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Abstract. In the current volatile economic environment, understanding the mech-

anisms behind consumer purchase intention is crucial. While previous studies 

have confirmed that brand personality significantly enhances purchase intention, 

the underlying mediating mechanisms remain under-explored. Based on the The-

ory of Reasoned Action (TRA), this study utilizes Perceived Value as a mediating 

variable and employs Meta-Analytic Structural Equation Modeling (MASEM) to 

validate this mechanism. Data were collected from Web of Science and CNKI 

databases (up to March 2025), resulting in 32 eligible articles comprising 33 in-

dependent studies with a total sample size of 13,227. The results indicate that: (1) 

Brand personality has a significant positive impact on purchase intention (r = 

0.594, 95% confidence interval [0.508, 0.680]); (2) Brand personality signifi-

cantly and positively influences perceived value (β= 0.535, p<0.001); (3) Per-

ceived value partially mediates the relationship between brand personality and 

purchase intention, accounting for 37.21% of the total effect. These findings pro-

vide theoretical insights for consumer behavior research and practical guidance 

for brand management strategies. 

Keywords: Perceived Value, Purchase Intention, Meta-analytic Structural 

Equation Model (MASEM). 

1 Introduction 

In recent years, global consumption trends have evolved alongside economic fluctua-
tions. Governments and enterprises are increasingly focused on stimulating consumer 
demand and optimizing the consumption environment. Psychology and economics re-
search reveals that while consumer decision-making is spontaneous, it is heavily influ-
enced by environmental information, among which brand personality stands as a sig-
nificant factor[1][2] (Aaker, 1997; Huang et al., 2024). Brand personality, defined as the 
set of human characteristics associated with a brand, serves as a bridge facilitating in-
teraction between enterprises and consumers[3] (Acar, Büyükdağ, Türten, Diker, & 
Çalışır, 2024). Although existing literature confirms that brand personality significantly 
enhances purchase intention[4] (Kukreti & Yadav, 2025), few investigations have 
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systematically explored the "black box" of this mechanism—specifically, how brand 
personality translates into purchase behavior. This study adopts the Theory of Reasoned 
Action (TRA) as an analytical framework. TRA posits that behavioral intention is in-
fluenced by attitude and subjective norms[5](Fishbein & Ajzen, 1975). Perceived value, 
representing a consumer's overall assessment of utility[6] (Zeithaml, 1988), acts as a 
critical attitudinal factor. We propose that perceived value mediates the relationship 
between brand personality and purchase intention. To derive precise, generalizable con-
clusions from fragmented empirical studies, this paper employs Meta-Analytic Struc-
tural Equation Modeling (MASEM). By aggregating data from 33 independent studies 
(N = 13,227), we aim to quantify the direct and indirect effects of brand personality on 
purchase intention, providing robust evidence for brand marketing strategies. 

2 Literature Review and Hypotheses 

2.1 Brand Personality and Purchase Intention 

Brand personality allows consumers to project human-like traits onto brands, facilitat-
ing emotional bonding[7] (Fournier, 1998). According to Self-Consistency Theory, con-
sumers prefer brands that align with their self-concept. When a brand's personality 
matches the consumer's self-image, purchase intention increases. Previous empirical 
studies across various contexts, such as apparel and automobiles, have consistently 
shown a positive correlation.  

Hypothesis 1 (H1): Brand personality significantly enhances purchase intention. 

2.2 The Mediating Role of Perceived Value 

Perceived value involves a trade-off between perceived benefits and costs. Following 
the cognitive paradigm of "Cognition → Attitude → Intention," brand personality 
serves as a cognitive cue that shapes the consumer's attitude (perceived value). A 
strong, positive brand personality enhances the perceived utility and symbolic value of 
the product, which in turn drives purchase intention[8] (Zhang & Dong, 2022). The TRA 
model supports this mediation, suggesting that external stimuli (brand personality) in-
fluence behavior (purchase) through internal attitudes (perceived value).  

Hypothesis 2 (H2): Perceived value mediates the relationship between brand person-
ality and purchase intention. 

3 Methodology 

3.1 Literature Search and Screening 

We conducted a comprehensive search in databases including Web of Science and 
CNKI (China National Knowledge Infrastructure) for studies published up to March 
2025. The search terms included combinations of: "brand personality," "perceived 
value," "purchase intention," and "consumer behavior." 
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3.2 Inclusion and Exclusion Criteria 

Studies were included if they met the following criteria: (1) Empirical studies with full 
text available; (2) Reported correlation coefficients (r) between at least two of the three 
focal variables (Brand Personality, Perceived Value, Purchase Intention); (3) Included 
sample sizes (N). Qualitative studies, reviews, and studies with incomplete data were 
excluded. 

3.3 Data Coding and Analysis 

Data extraction included author, year, country, sample size, and correlation matrices. 
In total, 32 articles comprising 33 independent studies (N = 13,227) were included. The 
analysis followed the two-step MASEM approach[9] (Cheung & Chan, 2005): 

3.3.1 Meta-Analysis. Using R software (version 4.5.0), we synthesized correlation co-
efficients. Heterogeneity was assessed using the Q-test and I2 statistic. 

3.3.2 SEM Path Analysis. A structural equation model was fitted using the pooled 
correlation matrix to test the mediation effect. The following figure 1 gives a PRISMA 
flow diagram of this research.  

 

Fig. 1. A PRISMA Flow Diagram 

The following table 1 presents the Characteristics of some of the included studies. 

Table 1. Characteristics of the included studies (Excerpt). 

ID 
Study (Author & 

Year) 
Sample Size 

(N) 
Region 

Variables In-
cluded 

1 Yin (2022a)[10] 762 China X-Y 
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2 Dong (2022)[11] 314 China X-Y 

…     

9 Coelho (2020)[12] 534 Portugal X-M 

10 Yin (2022b)[10] 762 China X-M 

…     

34 Chen (2024)[13] 759 China M-Y 

35 Li (2024)[14] 480 China M-Y 

Note: X = Brand Personality; M = Perceived Value; Y = Purchase Intention. 

4 Results 

4.1 Heterogeneity Test 

The heterogeneity test revealed significant variation among the included studies. The 
Q-value was 619.62 (p < 0.001), and I2 values for all pairwise relationships exceeded 
75% (e.g., Brand Personality–Purchase Intention I2 = 93.96%). Consequently, a ran-
dom-effects model was adopted for the meta-analysis to ensure the robustness of the 
results. 

4.2 Publication Bias 

Publication bias was assessed using funnel plots and Egger’s linear regression test. The 
funnel plots showed a symmetrical distribution of effect sizes. Egger’s test results for 
all paths (X-M: p=0.051; X-Y: p=0.184; M-Y: p=0.404) were non-significant (p > 
0.05), indicating negligible publication bias. 

4.3 Main Effects 

Table 2 presents the meta-analytic results for the relationships between variables. Brand 
personality showed a strong positive correlation with purchase intention (r = 0.594), 
supporting H1. 

Table 2. Meta-Analytic Results of Main Effects. 

Relationship 
Effect 
Size (r) 

95% CI 
Lower 

95% 
CI Upper 

Z-value p-value 
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BP - PV (X-M) 0.535 0.386 0.685 7.003 < 0.001 

BP - PI (X-Y) 0.594 0.508 0.680 13.54 < 0.001 

PV - PI (M-Y) 0.613 0.558 0.667 22.17 < 0.001 

Note: BP = Brand Personality; PV = Perceived Value; PI = Purchase Intention. 

4.4 MASEM Path Analysis 

Using the pooled correlation matrix, we constructed a structural equation model. Table 
3 and Figure 2 display the path coefficients. The results show that brand personality 
significantly positively influences perceived value (β = 0.535, p < 0.001) and purchase 
intention (β = 0.373, p < 0.001). Furthermore, perceived value significantly positively 
influences purchase intention (β = 0.413, p < 0.001). 

Table 3. Path Coefficients of the Structural Equation Model. 

Path β 
95% CI 
Lower 

95% CI 
Upper 

p-value

Brand Personality → Perceived Value 0.535 0.386 0.685 < 0.001 

Brand Personality → Purchase Intention 0.373 0.238 0.508 < 0.001 

Perceived Value → Purchase Intention 0.413 0.308 0.518 < 0.001 

Note: CI = Confidence Interval. 

 

Fig. 2. Structural Equation Model Path Diagram. Note: *** p < 0.001. 

4.5 Mediation Effect Test 

Bootstrap analysis (Table 4) confirmed the mediating role of perceived value. The in-
direct effect is 0.221, with a 95% confidence interval [0.164, 0.312] that does not 
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include zero. The mediating effect accounts for 37.21% of the total effect, indicating a 
partial mediation. Thus, Hypothesis 2 is supported. 

Table 4. Mediation Effect Analysis. 

Effect Type Effect Size 95% CI Lower 95% CI Upper Ratio (%) 

Total Effect 0.594 0.508 0.680 100% 

Direct Effect 0.373 0.238 0.508 62.79% 

Indirect Effect 0.221 0.164 0.312 37.21% 

Note: The indirect effect represents the mediation of Perceived Value. 

5 Discussion 

This study clarifies the mechanism by which brand personality influences purchase in-
tention. First, the strong correlation (r = 0.594) reinforces that brand personality is a 
vital asset for companies. Distinctive personalities (e.g., sincerity, excitement) help 
brands stand out in a crowded market. Second, the validation of the partial mediation 
model (37.21% indirect effect) highlights that perceived value is a crucial transmission 
pathway. Consumers do not just buy a "personality"; they buy the value that this per-
sonality signals. A strong brand personality enhances the perceived quality and social 
value of the product, thereby justifying the purchase decision.  

Managers should actively shape brand personality to align with their target audi-
ence's self-concept. However, marketing efforts should not stop at "image building." 
Strategies must ensure that this personality translates into tangible perceived value—
such as through high-quality service or exclusive experiences—to maximize purchase 
intention.  

This study has limitations: (1) The exclusion of unpublished literature may introduce 
some bias, although publication bias tests were non-significant; (2) The influence of 
cultural moderators (e.g., Western vs. Eastern contexts) was not separately analyzed 
due to sample size constraints. Future research should apply the Theory of Planned 
Behavior (TPB) to explore other mediators like perceived behavioral control. 

6 Conclusions 

Based on a meta-analysis of 33 independent studies (N=13,227), this research confirms 
the following finding: Brand personality has a strong, significant positive impact on 
purchase intention (r = 0.594); Perceived value acts as a partial mediator in this rela-
tionship, accounting for 37.21% of the total effect. Consumers do not simply buy a 
"personality"; they buy the value that personality signals. To maximize purchase 
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intention, companies must ensure their brand personality effectively translates into tan-
gible perceived value. 
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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