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Abstract 

The present study investigated the relationship between personality traits and brand loyalty. The results indicated that there is a 
significant direct relationship between brave, egalitarian and introvert personality and brand loyalty; but there is not a significant 
relationship between a fair personality and brand loyalty; also brave and introvert personality have a significant direct impact on 
brand loyalty, but the fair and egalitarian personality do not have a significant impact on brand loyalty.  
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1. Introduction 

In recent years businesses have faced economic, political and social crises in the market, and the result of these 

crises is a decrease in the customers’ trust in businesses (1). Today, many of the products which are in the level, are 

not significantly different form each other, but it is the brands that create differences between products and priority of 

one over the other. These differences are so big that currently many of the leaders in the market use their brand as a 
tool to create competitiveness (2). One of the problems which customers face when they want to buy their needed 

products is the task of choosing one brand among different and various brands. According to their knowledge of and 

attitude toward different brands, customers choose the products. The knowledge of and a comparison of different 

brands of products is a difficult and time-consuming task for customers because of their variety, and this may not lead 

to a correct decision in shopping. On the other hand the producers are looking for creating loyalty in the customers in 

contrast with their own brands, in order to change the shopping habits of their customers in their own favour (3). 

Loyalty has attracted the attention of many in the marketing literature during the last 8 years (4) and the world modern 

marketing has been under focus as well (5).  

Loyalty has been defined in terms of different aspects of marketing such as loyalty to brand, loyalty to product, 

loyalty to services or loyalty to chain markets (4). The issue of loyalty to brand has been identified as a focal point in 

marketing literature and for the employees in this field (6), and it is among important or even vital issues in today’s 

marketing and particularly in big markets (7) and it is also a very important issue for many companies in reaching 
their goals (8). Many definitions and explanations exist regarding loyalty to brand. According to Oliver (1999), loyalty 

reflects a deep commitment to new shopping, and being a permanent customer for a product or having future priority 
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(9). Oker (1991), also considers loyalty to brand as a symbol of the producer’s mind, which leads the customer toward 

permanent shopping from one specific brand during a long time (10). Olson and Jacoby (1970), also defined loyalty 
to brand as a non-accidental result, the existence of long term behavioural response, and the process of mental 

shopping of more than one brand (11).  

Annually a huge amount of resources are used in creating brands for different businesses; but at the same time it 

can be stated that the texts related to brand loyalty in a business context has been in fact passive (6). On the other 

hand, todays, many of the organizations in aggressive and competitive markets have realized the importance of 

keeping the present customers; and because of this they of them conduct different kind of special activities to create a 

strong and long-term relationship i.e. loyalty with the customers (12). Many of the companies, particularly in sport 

industry, do their best to increase loyalty to brand among their own customers (13). On the other hand, personality 

features give the marketers and marketing managers the chance to know the most important factors in each level and 

compare their target market with their rivals, and then design their strategies and planning in order to attract and keep 

customers (14). Personality can be useful in the analysis of customer’s behaviour for the selection and shopping of 
most of specific products and brands; and it is one of the concepts that has been under serious research regarding 

consumer’s behaviour (15). Personality is an abstract concepts; often scientists have certain descriptions and analyses 

of personality, because of this there are many explanations for personality (16).  Personality is an organized and unified 

set consisting of rather stable features, which differentiate one person from another (17); it is a psychological concept 

understood as a set of stable mental and psychological features that lead to human activities and experiences (18). In 

the present research, by personality features we mean the personality features by Bass, Valenzi and Eldridge, who 

classify personality in terms of 4 features of fair, brave, egalitarian and introvert. Many of the researchers believe that 

the existence of personal differences and different personality features differentiate the people’s reactions toward 

situations (19). It is because of this that marketers are interested in understanding the features and meaning of people’s 

personality and also how these features affect the personality of consumers. Many studies have been conducted 

regarding the personality features and tis relation with priorities for products and brands (15). The results of most of 

these researches have shown that those names are welcomed by customers that are in accordance with their internal 
features (20). It can be stated that although marketers cannot change the behaviour of their customers to match their 

products; but if they are aware of the personality features along with special reactions; they can do actions in order to 

make customers reconsider their choices (15). 

Regarding the mentioned items regarding brand and its role in developing business, it is completely clear that it is 

necessary to have special planning in the field of business in order to enhance the value of brand. Although brand 

loyalty has been under focus widely in marketing literature, and different studies have been conducted inside and 

outside of the country (5, 9, 11, 21, 22, 23, 24); but during the investigations in the present research is was determined 

that there has been no study regarding the relationship between personality features and brand loyalty in Iran. No 

doubt with entering the modern business world the importance of studies regarding brand increases. Currently in our 

country there are many sport brands such as Majid, Daee, Shekari etc. Because of the increasing importance of Iranian 

markets in sport products and the serious competition among business brands, and also regarding the fact that in our 
country in spite of domestic sport brand they are not very popular with the users; the issue is that why sport brand in 

Iranian business context is not comparable with its importance in universal or even local scale? Is it possible that brand 

do affect the behavioural aspects of consumers? How these names can help sport product companies? And how these 

companies can prove their products regarding specific brands in the market and make their customer loyal? Therefore, 

it is essential that companies, in order to grow and develop in the market, deal with the evaluation of the role of brands 

in the formation of customers’ loyalty so that they can adopt their marketing strategies to create a strong brand with 

loyal customers. Therefore, the present article, unlike previous researches, which mostly dealt with the relationship 

between personality and brand loyalty in general, investigates the students’ personality features and their interest in 

certain sport brand, and aims to recognize the relationship between personality features and brand loyalty in sport 

community and physical education students. On the other hand because of the newness of this topic i.e. the 

combination of consumer’s personality and brand loyalty, there has been no research in this area in the field of sport. 

So it is impossible to have a comparison with the previous researches. 
 

 

2- Methodology 
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This is an applied research in terms of aim and it is a kind of descriptive survey research in terms of nature. The 

data have been collected through field research and a questionnaire. 
 

2-1 Research Spatial Domain 

The spatial domain includes all students of physical education at all academic levels in Tabriz University. This 

research attempts to answer the main hypothesis of the research using appropriate sampling from this statistical 

population. 

 

2-2 Research Temporal Domain 

The data required for this research have been collected in period of one month, in October/November 2013. 

 

2-3 Research Statistical Population and Sample 

The statistical population consisted of all students of physical education at all academic levels in Tabriz University. 
According to statistics department of Tabriz University, the population was estimated at 424. Given that there was a 

big difference in the number of students at BA, MA and PhD levels; thus, the questionnaires were distributed among 

the students in correspondence with their number. 

 

4-2 Determining Sample Size and Sampling Method 

Since it was not possible to survey the entire population, simple random sampling method was used for the 

(that is; to reach confidence level of 95% and error 5%), the sample size equalled 202. Given that there was a big 

difference in the number of students at BA, MA and PhD levels, 129, 65 and 8 questionnaires were distributed among 

BA, MA and PhD students respectively. In the end, as some questionnaires might be filled wrongly and/or not 

returned, the number of distributed questionnaires was 220 considering in correspondence with their number. Of the 

distributed questionnaires and given the accessibility of the population, 202 questionnaires were returned exactly 
perfectly which were all usable. Thus, it can be said that the return rate of questionnaires is about 100%. 

 

2-5 Data Collection Instruments 

The research instruments include library studies and a questionnaire as well. The current research consists of 3 

parts. The first part includes personal information and demographic characteristics questionnaire (gender, marital 

status, age, academic degree, median income, interest in a specific brand). The second part includes Bass-Valenzi 

Management Styles profile (25) falling into 4 items (fair, bold, egalitarian and introverted) and 27 questions. Finally, 

the third part includes Douwe et al's standard questionnaire of brand loyalty (26) which falls into six items (cognitive, 

affective, customer relationship management, time management, the rate of resources invested and senior management 

participation) and 25 questions. The questionnaire was close-ended and measurement scale was based on Likret scale 

which is a rating/ranging scale type. The questions include a range of 5 options upon which I completely disagree is 
on one side rated as 1 and I completely agree rated as 5 is on the other side of the continuum. In the middle of the 

continuum, the options include I disagree rated as 2, agreed to some extent and disagreed to me extent rated as 3 and 

I agree rated as 4. The respondent can select one of the options as it accord with his attitude and mark that one. In 

order to ensure of the questionnaire content validity, the professors and experts' opinions in this field were used as the 

criterion. After receiving and applying their opinions, the content validity was assured. In this research, the 

questionnaire reliability was 0.749 for the personality questionnaire and 0.941 for the loyalty questionnaire using 

Cronbach's alpha which is an acceptable value showing that the questionnaire is highly reliable. 

 

2-6 Data Analysis 

Data were analysed using SPSS 18. Descriptive statistics have been used for categorization of raw scores, table 

design, frequency distribution, dispersion indices like mean, standard deviation, etc. One- Sample Kolmogorov- 

Smirnov Test inferential statistics (k-s) in order to test the normality of data distribution, the Pearson correlation test 
to test the hypotheses and simultaneous regression test to investigate the impact of personality upon loyalty have been 

used. 
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3- Research Findings 

After extracting data and information, the research findings were analysed. The demographic results show that 
most of the students (54.5%) are female. 84.7% of the students are single. The most percentage of mean age (45.0%) 

belongs to the group aged 18-22. Most of the students are at BA level (63.9%) and most of them (83.7%) are 

unemployed (they are students), and 57.9% of them have no income. In the end, 12.4% of the students are interested 

in domestic brands and 87.6 of them like foreign brands. 

 
Table 1. Demographic Profile Analysis 

 

Interest in Brand Marital Status Gender 

Percentage 
Forei

gn 

Percent

age 
Domestic 

Percenta

ge 

Marr

ied 

Percenta

ge 

Sin

gle 

Percent

age 

Fema

le 

Percent

age 
Male 

87.6 177 12.4 25 15.3 31 84.7 171 54.5 110 45.5 92 

Job Academic Degree 

Percen

tage 

Self-

Employe

d 

Percentage 
Emplo

yee 

Percenta

ge 
Student 

Percenta

ge 

Ph

D 

Percent

age 
MA 

Percent

age 
BA 

7.9 16 8.4 17 83.7 169 4.0 8 32.2 65 63.9 129 

Median Income 

Percentage 

With

out 

Inco

me 

Percent

age 

Above 1 

million 

Percenta

ge 

700-1 

millio

n 

Percenta

ge 

500

-

700 

Percent

age 

300-

500 

Percent

age 

Below 

300 

thous

and 

Toma

ns 

57.9 117 5.0 10 5.9 12 3.5 7 11.9 24 15.8 32 

Age 

Percentage 34 above Percentage 31-34 Percentage 27-30 Percentage 23-26 
Percenta

ge 
18-22 

1.5 3 2.5 5 6.4 13 44.6 90 45.0 91 

 

In order to test the normality of scores variables distribution, One- Sample Kolmogorov- Smirnov test was taken. 

Given the significance levels of the test, it is concluded that all variables are normally distributed (p-value > 0.05). 

Mean, standard deviation and reliability for each item are as in the table below: 

 
Table 2. Normality and Stability 

 

Alpha Kolmogorov - Smirnov Standard deviation mean Items Questionnaire 

0.749 0.847 0.46360 3.7822 Loyalty Loyalty Questionnaire 

0.941 

1.223 0.33038 3.2034 Equitable Personality 

Personality Questionnaire 
1.204 0.49443 3.2960 Bold Personality 

1.195 0.51594 2.3226 Egalitarian Personality 

1.306 0.41046 3.8723 Introverted Personality 

 

The current research contains 4 hypotheses: 

H 1: in order to test the relationship between fair personality and brand loyalty, Pearson correlation test was taken. 

The Pearson correlation coefficient is 0.06 and p-value is 0.40. As Pearson test significance level is above 0.05, 

independent variables hypothesis is not rejected. In other words, there is no significant relationship between fair 
personality and brand loyalty. 

H 2: in order to test the relationship between bold personality and brand loyalty, Pearson correlation test was taken. 

The Pearson correlation coefficient is 0.238 and p-value is 0.001. As Pearson test significance level is below 0.05, 

independent variables hypothesis is rejected. In other words, there is a direct significant relationship between bold 

personality and brand loyalty. 

H 3: in order to test the relationship between egalitarian personality and brand loyalty, Pearson correlation test was 

taken. The Pearson correlation coefficient is - 0.17 and p-value is 0.015. As Pearson test significance level is below 
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0.05, independent variables hypothesis is rejected. In other words, there is an inverse significant relationship between 

egalitarian personality and brand loyalty. 
H 4: in order to test the relationship between introverted personality and brand loyalty, Pearson correlation test was 

taken. The Pearson correlation coefficient is 0.229 and p-value is 0.001. As Pearson test significance level is below 

0.05, independent variables hypothesis is rejected. In other words, there is a direct significant relationship between 

introverted personality and brand loyalty. 

 

 
Table 3. The relationship between the components of personality and brand loyalty 

 

Introverted 

Personality 

Egalitarian 

Personality 

Bold 

Personality 
Equitable Personality Loyalty Factors 

0.229 

0.001 

202 

-0.170 

0.015 

202 

0.238 

0.001 

202 

0.060 

0.400 

202 

1 

 

202 

Loyalty 

- - - 

1 

 

202 

0.060 

0.400 

202 

Equitable Personality 

- - 

1 

 

202 

- 

0.238 

0.001 

202 

Bold Personality 

- 

1 

 

202 

- - 

-0.170 

0.015 

202 

Egalitarian Personality 

1 

 

202 

- - - 

0.229 

0.001 

202 

Introverted Personality 

 

 
In order to examine the impact of personality on brand loyalty, simultaneous regression test was taken. Multiple 

correlation coefficient is 0.319 and coefficient of determination is 0.102. The coefficient of determination shows the 

variance value explained by the model. Numerical value of determination coefficient is 0-1. The closer this value is 

to 1, the stronger is the model relation. One of the regression prerequisites is that criterion variable does not have 

autocorrelation and errors are independent of each other. Durbin-Watson test is taken to test this prerequisite. If 

numerical value of Durbin-Watson is between 1.5 and 2.5, it is concluded that criterion variable does not have 

autocorrelation and errors are independent of each other. The value of Durbin-Watson is 1.66. Since this value is 

between 1.5 and 2.5, it is concluded that criterion variable does not have autocorrelation and errors are independent 

of each other. 

 

 
Table 4 – Model Summary b 

 

Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 
d

i
m

e

n

s
i

o

n

0 1 a.319 .102 .083 .44384 1.655 
a. Predictors: (Constant), Equitable Personality, Bold Personality, Egalitarian Personality, Introverted Personality 

b. Dependent Variable: Loyalty 

 

 

 

In order for the regression model to be significant, there should be a linear relationship between criterion variable 

and predictor variables. In order to test the linear relationship between criterion variable and predictor variables, F test 

was carried out. The significance level of F test is 0.001. Given that p-value of F test is below 0.05, there is a linear 
significant relationship between criterion variable and predictor variables. 

 
Table 5. ANOVAb 
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Model Sum of Squares df Mean Square F Sig. 

1 Regression 4.393 4 1.098 5.575 a.000 

Residual 38.807 197 .197   

Total 43.200 201    

a. Predictors: (Constant), Equitable Personality, Bold Personality, Egalitarian Personality, Introverted Perso 

b. Dependent Variable: Loyalty  

 

The table below shows non-standardized coefficients and standardized coefficients along with their significance 

levels. Non-standardized coefficients indicate variables' coefficients in the regression model and standardized 

coefficients are used to show the effect. When absolute value of this value is higher, there is a stronger effect. 

According to the table, it can be concluded that bold personality and introverted personality have a direct significant 

effect upon brand loyalty (p-value is <0.05). However, fair personality and egalitarian personality have no significant 

effect on brand loyalty (p-value >0.05). 

 
Table 6. Coefficientsa 

 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta  

1 (Constant) 2.637 .493  5.346 .000 

Equitable Personality .016 .097 .011 .165 .869 

Bold Personality .177 .065 .189 2.721 .007 

Egalitarian Personality -.095 .063 -.105 -1.507 .134 

Introverted Personality .189 .080 .167 2.358 .019 

a. Dependent Variable: Loyalty 

 

 
Figure 1: Loyalty Dependent Variable 

 

4- Discussion 

The aim of the paper was to investigate the relationship between personality traits and brand loyalty among 

students of Tabriz University. Nowadays, brand is considered as the main asset of any organization (27). Brand and 

trademarks play a significant role in modern society. In fact, they are present in all aspects of our lives including 

economic, social, cultural and sport aspects (28). On the other hand, advances in technology and ever increasing 

market competition, consumers brand loyalty is the great asset to any organization (29). True brand loyalty manifests 

itself when consumers have a high attitude of the brand and show this in their repurchasing (13). The type of 

connection that consumer establish with the brand based on levels of loyalty is a noteworthy parameter for the 

managers. In today’s marketing, assuming a place in consumers’ mind in a way to make them loyal to a specific brand 

is of high importance (23). Consumers’ personality traits enable marketers and managers to attain the knowledge of 

important factors of each level and compare their targets markets with their competitors’ markets. In this way they 
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would be able to use strategies to attract consumers. Moreover, personality traits help in the analysis of consumers’ 

behaviour in choosing and purchasing specific goods and brands (14). 
The results of this research showed that a great majority of students (87.6%) tend to use foreign brands. Adidas, 

Nike and Puma were the first three popular brands among the sample population. It shows that domestic brands didn’t 

have a good rank in this sample. Reports have indicated that Nike, Adidas and Reebok have manufactured 33% of 

sport clothing and athletic shoes in 2007 (4). The results of some studies have illustrated that Malaysians have a 

tendency to use brands like Nike, Adidas, Puma, Reebok and Fila. This has led the owners of these brands to extend 

their productions in Asia in order to increase their sales (13). On the other hand, purchasers have a wide choice: they 

can either go for foreign brands or choose domestic ones. Working in a competitive environment, mangers of both 

domestic and foreign brands are in a desperate need of finding the reasons why consumers prefer specific brands (30). 

It seems that the ever increasing import of foreign brands, advertisement in media and the change in consumers’ 

perceptions have weakened domestic brands. Therefore, managers are recommended to focus their attention to 

strategies which ensure brand loyalty because the main purpose of any company is to have loyal customers. 
The results of the present study demonstrated that there is a meaningful relationship between daring, egalitarian 

and introverted personalities and brand loyalty. This is in consistent with the results of the study done by Yi Lin (2010) 

on “the relationship of consumer personality trait, brand personality and brand loyalty: an empirical study of toys and 

video games buyers”. He showed in his study that personality traits and brand loyalty are positively and meaningfully 

related (11). It was shown in Afshari (2009) and Long (2010) that consumers with different personality traits have 

different understandings of the brand (11) and choose those brands which fit their personalities (20). Considering that 

brand loyalty has marketing benefits such as significant reduction in marketing expenses, greater commercial leverage, 

consumers’ resistance to competitors’ offers and increase in returns (31) and because of the meaningful relationship 

between personality traits and brand loyalty, companies and organizations should continuously watch over their 

communications with the customers and get an appropriate understanding of their needs and perceptions in order to 

provide them with the goods and services that best fit their personalities. Generally speaking, managers are 

recommended to take measures to create, preserve and increase brand loyalty. 
The results also showed that there is no meaningful relationship between fair personality and brand loyalty. This 

was in contradiction with the results of Yi Lin’s (2010) study (10). This inconsistency may be attributed to age and 

cultural differences.  

Finally, the results of simultaneous regression showed that daring and introverted personality meaningfully affect 

brand loyalty; however, fair and egalitarian personalities did not meaningfully affect brand loyalty. As there’s no 

research devoted to loyalty to sportswear brands, no comparison can be made in this regard. 

Based on what was said above, brand loyalty prevents the entrance of competitors into the market, increases 

companies’ ability to act against competitors’ threats and raises sales and profits (24). In addition, personality traits 

can also be fruitful in the analysis of consumers’ ways of choosing and purchasing specific certain goods and services 

(15). Amber concluded in his paper that managers have to design different plans for different personalities so as to 

increase brand loyalty (32). Managers cannot change personalities but they can get acquainted with them to target a 
specific group of consumers (15). 

Success in competitive and complicated markets in which goods and services much similar to each other are 

presented needs a reliable brand that can capture the souls of consumers. In order to increase consumers’ loyalty to a 

brand, managers should know them and understand their needs and wants. They should provide facilities appropriate 

for different personality traits in order to make them loyal to a brand. Manufactures of sportswear, therefore, have to 

take customers’ personality traits into consideration if they wish to make them loyal to their brands. 

 

 

5- Conclusion 

The present study aimed to investigate the relationship between personality traits and brand loyalty among students 

of Tabriz University. The results showed that there is a meaningful relationship between daring, egalitarian and 

introverted personalities and brand loyalty but such a relation does not exist in the case of fair personality and brand 
loyalty. Moreover, daring and introverted personality meaningfully affect brand loyalty; however, fair and egalitarian 

personalities did not meaningfully affect brand loyalty. Considering the results of the study and meaningful 

relationship between personality traits and brand loyalty, companies should always watch over their communications 
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with the customers and get an appropriate understanding of their needs and perceptions in order to provide them with 

the goods and services that best fit their personalities. Managers should also take measures to create, preserve and 
increase brand loyalty. Although managers are unable to change their consumers’ personalities, they can get 

acquainted with them to target a specific group of consumers. For this reason, managers are recommended to focus 

their attention to strategies which ensure brand loyalty in that the main purpose of any company is to have loyal 

customers. 

 

Acknowledgment 

Authors wish to thank students of Physical Education in Tabriz University. 

 

 

References 

1. Hamidi Zadeh, M., Karimi Alavicheh, M. & Rezaee, M. (2012). Investigating the relationship between personality aspects, brand equity and 

moderating role of personality traits. Quarterly of Modern Marketing Studies 2(3), pp. 35-50. 

2. Ranjbarian. Bahram, Fathi. Saeed, Bahrami. Nejad, Jooneghani. Rayehe, (2012), “The Effect of Brand Extension Strategies upon Brand Image 

in the Sport Apparel Market”, International Journal of Academic Research in Business and Social Sciences, Vol: 2, No: 10, www.hrmars.com, 

Pp: 48-64 

3. Mehrabi, S. M. & Lachini, M. (2009). Investigating the effect of shopping center’s brand on brand loyalty: A case study of Shahrvand shopping 

center. Journal of Engineering Development of Future Marketers. Pp. 1-17.  

4. Kambiz. Heidarzadeh Hanzaee, Amin. Asadollahi, (2012), “Investigating the Effect of Brand Equity and Brand Preference on Purchase 

Intention”, Research Journal of Applied Sciences, Engineering and Technology 4 (10); Pp: 1414-1423 
5. Junjun. Mao, (2010), “Customer Brand Loyalty”, International Journal of Business and Management, Vol: 5, No: 7; www.ccsenet.org/ijbm, 

Pp: 213-217 
6. Noor. Ul, Ain. Nawaz, Ahmad. Usman, (2011), “What Makes Customers Brand Loyal: A Study on Telecommunication Sector of Pakistan”, 

International Journal of Business and Social Science, www.ijbssnet.com,Vol:2, No: 14  

7. Hosseini, M. & Rezaee, M. (2011). A survey on the factors affecting brand loyalty in dairy market, Panorama of Commercial Management, 

38(5), pp. 57-79. 

8. Fatih. Geçti, Hayrettin. Zengin, (2013), “The Relationship between Brand Trust, Brand Affect, Attitudinal Loyalty and Behavioral Loyalty: A 

Field Study towards Sports Shoe Consumers in Turkey”, International Journal of Marketing Studies; Vol: 5, No: 2, www.ccsenet.org/ijms, Pp: 

111-119 
9. Dehdashti Shahrokh, Z., Jafar Zadeh Konari, M. & Bakhshi Zadeh, A. (2012). An analysis of social identity of the brand and its effect on the 

improvement of brand loyalty: A case study of Kaleh dairy company. Quarterly of Modern Marketing Studies 2(2), pp. 88-106. 

10. Erfan, Severi. Kwek, Choon Ling. (2013), “The Mediating Effects of Brand Association, Brand Loyalty, Brand Image and Perceived Quality 

on Brand Equity”, Asian Social Science; Vol: 9, No: 3, www.ccsenet.org/ass, Pp: 125-137 
11. Long. Yi Lin, (2010), “The relationship of consumer personality trait, brand personality and brand loyalty: an empirical study of toys and 

video games buyers”. Journal of Product & Brand Management, V: 19, No: 1; Pp: 4–17 

12. Rahman Bin. Abdullah, Mohd Tajul. Hasnan, Mohd Tajuddin. Radzuan, Noor. Armia, Nik. Adnan, Nik. Mat, Nazarudin. Derani, Mohamed 

Muneer. Samsudin, Razlan Adli. Zain, Gopala Krishnan. Sekharan Nair, (2011), “The Relationship between Store Brand and Customer Loyalty 

in Retailing in Malaysia”, Asian Social Science, Vol: 8, No: 2; www.ccsenet.org, Pp; 171- 184 

13. Wongfoong, Yee. Yahyah. Sidek, (2008), “Influence of Brand Loyalty on Consumer Sportswear”, Int. Journal of Economics and Management, 

2(2); Pp: 221 – 236  

14. Delafrooz, N., Talaghani, M. & Farahzad, M. (2013). Investigating the impact of personality traits on compulsive purchase and  immediate 

purchase: A case study of Golestan province universities. Pp. 1-14. 

15. Sandip. Sarker, Tarun. Kanti Bose, Mollika. Palit, Md. Enamul Haque, (2013), “Influence of personality in buying consumer goods a 
comparative study between neo Freudian theories and trait theory based on Khulna region”, International Journal of Business and Economics 

Research, www.sciencepublishinggroup.com, 2(3); Pp: 41-58  

16. Eleonora. Seimiene, (2012), “Emotional Connection of consumer Personality Traits with Brand Personality Traits: The Oretical 

Consumerations”, Eonomics and management, 17 (4), Pp: 1471-1478 
17. Izadi, S. &  Mohammad Zadeh, R. (2007). Investigating the relationship between learning styles, personality traits and students’ performance. 

Biennial Journal of Students Behavior, 27(4), pp. 15-29. 

18. Mohamed Ali. Achouri, Néji. Bouslama, (2010), “The Effect of the Congruence between Brand Personality and Self-Image on Consumer’s 

Satisfaction and Loyalty: A Conceptual Framework”, www.ibimapublishing.com, IBIMA Business Review, Pp: 1-16 

19. Sarvghad, S., Rezaee, A. & Fadai Dowlat, A. (2010). Analysis of personality traits and preventive and wellbeing measures for teachers. Journal 

of New Findings in Psychology, 16(5), pp.14-41. 

http://www.hrmars.com/journals
http://www.ijbssnet.com/
http://www.ccsenet.org/ijms
http://www.ccsenet.org/ass
http://www.ccsenet.org/
http://www.ibimapublishing.com/journals/IBIMABR/ibimabr.html


 Reef Resources Assessment and Management Technical Paper, Vol. 40, 2014, 1, pp. 533-541 

 541 

20. Afshari, A. (2009). Marketer’s performance in increasing sales considering brand persona and consumer personality traits. Journal of 

Commercial Management, Islamic Azad University, pp. 10-  

21. Fatih. Geçti, Hayrettin. Zengin, (2013), “The Relationship between Brand Trust, Brand Affect, Attitudinal Loyalty and Behavioral Loyalty: A 

Field Study towards Sports Shoe Consumers in Turkey”, International Journal of Marketing Studies; Vol: 5, No: 2, www.ccsenet.org/ijms, Pp: 

111-119 
22. Kambiz. Heidarzadeh Hanzaee, Amin. Asadollahi, (2012), “Investigating the Effect of Brand Equity and Brand Preference on Purchase 

Intention”, Research Journal of Applied Sciences, Engineering and Technology 4 (10); Pp: 1414-1423 
23. Chirani, E. & Roshan, S. (2012). Brand loyalty: Testing of a model with an emphasis on marketing strategies. Journal of Commercial Studies, 

54 (August and September) , pp. 1-12. 

24. Bahreini Zadeh, M. & Ziaee, A. (2012). Investigating the effect of risk avoidance and product involvement on brand loyalty and verbal 

advertisement: The role of attachment and trust in a brand and trade mark. Researches on Modern Marketing 2(4), pp. 105-121. 

25. Bernard. M, Bass. Enzo R, Valenzi. Larry D Eldridgh, “Subordinates Manajement Styles Survey”, Pp: 89-91  
26. Douwe Van. den Brink, Gaby Odekerken. Schroder, Pieter. Pauwels, (2006), “The effect of strategic and tactical cause- related marketing on 

consumers brand loyalty”, Journal of Consumer Marketing, 23(1); Pp. 15- 25 
27. Moharram Zadeh, M. & Akbari, R. (2013). The relationship between consumer loyalty and improvement of national brand in Iranian football 

and volleyball leagues. Journal of Practical Researches in Sport Management, 4 (spring), pp.17-78. 

28. Vazifeh Doost, H. & Ammari, H. (2011). Determining the factors affecting brands in Iranian chocolate industry. Journal of Marketing 

Management, 13 (winter), pp. 116-131. 
29. Seyedin, S. (2012). The effect of brand value on risk taking and brand loyalty: A case study of Hamrahe Avval telecommunication company. 

Journal of Tehran Commercial Management, pp. 1-10. 

30. Nalchi Kashi, A., Rasoolian, M. & Boujari, H. (2012). Investigating consumers’ behavior toward foreign brands and domestic brands. Quarterly 

of Improvement and Evolution Management, 8, pp. 47-56. 

31. Heidar Zadeh, K. & Shokr Gozar, S. (2010). The effect of advertisement and brand persona on customers’ decision to purchase. Islamic Azad 

University of Qazvin: Marketing department. 

32. Amber. Virani, (2013), “Consumer personality trait, brand persona and brand loyalty: a pragmatic study of Colgate toothpaste buyer”, 

International Journal of Humanities and Management Sciences (IJHMS) Volume 1, Issue 2, Pp: 155-158 

 

http://www.ccsenet.org/ijms

