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Abstract: This study empirically investigates the mediating effect of  brand personality on the relationship
between packaging and brand equity among Malaysian consumers on SMEs food brand. Four hypotheses
were developed to test the hypothesizing relationships between packaging and brand personality on brand
equity. The data were gathered from 313 consumers of  SMEs food product on Northern region of  Malaysia.
The collected data were coded into SPSS and analysed using Partial Least Square (PLS-SEM 3.2.3). The result
indicated that packaging and brand personality appear to have a positive and significant direct relationship with
brand equity. Interestingly, brand personality was found to be a mediator in the relationship between packaging
and brand equity. The results are compared with earlier findings and implications for further research are
discussed.
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I. INTRODUCTION

Brand equity is a valuable intangible asset that brings many advantages to the companies. The obvious
advantages of  brand equity are provide companies with countless competitive advantage [22, 23, 29],
leverage a brand using brand extension and reduce likelihood of  product failure [15]. For the consumers,
brand equity benefited in terms of  facilitates them in purchase decisions, as a higher brand equity leads to
greater satisfaction from consumptions [2]. Therefore, these intangible assets need to manage strategically.
To manage this asset, marketers must develop a thorough understanding of  its formative factors.

Revision on past literatures, numerous factors influenced the formation of  brand equity. However,
this paper focuses on the effect of  packaging and brand personality in SMEs food industries. Packaging is
a key element of  product strategy and marketing tool that is able to build brand equity and drive more sales
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with cost-effective, especially for low involvement or convenience products [7, 28, 30, 40, 46]. Researchers
[30, 40] pointed out that packaging is considered as a key element of  product strategy and a competitive
tool in marketing strategy that are able to build brand equity and drive more sales with cost-effective way.
Additionally, packaging also has a significant influence on brand personality [37]. This is because an effective
packaging with a good brand personality are able to influence consumer’s buying behavior [5].

Although packaging is a well-researched topic, but there is relatively little has been written regarding
packaging in marketing and branding literature [42, 43, 51]. Likewise, limited number of  studies were
found to examine the effect of  packaging on brand perspective such as brand personality [51] and brand
equity [38, 45, 52]. It is appears that, there exists a research gap in past literature on the empirical evidence
of  packaging as an antecedent to brand personality and brand equity in SMEs food industries, particularly
in Malaysia.

Brand personality has been regarded as an important factor that affects consumers’ overall evaluations
of  brands. Although brand personality is a well-researched topic, but there is limited studies that tested its
effect on brand equity [50]. Furthermore, most of  the previous studies have mainly focused on determining
its consequences and measurements in durable and luxury product [26, 44]. It is appears that, there is a
research gap in past literature on the empirical evidence of  brand personality as an antecedent to brand
equity in SMEs food industries [35], including in Malaysia. In addition, majority of  past studies examined
the effect of  such variables on brand equity in western cultures and very few studies were conducted in
Asian countries, such as Malaysia [35].

Accordingly, this study was conducted to establish empirical evidence on the effect of  brand personality
towards brand equity. In relation, the investigation of  brand personality as a mediator in the relationship
between packaging and brand equity also will be executed. Hence, four research objectives were formulated
as follow:

i) To investigate the effect of  packaging on brand equity

ii) To investigate the effect of  packaging on brand personality

iii) To investigate the effect of  brand personality on brand equity

iv) To investigate the mediating effect of  brand personality between packaging and brand equity.

II. LITERATURE REVIEW

(A) Packaging and Brand Equity

Today, packaging has become one of  the powerful tool in marketing context as it is able to attract consumer’s
attention and help to carve a unique position in the market place and in the consumer’s mind [5, 6, 32, 39,
42, 51]. Furthermore, packaging is the first point of  contact with the brand and manufacturer for consumers
[17]. Besides, packaging is also proven as a powerful means of  shaping consumers’ reactions and behaviours
[51] by creating positive impression which is able to boost customer’s desire to repeat purchases [30].

According to researchers [42, 47], packaging is used by companies to create differentiation and identity
not only for durables product but also the non-durables products. For the non-durables or low involvement
product, usually consumers would not extensively search for their brand information and majority of
purchase decisions are made at the store shelf  [48]. Thus, the product’s information which is channeled
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mainly through its packaging is able to capture the customer’s attention and facilitates quick and in-store
decision making [7, 17, 32].

However, relatively little has been written regarding packaging in marketing and branding literature
[42, 43, 51]. Likewise, limited number of  studies were found to examine the effect of  packaging on brand
equity [38, 45, 52] including in low involvement product. This is due to claims that packaging is just a
container [4] and not as a strategy that able to build brand equity, increase sales with cost-effective as well
as firm performance [8, 30, 45].

Otherwise, in SMEs context, packaging is one of  the important factors to be considered. This is
because low investment in packaging can increase brand sales more than high-cost advertising [51]. Thus,
this situation represents one of  the gaps in the current literature about explaining the effect of  packaging
on SMEs brand equity. Hence, this study attempts to investigate the effect of  packaging on brand personality.

H1: There is a positive and significant relationship between packaging and brand equity.

(B) Brand Personality and Brand Equity

Brand personality is referred as “a set of  human characteristics associated with a brand” [3]. [9] defined brand
personality as a set of  human personality traits that are both applicable to and relevant for brands. Besides,
[50] explained brand personality as an evaluation based on human personality traits applicable and relevant
to the brand and cultural context in which they occur. In other words, brand personality is related to all
personality traits which used to characterize a person and associated with a brand [24]. Brand personality is
very important as it reflect on how people feel about a brand, rather than what people think about the
brand is [27].

Brand personality has become a widely discussed issue in recent years. It has been emphasized in
many brands and products, including durables good, non-durables goods, entertainment and luxury goods
[31, 33]. However, only few SMEs food brands are used as the marketing researches target of  brand
personality. In addition, compared with western countries, studies on brand personality in Asia particularly
in Malaysia are quite limited [12]. Literature indicated that, only few empirical studies was conducted to
investigate the effect of  brand personality on brand management [11, 35] especially on SMEs. Hence, [12]
proposed that further investigation is needed for re-confirmation on the effect of  brand personality on
brand management. In the same vein, researchers [35, 36] argued more studies to be done to investigate the
effect of  brand personality on brand equity towards other SMEs brand as it may produce different result as
compared to global brand. Hence, this study aims to empirically investigate the impact of  brand personality
on brand equity formation in the context of  SMEs food product in Malaysia. Thus,

H3: There is a positive and significant relationship between brand personality and brand equity

(C) Brand Personality as a Mediator

Earlier studies indicated that packaging plays a significant role in building brand personality. Researchers
[2, 37] stated that packaging might be the antecedents to creating brand personality. This is because packaging
can be a vital medium to convey brand personality of  products [18]. Likewise past studies also have found
that brand personality has a significant positive relationship with brand equity [14, 44, 49]. In particular,
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researchers [3, 25, 28, 41] proposed that packaging and brand personality are the sources of  consumer-
based brand equity that needs to be considered when designing brand management strategy. Thus, this
paper attempts to look closely on the influence of  packaging as vital sources of  brand equity in SMEs
context.

At the same time, this study also attempts to investigate the effect of  brand personality as a
mediator in the relationship between packaging and brand equity. Therefore the hypothesis proposed as
following:

H4: Brand Personality significantly mediates the relationship between packaging and brand equity.

Based on the above explanation, following is the research framework of  this study:

Figure 1: The Mediator Effect of  Brand Personality on the relationship of  packaging and
brand equity in Malaysia SMEs

Packaging 
Brand 
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Brand 
equity 

Brand 
Association 

Brand 
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Brand 
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This study focuses on the important source of  brand equity. Overall, Figure 1 illustrates the research
framework for this study showing the independent variable of  packaging, the mediator effect of  brand
personality and brand equity as a dependent variable. In other words, there are direct and indirect relationship
between packaging, brand personality and brand equity.

III. RESEARCH METHODOLOGY

(A) Sampling and Data Collection

This study was conducted among Malaysian SMEs food brands. This study is a cross-sectional, whereby
data was collected from consumers of  SMEs food brand in Malaysia at shopping malls in the Northern
area of  Malaysia; Perlis, Kedah and Penang. Further, this study used systematic sampling to select the
respondents in which every first of  tenth customers were approached at the entrance of  the shopping
centre. If  the 10th customer was not a consumer for SMEs food product, then the questionnaire would be
given to the next customer as a substitute. To avoid response bias, the questionnaires were distributed on
the respondents during different times of  the day at shopping centre. A total of  538 questionnaires were
distributed, however, only 313 questionnaires useable and proceed to data analysis. All data is analyses
using PLS-SEM.
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(B) Measurement

The measurement used to measure packaging, brand personality and brand equity are adopted and adapted
from the past studies with few modifications in order to suit with the context of  this study. Packaging was
measured using [20]. For the brand personality the measurement was adapted from [19] scale. [19] identified
12 brand personality items with five main dimensions: activity, responsibility, aggressiveness, simplicity and
emotionality. The dependent variable which is brand equity was measured by using four dimensions namely
brand awareness, brand associations, perceived quality and brand loyalty. Brand awareness was measure
using seven items adapted from [13], which was based on works of  [1]. Brand associations were adopted
from [34], which was based on works of  [53] and [1]. Perceived quality were measured using three items
adopted from [13], which was based on works of  [53]. Lastly, brand loyalty were measured using four items
adopted from [13], which were based on works of  [53]. All the items were measured with seven point
Likert scale ranging from 1(strongly disagree) to 7 (strongly agree). All the scales were selected because
they have high reliability as the Cronbach’s alpha value is more than 0.70 and had been tested in previous
studies.

IV. FINDINGS AND HYPOTHESES TESTING

First the measurement model of  all construct was check for reliability, convergent validity and discriminant
validity, prior to testing the hypothesized model. The measurement model for this study was fix where all
loadings was greater than 0.5 [10], average variance extracted (AVE) of  all constructs was greater than 0.5
[16], and composite reliability scores (CR) were all higher than 0.7 [21]. As such, it can be concluded that
this model has good convergent validity (see Appendix 1). Also, the discriminant validity was examined by
the estimated correlation between constructs with the variance extracted. An average variance extracted of
greater than 0.50 indicates that the validity of  both the construct and individual variables is high. All the
constructs meet this conservative test of  discriminant validity, meaning that each construct was statistically
different from the others (Table 2). Therefore, the measurement model is reliable and meaningful to test
the structural relationship among the constructs.

Table 2

Table Head Latent variable correlations and the square roots of
average variance extracted

1 2 3 4 5 6 7

BPActive 0.866

BPAggresiveness 0.598 0.880

Brand Awareness 0.646 0.379 0.862

Brand Association 0.560 0.349 0.774 0.888

Brand Loyalty 0.555 0.446 0.641 0.625 0.892

Packaging 0.591 0.393 0.562 0.497 0.528 0.723

Perceived Quality 0.621 0.415 0.815 0.765 0.740 0.619 0.876

BPResponsiveness 0.775 0.488 0.638 0.564 0.533 0.597 0.666

Note:  Entries shown in bold represent the square root of  the average variance extracted.
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As indicated in Figure 1, all the hypotheses were tested by examining the significance of  the respective
path coefficients. Direct positive effects of  packaging on brand personality and brand equity are in support
H1-H2. Packaging has a positive effect on brand personality (��= 0.632) and brand equity (��= 0.277).
Brand personality mediates the effect between packaging and brand equity.

Table 3
Structural Model Assessment with Mediator

HyP Relationship Path Coeff SD T-value P Value Findings

H1 Packaging � BE 0.277 0.038 16.353 0.000 Supported

H2 Packaging � BP 0.632 0.036 17.409 0.000 Supported

H3 BP � BE 0.538 0.049 11.026 0.000 Supported

H4 Packaging � BP � BE 0.340 0.024 14.098 0.000 Supported

SD= Standard Deviation, BP=Brand Personality, BE=Brand Equity

V. DISCUSSION, IMPLICATIONS AND CONCLUSION

The main purpose of  this study was to examine the mediating effects of  brand personality on the relationship
between packaging and brand equity for SMEs food brands in Malaysia. The findings of  the hypotheses
testing suggest that all the path coefficients were positive (� value between 0.277 and 0.632) and significant
at the level of  p<0.001 (p-values = 0.000). In general, as expected, the relationship between packaging and
brand personality is strong (�=0.632), followed by brand personality and brand equity (�=0.538), mediating
effect of  brand personality in the relationship between packaging and brand equity (�=0.340), and the last
relationship between packaging and brand equity (�=0.277).

The findings of  this study reveal that packaging and brand personality affect brand equity of  SMEs
food consumers. The result reflects the findings from previous literature that stress on packaging as a
critical success variable to brand personality and brand equity. Overall, this study confirms the mediating
effect of  brand personality on the relationship between packaging and brand equity among Malaysian
customer for food brands. This study is consistent with prior literature that showed that packaging and
brand personality have a positive and significant relationship on brand equity [44, 45, 49, 52]. For the effect
of  packaging and brand personality, [37] stated that packaging is able to influence brand personality of  the
product. Hence, this study proposed SMEs to focus on creating distinctive and relevant packaging for their
product as it able to become one of  the valuable assets in creating brand strength and increase consumer’s
attention on SMEs food brands.

Brand personality plays crucial roles as mediator in the relationship between packaging and brand
equity. If  the packaging is creative and innovative, it will lead to increase the level of  brand personality, then
this in turn increase the level of  brand equity. This study has contributed to extending the packaging, brand
personality and brand equity framework in the SMEs food industry context. The findings of  this
study provide several managerial implications for packaging, brand personality and brand equity in
SMEs food brands. The importance of  these aspects to the SMEs food industry is because they have the
ability to create rich experience to the consumers which play a crucial role in developing or building brand
equity.
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VI. LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

There are several limitations in this study that should be addressed in future researches. Firstly, this study
investigated the role of  brand personality as a mediator. Therefore, future researches are recommended to
test the mediator effect of  other elements in branding perspective such as brand image, brand experience
and brand relationship quality. Secondly, this study relied on primary data through questionnaire as a survey
instrument. Future researches may use other methodologies such as in-depth interviews with customer to
gain better insights about the main factors that they tend to consider in selecting SMEs food brands.
Finally, the scope of  this study was limited to Northern region of  Malaysia and thus, future researches may
re-examine the variables in different contextual regions.

ACKNOWLEDGMENT

The preferred spelling of  the word “acknowledgment” in America is without an “e” after the “g.” Avoid the stilted
expression “one of  us (R. B. G.) thanks ...”. Instead, try “R. B. G. thanks...”. Put sponsor acknowledgments in the
unnumbered footnote on the first page.

REFERENCES

Aaker, D. A. (1991). Managing Brand Equity: Capitalizing on the Value of  a Brand Name. New York: The Free Press.

Aaker, D. A. (1996). Building Strong Brands. New York: The Free Press.

Aaker, J. L. (1997). Dimensions of  Brand Personality. Journal of  Marketing Research, 34(3), 347–356. http://doi.org/10.2307/
3151897.

Abdullah, M., Kalam, A., & Akterujjaman, S. M. (2013). Packaging Factors Determining Consumer Buying Decision.
International Journal of  Humanities and Management Sciences, 1(5), 285–289.

Agariya, A. K., Johari, A., Sharma, H. K., Chandrul, U. N. S., & Singh, D. (2012). The Role of  Packaging in Brand
Communication. International Journal of  Scientific & Engineering Research, 3(2), 1–13. Retrieved from http://www.ijser.org/
researchpaper%5CThe-Role-of-Packaging-in-Brand-Communication.pdf

Ampuero, O., & Vila, N. (2006). Consumer Perceptions of  Product Packaging. Journal of  Consumer Marketing, 23(2), 100–
112. http://doi.org/10.1108/07363760610655032

Anselmsson, J., Johansson, U., & Persson, N. (2007). Understanding Price Premium for Grocery Products: A Conceptual
Model of  Customer-based Brand Equity. Journal of  Product & Brand Management, 16(6), 401–414. http://doi.org/
10.1108/10610420710823762

Azad, N., & Hassanabadi, M. (2013). An Empirical Survey on Factors Influencing on Packaging Dairy Products. Management
Science Letters, 3(7), 2113–2118. http://doi.org/10.5267/j.msl.2013.06.007

Azoulay, A., & Kapferer, J.-N. (2003). Do Brand Personality Scales Really Measure Brand Personality. Brand Management,
II(2), 143–155.

Bagozzi, R. P., & Yi, Y. (1988). On the Evaluation of  Structural Equation Models. Journal of  the Academy of  Marketing
Science, 16(1), 74–94.

Balakrishnan, B. K., Lee, S., Md. Shuaib, A. S., & Marmaya, N. H. (2009). The Impact of  Brand Personality on Brand
Preference and Loyalty: Empiracal Evidence From Malaysia. Business Education & Accreditation, 1(1), 109–119.

Balakrishnan, B., Saufi, R. A., & Amran, H. H. (2008). The Impact of  Brand Personality on Brand Preference: A Study on
Malaysian’s Perception Towards Domestic and Asian Car Brands. In South Dakota International Business Conference (pp.
50–66).

Buil, I., de Chernatony, L., & Martínez, E. (2008). A Cross-National Validation of  The Consumer-based Brand Equity
Scale. Journal of  Product & Brand Management, 17(6), 384–392. http://doi.org/10.1108/10610420810904121



Suhaini Mat Daud and Sahadah Hj. Abdullah

International Journal of Economic Research 210

Correia Loureiro, S. M., Lopes, R., & Kaufmann, H. R. (2014). How Brand Personality , Brand Identification and Service
Quality Influence Service Brand Equity. Cogent Business & Management, 1, 1–12. http://doi.org/10.1080/
23311975.2014.981329

Ding, C. G., & Tseng, T. H. (2015). On the Relationships among Brand Experience, Hedonic Emotions and Brand Equity.
European Journal of  Marketing, 49(7/8), 994–105. http://doi.org/http://dx.doi.org/10.1108/MRR-09-2015-0216

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement
Error. Journal of  Marketing Research, 18(1), 39–50. http://doi.org/10.1017/CBO9781107415324.004

Gawek, D., Pauw, N. van der, & Wijgerse, A.-F. (2007). Packaging-Its Role Within Brand Management. Lund University.

Germain, D., Wakefield, M. A., & Durkin, S. J. (2010). Adolescents’ Perceptions of  Cigarette Brand Image: Does Plain
Packaging Make a Difference? Journal of  Adolescent Health, 46(4), 385–392. http://doi.org/10.1016/
j.jadohealth.2009.08.009

Geuens, M., Weijters, B., & Wulf, K. De. (2009). A New Measure of  Brand Personality. International Journal of  Research in
Marketing, 26(2), 97–107. http://doi.org/10.1016/j.ijresmar.2008.12.002

Gómez, M., Martín-Consuegra, D., & Molina, A. (2015). The Importance of  Packaging in Purchase and Usage Behaviour.
International Journal of  Consumer Studies, 39(3), 203–211.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Partial Least Squares Structural Equation Modeling: Rigorous Applications,
Better Results and Higher Acceptance. Long Range Planning, 46(1–2), 1–12. http://doi.org/10.1016/j.lrp.2013.01.001

Hamzaoui-Essoussi, L., Merunka, D., & Bartikowski, B. (2011). Brand Origin and Country of  Manufacture Influences on
Brand Equity and The Moderating role of  Brand Typicality. Journal of  Business Research, 64(9), 973–978. http://
doi.org/10.1016/j.jbusres.2010.11.020

Hanaysha, J., & Haim, H. (2015). Advertising And Country of  Origin as Key Success Factors for Creating Sustainable
Brand Equity. Asian Economic and Social Society, 5(7), 141–152.

Hashed, A. M., Salniza, M. S., & Hasnizam, S. (2016). The Mediating Effect of  Brand Satisfaction on the Relationship
between Brand Personality and Brand Loyalty: Evidence from Malaysia. Management Science Letters, 6(Nov), 87–98.
http://doi.org/10.5267/j.msl.2015.11.004

He, J. (2012). Sincerity, Excitement and Sophistication: The Different Effects of  Perceived Brand Personality on Brand
Extension Evaluation. Nankai Business Review International, 3(4), 398–412.

Karjaluoto, H., Munnukka, J., & Salmi, M. (2016). How Do Brand Personality, Identification, and Relationship Length
Drive Loyalty in Sports? Journal of  Service Theory and Practice, 26(1). http://doi.org/10.1108/02656710210415703

Keller, K. L. (1998). Strategic Brand Management: Building, Measuring and Managing Brand Equity. New Jersey: Prentice Hall,
Englewood Cliffs.

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring and Managing Brand Equity (4th Editio). England: Pearson
Education Limited.

Keller, K. L., & Lehmann, D. R. (2006). Brands and Branding: Research Findings and Future Priorities. Marketing Science,
25(6), 740–759. http://doi.org/10.1287/mksc.1050.0153

Kunle, L. P., & Ganiyu, R. A. (2013). Packaging and the Incidence of  Information Overload in a Low-Risk Market: A
Study of  Grocery Products. European Journal of  Business and Social Sciences, 1(10), 61–72. Retrieved from http://
www.ejbss.com/Data/Sites/1/january2013vol10/ejbss-12-1194-packagingandtheincidenceofinformation.pdf

Lin, L. (2010). The Relationship of  Consumer Personality Trait , Brand Personality and Brand Loyalty/ : An Empirical
Study of  Toys and Video Games Buyers. Journal of  Product & Brand Management, 19(1), 4–17. http://doi.org/10.1108/
10610421011018347

Löfgren, M., Witell, L., & Gustafsson, A. (2008). Customer Satisfaction in the First and Second Moments of  Truth.
Journal of  Product & Brand Management, 17(7), 463–474. http://doi.org/10.1108/10610420810916362

Mengxia, Z. (2007). Impact of  Brand Personality on PALI/ : A Comparative Research between Two Different Brands.
International Management Review, 3(3), 2007.



The Mediating effect of Brand Personality on the Relationship between Packaging and Brand Equity in Malaysian...

211 International Journal of Economic Research

Norjaya, M. Y., Mohd Nasser, N., & Osman, M. (2007). Does Image of  Country-of-Origin Matter to Brand Equity?
Journal of  Product & Brand Management, 16(1), 38–48. http://doi.org/10.1108/10610420710731142

Ong, C. H., Salniza, M. S., & Rushami Zien, Y. (2015). Influence of  Brand Experience and Personality on Loyalty Dimensions:
Evidence from Successful Malaysian SME Brands. International Journal of  Business and Commerce, 4(7), 51–75. Retrieved
from www.ijbcnet.com

Parijat, U., Saeed, J., & Pranab, K. D. (2011). Factors Influencing ERP Implementation in Indian Manufacturing
Organisations: A Study of  Micro, Small and Medium-scale Enterprises. Journal of  Enterprise Information Management,
24(2), 130–145. http://doi.org/10.1108/17410391111106275

Ramaseshan, B., & Tsao, H.-Y. (2007). Moderating effects of  the brand concept on the relationship between brand
personality and perceived quality. Journal of  Brand Management, 14(6), 458–466. http://doi.org/10.1057/
palgrave.bm.2550090

Rigaux-Bricmont, B. (1982). Influences of  Brand Name and Packaging on Perceived Quality. Advances in Consumer Research,
9(1), 472–477. Retrieved from http://search.ebscohost.com/login.aspx?direct=true&db=buh&AN=6430768&lang=
de&site=ehost-live

Rundh, B. (2009). Packaging Design: Creating Competitive Advantage with Product Packaging. British Food Journal, 111(9),
988–1002. http://doi.org/10.1108/00070700910992880

Rundh, B. (2013). Linking Packaging to Marketing: How Packaging is Influencing the Marketing Strategy. British Food
Journal, 115(11), 1547–1563. http://doi.org/10.1108/BFJ-12-2011-0297

Rundh, B. (2016). The Role of  Packaging within Marketing and Value Creation. British Food Journal, 118(10).
Rundh, & Bo. (2005). The Multi-faceted Dimension of  Packaging: Marketing Logistic or Marketing Tool? British Food

Journal, 107(9), 670–684. http://doi.org/10.1108/00070700510615053
Simms, C., & Trott, P. (2010). Packaging Development: A Conceptual Framework for Identifying New Product

Opportunities. Marketing Theory, 10(4), 397–415. http://doi.org/10.1177/1470593110382826
Su, J., & Tong, X. (2015). Brand Personality and Brand Equity/ : Evidence from the Sportswear Industry. Journal of  Product

& Brand Management, 24(2).
Topoyan, M., & Bulut, Z. A. (2008). Packaging value of  cosmetics products: An insight from the view of  point of

consumers. Icovacs 2008, 8.
Underwood, R. L. (2003). The Communicative Power of  Product Packaging: Creating Brand Identity via Lived and

Mediated Experience. Journal of  Marketing Theory and Practice, 11(1), 62. http://doi.org/Article
Underwood, R. L., & Klein, N. M. (2002). Packaging As Brand Communication: Effects of  Product Pictures on Consumer

Responses to the Package and Brand. Journal of  Marketing, 58–68.
Underwood, R. L., & Ozanne, J. L. (1998). Is your Package An Effective Communicator? A Normative Framework for

Increasing the Communicative Competence of  Packaging. Journal of  Marketing Communications, 4(4), 207–220. http:/
/doi.org/10.1080/135272698345762

Valette-Florence, P., Guizani, H., & Merunka, D. (2011). The Impact of  Brand Personality and Sales Promotions on
Brand Equity. Journal of  Business Research, 64(1), 24–28. http://doi.org/10.1016/j.jbusres.2009.09.015

Valette-Florence, R., & Barnier, V. De. (2013). Towards A Micro Conception of  Brand Personality/ : An Application for
Print Media Brands in a French Context. Journal of  Business Research, 66(7), 897–903. http://doi.org/10.1016/
j.jbusres.2011.12.008

Vilnai-Yavetz, I., & Koren, R. (2013). Cutting through the Clutter: Purchase Intentions as A Function of  Packaging
Instrumentality, Aesthetics, and Symbolism. The International Review of  Retail, Distribution and Consumer Research, 23(4),
394–417. http://doi.org/10.1080/09593969.2013.792743

Wang, E. S. T. (2013). The Influence of  Visual Packaging Design on Perceived Food Product Quality , Value , and Brand
Preference. International Journal of  Retail & Distribution Management, 41(10), 805–816. http://doi.org/10.1108/IJRDM-
12-2012-0113

Yoo, B., Donthu, N., & Lee, S. (2000). An Examination of  Selected Marketing Mix Elements and Brand Equity. Journal of
the Academy of  Marketing Science, 28(2), 195–211. http://doi.org/10.1177/0092070300282002



Suhaini Mat Daud and Sahadah Hj. Abdullah

International Journal of Economic Research 212

Appendix A

Table 1
Average Variance Extracted and Composite Reliability

Constructs Average Variance Extracted Composite Reliability
(AVE) First Order (CR)

Brand Awareness 0.743 0.935

Brand Association 0.789 0.937

Perceived Quality 0.767 0.930

Brand Loyalty 0.795 0.921

BPResponsibility 0.770 0.909

BPActivity 0.750 0.900

BPAggressiveness 0.774 0.873

Second Order

Packaging 0.620 0.963

Brand Personality 0.522 0.884

Brand Equity 0.545 0.900




