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The knowledge payment industry will rapidly attract many enterprises that provide knowledge services. This study investigates the interrelationship between brand personality, brand love, and electronic word-of-mouth in the context of knowledge payment. Moreover, this study explored the brand experience sharing boundary condition by adopting a survey. Firstly, the main research results show that brand personality has a significant positive impact on brand love. Secondly, brand love also has a significant positive influence on electronic word-of-mouth. Thirdly, brand experience sharing plays a positive role in regulating brand love and electronic word-of-mouth. This research promotes e-marketing by focusing on brand personality, brand love, e-word of mouth, and other perspectives to improve business operations, user experience, and engagement, providing dedicated products or services to the customer base for profit. As an emerging market, knowledge payment will attract the participation of many knowledge service enterprises.
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INTRODUCTION

Cultivating brand loyalty effectively reduces the costs of expanding a corporation’s consumer base. A conclusion drawn from research in western academia in the 1960s shows that the cost of attracting new consumers is five times higher than retaining old customers (Arnaldo et al., 2019). The word “brand” first appeared in the 1870s, when people had little knowledge of the brand. Moreover, the specific concept of the brand made its debut in the modern advertising industry (Li et al., 2012). However, most brand research focuses on how brand factors contribute to conventional brands instead of internet brands.

As the income increases, the consumption demand varies. Especially after the rise of the internet and mobile payment, the need for paid content has increased since 2016, and knowledge payment is derived from it. Knowledge is commercialized and service-oriented under knowledge payment, which is a mode of business and trade. More specifically, knowledge payment means absorbing knowledge and service from the media and internet aside from traditional books and education. Using the new third-party payments allows knowledge to be commercialized and monetized (Wang et al., 2018).

Based on SOR Model (Mehrabian and Russell, 1974), brand personality, brand love, and other theories, the author delves into how electronic word-of-mouth addresses the deficiency in knowledge payment research, offers references on the electronic word-of-mouth of knowledge payment, and expands the application of relevant theories. This research starts from the brand itself and digs deeper into marketing and communication, enriches the references for further studies, and provides the instrument for the future development of knowledge payment.

Based on the analysis of the theoretical background, this study believes that as the Blue Ocean Market, the knowledge payment industry will rapidly attract an enormous number of enterprises that provide knowledge services. These enterprises may resort to some regular marketing methods, including brand marketing. In this research, we attempt to answer the following research questions.


1.What is the relationship between brand personality and brand love?

2.What is the influence of brand love on eWOM?

3.What is the function of consumers with different characteristics between different brand personalities and brand love?

4.How does brand experience sharing influence the eWOM on the internet.



This research contributes to the influence of brand love on brand electronic word-of-mouth from the perspective of brand personality. Furthermore, because brand personality is related to consumer personality categories, the function of different consumer personalities in brand personality and brand love is also involved. Furthermore, the research sets forth the relation between brand experience sharing and brand love, since the research setting is the knowledge payment industry based on the internet, which is relevant to the sharing and communication of knowledge.



LITERATURE REVIEW


Impact of Brand Personality on Brand Love

The definition of brand personality was initially put up by Gardner and Levy (1955), who believe that brand personality includes various perspectives of consumer personality, such as the consumer’s gender, age, and social status. These personalities derive directly from brand users or indirectly from users of other products. Sirgy (1982) defined that “Products, suppliers, and services are assumed to have an image determined not only by the object’s physical characteristics alone.” Keller (1993) pointed out that brand personality is shaped by producer and consumer together, instead of preserved by the product itself.

Consumers are willing to invest in similar brands, and their relationships (Keller, 1998). Brand personality is the soul of the brand and the unique competitiveness of the brand. The shaping of brand character evokes consumers’ emotions (Fournier, 1998) and helps consumers distinguish between products and brands and make differentiated choices (Farquhar, 1990).

In order to study more about cultural differences in perceiving brand personality, Aaker (1997) explored and examined dimensions of brand personality toward multiple international brands, thus dividing brand personality into five scales: sincerity, excitement, competence, sophistication, ruggedness.

Fournier and Mick (1999) brought up the concept of consumer satisfaction. However, it was not until Carroll and Ahuvia (2006) officially put up brand love. Carroll and Ahuvia (2006) also defined and measured brand love. Brand love refers to the strong affection from satisfied consumers toward one specific brand, and the affection includes enthusiasm, attachment, positive feelings, positive comments, and love. The definition of brand love explicitly proves that brand love is a positive consumer attitude to the brand and irrelevant to consumers who pose negative comments. Keh et al. (2007) explained that brand love is borrowed from the meaning of human love so that the relationship between consumers and brands is similar to human-to-human ties. Based on this principle, brand love is categorized into different dimensions, and most scholars approve of the categorization. This research employs Ortiz and Harrison (2011) definition of brand love, which believes that brand personality is critical for brand love and loyalty. At the same time, there is an emotional connection between consumer and brand. In addition, Rageh Ismail and Spinelli (2012) and Albert and Merunka (2013) showed that different dimensions of brand personality (sincerity, excitement, competence, sophistication, ruggedness) have a significant positive impact on brand love. Bairrada et al. (2020) research of Portuguese consumers of clothing brands concluded that brand personality significantly affects brand love, resisting negative information, and self-disclosure. Shetty and Fitzsimmons (2021) research of high-income groups in Dubai showed that brand personality is the key deciding element of brand love and brand loyalty. Since brand personality is classified into five dimensions (Aaker, 1997; Aaker et al., 2001), this study proposes the following hypotheses:


H1:Brand personality has a positive influence on brand love.



H1-1∼H1∼5: The (1-1) competence, (1-2) sincerity, (1-3) excitement, (1-4) sophistication, and (1-5) ruggedness components of brand personality each have a significant, unique relationship with brand love.



The Influence of Brand Love on Electronic Word-of-Mouth

Buttle (1998) reckoned that word of mouth is also essential in the digital age. Electronic bulletins in business competitions present electronic word-of-mouth(eWOM). eWOM is traceable and serves as free advertisements on the internet because electronic word-of-mouth is a new form of informal dissemination of specific service or goods information beyond the geographical limitation. Consumers can exchange their opinions after purchasing. eWOM communication can be spread on a large scale, anonymously, and timely (Stephen et al., 2008).

Zhu and Zhang (2012) asserted that when college students purchase branded products, brand love will positively influence word-of-mouth communication; self-identification brand positively influences brand love and word-of-mouth communication. From the statistics of 400 clients and questionnaires collected by a silk brand community, Hathairat and Anon (2016) concluded that brand love in the brand community affects word-of-mouth communication both directly and indirectly. Suthasinee and Anon (2015) in KhonKaen also collected 400 surveys targeting the relationship between brand love and word-of-mouth communication in an airline company AirAsia. The result shows that brand loyalty also, directly and indirectly, influences word-of-mouth communication. Kiuru (2014) also proved that brand love positively impacts eWOM and traditional word-of-mouth. In conclusion, brand love would influence the degree of word-of-mouth communication. Therefore, the research develops the following hypothesis.


H2:Brand love has a positive influence on positive eWOM.





Mediating Effect of Brand Love

Rageh Ismail and Spinelli (2012) showed that brand love has positive influence on positive word-of-mouth communication; Roy et al. (2013) and Unal and Aydın (2013) both showed that brand love positively influences willingness to pay a premium price. Albert and Merunka (2013) showed a positive impact on brand commitment, positive word-of-mouth communication, and the tendency to pay a premium for a brand. Wallace et al. (2014) similarly demonstrated a positive impact of brand love on positive word-of-mouth communication and brand acceptance. Lee and Kim (2018) demonstrated that the impact of consumer self-awareness on consumer behavior intention is influenced by the role of brand love as an intermediary. Bairrada et al. (2020) explores the mediation effect of brand love from a study of Portuguese consumers. Liu (2020) researched that brand personalities’ sophistication, competence, and ruggedness positively influence consumers’ willingness to WOM. The sophistication depends entirely on the brand’s love to influence the willingness of word of mouth. Brand love has a mediating effect on the relationship of brand personality competence, and ruggedness can positively influence word-of-mouth communication. In conclusion, brand love has a positive influence on word-of-mouth communication. Thus, H3 is derived as follows:


H3:Brand love mediates the relationship between brand personality and eWOM.





Moderated the Mediation Effect of Brand Experience Sharing

Ross and Darke (2002) officially raised the concept of brand experience, and they believe that brand experience is a face-to-face communication aiming at attracting consumers emotionally and materially, while Brakus et al. (2009) deemed that brand experience is a subjective and interior consumer reaction, including brand design, brand identification, wrappings, communication, environment. Hardin and Higgins (1996) proposed the shared reality theory. The “shared” refers to both sides reaching a balance emotionally by interacting with each other to share the same understanding of some social prospects. The “reality” means people’s subjective views toward real objects instead of the actual object itself (Echterhoff et al., 2009). Brand experience sharing is to share the real opinion after purchasing or using the brand services and products (Yang et al., 2014). Considering the characteristics of brand experience, the author of the report defines brand experience as the action or willingness to share experience obtained by enjoying paid online-knowledge products or services. The following hypothesis is derived.


H4:Brand experience sharing moderated the mediation effect in the relationship between brand love and eWOM.






RESEARCH METHODS


Research Design

This study examines the relationship between brand personality and eWOM in the context of iGT, mediating the role of brand love and moderation of brand experience sharing. The research model is presented in Figure 1.
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FIGURE 1. Research model.




Data Collection and Measurement Design

The main research subject is the Chinese paid knowledge app: iGet, which boasts more than 28 million users. The statistics were collected by giving 540 online questionnaires from iGet’s official platform. Among 540 questionnaires, 539 questionnaires are answered, and 480 were valid, accounting for 89%.

The questionnaire includes brand personality, brand love rating, electronic word-of-mouth communication willingness, consumer personality, and brand experience sharing intention or behavior measurement section (Table 1). All items measured adopting a 7-point Likert scale ranging from point 1 = “strongly disagree” to point 7 = “strongly agree.” Firstly, this study measured the Big-5 brand personality (competence, sincerity, excitement, sophistication, ruggedness) proposed by Aaker (1997). Secondly, according to the brand love measurement developed by Carroll and Ahuvia (2006), brand love is uni-dimensional, including 10 indicators (eight positive and two negative items). Thirdly, electronic word-of-mouth is measured under the four items of the diffuse intention proposed by Carroll and Ahuvia (2006). Fourthly, the brand experience is measured under different behavioral rating scales of Eccles et al. (1983), Bock and Kim (2002), Battle and Wigfield (2003), Pempek et al. (2009), and Ross et al. (2009). At the end of the survey, demographic information was collected.


TABLE 1. Measurement scale.

[image: Table 1]
Valid samples are analyzed in terms of primary research takers, such as gender, age, time spent using the app, and other factors. Among all valid samples, 293 samples are male, accounting for 61% of the total; 144 samples aged from 20 to 29 years old, and another 144 samples aged from 30 to 39, each accounting for 30% of the total; 190 samples have earned bachelor’s degrees, accounting for 39.6% of the total; more than 22% work in the field of education; 60% have entered the work world for less than 3 years; 29.2% have 1001–2000 yuan disposable income per month. The majority, 38.1%, spend 3–5 h on iGet. Table 2 presents the demographic information of the sample.


TABLE 2. Demographic description of the sample (N = 480).
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EMPIRICAL RESULTS


Reliability and Validity Analysis

Firstly, confirmatory factor analysis (CFA) was employed to test reliability and validity. The reliability analysis results for each scale show that all variables’ composite reliability (CR) is greater than 0.7, which values above 0.7 indicate good reliability (Bagozzi and Yi, 1988). The average variances extracted (AVE) of all constructs greater than 0.5 indicate good convergent validity of variables (Bagozzi and Yi, 1988). All variables’ Cronbach alpha was larger than 0.7 (Nunally and Bernstein, 1978). Finally, all constructs’ factor loading is higher than 0.5, which means good construct validity (Fornell and Larcker, 1981; Hair et al., 2013). Therefore, these results demonstrated reasonable reliabilities for these measured items.

Discriminant validity is shown when the following two criteria are met: (1) measurement items load more strongly on their assigned construct than on other constructs in a CFA, and (2) when the square root of the Average Variance Extracted (AVE) of each construct is larger than its correlations with other constructs (Gefen and Straub, 2005). As shown in Table 3, all measurement items are loaded much more strongly on their respective factors than on other constructs. Table 4 present the descriptive statistics.


TABLE 3. Reliability and validity analysis.
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TABLE 4. Descriptive statistics.
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Structural Model and Hypothesis Testing

The initial structural equation model must be constructed before the empirical test. The initial model constructed in this research can be divided into a structural model and a measurement model, where the central task is to construct the structural model. It is necessary to determine the relationship among and role of each variable before constructing the initial model. This manuscript’s latent variables are competence, sincerity, excitement, sophistication, ruggedness, brand love, and electronic word-of-mouth. When the structural model has been constructed, a measurement model is needed to predetermine the relation between each latent variable and its corresponding observed variable(item). In this manuscript, the conceptual model is combined with several research hypothesis considerations in the initial model construction, and the measurement model shown in Figure 2 below is now constructed in order to lay the foundation for the empirical test. The calculations are conducted by AMOS 23.0, and Figure 3 is obtained.


[image: image]

FIGURE 2. Measurement model.
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FIGURE 3. SEM model.


In the following step, this study tested the goodness of fit of the constructed models. From Table 5, it can be seen that the value of CMIN/DF is 1.334, less than the criterion of 3. AGFI, GFI, NFI, TLI, IFI, and CFI are all above the criteria of 0.9. The value of RMR is 0.041, which is less than 0.08, and RMSEA is 0.026, which is less than 0.06. Each fit index meets the general research criteria, so it can be considered that this model has a good fit.


TABLE 5. SEM empirical results.
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The analysis results reveal that competence has a significant poistive effect on brand love (b = 0.246, p < 0.05) supporting H1–1; sincerity has a significant positive impact on brand love (β = 0.311, p < 0.05) supporting H1–2; excitement has a significant positive impact on brand love (β = 0.291, p < 0.05) supporting H1–3; sophistication has a significant positive impact on brand love (β = 0.265, p < 0.05) supporting H1–4; ruggedness has partially significantly affect brand love (β = 0.073, p < 0.10) supporting H1–5. The path analysis results show that brand love significantly and positively affect eWOM (β = 0.541, p < 0.05), supporting H2.



Mediation Analysis

This study the adopted Bootstrap method to test the mediation effect (Model 4; Hayes, 2017). The mediation analysis results (Table 6) show that brand love mediates the relationship between overall brand personality and eWOM (b = 0.574, 95% Boot CI = [0.209, 0.794], excluding 0). Ruggedness mediates the relationship between overall brand personality and eWOM (b = 0.106, 95% Boot CI = [0.019, 0.244], excluding 0). Sophistication mediates the relationship between overall brand personality and eWOM (b = 0.127, 95% Boot CI = [0.023, 0.241], excluding 0). Sincerity mediates the relationship between overall brand personality and eWOM (b = 0.095, 95% Boot CI = [0.012, 0.209], excluding 0). Competence mediates the relationship between overall brand personality and eWOM (b = 0.082, 95% Boot CI = [−0.022, 0.178]). The index of mediation shows that the brand love mediates the relationship between brand personality and eWOM supporting H3.


TABLE 6. Mediation analysis results.
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Brand Experience Sharing Moderated Mediation

This study conducted multiple serial regression and spotlight analyses to test the moderated mediation effect. The Independent variable is brand love; brand experience sharing is moderator; the dependent variable is eWOM. Gender, age, educational attainment, marital status, working sectors, the working year, disposable income per month, and cumulative using hours per day served as control variables.

To test moderated mediation effect, this study employed Process macro Model 14 (Hayes, 2017). The index of moderated mediation shows that the brand experience sharing moderates the mediation role of the effect of brand love on eWOM supporting H4. In the high level of brand experience sharping condition(M-1SD), the brand experience sharing moderated the indirect effect of brand personality on eWOM through brand love (β = 0.285, 95% CI = [0.001. 0.557], excluding 0), but not in high brand experience sharing(M + 1SD) (β = 0.296, 95% CI = [−0.029. 0.597]) (Table 7). Therefore, brand experience sharing moderated the mediation of brand personality between brand personality and eWOM.


TABLE 7. Conditional indirect effect.
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CONCLUSION AND DISCUSSION


Conclusion

According to the results, it can be concluded that ruggedness, competence, sincerity, excitement, and sophistication are brand personalities in line with what has been described as brand personalities of iGet. They also positively affect consumers’ brand love for the platform, while ruggedness, as a brand personality, has partially significant effect on the platform consumers. Ruggedness partially affects brand love because Aaker (1997) description of “ruggedness” is relatively masculine, not exactly what iGet presents. On the other hand, it may be that 40% of sample data is contributed by women, whose impacts cannot be neglected. Furthermore, the question items about brand personality used in this manuscript come from scholars’ tests of the western world and may not be perfectly suitable for Chinese consumers, considering that the internet is a special business environment. In this research, the Internet brand iGet has sincerity, competence, excitement, and sophistication as brand personalities that can generate consumers’ brand love, while ruggedness, as a brand personality, cannot.

In this research, brand love has a significant positive effect on electronic word-of-mouth. The conclusion of this research shares many commons with what Kiuru (2014) has put forward. She mentions that brand love positively affects electronic word-of-mouth, but nuances remain as this research is conducted in different industries and has different samples. Since iGet has been launched, live streaming, off-line speech, and mutual recommendation are its marketing strategies to improve consumer conversion rate. This word-of-mouth can subconsciously spread brand values straight to consumers’ hearts, so “word-of-mouth marketing” can be realized by those consumers who have strong satisfaction with the brand.

Based on this research, it can be found that brand experience sharing has a significant impact on the effect of brand love on electronic word-of-mouth. Brand experience is like face-to-face communication between a brand and consumers at the emotional and material level (Ross et al., 2009). Moreover, on the internet, a virtual environment, the brand experience is more about the impact of information on consumers’ senses and perceptions. In this sense, it is easier to share informationized brand experience. Pham and Huynh (2017) have studied the use of Facebook in Vietnam as a background and concluded that sharing information through SNS has a positive impact on WOM, while sharing iGet is basically through SNS like WeChat link. In this way, when users of iGet have both software (brand experience) and hardware (WeChat sharing), brand experience sharing will be a natural thing. For a brand frequently utilizing word-of-mouth marketing like iGet, brand experience sharing certainly significantly impacts the effect of brand love on electronic word-of-mouth.



Implications

This research proves that brand variables like brand personality and brand love play important roles even in Internet knowledge payment brands. As long as it has distinctive personalities, an electronic brand will still make consumers feel a sense of deep connection. Because of the characteristics of this industry, the spread of brand word-of-mouth has changed from traditional methods into electronic ones, making the spread of electronic word-of-mouth convenient and far-reaching, and brand love on the internet can also affect electronic word-of-mouth. This research innovatively adds the moderation of brand experience sharing in brand love and electronic word-of-mouth. As a result, it is verified that among online knowledge payment brands, brand experience sharing can promote positive electronic word-of-mouth based on consumers’ brand love they have already had.

From the perspective of online users, this research demonstrates that brand personalities can generate different perceptions and emotions about the brand. In this sense, they will consistently share the brand’s word-of-mouth while disseminating brand information. This conclusion is undoubtedly a reminder to enterprises to upgrade their brands and establish their images. In today’s online world, where consumers’ attention is limited, brands that cannot combine “interesting” and “informative” may not be able to attract users’ attention, let alone generate emotional connections. If a business brand does not have word-of-mouth publicity from its “regular customers,” it would be hard to increase its market awareness quickly, and some of the marketing methods followed will not be developed.



Limitations and Further Research

Although this research has yielded meaningful findings on the relationship between brand personality and brand word-of-mouth, it has the following limitations. Firstly, this research is conducted by targeting the Chinese online platform iGet alone and it is necessary to study consumers in other countries and various platforms in further research. Based on the characteristics of consumers in different counties and the features of platforms, there will be different relationships between brand personalities and brand word-of-mouth. Therefore, considering the situation mentioned above, it is necessary to use various platforms as objects in the following research, and valuable experience and brand trust can be added further to discuss the relationships between brand personalities and brand word-of-mouth. The electronic brand is a comparatively new discipline for research. With the in-depth development of the internet, more and more electronic brands and their electronic WOM will emerge. Brand marketing will become the foundation of enterprises in the future. We hope that the follow-up research will provide richer insights through various platforms and factors.
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