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THE EFFECTS OF CORPORATE BRAND PERSONALITY ON CUSTOMER SATISFACTION AND 
LOYALTY IN TURKISH AUTOMOTIVE SECTOR                               

ABSTRACT 
This study involves in investigating the effects of corporate brand personalities of four car manufacturers, 
Renault, Ford, Fiat and Toyota on customer  satisfaction and loyalty. As the competition is becoming fiercer in 
automotive sector, customer perceptions and preferences are also becoming more complicated and strategic. 
Since customer satisfaction and customer loyalty are the key factors on leading companies to hold stronger 
competitive positions and achieve long-term success, the effects of corporate brand personalities on customer 

stomers are considered significantly important and 
investigated in this study. Through a comprehensive investigation of literature, a list of personality items are 
prepared to describe corporate brands in aspects of both corporate brand personality and human personality 
representation. These items are tested by means of an empirical analysis of primary data collected from 350 
respondents. The findings of statistical analysis indicated that some of corporate brand personality dimensions 
had significant impacts on customer satisfaction and loyalty. This paper provides empirical validation of the 
relationship between corporate brand personality and customer satisfaction and loyalty in Turkish automotive 
sector by demonstrating the influence of particular corporate brand personality items elements may have 
different effects.  
 
Key Words: Corporate Brand Personality, Customer Satisfaction, Customer Loyalty, Turkish Automotive 
Sector 
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INTRODUCTION 
Due to the rgence of new 
markets, mergers and acquisitions, increasing number of companies and their numerous 
products and services, occurrence of financial and political crises, companies need to 

More sophisticated 
customers and their varying demands force companies to focus on different ways of 
creating competitive advantages in order to fulfill their expectations and make them loyal 
to their companies. In this respect, the importance of brand personality and how brands are 
perceived by customers have started to be recognized by companies for building and 
maintaining effective relationships with their customers as unique strategic advantages for 
competition.  

Although there is recognition of the importance of brand personality and corporate brands 
to organizations, little is known about the impacts of corporate brands on customer 
perceptions, satisfaction and loyalty. Many previous studies have tried to establish an 
understanding about the multidimensional nature of corporate brands but the relationship 
between corporate brands and consumer behaviour is a less touched area till today. 
Recently, researchers started to investigate the relationship between corporate brands and 
customer behaviours (Souiden, Kassim and Hong, 2006; Da Silva and Alwi, 2006; 

. However, these attempts only partially explained the 
impacts of corporate brands on customer satisfaction and loyalty. Additionally, the extant 
studies often reduce the corporate brand to a single dimension like corporate personality 
(Davies and Chun, 2002). Corporate branding can boost sales, transfer the positive 
associations of the partner brands to a newly formed co-brand and consequently enhance 
brand equity and loyalty (Ueltschy and Laroche, 2004). Kowalczyk and Pawlish (2002) 

exploited in attaining sustainable competitive advantage especially in competitive sectors 
like automotive industry.  

on consumer evaluation as suggested previously by Aaker (1991) and Keller and Aaker 
 the brand.  

Based on the findings of previous research in corporate branding area, there are several 
motivations for conducting this study. One is based on the importance of automotive sector 
for Turkish economy which can be considered as a locomotive for most of the remaining 
sectors in Turkey (Kekre, Sarpca, Ulusoy and Altintas, 2006). The other motivation is the 
vitality of corporate brand personality for companies for their survival and competition in 
the long run.  
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According to the OSD (Automotive Industry Association) data, retail sales in domestic 
markets shrinked by 4.2% and total domestic automotive wholesale also fell by 4% in 
2007. The only items that posted an increase were passenger cars and midibuses. As 
opposed to past changes, passenger cars showed an outstanding performance with 50% 
increase. In the global market, the automotive sector was first weakened by the expensive 
automobile fuels linked to the 2003- 2008 oil crisis in the United States and this crisis 
extended to the world later causing customers to turn away from large sport utility vehicles 
(SUVs) and pickup trucks to passenger cars (Findikcioglu and Yildirim, 2008). Since 
passenger car segment had a rising performance in 2007 both in domestic and global sales, 
the customer group of passenger cars is decided to be selected in this study. The scope of 
the study concentrates on the four automotive manufacturers; Renault, Fiat, Ford and 
Toyota who realize the highest passenger car domestic retail sales between January and 
December 2007 in total. These four brands constitute nearly 50% of total domestic retail 
sales in 2007.  

This paper investigates the effects of corporate brand personality on customer satisfaction 
and loyalty in one of the most competitive sectors in Turkey, automotive sector. In 
particular, the objectives of this paper are to: 

 Establish psychometric properties of the corporate brand personality. 

 Explore if corporate brand personalities affect the perception of 
customers .  

 Ascertain the most influential personality attributes of corporate brands on 
customer satisfaction and loyalty. 

The above mentioned objectives of the study have important theoretical and practical 
contributions to the marketing area. Current knowledge about the relationship between 
corporate brand personality, customer perceptions and loyalty is limited and a focus in this 
respect will enable organizations to identify the corporate brand personality attributes that 
most impact customer satisfaction and loyalty. Till today, most past research has largely 
centered on specific aspects of corporate branding rather than taking an organization-wide 
perspective and investigating the aggregated effect of corporate brand personality attributes 
(Chernatony and Harris, 2000). This study will have important practical implications for 
managers indicating potential benefits of corporate brand personality attributes on 
customer satisfaction and loyalty which include economies of scale in marketing and lower 
advertising and promotion costs. In automotive manufacturing sector, organizational 
performance can be boosted by lowering the cost of serving loyal customers who also 
become less sensitive to price and favorable word of mouth publicity. So, the task of 
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marketers in companies is to understand their corporate brand personality values which are 
perceived and most demanded by their customers in creating satisfaction and loyalty.  

Besides these managerial contributions, this study has also theoretical contributions via the 
use of human personality trait metaphors. Human Personality Trait Scales like Corporate 
Character Scale (Davies, Chun, Da Silva and Roper, 2004) and Brand Personality Scale 
(Aaker, 1997) propose a projective technique that asks respondents to imagine that the 
company comes to life as a person. This kind of research is thought to be very important 
(Sirgy and Samli, 1985) stating that managers need to realize that symbolic representation 
of the companies play a significant role in satisfaction and loyalty behaviours. So, 
managers should gather information about how customers see their companies in 
personality terms. Besides, the advantage of using this methodological approach is 
proposed as a creative form of research in theoretical literature by asking respondents to 
imagine that the company was alive, respondents were asked to think of corporate brand 
differently through personality traits (Franzen and Bouwman, 2001). Furthermore, Davies, 
Chun, Da Silva and Roper (2003) recommend that in order to understand the corporate 
brand image of a company, researchers should adopt the metaphor of personality traits 
scale as an alternative measure to the corporate brand image. Another theoretical strength 
of corporate brand personality research is that it is more stable over time because of being 
consisted of symbolic values instead of cognitive ones (Porter and Claycomb, 1997; 
Franzen and Bouwman, 2001). Marketers use corporate brand personalities as their guide 
when they advertise their brand value or message to their customers to create satisfaction 
and loyalty (Mcenally and De Chernatony, 1999). So this type of research is extremely 
important for both theoretical and practical marketing area.  

The paper is constructed in the following way: First, a review of literature is provided and 
followed by methodology part including sampling design, questionnaire and data analysis 
procedures. Then, findings and discussion of the empirical part are presented. Conclusion 
part is provided ending with the limitations and suggestions for future research.  

2. THEORETICAL BACKGROUND  

2.1. Corporate Image and Corporate Branding  

Several definitions of corporate image can be found in marketing literature. Researchers 
an 

(Dichter, 1985, pg.75), public's perception of a company - the preconceived ideas and 
prejudices that have formed in the minds of customers (Gregory, 1991) and "as the whole 
of all sensory perceptions and thought interrelationships associated with an entity by one 
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emotional reactions - good or bad, weak or strong - of customers, investors, employees and 
the general public to the company's name. 

Set of corporate image definitions reveals three commonalities: first, that image is an 
impression or perception located in the minds of stakeholders; second, that different groups 
of stakeholders form different images and 
impression. Definitions of corporate image state that image is perception in minds of 
stakeholders but this perception may differ from one to another. This indicates the 
cognitive  and evaluative  dimensions of image. Image is defined as a cognitive  map 

of all the information that an individual or a constituent group has about the company. This 
cognitive part is objective form in perceptions of stakeholders. But on the other hand, each 
party evaluates cognitive information and perceive subjectively. This is the "evaluative" 
component that generates affect-related responses regarding the image. In other words, 
when a current or potential customer (representing one constituent group or stakeholder) 
refers to a company as having a positive company image, he is not only referring to his 
collection of objective information (the cognitive component) but also the evaluation of the 
objective information makes him "feel" about the company (the evaluative /affect 
component) (Gupta, 2002). 

Since, the way the organizations manage their interactions with their stakeholders has a 
bearing on the strength of their image, organizations strive to deliver consistent 
performance to all the stakeholder groups (Frost and Cooke, 1999). Therefore, the 
stakeholder theory suggests that firms broaden their objectives to include other goals in 
addition to profit maximization. The four common stakeholders of a firm are the 
customers, employees, stockholders and the suppliers or vendors. Researchers recently 
have also added the community to the company's stakeholder groups. Each group 
depending on its stake or interest interacts differently and consequently builds a somewhat 
different image of the firm (Dowling 1988; Young 1996). The importance of customer 
group as a stakeholder is significant because long term success of a company is closely 
related to its ability to adapt to customer needs and changing preferences. So, the 
perception of the stakeholder, customers becomes a very important issue in terms of a 

 (Takala, Bhufhai and Phusavat, 2006). 

While corporate image is the way of people perceive the company, brand image is the total 
perceptions about the brand as reflected by brand associations h

of companies may be different or stronger than images of their brands while brand images 
might be more dominant in other cases. Brand image affects corporate image because 
people evaluate companies based on their judgements about the product brands or the 
corporate name.  
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Automotive sector mostly carries the effects of both corporate images and brand images 
being quite in parallel and interact with each other continuously and interdependently 
introducing the concept of corporate branding. Chernatony and Riley (1998) stresses that 
corporations have started to link their brands with corporate values, putting more emphasis 
on corporate rather than line brand building by a move towards corporate branding in 
sectors like automotive and electronics. A company can distinguish and differentiate itself 
in the minds of all of its stakeholders by establishing a corporate brand.  

In the last 30 years, branding has begun to move up the corporate agenda and is 
increasingly recognised as a strategic tool that can generate and support value creation 
(Knox and Bickerton, 2003). Traditional product brand management has changed by the 
increasing influence of the organization behind the brand and an increasing acceptance of 
its role in the creation of economic value. Worcester (1986) provides evidence of a strong 
correlation between company familiarity and favorability while research by Keller and 
Aaker (1992) highlights the positive impact of the corporate brand on new product 
introductions and product brand extensions.  

The concept of the corporate brand has recently risen in both academic and practitioner 
fields, with a number of authors pointing to the potential economic value inherent in 
managing and developing the brand at the level of the organization (Fombrun and Van 
Riel, 1997; Greyser, 1999; Aaker and Joachimsthaler, 1999). A corporate brand is an 
organizing proposition that helps to shape an organisation's values and culture (Mitchell, 
1999) and a strategic tool of management which can guide the organizational processes 
that generate and support value creation (Urde, 1999).  

A corporate brand provides an umbrella of trust for the company in extending its product 
or service line and even diversifying into dissimilar products and services. Corporate 
brands are also transferable assets; they can be bought and sold; they may also be coveted 
as in the struggle by Mercedes Benz and Volkswagen over the Rolls Royce car. Another 
example from automotive sector is Ford group, which has acquired Aston Martin, Jaguar, 

of cost, time and risk aversion than attempting to build up new high prestige brands 
(Balmer and Greyser, 2003). 

Creating competitive advantages and managing them efficiently supports the survival and 
Companies need to screen and review 

their competencies, their customer and competitive profiles as well as their product and 
services to maintain an optimum cost-benefit balance. Since the variety of products and 
brand alternatives are growing rapidly, automotive companies have to satisfy different 
needs and higher expectations of consumers and they are obliged to be more open, 
dynamic, integrated into global markets. So, the importance of corporate branding have 
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been more recognized by many of the companies in automotive sector in the forms of 
building unique strategic advantages for competition in the developing context of EU 
(European Union) harmonization. 

2.2. Corporate Personality  

Personality concept should be defined first in order to better analyze corporate personality 
concept. Aaker (1975) states that human personality is a combination of human traits and 
social agents as parents, friends being in relation with the individual. Bernstein (1984) 
claims that corporate personalities differ from human personalities in two ways: The first 
difference is that corporate personality influences many groups such as colleagues, 
customers, suppliers while a human personality affects only the individual himself. The 
second difference is that there is a greater control over a corporate personality. A person 
can not control his personality as a company.  

In literature, many authors recognized the fact that companies do have corporate 
personalities (Olins, 1978; Bernstein, 1984; Gray, 1986). According to Olins (1978), a 
group develops a personality and then this personality is later projected as an identity being 
different and greater than the sum of personalities involved. Each organization has a 
corporate personality, which has been constructed by a specific identity, knowledge and 
essence (Olins, 1989; Selame, 1997; Ackerman, 2000). Corporations can be influenced by 
both their own general corporate personalities and by the personalities of individuals who 
represent the organization. On the other hand, marketers use brand personalities or 
corporate image dimensions as their guide when they advertise their brand value or 
message to their customers (Meza, 2001). This also indicates the significance of this study 
as investigating the effects of corporate brand personality on customer satisfaction and 
loyalty.  

Balmer (1995) views corporate personality as a composite of values and beliefs which 

personality as the main ideologies within the organization that underlines corporate 
mission and philosophy. Brand personality is the human characteristics or traits that can be 
attributed to a brand. It has been recognized in the theoretical literature and proved in 
empirical researches that customers perceive brands as possessing personality features 
(Kapferer, 1998; Keller, 2003). Brand personality represents non-product related features 
important for the development of relationship with customers. Kapferer (1998) identifies 
brand personality as one of the key dimensions of brand identity and defines it in terms of 
human personality features.  

Brand personality can be measured in different ways but assessed more definitely through 
adjective checklists or ratings. Aaker (1997) conducted a research project looking at brand 
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personalities that provides an important link into the personality of a number of well 
known brands and created a reliable, valid and generalizable scale of brand personality that 
had a substantial impact on branding literature. A number of studies on brand personality 

(1997) and Duarte and Davies (2002) who measured 
Ford brand image using this Corporate Personality Scale in automotive industry. Corporate 
brand personality is an important concept but it encompasses multi dimensions beyond 
personality factor alone. Corporate Brand Personality can be measured via human 
personality traits according to some researchers like Davies, Chun, Da Silva and Roper 
(2001). Trait scales like Corporate Character Scale (Davies et al., 2001) or Brand 
Personality Scale (Aaker, 1997) propose a technique that asks respondents to imagine the 
company as a person.  

2.3. Brand Personality and Corporate Brand Personality 

Since the last quarter of twentieth century, position of brands and branding changed 
completely. Brands became dominant in the minds of consumers and increasingly in the 
minds of other audiences of corporation, including shareholders and employees. The brand, 
traditionally aimed at the customer has increasingly taken over the corporation itself. 
Corporations have always dealt with a multiplicity of stakeholders: employees, 
shareholders, financial community, suppliers and collaborators, government and other 
regulatory bodies (Ollins, 2000). So, brands are increasingly divorced from 
products/services which they were originally associated and establishing their own 
personalities. Brand personality can be defined as the human characteristics that are 
attributed to a brand while the corporate brand personality is a form of brand personality of 
a company defined in human characteristics of the organization as a whole (Keller and 
Richey, 2006). Brand Personality and Corporate Brand Personality are both abstract and 
intangible aspects of branding and recent brand image studies have been centred on more 
affective and emotional attributes by using metaphor of personality traits to portray brand 
image (Keller, 2003). Malhotra (2005) explains that for decades, consumer perception 
research was mostly cognitive in nature by use of brand attributes and tangibles. But in the 
last two decades and more recently, increasing number of scholars acknowledged 
importance of affective and emotional aspects in consumer behaviour (Burk and Edell, 
1989; Holbrook and Westwood, 1989) as in case of corporate brand image and corporate 
brand personality studies (Aaker, 1997; Keller, 2003; Ailwadi and Keller, 2004). Aaker 
(1997) suggests that symbolic use of brands is common because consumers often imbue 
brands with human personality traits as naming Coca Cola "cool".  

What a company is and how it presents itself to the consumer are its corporate brand 
personality. Corporate brand personality is a form of brand personality specific to a 
corporate brand. Although the concept of brand personality is relevant to both product 
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brands and corporate brands, the two types of brands differ in terms of how the brand 
personality concept is applied. A corporate brand is distinct from a product brand in that a 
corporate brand can encompass a much wider range of associations based on people and 
relationships; programs and values; and corporate credibility. Consequently, corporate 
brands will typically have a set of personality traits that is broader and differently 
composed than the set of personality traits for each product brand owned. So, corporate 
brand personality has a more wholistic view of the corporation when compared to product 
brand personality (Keller and Richey, 2006).  
A successful company must carefully manage its corporate brand personality enabling it 
reflect the corporate values of the organization. nality 
traits perceived by its customers and the general public should be aligned with the 

 internally espoused values.  
In this study, corporate brand personality concept is considered within the reflected part of 
the corporate identity including corporate values, corporate philosophy, corporate mission 
and corporate culture to its external stakeholder, customers. So, corporate brand 
personality traits constitute a more affective basis to evaluate corporate brand in the eyes of 
customers and its effects on perceptions like satisfaction and loyalty. Analyzing the human 
characteristics attributed to car brands; Renault, Fiat, Ford, Toyota indicate the symbolic 
representation of these companies in the eyes of customers. This contribution of the study 
enables marketers to choose the appropriate marketing and communication strategies for 
increasing satisfaction and loyalty level of their customers.  
 

2.4. The Relationship between Corporate Personality, Customer Satisfaction and 
Loyalty 

Andreassen and Lindestadt (1998) report that corporate image serves as an important factor 

Although there exists a satisfactory level of studies supporting the argument that corporate 
image affects customer satisfaction and loyalty, little is known about the impacts of 
corporate brands on customer perceptions, satisfaction and loyalty. While there exist some 
frameworks for a general understanding of multidimensional nature of consumer brand 
personalities (Keller, 2003) and corporate brand personalities (Urde, 2003), the empirical 
support into the relationship between corporate personality attributes and customer 
satisfaction and loyalty has been also scarce in literature. This paper focuses on the 
corporate brand personality part of a larger research study which investigates the effects of 
a compherensive set of corporate image dimensions on customer satisfaction and loyalty. 
The following propositions are formulated to examine the role that corporate brand 
personality play in customer satisfaction and loyalty:  

P1: Corporate brand personality positively affects customer satisfaction. 
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P2: Corporate brand personality positively affects customer loyalty. 

3. METHODOLOGY 

3.1. Sampling Design Process 

The type of the research design is determined as descriptive which is performed by means 
of survey method based on a structured questionnaire with selected scaling technique and 
conduction with respondents personally with a great majority. The original study was 
conducted to measure effects of corporate brand image of four car brands; Renault, Fiat, 
Ford and Toyota original study, every 
corporate brand image dimension was investigated in terms of its effects on customer 
satisfaction and loyalty as a whole. However, this paper has taken only the corporate 
personality part of the study and concentrated on brand personality perceptions of 
customers and the effects of brand personalities on satisfaction and loyalty levels of 
customers. 

The target population of this study is selected as people living in Istanbul who are currently 
users of one of the four car brands; Renault, Fiat, Toyota and Ford. The reason in selecting 
current user group in these brands, current customers in other words, is that the study 
investigates effects on customer satisfaction and loyalty which include propensity to 
repurchase and resistance to switching to competitors. In automative sector, these four car 
manufacturers have nearly 50% of the passenger car sales as of 2007 year end according to 
ODD figures (Automotive Distributors Association) and automotive sector is one of the 
biggest exporters of Turkey by exporting nearly 80% of its production. The below table 
represents the first top ten automotive brands who realize highest units in domestic 
passenger car sales in year 2007 according to ODD (Automotive Distributors Association) 
data (www.odd.org.tr, 2008). 

TABLE 1: Top Ten Brands of Highest Domestic Passenger Car Sales in 2007 

Brand Local Imported Total 

Renault 54.291 5.630 59.921 

Fiat 27.875 8.641 36.025 

Ford 0 32.756 32.756 

Toyota 6.059 23.526 29.585 
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Opel 0 27.761 27.761 

Volkswagen 0 26.739 26.739 

Hyundai 16.547 9.783 26.330 

Honda 15.968 6.134 22.102 

Peugeot 0 13.417 13.417 

Kia 0 10.319 10.319 

 

Source: ODD (Automotive Distributors Association) data, Statistics, Sales figures January-December 2007, 
http://www.odd.org.tr  

As these four brands reflect nearly half of the domestic passenger car market, the sampling 
unit of this research is defined as customers, current users of these four brands and 
nonprobability sampling method with convenience sampling technique is applied. Since 
the objective is to measure effects of corporate brand image including corporate brand 
personality on customer satisfaction and loyalty for four car brand customers in Istanbul, 
the sampling unit is based on convenience by use of students, members of different 
professional groups and occupations, neighbours and others. 

A total of 500 questionnaires have been distributed by convenience sampling on May 2008 
and 440 have been returned with a response rate of 88%. 400 questionnaires, which are 
nearly 80% of the total distributed number, are submitted to respondents personally and 
interviewed face to face in their homes or offices enabling to provide clarifications to them 
when needed. The remaining 100 questionnaires are distributed to some respondents via e-
mail in order to reach them easier and quicker and shorten the time of data collection 
period but only 40 of them are returned with a response rate of 40%. Total data collection 
process is approximately two months duration period between May and June 2008.  

3.2. The Questionnaire 

This paper is constructed by focusing on the corporate brand personality part of a wider 
study which had an objective of investigating the effects of all corporate image dimensions 
on customer satisfaction and loyalty. Since the original compherensive study aimed at 
investigating the effects of all dimensions of corporate brand image, the total questionnaire 
was consisted of six parts.  However, this study concentrates on the parts of it which are 
related with corporate brand personality dimensions. So, five parts of the total original 
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questionnaire are used in this paper which include general characteristics and 
demographics of the sample group, measurement of corporate personality and 
personification dimensions, customer satisfaction and loyalty levels.  

The first part of the questionnaire has both open-ended and close-ended entrance questions 

also has open-ended elimination questions like Question 1 and Question 3 to make us 
know if the respondent is appropriate for the objective of our study. The respondent is 
kindly requested to end filling the questionnaire if he/she is not within the criteria of 
research objective which is being a driver or current user of one of the four car brands; 
Renault, Fiat, Ford or Toyota in Questions 1 and 3. Questions between 4 and 7 have both 
open-ended and close-ended multiple nominal scale questions investigating the 

currently owned car brand 
and  previously owned car brand.  

The second part of the questionnaire consists of 9 corporate brand personality definitons as 
reliable, customer oriented, local, technological, socially responsible, dynamic, leader, 
experienced and modern. The respondents are expected to choose the number between 1 
and 5 considering the producer company of the car brand they are already using and 
evaluating it with the appropriate corporate personality definition on a semantic differential 
scale of itemized scaling technique; an interval scale measurement type.  

The third part of the questionnaire includes 9 human personality definitions. The 
respondents are expected to choose the number between 1 and 5 by assuming the car brand 
they are already using 
passive, intelligent, rude, bold, cool, exciting, creative, elegant on a semantic differential 
scale of itemized scaling technique; an interval scale measurement type. This part is based 

previous  

Corporate brand personality and personification definitions are adjectives selected from 
different studies of Da Silva and Alwi (2006), Anisimova (2007), Karaosmanoglu (2001), 

based on the criterias of nature of customer evaluations in automotive sector, relationship 
between customer perceptions and product attributes, benefits and attitudes. Since the 

 of four 
car brands and how these perceptions of corporate brand personalities may affect 

satisfaction, response and intention to act such as intent to repurchase, different 
items from previous similar studies are adopted consistent with the sector and subject 
similarities. Although literature highlights multifaceted nature of corporate branding 
concept, this study concentrates on the  perception and effects of a single dimension of 
corporate brand image concept, corporate brand personality in this paper.  
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The fourth part of the questionnaire includes 17 statements concerned with opinions about 
satisfaction and loyalty status of customers. Respondents are expected to choose the 
number option between 1 (Disagree) to 5 (Totally Agree) according to the level of their 

measure the effects of corporate brand personality dimensions on customer satisfaction and 
loyalty by using a Likert scale of itemized scaling technique; an interval scale 
measurement type. These statements are adapted in the questionnaire by the authors 
inspired by studies of Da Silva and Alwi (2006) and Souiden et al. (2006).  

The last part of the questionnaire is related with demographic information and general 
profile of the respondents as age, gender, marital status, education level, number of 
children, working status, income and residence.  

3.3. Data Analysis Procedures 

Data is analyzed through 15 version of SPSS (Statistical Package for Social Sciences) 
computer program. In this study, the statistical methods of frequency analysis, factor 
analysis, reliability analysis, multiple regression analysis, independent sample t-test and 
Anova (analysis of variance) test are used. Significance level of 0.05 is considered for 
statistical analyses. 

3.4. Findings  

3.4.1. Descriptives  

The first entrance question of the questionnaire is the main elimination question for this 
study which is: . Since the research objective is to determine the 
effects of corporate brand personality on customer satisfaction and loyalty for four car 
brands, the most important prerequisite for the respondents to participate in this study is 

 at first. The questionnaires are collected from 440 respondents living 
in Istanbul and 93,86 % of them are presently drivers while only 6,14 % of them are non-
drivers. Since this question is the first elimination question of the questionnaire, 27 non-
driver respondents are requested to end the questionnaire after this because of being 
inappropriate for the research criterias. In order to determine the duration of experience of 
driving car, Q2 is asked to the respondents. The duration of driving experience of the 
respondents shows that 31,48 % of the respondents have less experience, 26,15 % of them 
have moderate experience and the remaining 42,37 % of them have deep experience in 
driving cars. Other elimination question of the questionnaire for this study is: 

. 350 out of 413 respondents are appropriate for the research criterias by 
using one of these brands; Renault, Fiat, Toyota or Ford. So, 84,74 % of the driver 
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respondents is the user of one of these four brands being the real target sample group of the 
research study. Remaining 63 respondents are requested to end the questionnaire after this 
since they are not related with research objectives. When the ownership of cars is analyzed, 

drive company cars. Another question measures the duration of respon
experience in their current car. 44,29 % of the respondents are using their car since 1 or 2 
years, 38,29 % of the respondents are using since 3 to 5 years and the remaining 18,42 % 
are using for more than 5 years.  

General profile of respondents in the study in terms of demographic characteristics such as 
gender, age, marital status, education level, working status, occupation and income level 
are presented in the below Table 2 . 

TABLE 2: Demographic Characteristics of the Sample Group  

Gender Frequency Percent 
Valid 

Percent Cumulative Percent 
Female 164 46,9 46,9 46,9 
Male 186 53,1 53,1 100 
Total 350 100 100   
Age  Frequency Percent Valid 

Percent 
Cumulative Percent 

18-22 15 4,3 4,3 4,3 

23-30 114 32,6 32,6 36,9 

31-40 156 44,5 44,5 81,4 

41-70 65 18,6 18,6 100,0 

Total 350 100,0 100,0   
Marital Status  Frequency Percent Valid 

Percent 
Cumulative Percent 

Single 172 49,1 49,1 49,1 

Married 178 50,9 50,9 100 

Total 350 100 100   
Education Level Frequency Percent Valid 

Percent 
Cumulative Percent 

Elementary 27 7,7 7,7 7,7 

High School 75 21,4 21,4 29,1 
University 192 54,9 54,9 84 

Master/Doctorate 56 16 16 100,0 
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Total 350 100,0 100,0   
Working Status Frequency Percent Valid 

Percent 
Cumulative Percent 

Yes 312 89,1 89,1 89,1 
No 38 10,9 10,9 100,0 

Total 350 100,0 100,0   
 

3.4.2. Factor and Reliability Analysis Results 

18 adjectives of Corporate Personality and Personification attributes are analyzed for factor 
and reliability analyses. As the result, none of the items are eliminated and 4 factors are 
found in total. After these analyses, reliability tests are conducted for each factor 

are computed to test the internal 
consistency of factors. So, after the analysis of four factors through reliability tests, none of 
the factors have Cronbach values < 0,70 and none of them was removed. The newly 
developed 4 factors are renamed in parallel with the literature review. The below Table 3 
presents the new factors: 

TABLE 3: Corporate Personality and Personification Dimensions 

Factor Name Factor 
Loading 

% of Variance 
Explained 

Cronbach

value 

Factor 1: Attractiveness (7 items)    

Refined 0.787 

22.97 0,885 

Reckless 0.783 
Cool 0.760 

Exciting 0.706 
Elegant 0.704 
Sporty 0.668 
Modern 0.612 

Factor 2: Closeness to Customer (4 items)    

Reliable 0.785 

13.35 0,736 
Local 0.643 

Experienced 0.603 
Customer oriented 0.575 
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Factor 3: Business Intelligence (4 items)    

Bold 0.767 

12,55 0,709 
Intelligent 0.755 
Creative 0.715 

Technological 0.491 
Factor 4: Competence (3 items)    

Socially Responsible 0.761 
11.24 0,721 Dynamic 0.701 

Leader 0.600 
 

3.4.3. Regression and Mean Analysis 

No support is found for hypotheses testing the effects of corporate personality attributes as 
Attractiveness , Closeness to Customer  and Competence  on customer satisfaction 

and loyalty. However, it is tested and supported that: 

H1: Business intelligence positively affects customer satisfaction. 

H2: Business intelligence positively affects customer loyalty. 

Since S Business intelligence  attribute 
positively affects customer satisfaction and customer loyalty. 

Then, the total data is seperated on bases of customers of four different car brands and 
regression analyses are conducted for each data set to find out if there exist any significant 
diffferences with regard to effects of corporate brand personality dimensions on customer 
satisfaction and loyalty nds, Renault, Ford, Toyota and 
Fiat. The effects of four corporate personality dimensions are investigated on four car 
brands seperately. The results indicate that Business Intelligence  attribute affects 
customer satisfaction for only Ford brand and affects customer loyalty for only Renault 
brand significantly. 

3.4.4. Corporate Personality Comparison of Four Brands  

When overall mean ranking of corporate personality attributes are analyzed, Toyota is 
observed as having the highest ranking at four attributes of attractiveness, closeness to 
customer, business intelligence and competence. Ford is following Toyota brand having 
the second highest ranking, Renault has the third ranking being followed by Fiat as the 
lowest one 
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FIGURE 1: Corporate Personality Comparison of Brands 

Corporate Personality Comparison on Brand Basis
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4. DISCUSSION  

According to Davies and Chun (2002), corporate brand image can be measured via human 
personality traits. These trait scales may include corporate character scales or brand 
personality scales proposing a projective technique asking respondents to imagine that 
company as a person. These kind of researches are thought to be very effective by Sirgy 
and Saml  

influential on customer satisfaction and loyalty 
is in parallel with literature in terms of measurement technique of corporate brand image 
effects. Aaker (1996) suggests that product-related characteristics (cognitive elements) can 
be primary drivers of brand personality and cognitive thinking can take place first through 
functional reason then leads to emotional and affective reason. This in turn may lead to 
overall evaluation and overall satisfaction. Aaker (1996) also suggests that symbolic use of 
brands is possible because consumers often tie brands with human personality traits. This 

increasing breakdown of boundaries between external and internal corporate brand 
constituents like corporate personality. Additionally, this study gives a contribution by 
indicating the highest significance of 
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intelligent, creative and technological traits which have significant effects on customer 
satisfaction and loyalty of car products in Turkish automotive sector.   

Since electronics and computer technologies are intensely employed during production 
processes in automotive sector and products can be frequently renewed or totally changed, 
the sector is in a continuous restructuring and development period in the last ten years. In 
order to survive in such a sector of intense competition, companies have no choise than 
implementing latest technologies as fast as possible and almost all of the companies 
competing in the sector have modern machinery, latest technology, foreign licence and 
quality control mechanisms. So, it is not contradictory to have Business Intelligence  as 
the most significant factor of corporate personality in effecting customer satisfaction and 
loyalty of the sample group in this study. The brands being intelligent, creative and 

long run. The results are consistent with previous research that found technological brand 
functionality play an important role in consumer evaluations of durable products (Brucks, 
Zeithaml and Naylor, 2000) and product innovativeness determines the success of 
technological companies (Tickle, Keller and Richey, 2003). 

factor mostly affects customer satisfaction for Ford brand and affects customer loyalty for 
Renault brand. That gives the implication to the managers of Ford company that business 
intelligence creates satisfaction but is not permanently influential enough to create loyalty 
for Ford customers. On the other hand, Renault brand has more power to sustain the 

loyalty.   

In order to compare four car brands in terms of corporate personality attributes, the mean 
values of attributes for each brand are investigated. When the findings presented at the 
corporate personality chart in Figure 1 are examined, Toyota seem to have the highest 
mean scores in all attributes, attractiveness, business intelligence, closeness to customer 
and competence. In attractiveness, closeness to customer and business intelligence, Toyota 
is followed by Ford by second mean ranking and then by Renault and Fiat consecutively. 
Only in competence, Renault stands at the second ranking followed by Ford and Fiat. Fiat 
has the lowest ranking at all attributes.  

The highest ranking position of Toyota in all attributes of corporate brand personality 
n 

overall  do not make very 
sensitive  comparisons and differentiation in terms of corporate personality attributes 
between brands.  
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These findings 
perceptions partially support the findings of a previous image study conducted by 

image of Toyota was higher in some of the dimensions like quality, higher technology, 
after-sales, safety, sales personnel, prestige, innovativeness, financial performance, work 
environment, management, sales force in her findings.  

Ford is at the second ranking in three of attributes, except competence attribute being at the 
third ranking. These findings give Ford managers the implication that they should 
communicate the reliability and competence attribute of their cars more effectively and 
they should give more emphasis on presenting and marketing themselves to their 
customers as innovative, technological and customer oriented to attain a customer 
company identification more in reaching customer satisfaction and loyalty consecutively. 

5. LIMITATIONS AND SUGGESTIONS  

Although this paper aims at making several contributions to consumer research in the area 
of corporate branding, there are a few limitations that emerge from this study which may 
present opportunities for future research. The first limitation of this study is that it is based 
on a sample group of customers from four car manufacturers which constitute nearly 50% 
of domestic passenger car sales in 2007. However, this study is not able to give a full 
picture of the whole domestic car market and reflects only half of it. Secondly, the brands 
of these four car companies, Renault, Fiat, Ford and Toyota are all foreign company 
originated although they realize local manufacturing activities in Turkey. So, the corporate 
brands investigated in this study in terms of corporate personality attributes are not 
originally created and developed in local companies.  

For future research, a research with a larger sample size including drivers of all car brands 
may be suggested in order to yield more sophisticated outcomes reflecting the whole of 
domestic car market in Turkey. This research may also be conducted in other cities of 
Turkey enabling a comparison between the findings of different populations of interest. It 
is possible that attributes and perceptions may differ among geographical locations and 
urban or rural areas. Besides a similar study may be applied by concentration on the 
differences of demographic characteristics of car drivers like gender, age, marital status 
and education. As the last suggestion, the difference between the perceived corporate brand 
personalities and the ideal corporate brand personalities of four car brands may be 
investigated as the topic of another study. In such a study, before analyzing the difference 
between the ideal and perceived personalities, the ideal corporate brand personalities 
should be defined accurately after a series of exploratory research activities like interviews 
with managers, pilot surveys and focus groups with customers.  
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CONCLUSION  

The goal of this paper is to determine the influence of corporate brand personality 
constituent
results reveal that for complex and infrequently purchased durables such as cars, corporate 
brand personality is a predictor of customer satisfaction and loyalty. Business 
intelligence  attribute appears as the most significant factor among corporate personality 
attributes. The results support the idea of the importance of creativity, technology and 
intelligence for corporate brands in order to maintain the competitiveness and survival in 
the long run. Organizations are obliged to strengthen their creative, intelligent and 
technological sides and communicate effectively to their customers in order to obtain 
satisfaction and loyalty in automotive sector.  

This study gives significant linkage that support marketing strategies on positioning of 
corporate brands by showing that internal values (core values and corporate personality) 
are important paths to consumer satisfaction and loyalty. Beyond conventional marketing 
mix, car manufacturers need to raise customer awareness of their corporate values and 
organizational culture. Managers should further promote their corporate identity and 
personality in consumer markets to enhance loyalty in order to prevent consumer switching 
behaviours of their customers by the increasing product and price parity in the industry.  

REFERENCES  

AAKER, D.A., 1975, Advertising Management: Practical Perspectives, Prentice Hall, 
Inc, Englewood Cliffs, New Jersey. 

AAKER, D., 1991, Managing Brand Equity: Capitalizing on the Value of a Brand 
Name, The Free Press, New York, NY. 

AAKER, D.A., 1996,  Building Strong Brands, New York, The Free Press. 

Dimensions of Brand Personality Journal of Marketing Research, 
Vol.24, pg: 347-356. 

AAKER, D.A. and JOACHIMSTHALER, E., 1999, "The Lure of Global Branding"', 
Harvard Business Review, November-December, pg: 1999. 

ACKERMAN, L.D., 2000, Identity is Destiny. Leadership and Roots of Value 
Creation,  San Francisco, C.A: Berrett-Koehler. 

AILWADI, K.L. and KELLER, K.L., 2004, "Understanding Retail Branding: Conceptual 
Insights and Research Priorities", Journal of Retailing, Vol. 80., No.4., pg: 331-342.  



E  
  

 
 Haziran 2013 

 

 72 

The Effects of Corporate Image in 
the Formation of Customer Loyalty , Journal of Service Marketing, Vol.1, pg: 82-92. 

The Effects of Corporate Brand Attributes on Attitudinal and 
Behavioural Consumer Loyalty Journal of Consumer Marketing, Volume 24, Number 
7, pg: 395-405. 

BAKER, M. and BALMER, J.M.T., 1997, "Visual identity: trappings or substance?", 
European Journal of Marketing, Vol. 31 No.5/6, pg: 366-383.  

BALMER, J.M.T., 1995, "Corporate Branding and Connoisseurship", Journal of General 
Management, Vol. 21 No.1, pg: 22-46.  

BALMER, J.M.T. and GREYSER S.A., 2003, Revealing the Corporation: Perspectives 
on Identity, Image, Reputation, Corporate Branding, and Corporate-level Marketing, 
Routledge, London. 

BERNSTEIN, D., 1984, Company Image and Reality: A Critique of Corporate 
Communications,  Cassell Educational Ltd, London. 

Price and brand name as 
indicators of quality dimensions for consumer durables Journal of Academy of 
Marketing Science, Vol.28, No.3, pg: 359-374. 

BURK, M.C. and EDELL, J.A., 1989, "The Impact of Feelings on Ad-Based Affect and 
Cognition", Journal of Marketing Research, Vol. 26, No.1, pg: 69-83. 

Modeling the Components of the Brand
European Journal of Marketing, Vol.32, No. 11/12, pg: 1074-1090. 

CHERNATONY, L. and HARRIS, F., 2000, "Developing Corporate Brands Through 
Considering Internal and External Stakeholders", Corporate Reputation Review, Vol.3, 
No.3, pg: 268-274. 

DA SILV Cognitive, Affective Attributes and Conative, 
Behavioural Responses in Retail Corporate Branding Journal of Product & Brand 
Management, Vol. 15, Num.5, pg: 293-305. 

The Corporate 
Reputation Scale Working Paper 431, Manchester Business School.  

DAVIES, G. Gaps Between the Internal and External Perceptions 
of the Corporate Brand Corporate Reputation Review, Vol.5, No.2/3, pg: 144-158. 



E  
  

 
 Haziran 2013 

 

 73 

DAVIES, G., CHUN, R., DA SILVA, R. and ROPER, S., 2003, Corporate Reputation 
and Competitiveness, Routledge, London.  

DAVIES, G., CHUN, R., DA SILVA, R. and ROPER, S., 2004, "Corporate Character 
Scale to Assess Employee and Customer Views of Organization Reputation", Corporate 
Reputation Review, Vol. 7, No.2, pg: 125-146. 

DICHTE The Journal of Consumer Marketing, 2 
(Winter), pg: 75-81. 

DOWLING, G.R., 1988, Measuring Corporate Images: A Review of Alternative 
Approaches Journal of Business Research, 17 (August), pg: 27-34. 

DUARTE, M. and DAVIES, G The Anatomy of Ford Brand 6th International 
Conference on Corporate Reputation, Boston, MA. 

ENIS, B.M., 1967, t of Image California 
Management Review, 9 (Summer), pg: 51-58. 

FINDIKCIOGLU, G., YILDIRIM, B., TSKB, Turkish Automotive Industry Research 
Report, January, 2008. 

FOMBRUN, C.J. and VAN RIEL, C.B.M., 1997, "The Reputational Landscape", 
Corporate Reputation Review, Vol. 1, No. 1, pg: 5-15. 

FRANZEN, G. And BOUWMAN, M., 2001, The Mental World of Brands, World 
Advertising Research (WARC), Henley-on-Thames. 

FROST, A.R. and COOKE, C, 1999, Communications World, 16 
(February/March), pg: 22-32. 

GRAY, J.G., 1986, Managing the Corporate Image, Westport Connecticut, Quarum 
Books. 

GREGORY, J.R., 1991, Marketing Corporate Image, NTC Business Books, 
Lincolnwood, IL, U.S.A. 

GREYSER, S., 1999, "Advancing and Enhancing Corporate Reputation", Corporate 
Communications, Vol. 4, No. 4, pp: 177-81.  

Strategic Dimensions of Corporate Image Dissertation Submitted to 
Temple University, pg: 10-32. 



E  
  

 
 Haziran 2013 

 

 74 

Whatever Happened to Image The Business Quarterly, 35 
(Winter), pg: 70-76.  

HOLBROOK, M.B. and WESTWOOD, R.A., 1989, The Role of Emotion in Advertising 
Revisited: Testing a Typology of Emotional Responses, in Cafferate, P., Tybout, A.M. 
(Eds), Lexington Books, Lexington, MA, pg: 353-371.  

KAPFERER, J.N., 1998, Strategic Brand Management, Kogan Page, London. 

KARAOSMANOGLU, E., 2001, utomobile 
 Dissertation Submitted to Marmara University. 

KELLER, K.L., 2003, Brand Synthesis: The Multidimensionality of Brand Knowledge
Journal of Consumer Research, Vol.29, No.March, pg: 595-600. 

KEKRE, S., SARPCA, E.B., ULUSOY, G. and ALTINTAS, N., Value Creation by 
Turkish Enterprises , , 
pg: 1-13. 

KELLER, K.L. and AAKER, D.A., 1992, The Effects of Corporate Images and 
Branding Strategies on New Product Evaluations, Stanford University Research Paper 
Series, September.  

KELLER, Managing the Corporate Brand: The Effect of 
Corporate Marketing Activity on Consumer Evaluations of Brand Extensions Society 
International Conference, Greek Island of Rhodes, Greece, pg: 79. 

KELLER, K.L., 2003, "Brand Synthesis: The Multidimensionality of Brand Knowledge", 
Journal of Consumer Research, Vol. 29, No.4, pg: 595-600. 

KELLER, K.L. and RICHEY, K., 2006, "The Importance of Corporate Personality Traits 
to a Successful 21st Century Business", Brand Management, Vol.14., No.1/2., pg: 74-81. 

Six Conventions of Corporate Branding
European Journal of Marketing, Vol.37, No. 7/8, pg: 998-1116.  

Corporate Branding Through External 
Perception of Organizational Culture Corporate Reputation Review, Vol. 5, No. 2/3, pg: 
159-174. 

MALHOTRA, N.K., 2005, "Attitude and Affect: New Frontier of Research in the 21st 
Century", Journal of Business Research, Vol. 58, No.4, pg: 477-482.  



E  
  

 
 Haziran 2013 

 

 75 

MCENALLY, M.R. and DE CHERNATONY, L., 1999, "The Evolving Nature of 
Branding: Consumer and Managerial Considerations", Academy of Marketing Science 
Review, Vol. 1999, No.2, pg: 1-24.  

Constructing a Cyber-corporate Identity: How Global Organizations 
are Taking Advantage of the Web Hawaii International Conference on Social Sciences, 
Honolulu, Hawai, June 11-15, 2002. 

MITCHELL, A., 1999, "Out of the Shadows", Journal of Marketing Management, No. 
15, pg: 25-42. 

ODD (Statistics, Sales figures January-December 2007. http://odd.org.tr), 2008. 

OLINS, W., 1978, The Corporate Personality, An Inquiry into the Nature of 
Corporate Identity, London The Kynoch Witton Press Birmingham. 

OLINS, W., 1989, Corporate Identity, Making Business Strategy Visible Through 
Design,  London Thames and Hudson. 

OLINS, W., 2000, The Expressive Organization: Linking Identity, Reputation and the 
Corporate Brand, Oxford University Press.  

PORTER, S.S. and CLAYCOMB, C., 1997, "The Influence of Brand Recognition on Retail 
Store Image", Journal of Product and Brand Management, Vol.6, No.6, pg: 373-384. 

SCHULTZ, M. and ERVOLDER, L., 1998, 
Crossing the Boundaries Between Management, Advertising, Public Relations and 
Design Corporate Reputation Review, Vol.2, No.1, pg: 29-50. 

SCHULTZ, M., HATCH, M.J. and LARSEN, M.H, 2000, The Expressive Organization: 
Identity, Reputation and Corporate Branding,  Oxford : Oxford University Press.  

Public Relations Role and Responsibility in Reflecting Changes in 
Public Relations Quarterly, 42 

(2-Summer) pg: 12-16.  

SIRGY, M. J. and Samli, A.C., A Path Analytic Model of Store Loyalty Involving 
Self-concept, Store image, Socioeconomic Status, and Geographic Loyalty The Journal 
of the Academy of Marketing Science, 13 (Summer), pg: 265-91. 

The Effects of Corporate 
oss-cultural Analysis

European Journal of Marketing, Vol.40, No.7/8, pg: 825-845. 



E  
  

 
 Haziran 2013 

 

 76 

Proposed Verification Method 
for the Content Suitability of the Customer Satisfaction Survey Industrial Management 
and Data Systems, Vol.106, No.6, pg: 841-854. 

Ten Guidelines for Branding in 
High-  The Journal of Marketing Society, Vol.22, No.Autumn, pg: 21-26. 

Development of a Customer Satisfaction 
Index Model Industrial Management and Data Systems, Volume 107, Number 5, pg: 
672-687. 

Co-brand Internationally: Everyone 
Wins Journal of Applied Business Research, Vol. 20, No.3, pg: 91-103. 

URDE, M., 1999, "Brand Orientation: a Mindset for Building Brands into Strategic 
Resources", Journal of Marketing Management, Vol. 15, pg: 117-133. 

Core Value-based Corporate Brand Building European Journal of 
Marketing, Vol.37, No:7/8, pg: 1017-1040. 

WORCESTER, B., 1986, Corporate Image Research in Consumer Market Research, 
Handbook, 3rd ed., McGraw Hill, New York, NY. 

YOUNG, D., 1996, 
the Reputation Your Organization Wants , American Management 
Association 

APPENDIX I  Survey Instrument in Turkish 
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Bu anket formu 

akademik 
maya . 
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1. Arab  
o Evet                               
o  

 
 

2.  
3.  
4.  

 
 

 
5.  
o Kendinize 
o Ailenize 
o  
o  
o  
6. ........ 
 
7.  
 

 
  

 
8.  
o  
o el 

 
 

 
Kullanmakta 

uygun kutulardaki 
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 1 2 3 4 5  
 1 2 3 4 5  

Yerel 1 2 3 4 5  
Teknolojik  1 2 3 4 5  

 1 2 3 4 5  
 1 2 3 4 5 Dinamik 
 1 2 3 4 5 Lider 

Deneyimli 1 2 3 4 5 Deneyimsiz 
Demode 1 2 3 4 5 Modern 

 
 

 

 
 

 
 1 2 3 4 5 Sportif 

Pasif 1 2 3 4 5 Atak 
Zeki 1 2 3 4 5  
Kaba 1 2 3 4 5 Zarif 
Cesur 1 2 3 4 5 Korkak 

 1 2 3 4 5  
 1 2 3 4 5 Heyecan verici 
 1 2 3 4 5  
 1 2 3 4 5 Elit 

 
 

 

yer alan  deyimi   
deyimi ise  

  belirtiniz.  
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Ta
m

am
en

  

 1 2 3 4 5 
 

 

     

      

 
     

Bu       
      

 
     

 
     

ederim 
     

Bu araba
 

     

      

arabada var 
     

      
Bu arabadan genel olarak memnunum      
Bu araba 
bunu kimseye iletmedim 

     

isterim 
     

gelecekte yenileyecek olursam yine 
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V 
 

 
 
Cinsiyetiniz: 

o  
o Erkek 

 
Medeni Durumunuz: 
 

o Evli 
o Bekar 

 
 

 
o  
o Lise 
o  
o -Doktora 

 
 

 
o  
o  
o  
o  

unuz? 
 

o Evet 
o  

 
 

 
 

 
o  
o 500 YTL-  
o 1.001 YTL-  
o 3.001 YTL-  
o  
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Hangi semtte oturuyorsunuz? ................. 
 
Zam  z. 

 
APPENDIX 2. Survey Instrument in English 

QUESTIONNAIRE IN ENGLISH 

 
PART I  

1. Do you drive car?  
 

o Yes 
o No  
o  
If your answer is No, please end the questionnaire.. 
 
2. If your answer is Yes, how long have you been a driver? ................. 
3. What is the brand of your car? .................. 

 
      If the brand of your car is not one of the brands; Renault, Fiat, Ford, Toyota, please 
end the questionnaire.  
 

4. Who owns the car you are driving? 
 
o Yourself 
o Your family 
o Your company 
o Other  .................. 
o  
5. How long have you been driving your car?  ............ 
 
6. What was the brand of the car you were previously driving before this one, if there 

was any?  ............ 
 

This questionnaire belongs to the statistical application part of a research study. Your  
name/surname is not requested and all the information gathered from you will be kept 
confidential and used for only academic purposes. We will appreciate for your attention and 
interest in reading and answering all of the questions carefully and thank you for your 
support and participation in this research study. 
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Please answer the question below only if the car you are currently driving belongs to 
yourself or your family.    
7. How did you buy your current car? Was it new or second hand? 
o New 
o Second hand 

PART II 
In the below part, there are various corporate personality definitions. Please choose and 
mark the best number for you between 1 and 5 by considering 

 and evaluating it according to 
the compliance with the appropriate corporate personality definition in the scale.  
 
Unreliable 1 2 3 4 5 Reliable 

Not customer 
oriented 

1 2 3 4 5 Customer 
 oriented 

Local 1 2 3 4 5 Global 
Technological 1 2 3 4 5 Not  

Technological 
Not Socially 
responsible 

1 2 3 4 5 Socially 
responsible 

Static 1 2 3 4 5 Dynamic 
Follower 1 2 3 4 5 Leader 

Experienced 1 2 3 4 5 Not  
Experienced 

Old-fashioned 1 2 3 4 5 Modern 
 

PART III 
In the below part, there are various human personality definitions. By assuming that 

 is a  please choose and mark the 
best number for you between 1 and 5 according to the compliance with the appropriate 
human personality definition in the scale.  
Not Sporty 1 2 3 4 5 Sporty 

Passive 1 2 3 4 5 Reckless 
Intelligent  1 2 3 4 5 Stupid 

Rude 1 2 3 4 5 Refined 
Bold  1 2 3 4 5 Fearful 

Stuffy 1 2 3 4 5 Cool 
Boring 1 2 3 4 5        Exciting 

Creative 1 2 3 4 5 Cliche 
Ordinary 1 2 3 4 5 Elegant 
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PART IV 
In the below part, there are some statements and opinions about using a car. Among these 
statements, the phrase of   is used to express already been 
using  and the phrase of  is used to express 
produced the car brand . Please choose and mark the best 
number for you ranking from 1 to 5 according to the level of your agreement/disagreement 
with these statements.   

 
 

D
is

ag
re

e 

Sl
ig

ht
ly

 A
gr

ee
 

M
od

er
at

el
y 

A
gr

ee
  

St
ro

ng
ly

 A
gr

ee
 

T
ot

al
ly

 A
gr

ee
  

 1 2 3 4 5 
I recommend the cars of this 
company.  

     

I would still buy this car, even if 
its price was higher.  

     

I have no complaint regarding this 
car.  

     

This car has all the  characteristics 
which I expect from a car.  

     

I have an emotional attachment 
with this car.  

     

I am pleased with this car in 
general.  

     

I had a complaint regarding this 
car but I did not transmitted this to 
any authority.   

     

I like to recommend this car to my 
close environment.  

     

This car reflects me.       

I always think to use this brand.      
This car fulfills my expectations.       
I admire the brand of this car.       
I will prefer this brand again if I 
buy a new car in future.  

     

The company selling this car is      
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overtaking its competitors.  
If I buy a new car in future, I will 
prefer the same brand regardless 
of its price.  

     

I am happy to use this car.       
I had a complaint about this car 
and transmitted this to the related 
authority.  

     

 
PART V 

Age: ............ 
 
Gender: 
 

o Female 
o Male 

 
Marital Status: 
 

o Married 
o Single 
o  

Education Level: 
 

o Elementary 
o High School 
o University 
o Master/Doctorate 

 
The number of children living at your home together: 
 

o One 
o More than one  
o None 

 
Are you working? 
 

o Yes 
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o No 
If yes, what is your job? .........  
 
Monthly income: (net) 
 

o Less than 500 TL 
o Between 500 TL-1.000 TL  
o Between 1.001 TL-3.000 TL  
o Between 3.001 TL-5.000 TL  
o More than 5.000 TL 

 
At which district do you live? ................. 
 
Thank you for your participation in this study...            


