
www.ijcrt.org                                                               © 2025 IJCRT | Volume 13, Issue 1 January 2025 | ISSN: 2320-2882 

IJCRT2501191 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org b609 
 

Marketing Mix And Brand Personality: The 

Influence Of Brand Loyalty And Brand 

Communication 
 

Andrea Mae B. Allas, Erica Jane O. Alvarado, Zyra Nicole B. Camacho, Charizz R. 

Canales, Princess Edeborah A. Capucao, Red Beatriz L. Galang, Apple Mae I. Magramo, Assoc. Prof. 

Evangeline G. Lim, Assist. Prof. Jemimah A. Velasco, MBA 

College of Business Administration, Polytechnic University of the Philippines Taguig Campus, Taguig City, 

Metro Manila, Philippines 

 

 
Abstract 

 
This research examines how the marketing mix influences brand personality, focusing on the effects of 

brand loyalty and brand communication. A causal-predictive design was used, and data were gathered from 183 

entrepreneurs in Central Bicutan, Taguig City, through a structured questionnaire. The results show a strong 

relationship between the elements of the marketing mix: product, price, place, promotion, people, process, and 

physical evidence and brand loyalty. Each element contributes uniquely to how consumers develop attachments 

to brands, enhancing their overall loyalty. Furthermore, brand loyalty is found to significantly impact brand 

personality, which affects how consumers perceive brands in the marketplace. This perception shapes their 

buying decisions and influences their emotional connection to the brand. The study concludes that aligning 

marketing strategies with brand personality can enhance customer engagement and improve brand performance. 

Recommendations include customizing marketing mixes to build brand loyalty and using effective brand 

communication strategies to strengthen consumer relationships. By implementing tailored marketing strategies, 

businesses can better connect with their target audiences and foster brand advocates. This research provides 

valuable insights for businesses seeking to improve their marketing strategies and for academics interested in 

understanding branding dynamics more deeply. By exploring these connections, the study contributes to a better 

understanding of marketing practices and encourages future research in this field, ultimately aiming to bridge the 

gap between theoretical frameworks and practical applications in marketing. 
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Introduction 

Given the heightened competition in today’s markets, businesses must carefully manage how they 

present their products and services to foster customer loyalty and long-term success. The 7Ps marketing mix 

framework—an extension of the traditional 4Ps to include people, process, and physical evidence—offers a 

comprehensive approach to marketing strategy (Safitri et al., 2023; Tabelessy et al., 2023). By addressing these 

elements, companies can better meet customer needs, stand out in the marketplace, and ultimately achieve their 

business objectives (Mahammad, 2023). The 7Ps are instrumental in shaping customer satisfaction, which leads 

to increased brand loyalty (Bauman, 2023; Olive, 1997). 

Brand personality further enhances the connection between businesses and their customers. As one of an 

organization’s most valuable assets (Abedi & Azma, 2019), a strong brand personality influences consumer 

perceptions, shapes purchasing decisions (Sweiss et al., 2021), and fosters deeper emotional connections 

(Nyamekye et al., 2021). Consumers often identify with brands that reflect their own personalities (Ozer, 2015), 

creating a sense of attachment and loyalty (Teimouri et al., 2016; Goi et al., 2022). 

Brand loyalty, which refers to the recurring purchasing behavior displayed by consumers (Tucker, 1964; 

Kopp, 2023), is driven by emotional connections and trust in a brand’s personality (Marmat, 2023). This sense 

of attachment results in repeat purchases, making brand loyalty a crucial factor for sustained business success 

(Bilgili & Ozkul, 2015). In today's increasingly competitive market, brand loyalty plays a vital role in 

determining a company's success (Atulkar, 2020). 

Moreover, brand communication is essential in developing and sustaining brand loyalty. Effective 

communication between brands and consumers helps reinforce the brand's personality across various channels 

(Lee, 2009; Craig & Craig, 2013), ensuring consistency in messaging (Madhavaram et al., 2005). Through 

consistent brand communication, companies can build a clear and cohesive brand identity that resonates with 

consumers (Tsaur et al., 2021; Švrakić, n.d.), enhancing the likelihood of loyalty and attachment. This consistent 

messaging is a key component of Integrated Marketing Communication (IMC), which synchronizes all 

marketing elements to create greater value for customers (Duffet & Wakeham, 2016) and strengthens brand 

loyalty over time. 

This study bridges the gap in understanding the interconnectedness of these four variables. By examining 

how brand loyalty mediates the relationship between the marketing mix and brand personality, and how brand 

communication moderates these interactions, the research provides valuable insights for businesses aiming to 

foster deeper customer relationships, strengthen brand loyalty, and achieve sustainable growth in a competitive 

landscape. The findings can help organizations fine-tune their strategies and maximize the impact of their 

marketing efforts, ensuring long-term success and customer loyalty. 

 

Marketing Mix 

The marketing mix is a strategic framework that businesses develop and manage to address the needs of 

their target market (Othman et al., 2020). Borden's original model highlighted the integration of various elements 

to achieve business objectives and included twelve components, such as product planning, pricing, branding, 

distribution channels, personal selling, advertising, promotions, packaging, display, servicing, physical handling, 

as well as fact findings and analysis (Akroush & Mamoun, 2010; Borden, 1964, as cited in Kwok et al., 2020). 

McCarthy later popularized the concept with his 4Ps model—product, price, place, and promotion—although 

this approach faced criticism for being production-oriented rather than customer-focused (McCarthy et al., 1979, 

as cited in Išoraitė, 2021; Rafiq & Ahmed, 1995; Popovic, 2006). In response, Booms and Bitner (1981) expanded 

the model to include people, process, and physical evidence, leading to the development of the 7Ps model, which 

provides a more comprehensive framework for analyzing the marketing mix of service products (Loo & Leung, 

2018, as cited in Kwok et al., 2020). Ultimately, the 7Ps model serves as a comprehensive guide that emphasizes 

the importance of considering all elements—product, price, place, promotion, people, process, and physical 

evidence—in contemporary marketing strategies (Goi, 2009; Altay et al., 2021). 
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Brand Loyalty 

Brand loyalty reflects customers' commitment to consistently selecting a specific brand, influenced by 

their positive experiences and perceptions (Emine, 2022). This loyalty signifies an emotional connection that 

fosters steadfast purchasing behavior (Ade et al., 2022), leading to repeat sales and word-of-mouth 

recommendations that lower marketing costs (Meta et al., 2018). Its significance for customer retention and 

long-term profitability highlights its critical role in a company's success (Chauhan, 2023). Recognized as a 

strategic asset, brand loyalty is essential for achieving sustainable competitive advantages and enhancing brand 

equity (Sritharan, 2020). Research by Ekankumo (2023) indicates that marketing mix elements—particularly 

price, distribution, promotion, and product—play a vital role in creating awareness and reinforcing customer 

loyalty. Yuliasih (2021) further identified product as a significant influencer of brand loyalty. Additionally, 

Weldemarim and Ayele (2020) found that all marketing mix factors, except price, notably impacted brand loyalty 

for Belayab Cable plc. Pourdehghan (2015) also established that product and promotion directly influence brand 

loyalty among marketing mix components. Therefore, the researchers hypothesized that: 

H1: Marketing mix positively influenced brand loyalty. 

 
Brand Personality 

Brand personality refers to the human traits associated with a brand, indicating consumer perceptions 

(Robertson et al., 2019). It enables self-expression, as consumers often select brands that reflect their ideal or 

actual personalities (Huber et al., 2018; Japutra et al., 2019; Mandal et al., 2021). Five key dimensions of brand 

personality are: sincerity (honest and friendly), excitement (daring and trendy), competence (reliable and 

intelligent), sophistication (glamorous 

and charming), and ruggedness (strong and outdoorsy). This personality fosters emotional connections between 

brands and consumers, influencing loyalty (Machado et al., 2019; Sander et al., 2021). To cultivate loyalty, 

brands must align their personality with consumer identities and fulfill their desire for belonging (Lalit et al., 

2021). Research indicates that customer experiences can enhance or diminish brand loyalty, impacting overall 

brand perception (Clue, 2019; Hadiza, 2014). However, limited studies explore how brand loyalty affects brand 

personality. This research seeks to fill that gap; hence, the researchers hypothesized that: 

H2: Brand loyalty positively influenced brand personality. 

 
Sriwardani et al. (2021) demonstrated that a comprehensive marketing mix strategy— comprising 

product, price, place, and promotion—significantly impacts client purchasing decisions regarding Wanaartha 

Life Jember products and enhances brand personality. Aghaei et al. (2013) found that an effective marketing mix 

in the services sector, including price, product, promotion, place, physical evidence, process, and people, 

positively influences brand personality dimensions. Porto and Lima (2015) supported the extensive impact of the 

marketing mix on brand development, highlighting the critical role of marketing strategies in shaping brand 

personality and consumer perceptions. Additionally, aligning brand personality with marketing activities, 

particularly promotional efforts, is essential for the success of marketing initiatives, emphasizing the marketing 

mix's direct impact on brand personality and consumer responses (Giroux et al., 2017). The role of promotion 

in shaping brand personality is also evident in its contribution to brand awareness and word-of-mouth, which 

enhances brand image and influences consumers' willingness to pay premium prices. Khasawneh et al. (2024) 

identified that utilizing social media and digital platforms for promotion enhances personal branding, further 

illustrating how promotional activities impact brand personality. Hence, the researchers hypothesized that: 

H3: Marketing mix positively influenced brand personality. 
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Simanjuntak et al. (2020) found that elements of the marketing mix, particularly product, price, process, 

and brand image, significantly impact brand loyalty. Similarly, Amali and Manickkavasakam (2020) emphasized 

that all aspects of the marketing mix—product, price, place, promotion, people, process, and physical evidence—

contribute to building brand loyalty. Ismail (2017) further indicated that social media marketing plays a crucial 

role in enhancing brand loyalty. Given the scarcity of research exploring brand loyalty as a mediator between 

marketing mix and brand personality, this study aims to fill this gap by investigating how brand loyalty mediates 

the relationship between these two variables. Hence, the researchers hypothesized that: 

H4: Brand loyalty mediated the relationship between marketing mix and brand personality. 

 
Brand Communication 

Brand communication is a vital element of brand management that helps businesses inform, convince, 

enlighten, teach, remind, and expand their stakeholders' knowledge of the brand, its strengths, values, 

foundations, and product and service offered (Mathur, 2019). It facilitates interactions between a brand and 

its stakeholders, including customers, employees, suppliers, government, society, and the media (Afriani et al., 

2019). The primary aim is to shape customer perceptions and enhance brand significance (D'Angelo, 2022). 

Consistent communication fosters brand authenticity, which boosts consumer loyalty (Yang and Battocchio, 

2020). Social media has emerged as a cost-effective channel for targeted engagement (Gomez-Rico et al., 2022), 

while promotional elements, including advertising and public relations, are critical for enhancing brand 

awareness (Lazuardi and Satiri, 2022). Additionally, physical evidence supports brand messaging and can 

enhance consumers' intentions to return (Gorda et al., 2023). Overall, effective marketing communication 

significantly influences consumer behavior and drives sales (Purwanto, 2023, as cited in Heleta Švrakić & 

Arslanagić-Kalajdžić, 2023). 

Research shows that brand communication significantly impacts brand personality, particularly its 

competence and sophistication dimensions (Arslanagic-Kalajdzic, 2023). Moreover, advertising processes are 

crucial for shaping brand personality (Balaji & Raghavan, 2009). Studies indicate that brand communication 

influences brand personality in various sectors, including telecommunications, with the help of brand equity. (Ali 

Sha et al., 2022). Given the lack of research on brand communication as a moderator between marketing mix and 

brand personality, this study aims to fill this gap. Therefore, the researchers hypothesized that: 

H5: Brand communication moderated the relationship between marketing mix and brand personality. 

 
The conceptual framework for this study, presented in Figure 1, illustrates the relationships between 

various elements of the marketing mix—price, product, promotion, place, physical evidence, people, and 

process—and brand personality. This framework is designed to examine how the marketing efforts of business 

owners in Central Bicutan, Taguig City, influence the five dimensions of brand personality: sincerity, 

excitement, competence, sophistication, and ruggedness, whether they are offering products or services. 

Additionally, it explores the direct and mediating role of brand loyalty, as well as the moderating effect of brand 

communication, in shaping this relationship. The study aims to provide a comprehensive understanding of how 

these factors interact to influence brand personality, focusing on the dynamics between marketing strategies, 

consumer perceptions, and brand loyalty. 
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Methods 

Participants of the study 

The study focused on business enterprises in the Central Bicutan Area of Taguig, one of the highly 

entrepreneurial areas of the city. The respondents came from a wide array of sectors such as product and service 

industries. 

 

 
 

 
 

Figure 1. Research Paradigm 

 
To determine the appropriate sample size, a Raosoft sample size calculator was used. By applying a 

margin of error of 5% and a confidence rating of 95%. With a total population of 347 registered businesses, the 

recommended sample size was 183 respondents will be statistically significant and valid. 

 

Figure 2. Calculation of sample size using the Raosoft Sample Size Calculator 

 
A purposive sampling is utilized to select entrepreneurs or business owners who are involved in day-to-

day operations and strategic decision-making to ensure that the data collated would be reliable and relevant, 

focusing only on those with firsthand insight and practical expertise. 

The demographic data included the respondent's profile in terms of age, gender, employment status, 

location of business, business operating year, business type (product or service), the size of the business in terms 

of number of employees, and monthly income. 
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Research Instrument 

The study used a survey questionnaire divided into two sections: the respondents' demographic profile 

and the constructs of Marketing Mix, Brand Personality, Brand Loyalty, and Brand Communication. The 

constructs were adopted from established previous studies. The Marketing Mix were from Akroush's (2010) and 

Amofah's (2016) research. Brand Personality was evaluated from Gyambrah and Hammond (2017) and 

Meshesha (2021). Brand Loyalty was assessed from Kim et al. (2007) and Mols (1998). Brand Communication 

was split into internal and external categories, from Kase (2021) and Zehir et al. (2011), respectively. All 

constructs were measured using a five-point Likert scale. 

 
Data Analysis 

The causal-predictive research design was used in this investigation. The study used Partial Least Squares 

(PLS) in Structural Equation Modeling (SEM) to estimate the structural model parameters. PLS-SEM, which 

combines factor analysis and regression, was used to estimate complex cause-effect relationships among latent 

variables, aiming to illustrate the concurrent relationships between different variables (Sarstedt et al., 2021). The 

present study employed mediating analysis to examine the mediating role of brand loyalty between marketing 

mix components (product, price, place, promotion, people, process, physical evidence) and brand personality. 

Furthermore, moderation analysis was utilized to evaluate the influence of brand communication as a moderating 

variable. 

 

 
Results 

The study applied PLS-SEM to explore the relationships between marketing mix, brand personality, 

brand loyalty, and brand communication. As noted by Ab Hamid et al. (2017), analyzing the measurement model 

is crucial in PLS-SEM to assess how well each item's loadings reflect the defined construct. The measurement 

model in this research was evaluated through composite reliability for internal consistency, average variance 

extracted (AVE) and factor loading for convergent validity, and the HTMT correlation ratio for discriminant 

validity. Other scholars like Kock and Lynn (2012) suggest a composite reliability threshold of 0.70, while a 

minimum AVE of 0.50 is recommended (Amora, 2021; Kock & Lynn, 2012). Additionally, factor loadings 

should be at least 0.50, with a p-value under 0.05 (Amora, 2021; Kock, 2014). For discriminant validity, the 

HTMT ratio should be below 0.85, as advised by Roemer et al. (2021) and Vorhees et al. (2016). 

 
Internal Consistency and Convergent Validity 

As the study used PLS-SEM, one of its aims is to identify that the items in each construct used a more 

relaxed measurement methodology (Kock & Lynn, 2012) and displayed internal reliability and consistency. In 

that instance, high composite reliability scores suggest that all scale items consistently assess the same variable. 

In terms of convergent validity, the variables were tested using factor loading, average variance extracted, and 

P-value. 

 

 

 

 

 

 

 

 

 

http://www.ijcrt.org/


www.ijcrt.org                                                               © 2025 IJCRT | Volume 13, Issue 1 January 2025 | ISSN: 2320-2882 

IJCRT2501191 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org b615 
 

Table 4 shows the internal consistency and convergent validity of the constructs under study. Based on 

the results, the constructs' composite reliability scores ranged from 0.871 to 0.961. 

 
Table 1 

Internal Consistency and Convergent Validity 

Construct Item Loading* 

MM: AVE = 0.531; CR = 0.871 
 MM1 0.747 
 MM2 0.603 
 MM3 0.802 
 MM5 0.693 
 MM6 0.714 
 MM7 0.796 

BP: AVE = 0.832; CR = 0.961 
 BP1 0.908 
 BP2 0.889 
 BP3 0.901 
 BP4 0.934 
 BP5 0.927 

BL: AVE = 0.815; CR = 0.957 
 BL1 0.860 
 BL2 0.941 
 BL3 0.921 
 BL4 0.882 
 BL5 0.908 

BC: AVE = 0.576; CR = 0.931 
 BC1 0.821 
 BC2 0.826 
 BC3 0.682 
 BC4 0.821 
 BC5 0.810 
 BC6 0.725 
 BC7 0.726 
 BC8 0.719 
 BC9 0.721 

 

BC10 0.718 

*All factor or indicator loadings are significant at 0.001 (p<0.001). 

 

 
Considering the factor loadings, all items were significant at the 0.001 level. Marketing mix, brand 

personality, brand loyalty, and brand communication all had factor loadings above 0.50 (Amora, 2021; Kock, 

2014), and the resulting factors ranged from 0.603 to 0.941. Meanwhile, the average variance obtained for the 

four constructs ranged from 0.531 to 0.832, which is above the 

0.50 threshold (Amora, 2021; Kock & Lynn, 2012). In conclusion, the measurement model showed convergence 

validity. 

 
Discriminant Validity 

Henseler et al. (2015) describe heterotrait-monotrait ratios as estimates of the relationship between two 

latent variables. In table 5, it shows the ratio values used to test the construct's discriminant validity using the 

HTMT correlation ratio. 
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Table 2 

Discriminant Validity using HTMT Ratios 

 MM BP BL BC 

MM     

BP 0.448    

BL 0.758 0.400   

BC 0.545 0.283 0.338  

MM – Marketing Mix; BP – Brand Personality; BL – Brand Loyalty; BC – Brand Communication 

 

 
In accordance with the findings, the constructs had ratio values ranging from 0.283 to 0.758, all of which 

were lower than the conservative criteria of 0.85 (Roemer et al., 2021; Vorhees et al., 2016). This indicates that the 

measurement model is accepted, and the resultant ratio values show discriminant validity. 

 
Structural Model 

Figure 4 illustrates the structural model of the study, calculated using SmartPLS 4.0 and the PLS-SEM 

method. This method evaluates path coefficients (beta coefficient), collinearity, coefficient of determination 

(R²), effect magnitude, and predictive relevance (Q²). The results show significant and positive beta coefficients 

for the relationships between marketing mix and brand loyalty (β = 0.669) and between brand loyalty and brand 

personality (β = 0.188). However, the relationships between brand communication and brand personality 

(β=0.115, p<0.102) and marketing mix and brand personality (β=0.166) are positive but not significant. 

Additionally, brand loyalty mediates the positive relationship between marketing mix and brand personality (β 

= 0.126, p = 0.050). On the other hand, brand communication, as a moderating variable, negatively affects the 

relationship between marketing mix and brand personality and is not significant (β = -0.112, p<0.32). 

 

 
 

Figure 3. The structural model with parameter estimates 
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Direct and Indirect Effects 

In this table, it presents a detailed analysis of the direct and indirect effects observed in the partial least 

squares structural equation modeling (PLS-SEM) framework, providing insights into the relationships and path 

coefficients observed in the study. The evaluation reveals a significant positive relationship where the marketing 

mix influences brand loyalty (β = 0.660, p < 0.001). The effect size, measured by Cohen’s f², indicates a large 

impact (Cohen’s f² = 0.809), supporting a robust effect of the marketing mix on brand loyalty. Brand loyalty 

demonstrates a positive influence on brand personality (β = 0.188, p = 0.001). Despite a small effect size 

(Cohen’s f² = 0.024), this relationship is statistically significant, supporting the hypothesis that brand loyalty 

contributes, albeit modestly, to shaping brand personality. In contrast to expectations, the direct influence of the 

marketing mix on brand personality is not statistically significant (β = 0.166, p = 0.089). The effect size (Cohen’s 

f² = 0.016) further indicates a small impact, leading to the conclusion that the marketing mix alone does not 

significantly shape brand personality. Brand loyalty acts as a mediator between the marketing mix and brand 

personality, demonstrating a significant indirect effect (β = 0.126, p = 0.050). The effect size is large (Cohen’s 

f² = 0.292), indicating that brand loyalty plays a substantial role in transmitting the influence of the marketing 

mix to brand personality. The moderating effect of brand communication on the relationship between the 

marketing mix and brand personality is negative (β = -0.112, p = 0.092). However, this effect is not statistically 

significant. The effect size, represented by Cohen’s f², is small (Cohen’s f² = 0.018), suggesting a minimal impact 

of brand communication in altering the direct relationship between the marketing mix and brand personality. 

 
Table 3 

Hypothesis Testing – Direct and Indirect Effects 

 

Hypothesis 

Path coefficie 

nt 

 

P 

 

t-ratio 
Effect size 

 

Decision 

Direct Effects      

H1. MM ➔ BL 0.660 p<0.001 9.538 
4 

0.809 Supported 

H2. BL ➔ BP 0.188 p<0.001 1.847 
2 

0.024 Supported 

H3. MM ➔ BP 0.166 P=0.089 5.420 
2 

0.016 Not Supported 

Indirect Effect      

H4. MM ➔ BL 

➔ BP 

0.126 p=0.050  0.292 Supported 

Moderating Effect 

H5. MM ➔ BC 

➔ BP 

 

-0.112 

 

p=0.092 
  

0.018 

 

Not Supported 

MM – Marketing Mix; BP – Brand Personality; BL – Brand Loyalty; BC – Brand Communication 

 

 
Summary of Hypothesis Testing Results 

Table 7 provides key insights into the relationships examined in this study. It was found that a well-

executed marketing mix positively impacts brand loyalty (H1: MM → BL), emphasizing the role of strategic 

marketing in fostering customer loyalty. Additionally, increased brand loyalty positively influences brand 

personality (H2: BL → BP), showing that loyal customers help shape a brand's unique characteristics. However, 

the hypothesis suggesting a direct impact of the marketing mix on brand personality (H3: MM → BP) was not 

supported, indicating that other factors beyond marketing strategies may shape a brand’s identity. The study also 

highlighted an indirect effect, where the marketing mix enhances brand personality through brand loyalty (H5: 
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MM → BL → BP), stressing the importance of strong customer loyalty in reinforcing brand personality. Lastly, 

the moderating effect of brand communication (H6: MM → BC → BP) 

showed no significant impact on the relationship between the marketing mix and brand personality, suggesting 

that while communication is crucial for engagement, it does not alter the fundamental link between marketing 

strategies and brand identity. 

 
Table 4 

Summary of Hypothesis Testing Result 

Hypothesis Decision 

Direct Effects  

H1. MM ➔ BL Supported 

H2. BL ➔ BP Supported 

H3. MM ➔ BP Not Supported 

Indirect Effect  

H4. MM ➔ BL ➔ BP Supported 

Moderating Effect 

H5. MM ➔ BC ➔ BP 

 
Not Supported 

MM – Marketing Mix; BP – Brand Personality; BL – Brand Loyalty; BC – Brand Communication 

 

 
Full Collinearity VIFs, Coefficient of Determination, Predictive Validity 

In this table, the model aims to find and change the method variance by evaluating the VIFs. In table 8, 

it provides the full collinearity VIFs of marketing mix, brand personality, brand loyalty, and brand 

communication, with values equal to or less than 3.3 (Kock, 2015; Kock & Lynn, 2012), which is acceptable. 

Furthermore, the structural model study incorporates the coefficient of determination (R2) and predictive 

validity (Q2), with a 0.20 R2 coefficient value considered weak and irrelevant (Cohen, 1998; Kock, 2015). Stone-

Geisser Q2 coefficients greater than zero show the construct's predictive importance (Geisser, 1974; Kock, 2022; 

Stone, 1977). Table 8 indicates that all constructs met the R2 and Q2 standards. 

 
Table 5 

FCVIF, R2, Q2 

Latent construct FC VIF R2 Q2 

Marketing Mix 2.241   

Brand Personality 1.302 0.208 0.148 

Brand Loyalty 1.824 0.447 0.438 

Brand Communication 1.213   

 

Discussions 

This study highlighted a strong and significant relationship between the marketing mix and brand loyalty, 

and it is well-established in various industries such as mobile phones, beer, multivitamins, construction, 

telecommunications, and medical aesthetics, consistently demonstrating the pivotal role of marketing mix 

components in shaping brand loyalty (Luo et al., 2023; Cao et al., 2018; Simangunsong et al., 2018; Subram et 

al., 2018; Pourdehghan, 2015; Khumnualthong, 2021). The findings of Yuliasih et al. (2021) support the direct 

influence of each marketing mix element on brand loyalty, leading to enhanced consumer behavior and 
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satisfaction. As a result, organizations can leverage these components strategically to boost brand loyalty and 

maintain a competitive edge. In conclusion, the research consistently underscored that the elements of the 

marketing mix—product, price, promotion, place, process, people, and physical evidence— exert significant 

influence on driving customer loyalty. 

The findings of the study further showed that brand loyalty has a direct and positive influence on brand 

personality. These findings are aligned with previous studies, as a higher level of brand loyalty leads to more 

favorable attributions of brand personality (Clue, 2019; Hadiza, 2014). This implied the importance of fostering 

brand loyalty to enhance brand personality image in the eyes of consumers. This study supports the hypothesis 

that brand loyalty positively influences brand personality, despite the limited studies that address the direct 

relationship between brand loyalty and personality. Future researchers utilized this study as a foundational source 

to further investigate and expand on the influence of brand loyalty on brand personality. 

The study also revealed that marketing mix positively influences brand personality but was not significant. 

While it influences brand image and awareness, however, it does not affect consumers’ purchasing decisions, 

which are crucial for having brand personality (Attor et al., 2022; Fajar et al., 2018). Although marketing mix was 

a factor in shaping brand personality—especially product design of bottle and label, design colors, and promotion 

like advertisement—there were still other variables such as the position of the brand in the market, brand name, 

and perceived typical user that must be considered in forming brand personality (Seimiene et al., 2014). On the 

contrary, the marketing mix, including product, price, place, promotion, people, process, and physical evidence, 

showed a positive impact on brand personality (Sriwardani et al., 2021; Aghaei et al., 2013). Additionally, the 

previous studies also highlighted a strong link between marketing mix strategies and brand perception (Wilcox 

et al., 2009; Ajiwinanto et al., 2021; Porto and Lima, 2015; Giroux et al., 2017). However, the contrasting 

findings among these present and previous studies suggested that there might be a positive relationship between 

marketing mix and brand personality, further investigation into other factors should also be considered to 

effectively shape brand personality. 

The findings of the study further showed that brand loyalty as a mediating variable had an indirect effect 

on the marketing mix and brand personality. It implied how a business’ product creation, pricing, distribution, 

and advertising drive customers, which in turn improved perception of the brand's personality attributes. 

Simanjuntak et al. (2020) and Amali and Manickkavasakam (2020) also found that brand loyalty is strongly 

influenced by the marketing mix, including 

product, price, process, and brand image. Moreover, brand loyalty has been used as a mediator between various 

studies on brand satisfaction, brand personality, emotional attachment, and image repurchase (Mabkhot et al., 

2015; Fitriani & Wahyuni, 2017; Chairy et al., 2020). Despite a lack of supporting studies, this study, conducted 

among business owners in Central Bicutan, showed a clear link between the marketing mix employed by 

businesses and customer loyalty, which ultimately contributes to brand personality development. This empirical 

data provided insightful information into the impact of marketing mix on brand loyalty and brand personality. 

Additionally, the study investigated the moderating effect of brand communication on the relationship 

between the marketing mix and brand personality, which was negative but not statistically significant. Balaji 

and Raghavan (2009) showed that brand communication plays a role in engagement and managing perceptions, 

but it does not fundamentally change how marketing strategies influence brand identity. In the previous study 

of Rosenbaum-Elliott et al. (2018), there was a limited role of brand communication in altering the direct effects 

of marketing strategies on brand development. While brand communication is crucial for awareness and 

engagement (Lazuardi & Satiri, 2022), it does not independently shape brand identity, which is primarily 

determined by the correspondence of marketing strategies (Peter & Ruzzier, 2012) and brand values (Farago, 

2022). This study conducted among businesses in Central Bicutan, Taguig City, revealed a nuanced perspective 

of brand communication due to unique strategies employed in this specific market compared to larger, 

established markets. 

 

http://www.ijcrt.org/


www.ijcrt.org                                                               © 2025 IJCRT | Volume 13, Issue 1 January 2025 | ISSN: 2320-2882 

IJCRT2501191 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org b620 
 

 
Management implications and future research directions 

The researchers reached the following conclusions based on the findings. In hypothesis 1, the marketing 

mix significantly influenced the company’s brand loyalty. This indicated that when businesses offered high-

quality products, competitive pricing strategies, efficient distribution channels, effective promotional tactics, 

supported by well-trained staff, streamlined operations, and clear signs of reliability and quality (such as product 

packaging and store ambiance), they built strong customer relationships. This, in turn, led to repeat purchases 

and sustained brand loyalty. In hypothesis 2, the research confirmed that brand loyalty significantly impacted the 

development of brand personality. This meant that the longer customers remained loyal to a company, the more 

they perceived the brand to have desirable personality traits. Meanwhile, hypothesis 3, It was found that the 

marketing mix's influence on brand personality was positive but not significant, suggesting that the marketing 

mix did not consistently lead to the formation of a strong brand personality. In hypothesis 4, the study supported 

that, with the presence of brand loyalty, the marketing mix positively influenced brand personality. This 

emphasized the crucial role of brand loyalty as a mediating factor in shaping consumers' perceptions of a brand's 

personality within marketing efforts. Lastly, in hypothesis 5, it was revealed that brand communication did not 

significantly moderate the relationship between the marketing mix and brand personality. This suggested that 

within the scope of the study, brand communication strategies did not have a notable effect on how the marketing 

mix influenced brand personality. 

To address the study's limitations and offer further recommendations, expanding the geographical scope 

beyond a single barangay or community to include diverse demographic and market contexts will be crucial. 

Instead of focusing on just one barangay, as the original researchers did, future studies should broaden the analysis 

to encompass additional barangays within the city or examine other cities outside of Taguig. A sample size from 

three to five cities, with a specific number of respondents from each, will provide a more comprehensive view of 

the generalizability of the findings. By analyzing variations across different regions, industries, and consumer 

demographics, researchers can better evaluate the robustness and applicability of the conclusions in various 

business environments. 

Additionally, it will be advantageous to include well-known firms in the study to align the results with 

relevant respondents, which will also support brand communication as a moderating factor. Since the current 

study primarily involved product-based businesses, future research should aim for a more balanced investigation 

that includes both product- and service-based businesses. An equal number of respondents from each sector 

would offer more balanced insights. Alternatively, focusing solely on service industries could yield valuable 

findings, providing a deeper understanding of the distinct challenges, opportunities, and dynamics within these 

sectors. This focus has the potential to uncover key characteristics that influence how the marketing mix 

contributes to the development of brand personality within service-based industries. 

Lastly, while the current research centers on business owners' perspectives, supplementing this with a 

consumer-centric approach will be highly beneficial. Understanding consumers' views will offer deeper insights 

into the relationship between marketing mix elements, brand personality, brand loyalty, and brand 

communication. Such an approach acknowledges the critical role of consumers in shaping brand identity and 

loyalty, offering a comprehensive perspective essential for effective brand management and strategic decision-

making. 
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