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both offline and online, and are present on the consumers’ daily experiences.

The aim of this dissertation is to analyse the extent to which consumers’ perceptions of brand 



namely brand personality. This research uncovers which of Aaker’s five brand personality 





(2016), in the early stages of this construct’s 



brand’s potential to evoke a positive emotional response in the average consumer a



communication with the brand, which determine how consumers interpret the brands’ 



people associated with it, namely the user’s imagery, the employees, and brand endorses. 

generalizability of Aaker’s model, by defending that it does not generalize to individual brands, 

“wholesome” has a different meaning in the context of food and clothing. Moreover, 

suggest that Aaker’s framework includes demographic characteristics, 

such as gender and age, and class, which are not included in psychology’s personality scales. 

Further, they argue that framework illustrates ethnocentrism by using traits such as “western” 

or “small town”, which interpretation may differ across cultures. Similarly, 

Despite these limitations, Aaker’s brand personality framework remains the most appropriate 
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“Not familiar at all” the question “How familiar are you with this brand?”



43.2% a mater’s degree, and 4.3% of participants held a PhD or an even hi

the brands’ products, 36.4% consume the products once a month, 10.5% two to three times a 



is because the study aims to capture the consumers’ perceptions about the personality traits of 

Personality was measured using Aaker’s (1997) brand personality scale. This is a 15

This scale includes items such as “I consider this brand to be down earth” and 

“I consider this brand to be reliable”. The Cronbach’s alpha for the Sincerity dimension was 

belong to Aaker’s (1997) brand personality scale, which is commonly acceptable in literature, 



scale, using the items: “I consider myself to be loyal to this brand”, “This brand would be my 

first choice”, and “I will not by other brands if this brand is available at the store”, and four 

cale: “I will buy this brand the next time I buy a 

drink”, “I intend to keep purchasing this brand” , “I am committed to this 

brand”, and “I would be willing to pay a higher price for this brand over other brands” 

The Cronbach’s alpha of the whole 

et al. (2016) Consumer’s Engagement with Brand

Scale. It employs the following items: “I read posts related to this brand on social media”, “I 

follow this brand on social media” ( onsumption dimension); “I like posts related to this brand 

on social media”, “I comment on posts related to this brand” ( ontribution dimension); “I 

initiate posts related to this brand on social media”, “I post content that show this brand on 

social media” ( reation dimension). The Cronbach’s alpha of the whole construct is .82, above 

Brand familiarity was examined using the question “How familiar are you with this brand?”, 

where the possible responses were “Not familiar at all”, “Slightly familiar”, “Moderately 

familiar”, “Very familiar”, and “ xtremely familiar”. 



The demographics section included questions regarding participants’ age, gender, and highest 

consumption frequency. Social media usage frequency was evaluated through the question “On 

average, how much time do you spend daily on social media?”, and the set

“Less than 1 hour”, “1 2 hours”, “2 3 hours”, “3 4 hours”, “More than 4 hours”. Brand 

consumption frequency was assessed via the question “How often do you consumer products 

from this brand?”. The corresponding array of responses encompassed “Never”, “Once a 

month”, “2 3 times a month”, "Once a week”, and “Several times a week”.

Participants begin the survey by being presented with a brief explanation of the survey’s 

traits of that brand. This section encompassed the fifteen items from Aaker’s (1997) brand 

brand using six items from Schivinski et al. (2016) Consumer’s Engagement with Brand







Competence (β = .30, 

Sincerity (β = .29, < .001) were significant, Sophistication (β = .14, 

Excitement (β = = .97) and Ruggedness (β = .01, 

β

the significance of the brand personality dimensions, as Sincerity (β = .25, 

Competence (β = .25, = .006) remained significant, Sophistication (β = .14, 

β



= .19. Sincerity  (β = .08, 

= .37), Excitement (β = = .30), Competence (β = .09, ), and Sophistication (β = 

= .19) were nonsignificant, while Ruggedness (β = .34, 

β

= .19. Ruggedness (β = .34, 

β





Mauchly’s Test of Sphericity shows 
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. By resonating with the consumers’ actual or aspirational identities, brands that portray 

On the other hand, Excitement’s lack significance in predicting Brand Loyalty is in accordance 



Aaker’s (1997) brand personality scale indicates that Ruggedness is associated with 

suggest that consumers’ engagement with content affects their experiential 



beverage industry, where consumers’ switching costs are relatively 
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regarding individuals’ perceptions and interactions with brands
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