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Abstract

While marketing experts agree that brand personality is important for brand identifi-
cation, there is no evidence of a validated brand-identification-and-personality scale in 
the context of retail banking in South Africa. To address this literature gap, this study’s 
purpose was to explain the process used to validate brand identification and personality 
within the retail-banking context of South Africa. A convenience sample of Generation 
Y banking consumers was selected, and a descriptive and single cross-sectional research 
design was followed. Self-administered questionnaires were used as a data collection tool 
and a sample size was chosen (N = 235). Data analysis entailed descriptive and confirma-
tory factor analysis. The confirmatory factor analysis results validated brand identifica-
tion and brand personality in retail banking as a five-factor structure that includes bank 
identification and brand personality dimensions such as successfulness, sophistication, 
sincerity and ruggedness. Furthermore, the results of the study indicate the internal 
consistency and composite reliability of the measurement model, as well as construct, 
convergent, discriminant and nomological validity. In addition, the measurement model 
revealed no signs of multicollinearity between the factors, and the model fit index values 
of IFI, TLI, CFI, SRMR and RMSEA showed a good fitting model. This study concluded 
that this five-factor model is a reliable and valid instrument of brand identification and 
personality in retail banking and is the first validated brand-identification-and-personal-
ity scale within the retail-banking context of South Africa. 
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INTRODUCTION

Retail banks operate in an environment that is fiercely competitive in 
nature (Arnaboldi & Claeys, 2008). In addition, like many businesses, 
retail banks also face a number of challenges, such as expanding the 
operations of the business (Martins et al., 2014), increasing the share 
of the market (Arnaboldi & Claeys, 2008), reducing operational costs 
(Martins et al., 2014) and strengthening the performance of a bank 
(Ernst & Young, 2009), while trying to meet the needs of ever-demand-
ing customers (Ernst & Young, 2017). To overcome these challenges 
and remain competitive, retail banks are constantly looking for ways 
to gain new customers and uphold the loyalty of their existing customer 
base. For example, retail banks spend considerable resources on adver-
tising, regularly innovate to stay relevant and continuously add banking 
products and services for improved banking efficiency (Hopkins, 2017). 
However, although these efforts might offer retail banks a competitive 
advantage, differentiation from other retail banks and financial institu-
tions is important, which can be achieved through effective branding 
(Vahdati et al., 2016 cited in Bruwer & Buller, 2005). 
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It is essential to comprehend the symbolic meanings attached to brands (Bang et al., 2014; Carlson et 
al., 2009; Eren-Erdogmus et al., 2015), given the role that brands play in building relationships with the 
consumer and its influence on the business’s long-term success (Tuškej et al., 2013). Literature suggests 
that through a better understanding of brand meanings and associations, businesses can pave the way 
forward for improved financial performance through brand loyalty (Eren-Erdogmus et al., 2015). Brand 
loyal consumers benefit businesses in several ways. For example, businesses can take advantage of re-
duced marketing costs and positive word-of-mouth. Businesses also benefit from repeat purchases and 
are in a better position to protect their consumer base in a highly competitive business environment 
(Tsai, 2011). 

From a retail bank’s perspective, a brand denotes the bank’s culture, values, personality traits, as well 
as the product and service quality offered by the retail bank (Hopkins, 2017). Furthermore, the bank 
brand is a “set of signifiers which communicate the desired customer perceptions” of a bank. Moreover, 

“consumers with certain personality traits are drawn to brands influenced by the extent that they can 
identify with the values and traits which are being communicated” by the bank brand (Moura, 2021). 
As such, customers tend to pay attention to the personality of the retail bank brand when they find it 
challenging to evaluate the brand (Vahdati et al., 2016). Moreover, there is evidence in the literature that 
brand personality is a determinant of brand identification (Carlson et al., 2009). This relationship infers 
that retail banks should build a distinctive brand personality to allow for easier brand identification 
among customers. Therefore, it is imperative that businesses such as retail banks consider building a 
distinctive brand personality. Additionally, it is important that retail banks recognize and comprehend 
which brand personality dimensions consumers associate with their chosen retail bank, not only for 
better positioning of the retail bank brand, but also for increased brand awareness, strength and value 
in the highly competitive environment in which retail banks operate. To this end, it is important to have 
a validated brand-identification-and-personality scale within the retail-banking context, which does 
not currently exist in South Africa. 

1. LITERATURE REVIEW

The South African retail-banking sector consists 
of five main retail bank brands. These brands are 
ABSA, Capitec, FNB, Standard Bank and Nedbank 
(BusinessTech, 2019). While each of these retail 
banks offers similar products and services, they 
differ in terms of their brand personality, which is 
described as a “set of human characteristics typi-
cally associated with a brand” (Aaker, 1997, p. 347). 
From the perspective of a consumer, the personal-
ity of a brand represents the type of individual the 
brand intends to be (Aaker & Biel, 2009). Building 
a one-of-a-kind brand personality is an important 
consideration, given that “consumers often imbue 
brands with human characteristics” (Aaker, 1997, 
p. 347) and support brands that embody personal-
ity traits similar to theirs (Aaker, 1997). 

Jennifer Aaker originally validated the brand per-
sonality scale. This scale comprises five brand 
personality dimensions, namely “sincerity, ex-
citement, competence, sophistication and rugged-

ness” (Eren-Erdogmus et al., 2015, p. 152 cited in 
Aaker, 1997). The sincerity dimension of brand 
personality refers to brands that are seen as “hon-
est, genuine, cheerful, wholesome and down-to-
earth”, whereas excitement describe brands that 
are seen as “daring, spirited, imaginative, cool, 
unique, contemporary and anti-establishment” 
(Guttmann, 2019). Brands that are viewed as com-
petent have personality traits such as “reliable, re-
sponsible, trustworthy, intellect, success and con-
fidence” (Guttmann, 2019), whereas sophistica-
tion refers to brands that are perceived as luxury 
and superior and that promote the lifestyle cus-
tomers desire (Mullan, 2020 cited in Aaker, 1997). 
Rugged brands are characterized as powerful and 
outdoorsy (Mullan, 2020 cited in Aaker, 1997), as 
well as “hard-working, authentic, strong, muscu-
lar and high-quality” (Guttmann, 2019). These five 
dimensions of brand personality is widely applied 
in the marketing research field (Moura, 2021) and 
within various contexts, such as the apparel brand 
market (Eren-Erdogmus et al., 2015), dental care 
market (Thomas & Sekar, 2008), computer brand 
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market (Ariff et al., 2012) and automobile market 
(Sokhela, 2015). 

Eren-Erdogmus et al. (2015, p. 157) found that “al-
though Turkish Generation Y consumers associ-
ate the brand personality traits of sincerity, excite-
ment, competence and sophistication with apparel 
brands, the personality dimension of ruggedness 
did not feature in this regard”. In India, Thomas 
and Seker (2008) discovered that the dental care 
brand, Colgate, is associated with personality di-
mensions such as sincerity, excitement and compe-
tence among consumers. Ariff et al. (2012, p. 124) 
sampled computer users in Turkey and found that 
the sampled participants deem “sincerity, excite-
ment, competence and ruggedness” as important 
computer brand personality traits. In the South 
African automobile market, Sokhela (2015) learnt 
that consumers from the Generation Y cohort as-
sociate brand personalities such as sophistication, 
competence and excitement with their chosen lux-
ury sedan motor vehicle brand. 

In addition to the traditional five personality 
dimensions, some studies include several oth-
er personalities that consumers might associate 
with a brand. Some of these personalities in-
clude classic, which are brands typically asso-
ciated with personalities such as tradition and 
old fashions (Braunstein & Ross, 2010 cited in 
Aiken & Sukhdial, 2004), community driven, 
which are brands associated with personalities 
such as authentication (Alexander, 2008), inspi-
ration (Motion et al., 2003) and service orienta-
tion (Gronroos, 1989), as well as successfulness, 
which are brands associated with efficiency and 
respect (Braunstein & Ross, 2010). For example, 
Braunstein and Ross (2010) studied successful-
ness, classic and community driven as brand per-
sonalities in the sport management field and ap-
plied these two personalities to professional sport 
teams. However, because the community driven 
brand personality was found to be an unreliable 
measure in the Braunstein and Ross (2010) study, 
and given that the classic personality is not really 
fitting into the retail-banking context, this study 
opted for validated dimensions of brand person-
ality, namely three original dimensions of brand 
personality, including sophistication, sincerity 
and ruggedness, as well as one additional per-
sonality trait, successfulness. These four brand 

personality dimensions were specifically includ-
ed in this study, as the South African retail-bank-
ing industry is unique and should therefore be 
assessed as such. A broad search of the literature 
showed no study alike undertaken within the 
South African retail-banking context measuring 
these brand personality dimensions.

Like the apparel, dental care, computer and auto-
mobile markets, as well as various other markets, 
retail banks also use their unique brand person-
alities in an attempt to separate themselves from 
other retail banks and financial institutions alike 
(Hopkins, 2017) and subsequently build strong 
brand loyalty (Timberlake, 2013). Furthermore, 
retail banks could use their brand personalities 
to entice the market segments they intend to 
target (Mullan, 2020). In addition, retail banks 
use their unique brand personality to create and 
communicate noteworthy associations with the 
retail bank, including brand values, image and 
trustworthiness (Moura, 2021; Wilson & Grant, 
2013). When consumers associate with the brand 
personality of the retail bank, they do not only 
build robust relationships with the bank brand 
(Sung & Kim, 2010), but also more easily identify 
with the retail bank (Carlson et al., 2009; Moura, 
2021), which is imperative, given today’s complex 
and globalised business environment (Hu, 2020). 

Brand identification is “founded on the social 
identity theory and allows consumers to have a 
positive attitude towards the brand based on per-
sonal values and characteristics” (Hu, 2020, p. 2). 
Brand identification refers to “perceived oneness 
with the brand” (Stokburger-Sauer et al., 2013, p. 
6) or “sense of belonging to a brand” (Punjaisri 
& Wilson, 2011, p. 1526). Those consumers who 
exhibit higher brand identification levels are 
more inclined to be involved in pro-brand activi-
ties, such as displaying support for business goals 
and products, protecting the business’s reputa-
tion and becoming brand loyal (He & Li, 2011). 
Moreover, consumers who associate with a brand 
express themselves “in relation to the brand” and 
view the brand’s achievements and defeats as 
their own. As such, brand identification denotes 
the extent to which a brand articulates and im-
proves identity of consumers (Balaji et al., 2016). 
Bank identification, as it applies to this study, 
refers to consumers’ degree of oneness with the 
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bank brand (Hu, 2020). Literature suggests that 
there is a “relationship between brand identifica-
tion and brand personality” (Carlson et al., 2009, 
p. 370), meaning that, from a retail-banking 
point of view, once consumers associate them-
selves with the perceived personality of a bank, 
they find it easier to identify with the bank. It is 
important that retail banks understand consum-
ers’ level of bank identification, as this will as-
sist the retail bank in how to position the brand, 
communicate the brand and market the brand. 

Given the link between identification with a 
brand and brand personality, it is also key that re-
tail banks consider the influence of brand person-
alities on bank identification. A number of inter-
national studies confirm that “brand personality 
is a predictor of brand identification” (Carlson et 
al., 2009; Gammoh et al., 2014; Karjaluoto et al., 
2016; Kuenzel & Halliday, 2010; Polyorat, 2011). 
While the findings of these internationally pub-
lished studies confirm the correlation between 
brand identification and a number of brand 
personalities, a broad online search of some of 
the largest databases of academic research dis-
played no evidence of a validated brand-identi-
fication-and-personality scale within the South 
African retail-banking context. 

To fill this literature gap, this study’s purpose 
was to explain the process to validate brand iden-
tification and brand personality as a five-factor 
structure consisting of bank identification and 
brand personality dimensions such as success-
fulness, sophistication, sincerity and ruggedness 
within the South African retail-banking con-
text. The Generation Y banking consumer co-
hort was chosen as a sample and was considered 
a relevant sample to validate the brand-identifi-
cation-and-personality scale for several reasons. 

“The Generation Y cohort includes individuals 
born between 1986 and 2005” (Markert, 2004, p. 
21). This generation is also referred to as the youth, 
millennials and the MTV Generation (Rahman 
& Azhar, 2011). On a global scale, the Generation 
Y cohort accounts for about 32 percent of the 
world’s population (Miller & Lu, 2018). In South 
Africa, statistics indicate that Generation Y com-
prises nearly “35 percent of the country’s popu-
lation” (Statistics South Africa, 2020). This co-

hort’s substantial size renders them a rewarding 
and noteworthy market for many sectors, in-
cluding the retail-banking sector. This study al-
so used Generation Y consumers as the sample, 
given their unique characteristics. For example, 
Generation Y consumers are opinion leaders 
and trendsetter among their peers (Bevan-Dye & 
Akpojivi, 2016) and are perceived to be socially 
conscious and egocentric (Coelho & Las Casas, 
2013). These fickle and technologically astute 
(Osipow & Sheehan, 2014) consumers tend to 
purchase brands that resembles their self-image 
and that are consistent with their values, there-
by building a robust relationship with the brand 
(Lazarevic, 2012). Furthermore, Generation Y 
consumers view certain brands as prestigious to-
kens and status symbols. In addition, Generation 
Y consumers are inclined to purchase brands 
that are recommended by celebrities, media per-
sonalities, friends and social media influencers 
(Osipow & Sheehan, 2014). Another important 
reason for using Generation Y consumers as the 
sample is their brand loyalty, that is, their brand 
loyalty tendencies remain unclear (Lazarevic, 
2012), and literature suggests that these consum-
ers’ brand loyalty and commitment to a brand 
do not tend to last for a long period of time 
(Graywood, 2018). Therefore, it is important that 
retail banks differentiate themselves in terms of 
their brand personality to ensure that Generation 
Y consumers easily identify with their chosen re-
tail bank. To this end, it is important to have a 
validated brand-identification-and-personality 
scale. As such, this study’s purpose is to answer 
the research question phrased below:

Are brand identification and brand personali-
ty among Generation Y banking consumers a 
five-factor structure that includes bank identi-
fication and brand personality dimensions such 
as successfulness, sophistication, sincerity and 
ruggedness?

2. METHOD

A descriptive and single cross-sectional research 
design was applied in this study. This study’s 
population of interest was Generation Y banking 
consumers within the age category of between 
18 and 24 years, enrolled at two of South Africa’s 
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26 public higher education institutions (HEIs). 
Judgement sampling was selected to choose two 
Gauteng-based HEI campuses (one university of 
technology campus and one traditional universi-
ty campus) from 26 public HEIs included in the 
frame of sampling. In terms of the data collection, 
after receiving approval, fieldworkers, using the 
mall-intercept survey technique, distributed 150 
questionnaires at each campus to a convenience 
sample of voluntary participants. The sample size 
of 300 participants was deemed sufficient, given 
that the “measurement model consisted of fewer 
than seven latent factors, each of which had three 
variables” (Hair et al., 2010).  

A survey self-administered questionnaire com-
prising a cover letter and two sections was devel-
oped for collecting the data. The cover letter clar-
ified the study’s purpose and promised the partic-
ipants that their participation would be handled 
with due diligence and confidentiality. The first 
section requested the participants’ demographic 
information. In line with the data required, the 
second section contained adapted scales from two 
international, previously validated studies. The 
brand identification scale (Swanson et al., 2003) 
was used to measure Generation Y banking con-
sumers’ bank identification, while the brand per-
sonality scale (Braunstein & Ross, 2010) was used 
to measure these consumers’ perceived bank 
brand personality traits. Each factor comprised 
three items and was measured using a six-point 
Likert-type scale, in which one denoted strongly 
disagree and six strongly agree.

Two IMB statistical packages were used to analyze 
the data, namely SPSS and AMOS, Versions 27 for 
Windows. Descriptive, reliability and validity, and 
correlation statistics, together with the diagnos-
tics for collinearity and confirmatory factor analy-
sis using the maximum likelihood approach, were 
part of the data analysis.

3. RESULTS

Fieldworkers distributed 300 self-administered 
questionnaires, of which 235 could be used for da-
ta analysis, resulting in a study response rate of 78 
percent. The sampled participants’ demographics 
are provided in Table 1.

Table 1. Demographic data

Age %

20 21.7 

19 19.6

21 18.7

18 15.7

22 11.5

23 10.6

24 2.1

Gender %

Female 50.6

Male 49.4

Province of origin %

Gauteng 40.9

Eastern Cape 20.9 

Limpopo 16.2

Free State 7.7

Mpumalanga 6.0

North West 4.3

KwaZulu-Natal 3.8

Northern Cape 0.4

Retail bank %

Capitec 45.5

ABSA 19.6

FNB 15.3

Standard Bank 11.1

Nedbank 8.5

Mother language %

isiXhosa 23.8 

Sesotho 17.4 

Afrikaans 15.3

isiZulu 10.6

Sepedi 7.7

Xitsonga 7.7

Setswana 7.2

Tshivenda 5.5

SiSwati 3.0

English 1.7

As indicated in Table 1, the sample included more 
participants aged 20, followed by participants 
aged 19 and 21. Moreover, the sample consisted 
of slightly more females than males. Furthermore, 
most of the sample indicated Gauteng as their 
origin province, followed by the Eastern Cape 
Province, and most of the sampled participants 
indicated isiXhosa and Sesotho as their moth-
er-tongue language. In terms of a banking insti-
tution, the majority of the participants bank with 
Capitec, followed by those banking with ABSA 
and FNB. 

For each latent factor, descriptive statistics (mean 
= X̄; standard deviation = σ), Cronbach’s alphas 
(α) and coefficients of Pearson’s product-moment 
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correlation were calculated. The Cronbach’s alpha 
value is indicative of internal-consistency reliabil-
ity, whereas the correlation coefficients point to 
the relationships between the latent factors and 
the measurement theory’s nomological validi-
ty. Moreover, collinearity diagnostics were per-
formed to assess whether there is multicollinearity 
between the factors.

Descriptive statistics in Table 2 show that each la-
tent factor returned a mean value that exceeds 3.5. 
In terms of the Cronbach alphas, values above 0.6 
were recorded for each latent factor, which sug-
gests acceptable internal-consistency reliability 
(Zikmund & Babin, 2013). The correlation analy-
sis showed that a statistically significant positive 
relationship (p ≤ 0.05) was evident between each 
pair of latent factors, which suggests the meas-
urement theory’s nomological validity (Malhotra, 
2010). Moreover, since the strongest coefficient (r 
= 0.71) was below the suggested 0.90 cut-off lev-
el, the possibility of multicollinearity is eliminat-
ed (Pallant, 2013). To assess more subtle forms of 
multicollinearity, the diagnostics for collinearity 
were run. With tolerance values (TV) above 0.10, 
ranging from 0.53 to 0.96, and an average vari-
ance inflation factor (VIF) value of 1.38, which is 
well below the suggested 10 cut-off level (Pallant, 
2010), no serious multicollinearity issues were de-
tected. With no serious multicollinearity between 
the latent factors, together with the nomological 
validity of the measurement theory established, a 
measurement model was proposed.

Using the maximum likelihood approach, con-
firmatory factor analysis was performed for a 
specified five-factor measurement model, which 
included bank identification, successfulness, so-
phistication, sincerity and ruggedness. Each latent 
factor contained three indicators. To identify the 
model, each of the five latent factors’ first loading 
was set at 1.0. In doing this, 135 distinct sample 

moments were derived with 63 distinct parame-
ters to be estimated, equating to 72 degrees of free-
dom (df) based on an over-identified model. In ad-
dition, a chi-square value of 114.23 (p = 0.001) was 
produced.

To check for any problematic estimates, the meas-
urement model was assessed in terms of standard-
ized factor loadings greater than 1.0 or less than 

–1.0. In addition, negative error variances (Heywood 
cases) were checked (Hair et al., 2010). To evaluate 
composite reliability (CR) and construct validity, 
the CR, average variance extracted (AVE) and het-
erotrait-monotrait (HTMT) values were calculated. 
In addition, the correlation coefficients for each la-
tent factor and its observed variable were computed. 
The measurement model estimates are reported in 
Table 3.

The results delineated in Table 3 indicate that the 
estimates were not problematic and that there 
was a statistically significant (p ≤ 0.01) relation-
ship between each latent factor and its observed 
variable. With CR values exceeding 0.70 and AVE 
values above 0.50, CR and convergent validity 
are confirmed (Malhotra, 2010; Hair et al., 2010). 
Concerning discriminant validity, the “HTMT val-
ues did not exceed 0.85, which point towards dis-
criminant validity” (Henseler et al., 2015, p. 127). 
There is evidence of construct validity given the 
combination of convergent and discriminant va-
lidity together with the nomological validity con-
firmed in Table 2 (Malhotra, 2010).

Fit to the model was evaluated using “the incremen-
tal fit index (IFI), Tucker-Lewis index (TLI), com-
parative fit index (CFI), the standardized root mean 
residual (SRMR), the root mean square of approxi-
mation (RMSEA), and the chi-square statistic” (Van 
Deventer, 2018, p. 191). Acceptable fit to the model 
is achieved when the chi-square value is non-sig-
nificant and when the IFI, TLI and CFI values ex-

Table 2. SPSS output

Latent factors X̄ σ α F1 F2 F3 F4 TV VIF

Bank identification (F1) 3.72 1.38 0.78 – – – – 0.96 1.05

Successfulness (F2) 4.98 0.78 0.84 0.18* – – – 0.56 1.78

Sophistication (F3) 4.98 0.76 0.76 0.11* 0.57* – – 0.55 0.81

Sincerity (F4) 4.93 0.84 0.81 0.19* 0.62* 0.65* – 0.53 1.90

Ruggedness (F5) 4.57 0.88 0.66 0.15* 0.40* 0.44* 0.47* 0.74 1.35

Note: * p ≤ 0.05 (2-tailed).
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ceed 0.90. In addition, the RMSEA value should be 
equal to or less than 0.08 (Malhotra, 2010), whereas 
the SRMR value should not exceed 0.1 (Hair et al., 
2010). While the model of measurement achieved 
a significant chi-square value of 114.23 with 72 de-
grees of freedom (df), all other fit measures indicate 
good model fit with IFI = 0.97, TLI = 0.96, CFI = 
0.97, SRMR = 0.04 and RMSEA = 0.05.

The measurement model specified in this study 
not only exhibited good model fit, but also ac-
ceptable internal-consistency and CR, as well as 
nomological, convergent, discriminant and con-
struct validity. As such, a structural model may be 
tested. As per the literature, the structural model 
will assess whether the brand personality dimen-
sions of successfulness, sophistication, sincerity 
and ruggedness have a direct positive influence on 
bank identification.

4. DISCUSSION

This study’s results indicate that the sampled par-
ticipants identify with their bank and associate 
the brand personality dimensions of successful-
ness, sophistication, sincerity and ruggedness 
with their chosen retail bank. That is, Generation 
Y consumers perceive their chosen retail bank as 
high performing and efficient, trendy and up-to-
date, friendly and down-to-earth, as well as bold 

and daring. Moreover, the correlation analysis 
shows that the participants mostly associate the 
brand personality dimensions of successfulness 
and sincerity with their chosen retail banks. In ad-
dition, the specified measurement model revealed 
no problematic estimates, demonstrated compos-
ite reliability and showed evidence of convergent 
and discriminant, as well as construct validity. 
Furthermore, the measurement model exhibited 
good model fit. As such, retail banks are advised 
to use this validated brand-identification-and-per-
sonality scale to determine the likely influence of 
the brand personality dimensions of successful-
ness, sophistication, sincerity and ruggedness on 
bank identification.

This study is not without limitations. For exam-
ple, it relied on a self-reporting measuring in-
strument instead of observations, which may 
limit representation of the sample participants. 
Furthermore, a convenience sample was employed 
to survey participants. As such, when generaliz-
ing the results to the whole Generation Y bank-
ing consumer segment, great care should be taken. 
Moreover, this study’s sample was limited in terms 
of geographical location. In addition, Generation 
Y banking customers from only two HEI campus-
es participated in this study. Therefore, this study 
could be carried out on a larger scale in the future. 
Other future research opportunities include a lon-
gitudinal study as well as qualitative studies.  

Table 3. Confirmatory factor analysis 

Latent factors 
Standardized 

loading estimates
Error variance 

estimates CR AVE
HTMT

F1 F2 F3 F4

Bank identification
(F1)

0.72 0.70 0.78 0.54 – – – –

0.74 0.79 – – – – – –

0.74 0.77 – – – – – –

Successfulness 

(F2)

0.76 0.60 0.79 0.55 0.23 – –

0.72 0.59 – – – – – –

0.75 0.52 – – – – – –

Sophistication 
(F3)

0.78 0.69 0.77 0.53 0.14 0.71 – –

0.79 0.73 – – – – – –

0.59 0.69 – – – – – –

Sincerity 

(F4)

0.72 0.75 0.80 0.57 0.24 0.76 0.84

0.81 0.67 – – – – – –

0.72 0.62 – – – – – –

Ruggedness 

(F5)

0.89 0.54 0.79 0.57 0.20 0.55 0.64 0.67

0.85 0.57 – – – – – –

0.50 0.59 – – – – – –

Correlations
F1→F2: 0.23 F1→F3: 0.16 F1→F4: 0.24 F1→F5: 0.14

F2→F3: 0.78 F2→F4: 0.82 F2→F5: 0.50 F3→F4: 0.85

F3→F5: 0.55 F4→F5: 0.62 –
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CONCLUSION

The purpose of this study was to test whether brand identification and brand personality within a re-
tail-banking context are a five-factor structure. Using a Generation Y banking consumer sample, the 
confirmatory factor analysis results validated that bank identification and brand personality are a 
five-factor structure that comprises bank identification, as well as the dimensions of brand personality, 
namely successfulness, sophistication, sincerity and ruggedness. Each of the latent factors recorded ac-
ceptable internal-consistency reliability and there was no serious multicollinearity between the factors. 
Moreover, the nomological validity of the theory of measurement was established through correlation 
analysis. In addition, the measurement model showed evidence of acceptable CR as well as construct, 
convergent and discriminant validity. Lastly, the model fit indices of IFI, TLI, CFI, SRMR and RMSEA 
indicate good model fit. Thus, the results of this study concluded that this five-factor model is a valid 
and reliable measure of brand identification and brand personality and is regarded as the first validat-
ed brand identification and personality scale within the South African retail-banking context. Retail 
banks are advised to use this instrument to better understand which brand personality traits are impor-
tant to their market segments, as well as each segment’s level of bank identification.
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