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Abstract:

This research aims todetermine the impact of brand personality,
specifically its dimensions of excitement, excitement, efficiency, and
sophistication, on brand loyalty as perceived by mobile phone users
in the Al-Hillah district of Babylon Governorate. A questionnaire was
used to collect data from a randomly selected sample, and 86 valid
responses were analyzed using the SPSS statistical software. The
guestionnaire was designed using the Brand Personality Scale
(Aker, 1997) and the Brand Loyalty Scale (Jacoby and Chestnut,
1978, and Dowling and Hammond, 2003). The results indicate that
building brand loyalty is influenced by brand personality in general.
brand personality in general. The research also showed that the
dimensions of brand personality (excitement, efficiency, and
sophistication) have significant and varying effects on customer
loyalty, while loyalty itself does not significantly impact customer

loyalty. To fulfill excellence, the research suggested that
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companies focus on all aspects of brand personality that were
studied (loyalty, excitement, efficiency, and sophistication), as
these are key factors for excellence and for building and
maintaining good relationships with customers, thereby enhancing
their loyalty.

Key Words: Brand personality, customer loyalty to the brand,
Mobile device users.
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Descriptive Statistics
Std.
N Mean Deviation
X11 86 | 3.4419 .87588
X12 86 | 2.5116 74745
X13 86 | 3.1860 .93948
X14 86 | 2.7209 .86298
X21 86 | 3.0116 .81881
X22 86 | 3.6628 1.03595
X23 86 | 2.2674 .84609
X24 86 | 3.3721 .84082
X31 86 | 2.8140 .92687
X32 86 | 3.0930 1.10217
X33 86 | 3.5814 1.21234
X41 86 | 3.5465 1.01352
X42 86 | 2.8953 1.04069
X43 86 | 3.1047 1.08497
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Descriptive Statistics
Std.

N Mean | Deviation
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Y13 86 3.1512 | 1.01190
Y14 86 3.4419 .95307
Y21 86 3.3140 | 1.09825
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dadlall £ gl) 86 3.3706 31591
43
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Correlation is significant at the 0.01 level (2-tailed).
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Model Summary
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123% | .015 .003 .3617¢

a. Predictors: (Constant), =2aY!
Spss mebin g Sl dlaie YU Galill el (e ;i)

s H12 At L i) Luca jil)

OV oY s 3BV o 358 ) A el Aadlad) dpadidd dlias) AV 53 Ll aa g
Ll Aadtall oY gl g 5B e S5l Ay el Aadlall dpadd G dagud) adll
e Lo Cy o)z paall Jsandl g o3le) (4) Jsaall 853

O o(r.00) sl (5 5ime (e et a5 (Sig.=0.000) dllaia¥) dadll ol Jaadl -)
Lol (s Alle Aplag) ol ) A8de ) iy 135 (1L TYA) gy Bl 5V Jalae
Al AaSlall oY sl 5 3 BY1 aay u Jaseal) addl laaiV) Jdas 08 YA ey =Y
shall sV ol A el 135 R?= 0.394 dad o) gty celial (A) Jsaall 30,14
Ay il Aadlall (530 oY 5 it e okt 3 il el (g L (%39.4) 4lisesi La sk
Al Gl (B AR e 5 A1 Dl jate Aaalus (I 2523 38 (%60.6) ddiall daill
d)ﬁ ‘:J\ P \.AAJ 2\73‘)\;:\]\ Akl :«\2’)3\ ‘_,’A:’SJ\S\J\ AP J..ﬁu deag Oub oolel 25 Laa
Al A jlal) Aadlal) dpaddd dpilaas) AVa g3 Ll aa g) Gati A Al L il A )
(000 AN (5 gia e 4 el dadall G ga 31 £ A B Y e S
i:..y.uj\ ‘;L:;“ Dlaadyl M (\ ~) d}.};
Model Summary

Std. Error
Model r | K | Adjusted | ofthe
9 R Square | Estimate

Ydo
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