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K E Y W O R D S A B S T R A C T

Brand personality, 
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This study explores the relationships between brand personality, brand identi񿿿cation, 
perceived quality of the brand, and brand trust and the moderating role of age in the above 
relationships. The questionnaire was sent to respondents in Vietnam in 2019 to gather 
GDWD�RQ�FRQVXPHU�EHKDYLRU� WRZDUG�PRELOH�JDGJHWV��LQFOXGLQJ�ODSWRSV��PRELOH�KDQGVHWV��

DQG� WDEOHWV�� 7KH� WLPH� VSDQ� RI� WKUHH� \HDUV� LV� VXLWDEOH� IRU� SV\FKRORJ\� LVVXHV� UHJDUGLQJ�

technological branding that may change for decades. We collected 228 cases for the research, 
of which 175 cases were used. The paper uses the survey-based methodology and SEM 
analysis technique with the sample collected in Vietnam. According to our 񿿿ndings, the 
antecedents of brand personality, brand identi񿿿cation, and perceived quality have positive 
impacts on brand trust. Additionally, we also 񿿿nd that age, a generation measurement, has 
a negative moderating e�ect on the relationship between brand personality and brand trust, 
and age positively moderates the relationship between perceived quality and brand trust. 
However, age has no moderating e�ect on the relationship between brand identi񿿿cation 
and brand trust. We also present the contributions to academic and managerial areas.
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7UXVW�HQDEOHV�WKH�HVWDEOLVKPHQW�RI�H[SHFWDWLRQV�WKDW�

UDQJH�IURP�KLJK�WR�ORZ�IRU�RWKHUV��7KH�EDVLV�RI�WUXVW�LV�

on the willingness of others to take on risks, whereas 
risk itself is characterized by varying expectations. 
3RVLWLYH� UHVXOWV� HQKDQFH� WKH� HVWDEOLVKPHQW� RI� WUXVW��

while bad results undermine it (Deutsch, 1958). 
In order to foster and sustain brand loyalty in both 

EXVLQHVV�WR�EXVLQHVV� DQG� EXVLQHVV�WR�FXVWRPHU�

LQWHUDFWLRQV�� WUXVW�SOD\V�D�FUXFLDO�UROH��$FFRUGLQJ�WR�

Chaudhuri and Holbrook (2001), pricing elasticity 
and market share con񿿿dence have the potential to 
in򯿿uence behavioral and attitude loyalty. Trust is 
EXLOW�RQ�WKH�HVWDEOLVKPHQW�RI�DFFHSWDEOH�ERXQGDULHV��

Contrary to certainty, Lewis and Weigert (1985) 
argue that trust reduces risk. Many researchers have 
adopted a similar notion (Boon & Holmes, 1991). 
Trust, as described by Boon and Holmes (1991), 
LV� D� IDYRUDEOH� SHUFHSWLRQ� RI� VRPHRQH¶V� LQWHQWLRQV�
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towards oneself in the face of challenges. Brand trust 
LQ� KLJK�LQYROYHPHQW� VFHQDULRV� KDV� D� GLUHFW� LPSDFW�

on consumer commitment, which in turn in򯿿uences 
customer happiness (Delgado & Munuera, 2001). 

$FFRUGLQJ� WR�'HOJDGR� ��������EUDQG� WUXVW� UHIHUV�

to the consumer’s con񿿿dent expectations about the 
UHOLDELOLW\� DQG� LQWHQWLRQV� RI� D� EUDQG� LQ� VLWXDWLRQV�

where there is a risk to the consumer. Delgado (2004) 
supports this de񿿿nition by referring previous studies. 
7KLV�QRWLRQ�RI�EUDQG�WUXVW�FRQVLVWV�RI�WZR�HOHPHQWV��

brand intentions and brand reliability. Brand reliability 
refers to the level of con񿿿dence the consumer has 
LQ� WKH� EUDQG¶V� FDSDFLW\� WR� GHOLYHU� RQ� LWV� SURPLVHG�

value. Brand intentions, on the other hand, refer to 
WKH�H[WHQW�WR�ZKLFK�WKH�FRQVXPHU�IHHOV�WKH�EUDQG�ZLOO�

prioritize the customer when unexpected product 
issues arise. Riorini and Widayati (2015) assert that 
WUXVW� SOD\V� D� FUXFLDO� UROH� LQ� HQKDQFLQJ� FXVWRPHU�

brand connections. Brand trust refers to the tendency 
WR� KDYH� IDLWK� LQ� D� EUDQG� WKDW� FRQVLVWHQWO\�PHHWV� LWV�

characteristics (Ledikwe et al., 2018). Brand trust is 
characterized by integrating two basic techniques, as 
LQGLFDWHG�E\�WKH�UHVHDUFK��

$FFRUGLQJ� WR� WKH� VXUYH\�� EUDQG� WUXVW� LV� HVVHQWLDO�

IRU� WKH� SURVSHULW\� RI� D� FRUSRUDWLRQ�� +HQFH�� YLD� WKH�

H[DPLQDWLRQ�RI�WKH�FKDUDFWHULVWLFV�WKDW�SUHFHGH�EUDQG�

trust, we may debunk any misunderstandings about 
how customers choose 񿿿rms and what they think of 
ZKHQ� WKH\� UHFDOO� SDVW� SXUFKDVHV� DQG� FRQVXPSWLRQ�

choices. We have chosen Vietnam as the main focus 
of our research since it exhibits signi񿿿cant cultural 
di�erences when compared to other countries, 
particularly those in the Western world. Vietnam hence 
requires a distinct justi񿿿cation. The aforementioned 
questions will be addressed in our paper.

����� 7KHRUHWLFDO� EDFNJURXQGV�� 3V\FKRORJLFDO�

SHUVSHFWLYH�LQ�EUDQGLQJ

Brands that cater to psychological desires for 
self-ful񿿿llment, group belonging, or personal growth 
SURYLGH� V\PEROLF� DGYDQWDJHV�� &RQVXPHUV� PD\�

HPSOR\�D�EUDQG�WR�VKRZFDVH�WKHLU�LQYROYHPHQW�ZLWK�

D� VRFLDO� JURXS�� DGKHUH� WR� WKHLU� SHUVRQDO� LGHDV� DQG�

H[SUHVV� WKHP�� RU� ERRVW� WKHLU� VRFLDO� SRVLWLRQ�� 7KH�

H[DPLQDWLRQ�RI�EUDQGV�DV�YDOXDEOH�HQWLWLHV�WKDW�VKDSH�

RXU� LGHQWLWLHV� KDV� EHHQ� WKRURXJKO\� H[SORUHG� LQ� WKH�

GRPDLQV�RI�SV\FKRORJ\��DQWKURSRORJ\��VHPLRWLFV��DQG�

sociology (Bagozzi et al., 2021). It provided a clear 
XQGHUVWDQGLQJ�RI�FRQVXPHU�EHKDYLRU�ORQJ�EHIRUH�WKH�

UHFRJQLWLRQ� RI� KXPDQ� QDWXUH� DQG� UDWLRQDO� GHFLVLRQ�

making that replaced traditional economic theories. 
Decades of research in the 񿿿eld of literature have 
con񿿿rmed the psychological signi񿿿cance of brands as 
tangible entities. They assist in the process of making 
decisions by lessening the mental e�ort required, 
SURPRWH� WUXVW� DQG� FRQQHFWLRQV� YLD� UHJXODU� XVH��

FRQYH\�RQH¶V�VHQVH�RI�VHOI�WR�ERWK�RQHVHOI�DQG�RWKHUV��

and evoke daydreams, emotions, and aspirations. 
$OWKRXJK� WKHUH� KDV� EHHQ� D� ULVH�� WKH� VWXG\� RI� KRZ�

brands impact consumers and their signi񿿿cance is 
still disjointed and lacking integration. Historically, 
EUDQGV�DWWDLQHG�SRSXODULW\�E\�HPXODWLQJ�KXPDQ�WUDLWV��

EHKDYLRU��DQG�JRDOV��7KH�UHODWLRQVKLS�EHWZHHQ�EUDQG�

DQG� KXPDQ� SV\FKRORJ\� KDV� QRW� EHHQ� JLYHQ� PXFK�

DWWHQWLRQ��KLJKOLJKWLQJ�WKH�LPSRUWDQFH�RI�FRQGXFWLQJ�

UHVHDUFK� RQ� KXPDQ� SV\FKRORJ\� �-DPDOXGGLQ� HW� DO���

2013) in branding.

�����5HVHDUFK�2EMHFWLYHV�DQG�5HVHDUFK�4XHVWLRQV

7KH� DERYH� OLWHUDWXUH� UHYLHZ� KDV� VKRZQ� XV�

WKH� FRQFHSWV� RI� WKH� PDLQ� IDFWRUV� LQ� WKLV� UHVHDUFK��

$FFRUGLQJO\�� EUDQG� WUXVW� LV� HVVHQWLDO� LQ� SHUVXDGLQJ�

customers to buy or be loyal to the brand. But less 
DWWHQWLRQ� LV� SDLG� WR� WKH� LPSDFWV� RI� DQWHFHGHQWV� RQ�

EUDQG� WUXVW� DQG�HVSHFLDOO\� WR�WKH�YDULDWLRQV�RI�WKHVH�

impacts viewed from di�erent age groups. This 
SDSHU�ZLOO�WKXV�FRQGXFW�DQ�HPSLULFDO�DQDO\VLV�RI�WKH�

e�ects of brand personality, brand identi񿿿cation, and 
perceived quality on brand trust with the moderating 
UROH� RI� DJH� IRU� PRELOH� JDGJHWV� LQ� 9LHWQDP�� 7KH�

research questions are as follows:
- How does brand personality, brand identi񿿿cation 

and perceived quality impact brand trust in mobile 
JDGJHWV"

- How signi񿿿cant is the moderating e�ect of age 
RQ�WKH�DERYH�FDXVDO�UHODWLRQVKLSV"

��� /LWHUDWXUH� UHYLHZ� DQG� UDWLRQDOHV� IRU� K\SRWKHVLV�

GHYHORSPHQW

����� 7KH� ,PSDFW� RI� %UDQG� 3HUVRQDOLW\� RQ� %UDQG�

7UXVW

Customers in our progressive society seek 
FORVHQHVV�� IRQGQHVV�� DQG� D� YLVXDO�RULHQWHG� ERQG��

Organizations create a distinct brand identity for 
WKHLU� SURGXFWV�DQG� VHUYLFHV� WR�DGDSW� WR� WKLV�FXOWXUDO�

change and ful񿿿ll the needs of their customers. 

3KDQ�'LQK�0DQK�DQG�7UDQ�7KL�+X\QK�/H
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Therefore, 񿿿rms strive to infuse their products with 
unique characteristics that build a brand. Customers 
HYDOXDWH� WKH� ZRUWK� RI� D� EUDQG� E\� FRQVLGHULQJ� LWV�

SHUVRQDOLW\� FKDUDFWHULVWLFV�� IROORZLQJ� WKH�EHOLHI� WKDW�

brand personality is essential for brand equity and 
image (Keller, 1993). 

Su and Tong (2016) assert that the presence of a 
unique and captivating brand personality can amplify 
the positive e�ects on brand outcomes related to 
DWWLWXGHV� DQG� DFWLRQV�� 7KH� SHUVRQDOLW\� RI� D� EUDQG�

has a signi񿿿cant impact on the trust and loyalty 
WKDW� LQGLYLGXDOV� KDYH� WRZDUGV� LW�� 3HRSOH� IRUP� DQG�

XSKROG�WKHVH�YLHZV�EDVHG�RQ�WKH�EUDQG¶V�SHUVSHFWLYH��

Brand personality has an impact on how consumers 
DEVRUE�SURGXFW�LQIRUPDWLRQ��7KH�SRWHQWLDO�H[LVWV�IRU�

it to create con򯿿ict, impacting how consumers view 
brands, especially in terms of value and quality, 
cognition, and behavior (Su & Tong, 2016). Research 
LQGLFDWHV� WKDW� D� VWURQJ� EUDQG� SHUVRQDOLW\� HQKDQFHV�

FRQVXPHU� SUHIHUHQFH�� HPRWLRQDO� UHDFWLRQV�� WUXVW��

and loyalty. In addition, the emotional connections 
EHWZHHQ�WKH�FRPSDQ\�DQG�LWV�FOLHQWV�DUH�VWUHQJWKHQHG�

(Su & Tong, 2016; Sung & Kim, 2010). Based on 
RXU� SUHYLRXV�DQDO\VLV��ZH�KDYH�PDGH� WKH�IROORZLQJ�

GHGXFWLRQ��

+\SRWKHVLV����%UDQG�SHUVRQDOLW\�KDV�D�326,7,9(�

UHODWLRQVKLS�ZLWK�EUDQG�WUXVW�

2.2. The Impact of Brand Identi񿿿cation on Brand 
7UXVW�

Identi񿿿cation, as described by social identity 
WKHRU\�� UHIHUV� WR� D� IHHOLQJ� RI� XQLW\� RU� FRQQHFWLRQ�

with a particular organization or group (Kuenzel 
& Halliday, 2010). Another form of identi񿿿cation 
ZDV� D� SV\FKRORJLFDO� FRQQHFWLRQ� WR� JURXS� WUDLWV� �6R�

et al., 2013). Identi񿿿cation, as described by clients, 
UHIHUV� WR� D�VHQVH� RI� FRQQHFWLRQ�RU� EHORQJLQJ� WR� WKH�

organization (Bhattacharya et al., 1995). Client brand 
identi񿿿cation refers to the extent to which clients 
think that their image aligns with that of the brand 
(Bergkvist & Bech-Larsen, 2010). Moreover, the 
level of brand identi񿿿cation of an individual was 
indicated. These identities in򯿿uenced behavior even 
ZKHQ�WKHUH�ZHUH�QR�FRQWUDFWXDO�RU�VWDWXWRU\�EXVLQHVV�

characteristics present (Chou, 2013; Kuenzel & 
Halliday, 2010). Some academics believe that strong 
ties between clients and 񿿿rms are formed when clients 
IHHO� D� FRQQHFWLRQ� ZLWK� HQWHUSULVHV� WKDW� KHOS� WKHP�

PHHW�WKHLU�IXQGDPHQWDO�VHOI�LGHQWLW\�QHHGV��$Q�DFWLYH��

LQWHQWLRQDO�� DQG� PXWXDOO\� DJUHHG� XSRQ� UHODWLRQVKLS�

between a client and a 񿿿rm promotes clients to engage 
LQ� UDWLRQDO� EHKDYLRU�� ZKLFK�PD\� LQFOXGH� EHKDYLRUV�

that could harm the 񿿿rm (Bhattacharya & Sen, 2003). 
Nikhashemi et al. (2015) discovered a link between 
brand identi񿿿cation and trust. Consumers desire to 
DOLJQ� WKHPVHOYHV� ZLWK� ZHOO�UHJDUGHG� HQWHUSULVHV� RU�

EUDQGV�LQ�RUGHU�WR�LQFUHDVH�WKHLU�VHOI�LGHQWLW\�DQG�VHOI�

esteem (Keh & Xie, 2009). Brand trust may arise as a 
consequence of brand identity (Dunn & Schweitzer, 
2005). Multiple empirical research papers have 
VKRZQ�WKDW�EUDQG�WUXVW�LV�LPSDFWHG�E\�EUDQG�LGHQWLW\�

(Rather & Camilleri, 2019; So et al., 2013). Based on 
RXU� SUHYLRXV�DQDO\VLV��ZH�KDYH�PDGH� WKH� IROORZLQJ�

GHGXFWLRQ�

Hypothesis 2: Brand identi񿿿cation has a POSITIVE 
UHODWLRQVKLS�ZLWK�EUDQG�WUXVW�

����� 7KH� ,PSDFW� RI� 3HUFHLYHG� 4XDOLW\� RQ� %UDQG�

7UXVW

Companies that o�er superior products can gain 
the trust of consumers. Brand trust can signi񿿿cantly 
in򯿿uence consumer purchasing. The quality of a 
product is determined by its marketing, engineering, 
SURGXFWLRQ�� DQG� PDLQWHQDQFH� FRPSRQHQWV�� ZKLFK�

FRQWULEXWH�WR�LWV�XVHIXOQHVV�DQG�HQVXUH�WKDW�LW�PHHWV�RU�

H[FHHGV�WKH�H[SHFWDWLRQV�RI�FRQVXPHUV�RU�FXVWRPHUV��

Consumers’ pleasure with product quality can bolster 
WKHLU� IDLWK� LQ�D�EUDQG�E\�PHHWLQJ� WKHLU� H[SHFWDWLRQV�

(Wijaya, 2011). The unique characteristics of 
LWV� SURGXFWV� HQKDQFH� LWV� FRPSHWLWLYH� DGYDQWDJH�

compared to its competitors. Prior to making a 
purchase, consumers assess the quality of a product. 
Prasetya and Sianturi (2019) found that customer 
trust is impacted by the perception of quality. Product 
excellence is demonstrated by quality, which in turn 
inspires consumer con񿿿dence. Walter et al. (2003) 
suggest that 񿿿rms might increase consumer trust by 
o�ering positive experiences that showcase integrity, 
expertise, and honesty. According to Walter et al. 
(2003), when consumers use a high-quality product 
IURP� D� EUDQG�� WKH\� DUH� PRUH� LQFOLQHG� WR� WUXVW� WKDW�

brand. Based on our previous analysis, we have made 
WKH�IROORZLQJ�GHGXFWLRQ�

+\SRWKHVLV����3HUFHLYHG�TXDOLW\�KDV�D�326,7,9(�

UHODWLRQVKLS�ZLWK�EUDQG�WUXVW�

2.4. The Moderating E�ect of Age on the Relationship 
EHWZHHQ�%UDQG�3HUVRQDOLW\�DQG�%UDQG�7UXVW

3KDQ�'LQK�0DQK�DQG�7UDQ�7KL�+X\QK�/H
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$FFRUGLQJ� WR� WKH� LQLWLDO� FRQFHSW� RI� EUDQG�

SHUVRQDOLW\�� LQGLYLGXDOV� EXLOG� D� FRQQHFWLRQ� ZLWK� D�

brand and express their uniqueness by perceiving the 
FRPSDQ\¶V� SURGXFWV� DV� DQ� H[WHQVLRQ� RI� WKHPVHOYHV�

(Azoulay & Kapferer, 2003). According to Sung 
and Kim (2010), emotional connections and 
symbolic value are both bene񿿿cial for establishing 
DQG� VXVWDLQLQJ� PHDQLQJIXO� UHODWLRQVKLSV� EHWZHHQ�

FRQVXPHUV� DQG� EUDQGV�� 7KH� SHUVRQDOLW\� RI� D� EUDQG�

VHUYHV� DV� D� V\PERO� RU� UHSUHVHQWDWLRQ� RI� RQHVHOI��

+RZHYHU�� FHUWDLQ� DVSHFWV� RI� 9LHWQDPHVH� FXOWXUH��

such as the literature review, require a more thorough 
understanding. Unlike younger generations, elder 
JHQHUDWLRQV�GHPRQVWUDWH�D�KLJKHU�LQFOLQDWLRQ�WRZDUGV�

pragmatism, strategic thinking, and a consistent 
viewpoint. In this particular case, the brand 
personality appears to be characterized by candid 
DQG�XQDGXOWHUDWHG�HPRWLRQV�WKDW�SUHYLRXV�JHQHUDWLRQV�

overlooked when evaluating the trustworthiness of a 
company. Based on the prior research, the hypothesis 
FDQ�EH�FRQFOXGHG�LQ�WKH�IROORZLQJ�PDQQHU�

+\SRWKHVLV� ���$JH�1(*$7,9(/<�PRGHUDWHV� WKH�

UHODWLRQVKLS� EHWZHHQ� EUDQG� SHUVRQDOLW\� DQG� EUDQG�

WUXVW�

2.5. The Moderating E�ect of Age on the Relationship 
between Brand Identi񿿿cation and Brand Trust

The study conducted by Marticotte et al. (2016) 
GHPRQVWUDWHV� D� VWURQJ� SRVLWLYH� DVVRFLDWLRQ� EHWZHHQ�

FRQVXPHUV¶�SRVLWLYH�EUDQG�YLHZV�DQG�WKHLU�GHJUHH�RI�

brand identi񿿿cation. According to the social identity 
theory, “solid brand identi񿿿cation” refers to the extent 
WR�ZKLFK�WKH�LGHQWLWLHV�RI�D�EUDQG�DQG�LWV�FRQVXPHUV�DUH�

FRPSDUDEOH��0DQ\�SHRSOH�GHOLEHUDWHO\�VHOHFW�EUDQGV�

in order to showcase their uniqueness and garner 
attention from others. According to Kim et al. (2001), 
WKH� GHJUHH� RI� EUDQG� IDPLOLDULW\� LPSDFWV� KRZ�PXFK�

D� FHUWDLQ� LGHQWLW\� LV� UHSUHVHQWHG� DQG� VWUHQJWKHQHG��

$FFRUGLQJ� WR� SULRU� VWXG\� DQG� REVHUYDWLRQV� RI�

9LHWQDPHVH� FXOWXUH�� LW� FDQ� EH� LQIHUUHG� WKDW� ROGHU�

generations have less interest in visually striking or 
YLUWXDO�SLFWXUHV��5DWKHU�WKDQ�DVVRFLDWLQJ�WKHLU�LGHQWLW\�

with the brand, people make purchase and utilization 
GHFLVLRQV� EDVHG� RQ� WKHLU� SUHYLRXV� LQWHUDFWLRQV�ZLWK�

the organization. In contrast, younger generations 
DSSHDU�WR�SODFH�JUHDWHU�LPSRUWDQFH�RQ�WKH�GLVWLQFWLYH�

FKDUDFWHULVWLFV� DQG� SHUVRQDOLWLHV� RI� WKH� EUDQG� LQ�

RUGHU�WR�UHLQIRUFH�WKHLU�FRQQHFWLRQ��$V�D�UHVXOW��ROGHU�

generations will avoid using brand identi񿿿cation 

methods to evaluate the trustworthiness of a speci񿿿c 
brand. Based on the past research, the hypothesis can 
EH�LQIHUUHG�ZLWK�WKH�IROORZLQJ�FRQFOXVLRQV�

+\SRWKHVLV� ���$JH�1(*$7,9(/<�PRGHUDWHV� WKH�

relationship between brand identi񿿿cation and brand 
WUXVW�

2.6. The Moderating E�ect of Age on the Relationship 
EHWZHHQ�3HUFHLYHG�4XDOLW\�DQG�%UDQG�7UXVW

$JH�UHODWHG� DOWHUDWLRQV� LQ� FRQVXPHU� EHKDYLRU�

FDQ� EH� DVFULEHG� WR� SK\VLRORJLFDO� DQG� SV\FKRORJLFDO�

DJLQJ�SURFHVVHV��DORQJ�ZLWK�WKH�DFFXPXODWLRQ�RI�OLIH�

experiences (Moschis, 1994). According to Darley 
and Smith (1995), as customers get older, they gain 
H[SHULHQFH��EHFRPH�PRUH�IDPLOLDU�ZLWK��DQG�KDYH�D�

GHHSHU� XQGHUVWDQGLQJ� RI� WKH� SURGXFWV� DQG� VHUYLFHV�

they use and consume. According to O’Neill and 
Palmer (2003), having previous experience increases 
the likelihood that an individual’s expectations 
DQG� YLHZSRLQWV� UHJDUGLQJ� D� VHUYLFH� FRQWDFW� ZLOO�

become more demanding. On the other hand, buyers 
who have little knowledge may 񿿿nd it di𿿿cult to 
GLVWLQJXLVK� EHWZHHQ� LPSRUWDQW� IHDWXUHV� �*DQHVDQ�

Lim et al., 2008). The Vietnamese culture has been 
GHWHUPLQHG�WR�EH�SUDJPDWLF�DQG�IRFXVHG�RQ�ORQJ�WHUP�

JRDOV�� SDUWLFXODUO\� DPRQJ� WKH� FRXQWU\¶V� IRXQGLQJ�

generations. These folks prioritize the e�ectiveness of 
LWHPV�DQG�VHUYLFHV�RYHU�WKHLU�YLVXDO�DWWUDFWLYHQHVV�RU�

WKH�HPRWLRQDO�LPSDFW�FRQYH\HG�WKURXJK�DGYHUWLVLQJ��

One can get the following conclusion from the 
SUHYLRXVO\�VWDWHG�DQDO\VLV�

+\SRWKHVLV� ��� $JH� 326,7,9(/<� PRGHUDWHV� WKH�

UHODWLRQVKLS� EHWZHHQ� SHUFHLYHG� TXDOLW\� DQG� EUDQG�

WUXVW�

���'DWD�FROOHFWLRQ�DQG�DQDO\WLFDO�PHWKRGRORJ\

�����'DWD�FROOHFWLRQ�DQG�DQDO\VLV

�������3RSXODWLRQ�DQG�VDPSOLQJ

Based on the research criteria, the collaborators 
XVHG� D� VLPSOH� UDQGRP� VDPSOH�� 7R� PDLQWDLQ� WKH�

UHOLDELOLW\�RI�WKH�FRPSRQHQWV�DQG�YHULI\�WKDW�WKH�VXUYH\�

was only completed by competent and knowledgeable 
individuals, a 񿿿rst screening question was included 
LQ� WKH� VWXG\�� 7KH� VHOHFWLRQ� RI� RXU� VDPSOHV� LV� GRQH�

LQ� D� FRPSOHWHO\� UDQGRP�PDQQHU��$� VLPSOH� UDQGRP�

VDPSOH�LV�D�VDPSOLQJ�PHWKRG�ZKHUH�HYHU\�XQLW�LQ�WKH�

3KDQ�'LQK�0DQK�DQG�7UDQ�7KL�+X\QK�/H
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population has an equal chance of being selected, as 
described by Singh et al. (1996). This generates a basic 
UDQGRP�VDPSOH��6LPSOH�UDQGRP�VDPSOLQJ�JXDUDQWHHV�

WKDW� HYHU\� XQLW� LQ� WKH� SRSXODWLRQ� KDV� DQ� LGHQWLFDO�

probability of being chosen as a sample. I shared my 
FRQWDFW� LQIRUPDWLRQ� WR�IDFLOLWDWH�FRPPXQLFDWLRQ�ZLWK�

SDUWLFLSDQWV� RQ� DQ\� VWXG\�UHODWHG� FRQFHUQV�� 6XUYH\�

SDUWLFLSDQWV� KDYH� WKH� RSSRUWXQLW\� WR� GLVFRQWLQXH�

WKHLU� SDUWLFLSDWLRQ� LQ� WKH� SROO� DW� DQ\� JLYHQ� PRPHQW��

Participants have the option to exclude inquiries that 
WKH\�GHHPHG�XQSOHDVDQW�RU�XQFRPIRUWDEOH�WR�DQVZHU��

Before submitting, participants are given the choice to 
UHYLHZ�DQG�PRGLI\�WKHLU�DQVZHUV��

�������0HWKRGV�HPSOR\HG�IRU�GDWD�FROOHFWLQJ�

6DPSOLQJ� LV� WKH� PHWKRG� RI� FKRRVLQJ� D� VPDOOHU�

group from a larger population to accurately re򯿿ect the 
WRWDO�SRSXODWLRQ�RU� WR� JDLQ� XQGHUVWDQGLQJ� RI� EURDGHU�

social processes that go beyond the speci񿿿c cases, 
LQGLYLGXDOV��RU�ORFDWLRQV�EHLQJ�VWXGLHG��7KH�SUREDELOLW\�

RI� UHFHLYLQJ� D� VDPSOH� LV� FDOFXODWHG� XVLQJ� HLWKHU�

random or likelihood sampling methods (Strauss & 
Corbin, 1990). The process of collecting data has been 
improved in survey research (Weigold et al., 2013). 
Thanks to rapid technical progress and a�ordable 
SHUVRQDO� FRPSXWHUV�� FRQGXFWLQJ� LQWHUQHW� VXUYH\V� KDV�

become viable (Weigold et al., 2013). The proliferation 
RI�RQOLQH�VXUYH\V�KDV�EHHQ�GULYHQ�E\�DFDGHPLFV¶�QHHG�

to obtain audience data in a cost-e𿿿cient manner 
(Vaske, 2011). Online surveys o�er rapidity, ease, 
cost-e�ectiveness, and convenience. Limitations 
of the study are the lack of a sample frame and the 
widespread use of 񿿿lters in most email applications. 
These 񿿿lters categorize unsolicited messages as spam, 
grayscale, or blacklist them (Sue & Ritter, 2012). The 
XVH� RI� RQOLQH� VXUYH\V�PD\� OHDG� WR� D� SUROLIHUDWLRQ� RI�

email questionnaires due to the bene񿿿ts they o�er (Sue 
& Ritter, 2012). 

In order to collect information on consumer behavior 
WRZDUG� PRELOH� GHYLFHV�� VXFK� DV� ODSWRSV�� PRELOH�

handsets, and tablets, the questionnaire was distributed 
to respondents in Vietnam from 2019 via Facebook, 
HPDLOV� DQG�RWKHU� WRROV��7KH�FRXQWU\�RI�9LHWQDP�ZDV�

picked because it 񿿿ts well with our framework, is 
FRPPLWWHG� WR� GLJLWDO� WUDQVIRUPDWLRQ�� SHUIRUPV� EHWWHU�

than most developing countries (including Indonesia 
DQG�VLPLODU�FRXQWULHV���DQG�KDV�WKH�SRWHQWLDO�WR�GHYHORS�

into a highly developed country. We collected 228 
cases, of which 175 cases were used. 

�������,QYHVWLJDWLRQ�WHFKQLTXHV�

7KH�UHVHDUFK�PRGHO�LV�HYDOXDWHG�XVLQJ�WKH�SDUWLDO�

least squares (PLS) method. Component-based 
structural equation modeling, often known as PLS 
(Partial Least Squares), allows for the analytical 
PRGHOLQJ�RI�ODWHQW�YDULDEOH�SDWKZD\V��7KLV�DSSURDFK�

was 񿿿rst introduced by Wold in 1982 and has been 
further developed by Chin et al. in 2003 and Qureshi 
DQG� &RPSHDX� LQ� ������ 7KH� LQYHVWLJDWLRQ� LQ� RXU�

study utilized Partial Least Squares (PLS), which 
LV� D� VWDWLVWLFDOO\� UREXVW� DSSURDFK� IRU� H[DPLQLQJ�

hypotheses (Joreskog & Wold, 1982). The signi񿿿cance 
of the path was determined by conducting 500 re-
samples and utilizing bootstrap statistics (Lohmoller, 
1982; Chin, 2010). The product indicator technique, 
initially formulated by Kenny and Judd in 1984, 
was included into PLS by Chin et al. (2003) to 
investigate moderating interactions. By multiplying 
WKH�LQGLFDWRUV�RI�SUHGLFWRU�DQG�PRGHUDWRU�FRQVWUXFWV��

interaction terms were created. Before performing 
PXOWLSOLFDWLRQ�� WKH� YDOXHV� RI� HDFK� SUHGLFWRU� DQG�

PRGHUDWRU� LQGLFDWRU�DUH�DGMXVWHG� WR�KDYH�D�PHDQ�RI�

zero. As stated by Hair et al. (2019), PLS-SEM: 
7KH�JRDO�RI�WKH�DQDO\VLV�LV�WR�SUHGLFW�D�FRQFHSWXDO�

framework. It is recommended to consider complex 
VWUXFWXUDO�PRGHOV�WKDW�FRQVLVW�RI�PXOWLSOH�FRPSRQHQWV��

LQGLFDWRUV��DQG�UHODWLRQVKLSV��7KH�DLP�RI�WKLV�SURMHFW�

LV� WR� HQKDQFH� XQGHUVWDQGLQJ� RI� FRPSOH[LW\� E\�

HODERUDWLQJ�RQ�FXUUHQW�FRQFHSWV�WKURXJK�H[SORUDWRU\�

UHVHDUFK��7KH�SDWK�PRGHO�PD\�FRQVLVW�RI�RQH�RU�PRUH�

FRQVWUXFWV� WKDW� KDYH� EHHQ� HYDOXDWHG� LQ� D� IRUPDWLYH�

manner. PLS-SEM is particularly e�ective in doing 
EXVLQHVV�WR�EXVLQHVV�UHVHDUFK�WKDW�LQYROYHV�H[WHQVLYH�

sample sizes and small populations. Minimum 
sample size issues are crucial in PLS-SEM. The 
PLS-SEM methodology utilizes the ‘10-times rule’ 
approach, which states that the minimum sample size 
VKRXOG�EH�WHQ�WLPHV�JUHDWHU�WKDQ�WKH�KLJKHVW�QXPEHU�

RI� PHDQLQJIXO� LQQHU� RU� RXWHU� PRGHO� DVVRFLDWLRQV�

DVVRFLDWHG� ZLWK� DQ\� ODWHQW� YDULDEOH� LQ� WKH� PRGHO�

(Hair et al., 2011). In order to run a model with 
six hypotheses, we need sixty cases. We meet the 
requirements by inputting 175 cases, tripling the 
PLQLPXP�QXPEHU�

�����0HDVXUHPHQW�6FDOHV

�������%UDQG�3HUVRQDOLW\��3(56�
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We adapted the items developed by Jennifer Aaker 
(1997), who identi񿿿ed 񿿿ve dimensions: sincerity 
(SINC), excitement (EXCI), competence (COMP), 
sophistication (SOPH), and ruggedness, including 
񿿿fteen ‘facets.’ For the case of the culture of Vietnam, 
ZH�UHPRYHG�WKH�VXE�FRQVWUXFW�RI�UXJJHGQHVV�IURP�WKH�

survey. Responses followed a 񿿿ve-point Likert-scale 
format (1 = Strongly disagree, 7 = Strongly agree).

3.2.2. Brand Identi񿿿cation (IDEN)

We used the six-item scales of brand identi񿿿cation 
(IDEN) developed by Mael and Ashforth (1992). 
Responses followed a 񿿿ve-point Likert-scale format 
(1 = Strongly disagree, 7 = Strongly agree).

�������3HUFHLYHG�4XDOLW\�RI�3URGXFWV��48$/�

We adapted to the items developed by Garvin 
(1987). He proposed a well-known framework 
for thinking about product quality based on eight 
GLPHQVLRQV��SHUIRUPDQFH��3(5���IHDWXUHV��UHOLDELOLW\�

(RELI), conformance (CONF), durability (DURA), 
VHUYLFHDELOLW\� �6(59��� DHVWKHWLFV� �$(67��� DQG�

perceived quality. For the case of our research, due 
WR� WKH� JHQHUDO� PHDQLQJV� RI� WKH� VXE�FRQVWUXFW� RI�

perceived quality and the similar characteristics of 
WKH�VXE�FRQVWUXFW�RI�IHDWXUHV�WR�WKH�VXE�FRQVWUXFW�RI�

SHUIRUPDQFH��ZH�UHPRYHG� WKHVH� WZR�VXE�FRQVWUXFWV�

from the survey. Responses followed a 񿿿ve-point 
Likert-scale format (1 = Strongly disagree, 7 = 
6WURQJO\�DJUHH��

�������%UDQG�7UXVW��75867�

)RU� PHDVXULQJ� WKH� FRQFHSW� RI� WUXVW� WRZDUGV� WKH�

brand, four items were taken. The scale by Gurviez 
and Korchia (2003) and Sirgy et al. (1997) was used 
and adapted for our survey. These question items are: 
The products of this brand make me feel safe; I trust 
the quality of the products of this brand; I think that 
this brand is always looking to improve its products 
to better satisfy the consumer needs; and I like this 
EUDQG�PRUH� WKDQ� RWKHU� EUDQGV� LQ� WKH� VDPH� SURGXFW�

category. Responses followed a 񿿿ve-point Likert-
scale format (1 = Strongly disagree, 7 = Strongly 
DJUHH��

���0HDVXUHPHQW�PRGHO

�����7KH�)LUVW�RUGHU�$QDO\VLV

$W�HDFK� OHYHO�RI� VFDOH�FUHDWLRQ�� WKH�GLVFULPLQDQW�

DQG�FRQYHUJHQW�YDOLGLW\�RI�HDFK�ODWHQW�YDULDEOH�PXVW�

be evaluated. An item is considered to have su𿿿cient 
convergent validity if it analyzes a latent idea for 
which it was constructed. In order to assess the 
FRQYHUJHQW�YDOLGLW\�RI�WKH�LWHPV�LQ�WKLV�VWXG\��IDFWRU�

loadings were used. Items with high loading (> 0.5) 
RQ�WKHLU�SDUHQW�LGHD�DQG�OLWWOH�FURVV�ORDGLQJ�RQ�RWKHU�

components, according to Hair et al. (2010), had good 
FRQYHUJHQW� YDOLGLW\��$OO� LWHPV� KDYH� IDFWRU� ORDGLQJV�

above 0.5, which is the bare minimum needed for 
high convergent validity, as seen in Table 1.

Additionally, Table 1 demonstrates that 
&URQEDFK¶V� DOSKD� LV� KLJKHU� WKDQ� WKH� WKUHVKROG� RI�

0.6 for all structures. Schumacker and Lomax 
(2010) recommend that factor loadings be evaluated 
for statistical signi񿿿cance (p-values of 0.05), as 
WKH� S�YDOXHV� DUH� XVHG� DV� YDOLGDWLRQ� SDUDPHWHUV� LQ�

con񿿿rmatory factor analysis. Table 1 demonstrates 
WKDW� DOO� VXEFRQVWUXFWV� KDYH� D� S�YDOXH� OHVV� WKDQ�

�������7KH�GLVFULPLQDQW�YDOLGLW\�RI�D�FRQVWUXFW�ZDV�

examined using AVE. Fornell and Larcker (1981) 
de񿿿ned discriminant validity as the square root of 
the AVE of each question item being larger than 
its correlations with other question items. The 
analysis of the 񿿿rst-order factor structure in Table 2 
demonstrated that this requirement was satis񿿿ed.

�����7KH�6HFRQG�RUGHU�$QDO\VLV

$FFRUGLQJ�WR�+DLU�HW�DO���D�KLJKHU�RUGHU�FRQVWUXFW�

RXJKW� WR� EH� DVVHVVHG� VLPLODUO\� WR� D� ORZHU�RUGHU�

construct (2006). As a result, while evaluating the 
VHFRQG�RUGHU� FRQVWUXFW� DQG� WKH� WKHRUHWLFDO� VWXG\��

VWDWLVWLFDO� YDOLGDWLRQV� IRU� YDOLGLW\� DQG� UHOLDELOLW\� DW�

the 񿿿rst-order level are equally important. Sincerity, 
enthusiasm, skill, and sophistication consequently 
emerge as brand personality markers. The factor 
VFRUHV� RI� VLQFHULW\�� HQWKXVLDVP�� FRPSHWHQFH�� DQG�

VRSKLVWLFDWLRQ�SURGXFHG�E\�6PDUW3/6�ZHUH�XVHG�WR�

EXLOG�EUDQG�SHUVRQDOLW\�LQGLFDWRUV��7KH�UHVXOWV��7DEOH�

3) reveal that brand identi񿿿cation showed signi񿿿cant 
ORDGLQJV� DVVRFLDWHG� ZLWK� KRQHVW\�� H[FLWHPHQW��

competence, and sophistication (above 0.5, p 
0.001). With a Cronbach’s alpha of 0.921, brand 
personality reliability was demonstrated. In Table 4, 
the square root of AVE, which was larger than the 
PD[LPXP�VKDUHG� YDULDQFH�DPRQJ� WKH� FRPSRQHQWV��

3KDQ�'LQK�0DQK�DQG�7UDQ�7KL�+X\QK�/H
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Items )DFWRU�

/RDGLQJV
W�VWDWLVWLFV S�YDOXHV

&URQEDFK¶V�

$OSKD

AEST1 ����� 21.926 �����

0.875$(67� 0.919 16.016 �����

AEST3 0.834 23.446 �����

COMP1 0.872 27.650 �����

0.860COMP2 0.881 22.758 �����

COMP3 0.898 24.867 �����

CONF1 0.893 20.417 �����
�����

CONF2 0.925 16.584 �����

DURA1 0.867 17.069 �����
0.735

'85$� ����� 14.443 �����

EXCI1 0.850 22.520 �����

0.893
EXCI2 0.868 22.302 �����

EXCI3 ����� 25.593 �����

EXCI4 0.842 22.895 �����

IDEN1 ����� 10.282 �����

0.898

IDEN2 0.851 17.042 �����

IDEN3 0.877 16.626 �����

IDEN4 0.892 18.730 �����

IDEN5 0.793 14.547 �����

6XEFRQ�

VWUXFWV
$(67 $*( IDEN 75867 COMP CONF '85$ EXCI 3(5 RELI 6(59 SINC SOPH

$(67 0.895 

$*( (0.194) 1.000 

IDEN 0.523 (0.193) 0.843 

75867 0.566 (0.093) 0.679 0.845 

COMP 0.539 (0.083) 0.576 0.608 0.884 

CONF 0.573 (0.134) 0.463 0.528 0.530 ������

'85$ 0.567 (0.128) 0.346 0.385 0.399 0.435 0.888 

EXCI 0.611 (0.155) 0.639 0.553 0.796 0.544 0.443 0.871 

3(5 0.625 (0.246) 0.554 0.563 0.460 0.628 0.423 0.468 0.726 

RELI 0.464 (0.206) 0.302 0.377 0.365 0.525 0.523 0.385 0.443 0.892 

6(59 0.562 ������� 0.481 0.441 0.340 0.438 0.451 0.431 0.568 ������ 0.901 

SINC 0.639 (0.180) 0.585 0.522 0.748 0.540 0.484 ������ 0.516 0.419 0.529 0.881 

SOPH 0.475 (0.085) 0.639 0.585 0.762 0.446 0.374 0.730 ������ ������ 0.354 0.651 ������

Table 1. The 񿿿rst-order factor analysis 
DQG�&URQEDFK¶V�$OSKD

PER1 0.606 7.182 �����

0.870

3(5� 0.730 8.948 �����

PER3 0.828 14.503 �����

3(5� 0.753 10.494 �����

PER5 ����� 9.174 �����

PER6 ����� 9.016 �����

3(5� 0.771 10.276 �����

PER8 0.614 10.138 �����

RELI1 0.868 15.088 �����

0.871RELI2 ����� ������ �����

RELI3 0.887 18.908 �����

SERV1 0.885 20.687 �����
0.769

6(59� 0.916 15.294 �����

SINC1 0.862 23.391 �����

�����
SINC2 0.849 16.069 �����

SINC3 ����� 18.464 �����

SINC4 0.890 18.239 �����

SOPH1 ����� 15.345 �����
0.791

SOPH2 0.893 20.562 �����

TRUST1 0.825 11.521 �����

0.866
75867� 0.869 18.856 �����

TRUST3 0.820 16.265 �����

75867� 0.866 14.810 �����

$*( 1.000

Table 2. The 񿿿rst-order discriminant validity test
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'HSHQGHQW�9DULDEOH R Square R Square Adjusted

BRAND TRUST 0.586 0.568

7DEOH����7KH�VHFRQG�RUGHU�IDFWRU�DQDO\VLV�

DQG�&URQEDFK¶V�$OSKD

7DEOH����7KH�VHFRQG�RUGHU�GLVFULPLQDQW�YDOLGLW\�WHVW

7DEOH����)LWQHVV�RI�WKH�PRGHO

Items )DFWRU�

/RDGLQJV
W�VWDWLVWLFV S�YDOXH

&URQEDFK¶V�

$OSKD

$*(

COMP ����� 61.408 �����

0.921
EXCI 0.916 ������ �����

SINC 0.876 34.949 �����

SOPH 0.879 34.364 �����

$(67 0.838 26.830 �����

0.862

CONF ����� 20.948 �����

'85$ ����� ����� �����

3(5 0.823 20.897 �����

RELI 0.703 10.902 �����

6(59 ����� 14.685 �����

IDEN1 ����� 20.734 �����

0.898

IDEN2 0.851 24.607 �����

IDEN3 0.877 31.808 �����

IDEN4 0.892 46.644 �����

IDEN5 0.793 21.663 �����

TRUST1 0.825 22.054 �����

0.866
75867� 0.868 25.107 �����

TRUST3 0.820 22.006 �����

75867� 0.866 29.841 �����

Items/
6XE�FRQVWUXFWV

$*( IDEN 3(56 75867 48$/

$*( 1.000

IDEN -0.193 0.843

3(56 -0.137 0.678 0.899

75867 -0.093 0.679 0.632 0.845

48$/ -0.245 0.590 0.673 0.630 �����

IXUWKHU� VXSSRUWV� WKH� GLVFULPLQDQW� YDOLGLW\� RI� EUDQG�

SHUVRQDOLW\�

As indices of perceived quality, performance, 
GHSHQGDELOLW\�� FRPSOLDQFH�� GXUDELOLW\�� XVDELOLW\��

and aesthetics are used. Utilizing SmartPLS factor 
VFRUHV� IRU�SHUIRUPDQFH��GHSHQGDELOLW\�� FRPSOLDQFH��

GXUDELOLW\�� VHUYLFHDELOLW\�� DQG� DHVWKHWLFV�� LQGLFDWRUV�

for perceived quality were developed. The results 
(Table 3) demonstrate that perceived quality was 
signi񿿿cantly in򯿿uenced by performance, reliability, 
FRPSOLDQFH�� GXUDELOLW\�� XVDELOLW\�� DQG� DHVWKHWLFV�

(above 0.5, p 0.001). With a Cronbach’s alpha 
of 0.862, the reliability of perceived quality was 
veri񿿿ed. As shown in Table 4, the square root of 
$9(��ZKLFK� ZDV� ODUJHU� WKDQ� WKH� PD[LPXP� VKDUHG�

YDULDQFH� DPRQJ� WKH� FRPSRQHQWV�� IXUWKHU� VXSSRUWV�

the discriminant validity of perceived quality. 

�����$QDO\WLFDO�7HFKQLTXHV

PLS-SEM, a component-based structural equation 
modeling technique that permits route analytical 
PRGHOLQJ�ZLWK�ODWHQW�YDULDEOHV��ZDV�XVHG�WR�WHVW�WKH�

research model (Chin et al., 2003). Jöreskog and Wold 
(1982) recommend PLS for theory research, which is 
exactly what we did in our work. Bootstrap statistics 
with 500 re-samples were used by Lohmöller (1989) 
WR� SURYH� URXWH� LPSRUWDQFH�� $V� UHFRPPHQGHG� E\�

Kenny and Judd (1984) and then implemented in PLS 
E\�&KLQ�HW� DO��� WKH�SURGXFW� LQGLFDWRU� DSSURDFK�ZDV�

used to analyze moderating connections, in which 
LQWHUDFWLRQ�WHUPV�ZHUH�SURGXFHG�E\�PXOWLSO\LQJ�WKH�

LQGLFDWRUV�RI�WKH�SUHGLFWRU�DQG�PRGHUDWRU�FRQVWUXFWV�

(2003).

5. Structural model and 񿿿ndings

Table 5 provides the results of the structural 
model. The model explains 56.8 percent of the 
variance in trust in the brand. Table 6 summarizes 
WKH�UHVXOWV�RI�K\SRWKHVLV�WHVWLQJ��

+��� %UDQG� SHUVRQDOLW\� KDV� D� 326,7,9(�

relationship with brand trust is SUPPORTED with β 
= 0.229, p = 0.023, and a one-tailed test.  

H2: Brand identi񿿿cation has a POSITIVE 
relationship with brand trust is SUPPORTED with β 
= 0.382, p = 0.000, and a one-tailed test.

+��� 3HUFHLYHG� TXDOLW\� KDV� D� 326,7,9(�

UHODWLRQVKLS� ZLWK� EUDQG� WUXVW� DQG� LV� 6833257('�

with β = 0.266, p = 0.002, and a one-tailed test. 
+��� 7KH� K\SRWKHVLV� WKDW� DJH� 1(*$7,9(/<�

PRGHUDWHV�WKH�UHODWLRQVKLS�EHWZHHQ�EUDQG�SHUVRQDOLW\�

and brand trust is SUPPORTED with β = (-0.210), p 
= 0.013, and a one-tailed test. 

+��� 7KH� K\SRWKHVLV� WKDW� DJH� 326,7,9(/<�

PRGHUDWHV� WKH� UHODWLRQVKLS� EHWZHHQ� EUDQG�

identi񿿿cation and brand trust is UNSUPPORTED 

3KDQ�'LQK�0DQK�DQG�7UDQ�7KL�+X\QK�/H
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with p = 0.499 and a one-tailed test.
+��� 7KH� K\SRWKHVLV� WKDW� DJH� 326,7,9(/<�

PRGHUDWHV�WKH�UHODWLRQVKLS�EHWZHHQ�SHUFHLYHG�TXDOLW\�

and brand trust is SUPPORTED with β = 0.158, p 
<0.016, and a one-tailed test.

���7KHRUHWLFDO�FRQWULEXWLRQV

6.1. Con񿿿rmation of the Roles of the Antecedents 
of Brand Trust for the Mobile Gadgets in Vietnam

Our study con񿿿rms the e�ects of brand 
personality, brand identi񿿿cation, and perceived 
quality on brand trust as its initial contribution. 
7KHVH� FRQQHFWLRQV� KDYH� EHHQ� GHPRQVWUDWHG� LQ�

HDUOLHU�UHVHDUFK��EXW�RQO\�LQ�WKH�FRQWH[W�RI�ZHDOWK\�

nations. One of the original studies done in Vietnam 
is ours. It has been established that Vietnam shares 
VRPH� JOREDO� SDWWHUQV� LQ� FRQVXPHU� EHKDYLRU� ZLWK�

RWKHU� FRXQWULHV�� 3DUWLFXODUO\�� EUDQG� SHUVRQDOLW\�

FRQWULEXWHV� WR� FRQVXPHUV¶� DELOLW\� WR� WUXVW� D� EUDQG��

They consider and think about the brand in the same 
ZD\�WKDW�KXPDQV�GR�� DQG�WKH�PRUH�WKH\�GR�VR�� WKH�

PRUH�WKH\�ZLOO�WUXVW�WKH�EUDQG�

$GGLWLRQDOO\��RXU�VWXG\�GHPRQVWUDWHV�KRZ�EUDQG�

identi񿿿cation a�ects consumers’ trust in a company. 
$FFRUGLQJ� WR� DQDO\VLV�� FXVWRPHUV¶� WUXVW� LQ� D� EUDQG�

will increase if they believe it may help them de񿿿ne 
ZKR�WKH\�DUH�DQG�EHFRPH�DVVRFLDWHG�ZLWK�LW��7KRXJK�

WKLV�LV�D�SUHWW\�FRQYHQWLRQDO�QRWLRQ�RI�WKH�DQWHFHGHQWV�

of brand trust, perceived quality seems to be the 
SUDJPDWLF�LQGLFDWLRQ��SDUWLFXODUO\�LQ�WKH�LQVWDQFH�RI�

9LHWQDP��7KH�PRVW�LPSRUWDQW�LQGLFDWRUV�LQ�9LHWQDP�

DUH� SUDFWLFDO� XVDJH� DQG� SULQFLSDO� IXQFWLRQ� MXGJHG�

by perceived quality, especially for the elderly 
generation. As a result, perceived quality will 
increase consumers’ brand con񿿿dence and trust.

����� ,QWURGXFWLRQ� RI� WKH�0RGHUDWLQJ�5ROHV� RI�$JH�

LQ� WKH� 5HODWLRQVKLS� EHWZHHQ� WKH�$QWHFHGHQWV� DQG�

%UDQG�7UXVW

In business and marketing, age is a moderator 
WKDW� KDV� ORQJ� EHHQ� YDOXHG�� +RZHYHU�� LQ� WKLV�

instance, we are among the 񿿿rst researchers to use 
age disparities as modi񿿿ers, enhancing or reducing 
WKH�DVVRFLDWLRQV�EHWZHHQ� WKH�DQWHFHGHQWV�DQG�EUDQG�

WUXVW��3DUWLFXODUO\��\RXQJHU�JHQHUDWLRQV�SODFH�D�KLJKHU�

YDOXH� RQ�EUDQG�SHUVRQDOLW\��ZKLOH�ROGHU�JHQHUDWLRQV�

SODFH� D� ORZHU� YDOXH� RQ� LW�� <RXQJHU� JHQHUDWLRQV�

DSSHDU�WR�EH�VHQVLWLYH�WR�EUDQG�SHUVRQDOLW\�DFFRUGLQJ�

to our survey, just like other new phenomena in the 
GLJLWDO�DJH��<RXQJ�LQGLYLGXDOV�ZDQW�WR�LGHQWLI\�WKHLU�

SHUVRQDOLWLHV� DQG� FRQYH\� WKHP� WR� WKH� ZRUOG�� 7KH\��

WKHUHIRUH�� SUHIHU� WKH� EUDQG� WKDW� ZRXOG� HQDEOH� WKHP�

to market their personality. The older generations, 
RQ� WKH� RWKHU� KDQG�� WHQG� WR� IRFXV�PRUH� RQ� SUDFWLFDO�

concerns like performance, durability, or quality, 
for which they need time to investigate and make 
DFFXUDWH� DVVHVVPHQWV�� 7KHUHIRUH�� ZKHQ� FXVWRPHUV�

FRQVLGHU�WKHLU�IDLWK�LQ�WKH�EUDQG��WKH\�ZLOO�FRQFHQWUDWH�

on the perceived quality. Since all generations exhibit 
WKH� VDPH�FRQVXPSWLRQ� KDELWV�ZKHQ� FRQVLGHULQJ� WKH�

impact of brand identi񿿿cation on brand trust, age does 
not appear to play a signi񿿿cant part in this analysis.

���0DQDJHULDO�LPSOLFDWLRQV

�����,PSOLFDWLRQV�RI�WKH�$QWHFHGHQWV�RI�%UDQG�7UXVW

According to the study’s 񿿿ndings, companies that 
sell mobile devices should run marketing e�orts to 
GHPRQVWUDWH�WKHLU�EUDQG¶V�SHUVRQDOLW\��UHFRJQLWLRQ��DQG�

perceived quality. To enhance the brand personality 
and make the customers recognize the brand as a 
KXPDQ��D�UHODWLYH��RU�D�IULHQG��WKH�FRUSRUDWLRQ�VKRXOG�

+\SRWKHVLV 6LJQV�RI�+\SRWKHVLV Independent Variable Coe𿿿cient S�YDOXHV 'HFLVLRQV

H1 � 3(56 ����� 0.023 6XSSRUWHG

+� � IDEN 0.382 ����� 6XSSRUWHG

H3 � 48$/ 0.266 ����� 6XSSRUWHG

$*( 0.103 0.034

+� � $*(
3(56 (-0.210) 0.013 6XSSRUWHG

H5 � AGE*IDEN ����� ����� 8QVXSSRUWHG

H6 � $*(
48$/ 0.158 0.016 6XSSRUWHG

Table 6. Hypothesis testing of coe𿿿cients
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�� -RXUQDO�RI�'HYHORSPHQW�DQG�,QWHJUDWLRQ��1R������������

humanize the brand through campaigns like music 
FRQFHUWV�ZLWK�UHQRZQHG�SHRSOH��VSRUWV�DFWLYLWLHV��DQG�

the like. In order for customers to associate the brand 
ZLWK� WKHLU� LPDJH� DQG� LGHQWLW\� DQG� KHOS� LW� GHYHORS�

HPRWLRQ�DQG�LQWHUDFWLRQV��WKH\�QHHG�DOVR�WR�DGDSW�WKH�

brand’s message to each customer and market the 
EUDQG¶V�DWWUDFWLYHQHVV��7KLUGO\��WKH�EXVLQHVV�FDQ�DOVR�

bolster consumer perceptions of the brand’s quality 
E\�VKDULQJ� WDOHV� DERXW� WKH� LWHPV¶�GHSHQGDELOLW\� DQG�

longevity on platforms like Facebook and YouTube, 
WR�PHQWLRQ�D�FRXSOH��$ORQJ�ZLWK�WKH�LWHPV�WKHPVHOYHV�

DQG�FOLHQW�VHUYLFHV��WKH�EXVLQHVV�FDQ�DOVR�DGYHUWLVH�WKH�

brand’s quality by providing skilled service, which 
ZLOO� LPSURYH� FXVWRPHUV¶� SHUFHSWLRQV�RI� WKH� EUDQG¶V�

quality.

�����,PSOLFDWLRQV�RI�WKH�0RGHUDWLQJ�5ROHV�RI�$JH

$JH� LV� DQ� LPSRUWDQW� FXVWRPHU� GHPRJUDSKLF� WKDW�

has a big impact on businesses’ marketing operations. 
<RXQJ�FRQVXPHUV�DUH�RQH�RI�WKH�PRVW�GHVLUDEOH�DQG�

developing market segments for companies; despite 
KDYLQJ� ORZ�SXUFKDVLQJ�SRZHU�� WKH\� DUH� HVVHQWLDO� WR�

WKH�VDOH�RI�PDQ\�SURGXFWV��+ZDQJ�	�.DQGDPSXOO\��

2012). Brand managers frequently hold the opinion 
WKDW�\RXQJHU�FRQVXPHUV�DUH�DQ�HDV\� WDUJHW� IRU� WKHLU�

QHZ� DQG� LQQRYDWLYH� EUDQGV� EHFDXVH� WKH\� DUH� OHVV�

likely to hold 񿿿rm opinions about them, which 
GHPRQVWUDWHV� WKHLU�VKDUHG�FRQFHUQ�IRU�EUDQG�OR\DOW\�

DV� WKH\� IDYRU�\RXQJ�� FXWWLQJ�HGJH�EUDQGV�FRPSDUHG�

to older consumers (Hwang & Kandampully, 2012). 
Younger consumer pro񿿿les are much more prevalent 
IRU�QHZ�DQG�JURZLQJ�FRPSDQLHV��ZKLOH�ROGHU�FRQVXPHU�

pro񿿿les are more prevalent for declining brands.
$FFRUGLQJ�WR�WKH�UHVXOWV�RI�RXU�VWXG\��WKH�FRPSDQ\�

should emphasize the personality traits identi񿿿ed in 
WKH�DIRUHPHQWLRQHG�DQDO\VHV�LI� LW�ZDQWV�WR�DSSHDO�WR�

younger customers. In contrast, if the business wants 
WR� DSSHDO� WR� ROGHU� JHQHUDWLRQV�� LW� VKRXOG� SURPRWH�

quality because older clients place great value on it. 
Because age is not a component that can improve or 
weaken the in򯿿uence of brand identity on brand trust, 
they can still utilize brand identi񿿿cation promotion 
techniques to reach both generations.

���&RQFOXVLRQV��OLPLWDWLRQV��DQG�IXWXUH�UHVHDUFK

�����&RQFOXVLRQV

The relationship-marketing literature has identi񿿿ed 

trust as a factor in򯿿uencing customer loyalty (Berry, 
1983). Brand loyalty is positively impacted by brand 
trust, which is a key element in long-term consumer 
UHODWLRQVKLSV�� DFFRUGLQJ� WR� UHFHQW� UHVHDUFK� �6XQJ�HW�

al., 2010). The development of highly valued trade 
FRQQHFWLRQV�VXSSRUWHG�E\�EUDQG�WUXVW�OHDGV�WR�KLJKHU�

levels of brand loyalty (Morgan & Hunt, 1994). 
According to Chaudhuri and Holbrook (2001), brand 
trust has a signi񿿿cant impact on consumer attitudes 
and repurchase loyalty. Our research advances 
knowledge of the factors that in򯿿uence brand trust 
and the moderating e�ect of age.

$V�D� UHVXOW�� LW�KDV�EHHQ�GHPRQVWUDWHG� WKDW�EUDQG�

personality, brand identi񿿿cation, and perceived 
brand quality are the precursors of customer trust 
LQ�D�EUDQG��$JH� LV� DOVR� VXSSRUWHG�DV� WKH� IDFWRU� WKDW�

PRGHUDWHV� WKH� DIRUHPHQWLRQHG� FRUUHODWLRQV� DW� WKH�

VDPH�WLPH��3DUWLFXODUO\�LQ�WKH�LQVWDQFH�RI�9LHWQDP��RXU�

񿿿ndings on these moderating e�ects are among the 
SLRQHHULQJ�GLVFRYHULHV�IURP�DQ�DFDGHPLF�VWDQGSRLQW��

The study’s 񿿿ndings also o�er some suggestions for 
how branding and marketing operations should be 
handled in terms of business management. Based on 
the moderating e�ects for each antecedent, managers 
and business people can use our research’s 񿿿ndings 
to build marketing and branding initiatives and target 
WKH�DSSURSULDWH�DJH�JURXSV�

�����/LPLWDWLRQV

7KH�DQWHFHGHQWV�RI�EUDQG�WUXVW�KDYH�EHHQ�VWXGLHG�LQ�

QXPHURXV�QDWLRQV��DQG�LQ�PRVW�FDVHV��WKH�DQWHFHGHQWV�

of brand trust have a signi񿿿cant in򯿿uence on brand 
WUXVW��$OWKRXJK�LW�DSSHDUV�WR�EH�JHQHULF�DQG�XQLYHUVDO��

RXU�SDSHU�DOVR�GHPRQVWUDWHV�VHYHUDO� OLPLWV�WKDW�PD\�

call for additional research for di�erent countries. 
That is age’s moderating impact. In contrast to 
ZHVWHUQ� FXOWXUH�� +RIVWHGH� FODLPV� WKDW� 9LHWQDPHVH�

FXOWXUH� LV� ORQJ�ODVWLQJ� DQG� FROOHFWLYLVW�� 9LHWQDPHVH�

FRQVXPSWLRQ�PLJKW�EH�VSOLW�LQWR�WZR�JURXSV�DV�D�UHVXOW�

of the new phenomena of globalization and Internet-
based marketing initiatives. The typical viewpoint 
RI� WKH�HOGHU�JHQHUDWLRQV�LV� VLPLODU� WR� WKH�WKHRU\�SXW�

forward by Hofstede (2001). However, the younger 
generations—the Z generations—are the ones most 
impacted by the new globalization and social media 
SHULRG�� 7KXV�� DV� FRPSDUHG� WR� SDVW� JHQHUDWLRQV��

\RXQJHU� JHQHUDWLRQV� DUH� PRUH� RSHQ�PLQGHG� DQG�

RXWJRLQJ��7KXV��WKH\�VKDUH�FKDUDFWHULVWLFV�ZLWK�RWKHU�

\RXQJ� SHRSOH� DURXQG� WKH� ZRUOG�� 7KLV� FUXFLDO� SRLQW�
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��-RXUQDO�RI�'HYHORSPHQW�DQG�,QWHJUDWLRQ��1R������������

QHHGV�WR�EH�FDUHIXOO\�FRQVLGHUHG�ZKHQ�H[WUDSRODWLQJ�

our research’s 񿿿ndings to studies conducted in other 
western countries, where the culture is characterized 
E\�RSHQ�PLQGHGQHVV� DQG� VKRUW�WHUPLVP�� DQG�ZKHUH�

DOO� DJH� JURXSV� PLJKW� KDYH� WKH� VDPH� PRGHUDWLQJ�

e�ects on the relationships between the antecedents 
DQG�EUDQG�WUXVW�

Although the antecedents have a signi񿿿cant impact 
RQ�EUDQG�WUXVW��WKH�VHFRQG�FRQVWUDLQW�LV�UHODWHG�WR�WKH�

FXVWRPHUV¶� JHQXLQH� EUDQG� OR\DOW\� ZKHQ� WKH\� ZDQW�

to repurchase new products. Brand loyalty does not 
always follow brand trust. In order to determine the 
e�ects of brand personality, brand identi񿿿cation, and 
perceived quality on brand loyalty and real intention 
WR�UHSXUFKDVH�WKH�FRPSDQ\¶V�LWHPV��ZH�QHHG�WR�GR�DQ�

DGGLWLRQDO�VWXG\�

�����)XWXUH�5HVHDUFK

7KH� DIRUHPHQWLRQHG� UHVWULFWLRQV� UHFRPPHQG�

WKDW� ZH� FDUU\� RXW� DGGLWLRQDO� VWXGLHV� WR� H[DPLQH�

the moderating e�ects of age variables in other 
FXOWXUHV�� LQFOXGLQJ� ZHVWHUQ� QDWLRQV�� $GGLWLRQDOO\��

ZH�PXVW� GR� UHVHDUFK� LQ�9LHWQDP� RQ� DFWXDO� SURGXFW�

UHSXUFKDVHV�RU�UHIHUUDOV�WR�RWKHU�SHHUV�EDVHG�RQ�EUDQG�

personality, brand identity, and perceived quality as 
WKH� LQGHSHQGHQW� IDFWRUV� �WKH� DFWXDO� UHSXUFKDVH�� RU�

WKH� UHFRPPHQGDWLRQ� LV� WKH� PHDVXUHPHQW� RI� EUDQG�

OR\DOW\��
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