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ABSTRACT 

The objective of this study is to investigate the relationships between brand image (BI), 

brand experience (BE), brand personality (BP), and brand loyalty (BL) of automobile 

local brands in Malaysia and also determining the mediating effect of brand satisfaction 

(BS) and brand trust (BT) on those relationships. This study is embarked on the fact that 

only a few studies have examined how brand image, brand experience, brand 

personality, brand satisfaction, and brand trust contribute towards the emergence of 

brand loyalty. Based on a theoretical consideration, a model was proposed and 17 

hypotheses were formulated. Questionnaires were used to collect data. A total of 330 

usable responses were received from respondents in the northern part of Malaysia, 

(Kedah, Penang, and Perlis). Partial Least Squares Structural Equation Modelling (PLS-

SEM) was employed in the data analysis. The findings reveal significant relationships 

between brand image and brand loyalty, and between brand experience and brand 

loyalty. However, this study does not find any significant relationships between brand 

personality and brand loyalty. This study observes that brand satisfaction mediates both 

the relationships between brand image, brand personality, and brand loyalty. In addition, 

brand trust mediates the relationships between brand personality and brand loyalty.  

However, brand satisfaction does not mediate the relationships between brand 

experience and brand loyalty. No significant mediation is observed of brand trust on the 

relationships between brand image, brand experience, and brand loyalty. The 

significance of this study can be seen in the incorporation of brand satisfaction and 

brand trust as the mediating tools to explain the relationships between brand image, 

brand experience, brand personality, and brand loyalty. The study concludes with a 

discussion on the contributions, limitations as well as suggestions for future research. 

 

Keywords:   brand image, brand experience, brand personality, brand loyalty, 

Malaysian automobile local brands 

 

 

 

 

 

 

 

 

 



iv 

 

ABSTRAK 

 

Objektif penyelidikan ini adalah untuk mengkaji hubungan antara imej jenama (BI), 

pengalaman jenama (BE),  personaliti jenama (BP), dan kesetiaan jenama (BL) bagi 

jenama automobil tempatan di Malaysia dan juga bertujuan untuk menentukan kesan 

pengantara kepuasan jenama (BS) dan kepercayaan jenama (BT) terhadap hubungan 

tersebut. Kajian ini didorong oleh hakikat bahawa hanya terdapat beberapa kajian telah 

meneliti bagaimana imej jenama, pengalaman jenama, personaliti jenama, kepuasan 

jenama, dan kepercayaan jenama boleh mendorong kesetiaan jenama tempatan, dan 

seterusnya menimbulkan kesetiaan jenama. Berdasarkan pertimbangan ke atas teori, satu 

model telah dicadangkan dan sebanyak 17 hipotesis telah digubal. Borang soal selidik 

telah digunakan untuk mengumpul data. Sebanyak 330 maklum balas yang boleh 

digunakan telah diterima daripada responden di bahagian utara Semenanjung Malaysia; 

(Kedah, Pulau Pinang dan Perlis). Partial Least Squares Structural Equation Modeling 

(PLS-SEM) telah digunakan untuk menganalisis data. Dapatan kajian menunjukkan 

bahawa terdapat hubungan yang signifikan antara imej jenama dan kesetiaan jenama, 

dan antara pengalaman jenama dan kesetiaan jenama. Walau bagaimanapun, kajian ini 

tidak menemui hubungan yang signifikan antara personaliti jenama dan kesetiaan 

jenama. Kajian ini mendapati bahawa kepuasan jenama mengantara kedua-dua 

hubungan antara imej jenama, personaliti jenama, dan kesetiaan jenama. Di samping itu, 

kepercayaan jenama didapati menjadi pengantara hubungan antara personaliti jenama 

dan kesetiaan jenama. Akan tetapi, kepuasan jenama tidak didapati menjadi pengantara 

hubungan antara pengalaman jenama dan kesetiaan jenama. Tiada pengantaraan yang 

signifikan juga ditemui bagi kepercayaan jenama terhadap hubungan antara imej 

jenama, pengalaman jenama, dan kesetiaan jenama. Kajian ini menunjukkan peri 

pentingya penggabungan kepuasan jenama dan kepercayaan jenama sebagai alat 

pengantara untuk menerangkan hubungan antara imej jenama, pengalaman jenama, 

personaliti jenama, dan kesetiaan jenama. Kajian ini diakhiri dengan perbincangan 

mengenai sumbangan, kekangan, serta cadangan kajian masa hadapan. 

 

Kata-kata kunci: imej jenama, pengalaman jenama, personaliti jenama, kesetiaan 

jenama, jenama tempatan automobil Malaysia 
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CHAPTER ONE 

INTRODUCTION 

 

1.1 Background of Study  

 

The automobile industry is a world of constant change and improvement, and at this 

point in time, automotive is becoming necessities of life, and also the economic progress 

of certain countries are largely supported by their respective automobile manufacturing 

industry (Ghani, 2012; Rosli, Ariffin, Sapuan, & Sulaiman, 2014). Similarly, Malaysian 

automobile local brands are considered one of the most important industrial sectors. 

Nonetheless, this industry is reported to be facing extraordinary challenges due to global 

competition from foreign brands, and‎the‎constant‎changes‎are‎witnessed‎in‎customers’‎

behaviour (Al-shami, Izaidin, Nurulizwa, & Rashid, 2012). Due to the challenges being 

faced by the automotive industry, in particular, the ones related to liberalization, 

globalization, and increasing competition among the market players, there seems to be a 

need to review the strategic direction and policy for the local automotive sector. This is 

crucial in an effort to maintain the competitiveness of the participants and for them to be 

viable in the long term (Zakuan, Mohd Yusof, & Mohd Shaharoun, 2009). Furthermore, 

Wad and Govindaraju (2011) argued that the Malaysian automotive industries have 

failed in the areas of industrial upgrading and international competitiveness because of 

low technological and marketing capabilities. Also, the Malaysian automobile brands 

are reported to possess inferior quality in reasonable terms (Thanasuta, Patoomsuwan, 

Chaimahawong, & Chiaravutthi, 2009), which are a matter of grave concern.  
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