyalty can be seen through a promising repeat buying pattern (Bandyopadhyay & Martell, 2007). Copeland (1923) initiated the first studies on loyalty with his research on sole brand loyalty where he had adopted a behavioral perspective. In the behaviorists’ perspective, brand loyalty’s intensity can be assessed by a particular brand’s purchase (Brody & Cunningham, 1968) or the chances of purchase (Farley, 1964). Loyalty has been considered as a measurement of the behaviour of customers (Liu, 2006; Loveman, 1998) by various researchers (Aydin & Özer, 2005; Aydin, Özer, & Arasil, 2005; Edvardsson, Johnson, Gustafsson, & Strandvik, 2000).The actual behaviour of the customer is the best way to evaluate the loyalty of customers to a product, as described by the researchers. However, many researchers have questioned the capability of utilizing behaviour as a degree of loyalty. Researchers have considered behavioural loyalty as a significant dimension, “but is not an adequate antecedent of real loyalty” (Baloglu, 2002). Conversely, the mainstream of empirical studies on the dimensionality of brand loyalty tend to agree that brand loyalty is a multi-dimension construct, but their results on the structure of brand loyalty tend to be divergent. Therefore, both the behavioural and attitudinal factors have been considered in this study. Operationalizing this combined explanation of loyalty to brand still demonstrated to be extremely challenging. Nevertheless, since this is the only fully recognized definition that acknowledges the possibility of multi brand loyalty, even if it does not make the perfect measuring instrument, it did provide a sound conceptual framework for this research.

The Importance Of Brand Personality To Consumers’ Brand Satisfaction 

Customer satisfaction is known as one of the common variables of studies because it has culminating impact on future behavior of customers for example repurchase and giving positive comments to potential customers about a certain service or product (Jani and Han 2014). The customers are known, as core of thinking of firms these days and making them satisfied is one of the main factors of competition between firms. For catching customer satisfaction all of their needs and desires should be understood as well as tastes, demands, limitations and abilities for buying products. The effective variables can be identified on customer behaviors by means of having information for using them in decision-making process of organizations. Thus, product of firms has to be according to their expectations. 

A few investigations concentrated on effect of personal factors such as personality on satisfaction (Jani and Han 2014, Gountas and Gountas 2007). In this case, there is not enough evidence on this relationship (Jani and Han 2014). From these few researches about satisfaction and personality the outcomes are not converge enough (Vázquez‐Carrasco and Foxall 2006). So regardless many excoriating reviews of personality role in explaining and predicting customer choice (Kassarjian and Sheffet 1991), Many current scholars suggested that there should be more consideration (Louis and Lombart 2010, Odekerken-Schröder et al. 2003, Bloemer et al.). Customer satisfaction is a critical variable in keeping market share. When a customer perceives good value from a product or service instead of money so it will positively impacts organization market. The demand of customers is increasing and in a lot of markets there are many options to be chosen compared to past times. By the way, the customer satisfaction from a brand in not efficient and there should be high satisfaction. The reason is that brand satisfaction needs to be resulted in brand loyalty. Creating loyalty to a certain brand is not any longer a certain choice for the businesses rather it is the only single way for creating stable competitive advantage. Having loyalty of key customers is one of the major marketing goals, which is common among key players in all of the industries. The recognition is increasing about the fact that the main goal of measuring customer satisfaction has to be customer loyalty. Having more customer satisfaction will leads to more loyalty for a company and customers will less overtures from existed competition.

The Importance Of Brand Personality To Consumers’ Brand Loyalty 

Aaker in1997 reported the first systematic study of the brand personality. There is an increasing interest about brand personality between scholars during past years (Aaker 1997, Arora and Stoner 2009, Austin et al. 2003, Ridgway and Myers 2014, Tunca 2014, Das 2014, Rutter et al. 2013, Das et al. 2012) and its necessity is more obvious than before. Customers sometimes anthropomorphize brands through endowing them all by personality traits and often marketers reinforce and create these mentioned perceptions by means of brand positioning. Traits of brand personality bring emotional value or symbolic meaning which can help to brand preferences of customers and while compared to functional attributes they are more enduring (Rajagopal 2006). Brand personality is known as all of the traits of personality utilized for understanding an individual and related to brand, is a term in relational marketing field. It contributes better recognition of creating and keeping relationships among customers and brands. Additionally, it defines how these relationships affect customer behavior (Fournier 1998, Ambroise 2006, Louis and Lombart 2010). Researches asserted that customers can continually assign characteristics of personality to brands (Aaker 1997, Venable et al. 2005). Brand personality concept creates a direction for marketers to make difference between services and customers in customer minds and also preferences of choice can be impacted (Freling and Forbes 2005a). One of the most appealing and attractive concepts of marketing is brand personality (Rajagopal 2006). The way that a persons’ personality impacts different dimensions of customer behavior was the main focus of many studies but brand personality investigations are few even though in marketing field many studies already have been done and published. For instance, experts like Plummer (1985) and Aaker (1996), mentioned the brand personality importance in achieving all of the organizational objectives of loyalty, satisfaction and profitability (Rajagopal 2006). Aaker (1997) revealed the empirical findings of her study on measuring brand personality. In addition, Aaker (1996), explained brand personality role in developing brand power and asserted the need and importance of empirical investigations but there are few studies to demonstrate that how brand personality impacts critical marketing factors for example brand loyalty and brand satisfaction. Brand personality is one of the main concentrations of many practitioners and academicians such as (Geuens et al. 2009). Certain brand loyalty has a key role in brands’ success. It results in the fact that customers understand brand personality and also providing a strong relationship to brand (Doyle 1989). According to (Kim et al. 2011) results of Aaker study are confirmed and realized that brand personality will influence word of mouth by means of impacting customer brand loyalty and brand preferences. Moreover, many experts stated that brand personality has a key role for differentiating between identical products because it is weighted less by means of attributes, which are physical (Biel 1993). Studies demonstrated when physical attributes of a brand such as price, features and material might change so brand personality is the quality, which will not be changed (Biel 1993). It acts as the competitive advantage for organization (Aaker 1996) and will have significant impact toward brand equity (Batra et al. 1993, Biel 1993, Keller 1993). When, Biel (1993) considered personality like one of the drivers of customer purchase process, Plummer (1985) realized it can be utilized for marketing a certain brand in different cultures. So brand personality is very important for achieving all of the organizational goals, which result in loyalty, satisfaction and also profitability. Brand personality is known as an appealing and attractive concept of marketing. Aaker (1996) explained this concept as a main aspect of brand identity and maybe the closest factor to decision making of customers to purchase. As Hawkins et al. (2001) mentioned, all of the customers would buy a product, which has matched personalities to their own personalities. Plummer (2000) stated that brand personality has two sides that are both critical. One of them is input and is about the fact that how brand managers prefer their customers to consider their brand and other one is the way that customers feel and think about a brand. Also Plummer noted that these sides of brand personality might be known as brand personality profile and brand personality statements. So each single brand has its own personality that is obvious for us in different contexts. It can be said that it is assumed imperative for this research to investigate brand personality that will be critical for all of the marketers in making decision and eventually will show itself as a necessary factor for success of branding (Naresh 2012). Freling and Forbes (2005a) stated that now brand has a cornerstone position in case of marketing strategies and brand personality concept and its impact on customer behavior is known as a remarkably important topic in different studies. Recently, brand personality researches are dominated by conducted study of Aaker (1997) that is the first systematic research in this specific field. She explained brand personality according to 114 traits or objectives among 37 brands, which cover different product groups. This scholar provided a theoretical framework of five dimensions regarding brand personality. Three of them are five-factor model elements about human personality in psychology (See Goldberg, 1990). The dimensions of brand personality of framework developed by Aaker are sincerity such as honest, down to earth, cheerful, wholesome, excitement such as spirited, daring, up to date, imaginative, competence such as intelligent, successful, reliable, sophistication such as charming, upper class and also ruggedness such as tough, outdoors. According to the mentioned points above, this study uses the extensive review of knowledge about brand personality of current. Thus, this study reviews previous researches about constructs of brand personality with considering (1) discuss about using metaphor from personality for brand; (2) discuss about structure of dimensions in case of scale for brand personality and making comparison between it and dimensions of human personality as well as (3) evaluating core methodological aspects for developing this scale. The study of three mentioned above goals suggests valuable implications and insights for application and development of brand personality scale. However, the research to date has tended to focus on the conceptualization and development of a measurement scale of brand personality rather than the impact of brand personality on consumer behavior. Table.1 demonstrates some of studies about brand personality. Most studies are focused on providing an instrument to measure brand personality and in depth and comprehensive content.

The importance of brand personality on repurchase behavior and brand loyalty of customers was not the main focus of past studies. Numerous studies have attempted to explain and develop the scale to measure brand personality instead of emphasis on the importance of brand personality on customer behavior. Experts understood that the existed relationship between customers and brands can be reinforced by means of brand personality (Blackston 1993, Aaker 1996) through creating liking or feeling into brands (Aaker 1996). At last, researches shown that brand personality has positive impact on purchase decision (Blackston 1993, Aaker 1996, Biel 1993). Regardless this remarkable importance the study about brand personality is limited. Because of few consensuses about nature of brand personality, so the symbolic utilization of brands also is very limited.
Relationship Between Brand Personality And Brand Loyalty 

Many of the studies are conducted to show the relationship between the brand personality and the brand loyalty of the customer and the consequences have being analysed. Additionally, it is found that by involving the concept of brand personality, the brand loyalty can be enhanced. Guo (2003) also explored that brand personality has significant influence on brand preference. Because brands have their own particular personalities, consumers may treat brands as real human beings. In this case, consumers will expect the people’s words, attitudes, behavior or thoughts and so on to meet their respective personality traits (Aaker, 1996). It might be that consumers like the brands having more distinct brand personality, and it is also likely that consumers are more familiar with the brands they prefer. Consumers may likely use the brand and products in line with their own personality traits, in other words, all the marketing activities are aimed at having consumers believe and recognize a brand personality, and reinforcing the communication between the brand and the consumer (Govers and Schoormans, 2005), in order to enhance the brand’s loyalty and equity. Mengxia (2007) investigated the Influence of brand personality on consumers’ brand preference, affection, loyalty and purchasing intention. The results of his study shows that brand personality has a positive influence on brand preference, affection, loyalty and purchase intention. A brand personality should be shaped to be long-lasting and consistent. Besides, it should also be different from other brands and meet consumer’s demands (Kumar et al., 2006). Also a study conducted by Kumar et al. (2006) sorted out the connection between brand personality and brand loyalty, and separately used durable goods (cars), and consumer goods (tooth-pastes) to explore the relationship between brand personality and brand loyalty. The result shows that brand personality may influence consumers’ brand loyalty to consumable goods.

2.2 THEORETICAL FRAMEWORK

Below is the operational model of brand personality and customer loyalty;
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2.3 EMPIRICAL REVIEW 
Some empirical studies have investigated brand personality. For example, Roustasekehravani, Abubakar, Azam and Pooladireishahri (2014) investigated the impact of brand personality, customers’ satisfaction and loyalty in the banking industry. The study adopts the comparative methods to collect data, and also analyzed with the aid of the SPSS and especially utilizing the independent t-test on the mean of three groups to determine that there was a significant difference between the variables studied. Pierre, Haythem and Dwight (2011) examined the impact of brand personality and sales promotions on brand equity: Empirical study on commercial banks clients in Jordan, using two dimensions of competence: ruggedness and sales promotions on customer satisfaction. The statistical tools used were the simple regression analysis and t-test statistics. The results demonstrated that there is a statistical significant impact of the dimensions of brand personality. Louis and Lombart (2010) studied the influence of brand personality and major relational consequences on customer loyalty of mobile telephone subscribers in Kuala Lumpur, Malaysia using a descriptive and cross-sectional method. The stratified sampling technique was employed and a sample of 321 was used in the study. The population consists of students and staff of faculty of Management, University of Technology, Kuala Lumpur, Malaysia. Data were analyzed using descriptive and inferential statistics (factor analysis, correlation and regression tests). The findings reveals that the influence of brand personality on customer loyalty within mobile telephone companies was both directly and partially moderated by firms responses and mediated by service quality. Magin, Algesheimer, Huber and Herrmann (2003) examined brand excitement and customers’ satisfaction of customers of internet service providers in media industry, Johannes Gutenberg. The study used an expo facto method and adopts the questionnaire to gather data. The Spearman’s rank order correlation was used for data analysis and it was found that brand excitement has a strong positive interaction with customers’ satisfaction. The study concludes that customers’ satisfaction is significantly influenced by brand excitement as a viable trait of brand personalization and recommends that ISP promote friendly and polite and honest customer service to solidify customers’ relationship with the firm.
2.4 CHAPTER SUMMARY

In this review the researcher has sampled the opinions and views of several authors and scholars on concept of brand, brand personality, brand trust (BT), brand association, brand satisfaction, perceived quality, special value of brand, customer loyalty, and brand loyalty. The works of scholars who conducted empirical studies have been reviewed also. In this chapter also, the researcher has been able to review some literature on impacts of "special value of brand", the importance of brand personality to consumers’ brand satisfaction, the importance of brand personality to consumers’ brand loyalty, relationship between brand personality and brand loyalty, and relationship between consumer and brand etc. This chapter is thus fulfilled the conceptual, theoretical and empirical requirements.
CHAPTER THREE

METHODOLOGY

3.0 Introduction

In this chapter, we described the research procedure for this study. A research methodology is a research process adopted or employed to systematically and scientifically present the results of a study to the research audience viz. a vis, the study beneficiaries.

3.1 Research Design

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled. According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies (e.g., using open-ended questions), or both strategies (i.e. mixed methods). As it is often used to describe and explore human behaviour, surveys are therefore frequently used in social and psychological research.
3.2 Population of the Study

According to Udoyen (2019), a study population is a group of elements or individuals, as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitutes individuals or elements that are homogeneous in description. 

This study was carried out on brand personality and customer loyalty in Babcock University using of indomie instant noodles of de united foods as a case study. 

Hence, the population of the study comprises of noodles of de united foods consumers in Babcock University, illishan.
3.3
Sample Size Determination

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the convenient sampling method to determine the sample size. 
3.4
Sample Size Selection Technique And Procedure

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.   
In this study, the researcher adopted the convenient sampling method to determine the sample size. Out of the entire noodles of de united foods consumers in Babcock University, illishan, the researcher conveniently selected 400 participants as sample size for this study. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.

3.5 
Research Instrument And Administration

The research instrument used in this study is the questionnaire. A survey containing series of questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions. Participants were required to respond by placing a tick at the appropriate column. The questionnaire was personally administered by the researcher.
3.6
Method Of Data Collection

Two methods of data collection which are primary source and secondary source were used to collect data. The primary sources was the use of questionnaires, while the secondary sources include textbooks, internet, journals, published and unpublished articles and government publications.
3.7 Measurement of Variables

To effectively measure the effect of brand personality on customers loyalty, the variables were used as follows; Brand Personality = (Sincerity, Competence, & Sophistication). While Customer Loyalty = (customer retention, customer repurchase intention,  & customer advocacy).

3.8
Validity Of The Study

Validity referred here is the degree or extent to which an instrument actually measures what is intended to measure. An instrument is valid to the extent that is tailored to achieve the research objectives. The researcher constructed the questionnaire for the study and submitted to the project supervisor who used his intellectual knowledge to critically, analytically and logically examine the instruments relevance of the contents and statements and then made the instrument valid for the study.
3.9
Reliability Of The Study

The reliability of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.
3.10 Model Specification

Predictor (independent) (x) variables, are:

Customer Retention, 

Customer Repurchase Intention and

Customer Advocacy
Dependent Variable:

Brand Sincerity, Brand Competence, and Brand Sophistication were the dependent variable (y).

Y=f(x)

     Where Y= Customer loyalty

                 X= Brand personality

Therefore X= (x1, x2, x3)

            Y = (y1, y2, y3)

Then we have:

x1= Sincerity

x2= Competence

x3= Sophistication

y1 = customer retention

y2 = customer repurchase intention

y3 = customer advocacy

Functionally we have

               y1=f(x1)………………………….. (1)

               y2=f(x2)………………………...... (2)

               y3=f(x3)………………………….. (3)

Statistically or regressionally, we have

               y1 = ……………………. (1)

                y2= …………………….. (2)                                              

              y3= …………………….. (3)

Where:  The constant of the equation

               The coefficient of the independent variable

               The stochastic value, error term or values that account for change but are not part of the survey at present.

              X= the independent variables

              Y= the dependent variable

3.11 Method Of Data Analysis

Non-inferential Techniques

In the analysis of data collected, statistical method simple percentages and tables were used for descriptive purpose and to answer the research questions as well as described responses obtained.
Inferential Techniques

This study employed the linear regression analysis statistical tool to test the null hypotheses formulated using SPSS v.23. This enables the researcher to draw a relevant conclusion, based on the findings obtained.

3.12
Ethical Consideration

he study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

1 INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of four hundred (400) questionnaires were administered to respondents of which all were returned and validated. For this study a total of  400 was validated for the analysis.

4.2
DATA PRESENTATION

The table below shows the summary of the survey. A sample of 400 was calculated for this study. A total of 400 responses were received and validated. For this study a total of 400 was used for the analysis.

Table 4.1: Distribution of Questionnaire

	Questionnaire 
	Frequency
	Percentage 

	Sample size
	400
	100

	Received  
	400
	100

	Validated
	400
	100


Source: Field Survey, 2021

Table 4.2: Demographic data of respondents

	Demographic information
	Frequency
	percent

	Gender
Male
	
	

	
	104
	26%

	Female
	296
	74%

	Age
	
	

	17-20
	64
	16%

	21-25
	128
	32%

	26-30
	117
	29%

	31+
	101
	26%

	Year In School
	
	

	Year 1
	113
	28%

	Year 2
	107
	27%

	Year 3
	92
	23%

	Year 4
	88
	22%


Source: Field Survey, 2021

ANSWERING OF RESEARCH QUESTIONS

Question 1: Does brand sincerity have an effect on customer retention?
Table 4.3:  Respondent on question 1

	Options
	Frequency
	Percentage

	Yes
	202
	51

	No
	93
	23

	Undecided
	105
	26

	Total
	400
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 51% of the respondents said yes, 23% said no. while the remaining 26% were undecided. 

Question 2: Is there any relationship between brand competence and customer repurchase intention?
Table 4.4:  Respondent on question 2

	Options
	Frequency
	Percentage

	Yes
	220
	55

	No
	78
	20

	Undecided
	102
	25

	Total
	400
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 55% of the respondents said yes, 20% said no. while the remaining 25% were undecided. 

Question 3: What impact does brand sophistication have on customer advocacy?
Table 4.5:  Respondent on question 3

	Options
	Frequency
	Percentage

	Positive
	310
	77

	Negative
	0
	0

	Undecided
	90
	23

	Total
	400
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 77% of the respondents said positive while the remaining 23% were undecided. There is  no record for negative.

TEST OF HYPOTHESES

H0: brand sincerity has no significant impact on customer retention

H0: There is no significant relationship between brand competence and customer repurchase intention.

H0: Brand sophistication has no significant impact on customer advocacy.

HYPOTHESIS ONE

Table 4.6: Brand Sincerity Has No Significant Impact On Customer Retention
	Model 1
	R = 0.830
	R2 = 0.936
	Adj.R2 = 0.687
	Std. Error estimation

= 0.307
	Durbin- Watson =

1.679

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	6089.246

2744.947

8834.193
	1

183

217
	6089.246

18.547
	328.315
	.000b

	Constant

Brand

Sincerity
	Unstandardized

Coefficients
	Standardized

Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-11.417

.887
	2.936

.016
	.830
	-3.888

18.119
	.000

.000


Source: Author’s Data Analysis, 2021
The table above shows that brand sincerity has significant effect on customer retention at (β = 0.887, R2 = 0.936, P = .000). Furthermore, result reveals that brand sincerity has 94% decisive influence on customer retention. The P value of 0.000 is less than significant level of 0.05. The result shows that brand sincerity has a significant positive effect on Customer Retention. Therefore H01 is rejected.
HYPOTHESIS TWO

There is no significant relationship between brand competence and customer repurchase intention
Table 4.7: Relationship between brand competence and customer repurchase intention.
	Model 2
	R = 0.831
	R2 = 0.952
	Adj.R2 = 0.688
	Std. Error estimation

= 0.308
	Durbin- Watson =

1.688

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	6089.247

2744.948

8834.194
	1

141
259
	6089.247

18.547
	328.316
	.000b

	Constant

brand competence
	Unstandardized

Coefficients
	Standardized

Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-11.418

.896
	2.943

.017
	.830
	-3.999

18.120
	.000

.000


Source: Author’s Data Analysis, 2021
The table above shows that brand competence has significant influence on customer repurchase intention at (β = 0.896, R2 = 0.952, P = .000). Furthermore, result reveals that brand competence has 95% decisive influence on customer repurchase intention. The P value of 0.000 is less than significant level of 0.05. The result shows that there is a significant positive relationship between brand competence and customer repurchase intention. Therefore H02 is rejected.
HYPOTHESIS THREE

Brand sophistication has no significant impact on customer advocacy
Table 4.8: Relationship between brand sophistication and customer advocacy
	Model 3
	R = .809a
	R2 = .917
	Adj.R2 = .652
	Std. Error estimation

= 3.873
	Durbin-Watson

= 1.790

	Regression Residual Total
	Sum of

Square
	Df
	Mean Square
	F
	Sig.

	
	4195.645

2219.689

6415.333
	1

213

187
	4195.645

14.998
	279.749
	.000b

	Constant

brand sophistication
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	-6.981

.768
	2.641

.014
	.809
	-2.644

16.726
	.009

.000


Source: Author’s Data Analysis, 2021
The table above shows that brand sophistication has significant influence on customer advocacy at (β = 0.768, R2 = 0.917, P = .000). Furthermore, result reveals that brand sophistication has 92% decisive influence on customer advocacy. The P value of 0.000 is less than significant level of 0.05. The result shows that there is a significant positive relationship between brand sophistication and customer advocacy. Therefore H03 is rejected.
CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS:

5.1 Introduction

This chapter summarizes the findings on brand personality and customer loyalty in Babcock University using of indomie instant noodles of de united foods as a case study. The chapter consists of summary of the study, conclusions, and recommendations. 
5.2 Summary of the Study

In this study, our focus was on brand personality and customer loyalty in Babcock University using of indomie instant noodles of de united foods as a case study. The study is was specifically set to find out if brand sincerity has an effect on customer retention, examine the relationship between brand competence and customer repurchase intention. And assess how brand sophistication has impacted on customer advocacy.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 400 responses were validated from the enrolled participants where all respondent were noodles of de-united foods consumers in Babcock University, illishan
5.3 Conclusions

In the light of the analysis carried out, the following conclusions were drawn.

Brand sincerity has significant effect on Customer Retention. 

There is significant relationship between brand competence and customer repurchase intention. 

Brand sophistication has significant impact on customer advocacy. 

5.4 Recommendation

Based on the findings the researcher recommends;

Indomie instant noodles of De united foods should stimulate its customers’ loyalty by considering the personality of its different customer groups via providing a distinct brand personality.

Major customers should be recognized and their different personalities should be explored through questionnaire, interview, and qualitative research methods.

A determination should be made as to which brand personality they prefer, The intended personality that is involved exactly in customers’ attitudes and beliefs should be designed at the phase of new product development.
De united foods should retain the policy of aligning their brands to reflect brand excitement and brand sophistication in improving customer retention and customer service. 

De united foods should inculcate brand excitement in their planning, development and implementation strategy to spur appreciable growth in sales as well as meeting customers taste appeal.
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APPENDIXE

QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE(S) ON A QUESTION.

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]


Female [  ]

Age 

17-20

[  ]
21-25

[  ]
26-30

[  ]
31+

[  ]
Year In School

Year 1

[  ]
Year 2

[  ]
Year 3

[  ]
Year 4

[  ]

SECTION B:

Question 1: Does brand sincerity have an effect on customer retention?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 2: Is there any relationship between brand competence and customer repurchase intention?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


Question 3: What impact does brand sophistication have on customer advocacy?
	Options
	Please Tick

	Yes
	

	No
	

	Undecided
	


