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Evaluating Social Identity’s Influence on Brand Loyalty Emphasizing on Social Identity and Brand Identity
Abstract

Brand is the most valuable asset of any company and its efficient management can result in gaining more shares from
market and increased Profitability for any industry. Loyalty is the most important marketing strategy and the key to
success in business. This project aims to evaluate the influence of social identity, personal identity, and brand identity
on brand loyalty. The data that is used in this project was gathered from a sample of 492 home appliance consumers
in Tehran; and simple cluster sampling method was applied. Questionnaires were used to research and gather the
data; data was analyzed by structural equations modeling using Lisrel software. Findings indicate that social identity
affects personal identity and brand identity, but it does not have a direct influence on brand loyalty; they also showed
that brand identity affects brand loyalty; however, personal identity does not have a direct influence on brand loyalty.

Key words: Brand Loyalty, Social Identity, Personal Identity, Brand Identity



