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ABSTRACT. This study investigates how theoretical framework for brand personality ([1]) influence on authentic agricultural
products purchase intention. The model is operationalized by a quantitative method process with SPSS and AMOS
software. The survey was completed by 627 persons. Multiple regression demonstrated the factors of brand personality,
brand equity; brand authenticity are important predictors of consumer purchase intention for authentic agricultural
products. Consumer preference as the intermediator, with a positive weight, explains the purchase intention. The results
are also analyzed in different circumstances by monthly income and residence area in Vietnam. This study helps marketers
examined how Vietnamese customers view their brands and their rivals therefore what competitors of these authentic
agricultural brands can do to enhance the customer purchase intention. The purchase intention findings may be used to

identify those brand personality attributes that appear to be most essential in explaining customer preferences.

[. INTRODUCTION
Branding is one of the most important factors of achieving successful brand in enterprise.
The brand offers a warranty, a trustworthy relationship ([19]), and a promise to the customers.

Nowadays, marketers have been starting to exploit the authenticity as a positioning of a brand
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approach and an attractive product and we have entered the "Age of Authenticity," so it is critical
to grasp the relevance of the authenticity on client habits, view it like the greatest means for
interaction involving clients and businesses ([21]).

Purchase intent, or clients's proclivity or inclination to purchase a specific item or service in
the future, can indicate the likelihood of purchase. Previous research on predicting elements such as
consumption behaviour, ([39]), turnover intention ([27]), continuance intention ([23]),
entrepreneurial intention ([7]), ([17]), ([6]), ([18]), purchase decision ([2]), purchase intention ([9]),
([38]), have been conducted in a variety of theoretical and practical contexts. However, there has
been limited prior study on the brand personality influence on agricultural product purchase intention
([34]), ([33]), and there has been no research on the effect of brand personality on this willingness
for the authentic market in Vietnam.

Consequently, the article aim is to better understand the links between brand personality
perceptions and purchasing intentions for real agricultural products. Finally, the findings of this study
could be used to help genuine agricultural enterprises have a thorough understanding of their
customers. This study integrates with past researches in a relevant subject to assist organizations in
developing business strategies and capturing consumers perspectives in the Vietnamese environment.

Regarding the situation of authentic products in Vietnam, the influence of celebrity
consumption has a significant impact on the consumption behavior of Vietnamese people. A study
was conducted on the consumption behavior of Vietnamese individuals towards famous fashion
brands in Vietnam. Research variables are built; These include: the attractiveness of the product to
consumers, the technical skills in using reason or emotion to perform consumer behavior, the
reputation of the business and the brand representative, the association related to the items
customers have ever consumed or to their lifestyle characteristics and behavioral intentions. With a
total of 252 interviews conducted, the authors came to the conclusion that the reputation of the
business and the brand representative; as well as similarity to the products they come into contact
with every day plays an important role in consumer intention. Other variables do not have a positive
influence on the consumption behavior of Vietnamese consumers studied ([26]).

Another study by a group of authors at Banking University, Vietnam studied the relationship
between the factors: Authenticity, Customer Satisfaction and Brand Equity. The authors, after
studying the model, have come to the conclusion that the brand value of the product and the

customer's satisfaction is one of the main factors affecting the Authenticity of the product. Through
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the model, businesses can market their products to consumers based on the value of their products

rather than external factors ([43]).

II. LITERATURE REVIEW

Brand Personality symbolizes a collection of human-like features of a specific brand ([1]).
Comparable to "big five" human personality model ([32]), brand personality is measured in five
categories according to each person's personality. According to ([1]), the human-like five-factor
features identifies five aspects of brand personality in America: Sincerity (e.g., down-to-earth,
genuine, sincere, and honest), excitement (e.g., daring, exciting, imaginative, and trendy),
competence (e.g., spiritually enlightened, dependable, protected, and optimistic), sophistication (e.g.,
glamorous, upper-class, good looking, and enchanting), and ruggedness (e.g., hard, adventurous,
male, and west). Aaker's methodology is so popular that most academic publications have used it
since 1997. Each country has its own adaptation ([40])... Although they share the same methodology,
the studies differ in three main points: Methodology used, aspects found, and conclusions. In the
study of ([40]), a dimension called gender was found. In another study conducted by ([44]), 7 factors
were found including: Professionalism, persistence, affection, sincerity, sophistication, sophistication
and success. In addition, the brand personality dimensions show that there are differences between
men and women. The study found that women rate brands more highly for style and success, while
men value durability and professionalism more highly. The three aspects of ([44]) that correspond to
Aaker's results are certainty, sophistication and sincerity.

Brand personality can be defined by an individual's feelings of love or hate towards a brand.
Image and attitude of brand are closely related to brand equity. High brand value will make customers
feel more loved, thereby increasing sales. So, brand personality is a component of brand identity that
contributes to brand equity. Brand personality is also an essential component of marketing because
shoppers tend to choose products with which they are already known, rather than deep-seated
product attributes. Over time, brand images are stored in the consumer's brain. When it comes to
purchasing decisions, consumers use stored data to make decisions ([44]). Therefore, a unique,
different brand image will help consumers remember data better, thereby creating better brand equity.
This shows that brand personality is a contributing factor to a company's success. But, brand
personality is not well understood in terms of importance and benefits for a business. However, the

influence of brand personality is different for different product groups. Although the brand personality
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effect is greater than product features for items with limited interaction, with high-interaction
products, product attributes have a greater influence. higher benefit. Besides, some aspects of brand
personality such as competence, loyalty... are important factors for predicting customer satisfaction
([40]). Aaker (1997) ([1]) explained why some companies use their aspects to build their individuality.
Several brands, for example, have turned to genuine or authentic to create brand identity. Some
companies also use these phrases in their slogans such as: Dockers Authentic, Genuine Jockey
Comfort... Excitement is an effective feature with sports products, cosmetics... Dynamic avatar
images will help customers feel better than weak, boring images.

Brand Equity can be defined as the value added by products and services ([15]). The Institute
of Marketing Science defines brand equity like the combo of associations and behaviors of customer
and company allowing a brand to reach more customers and more profit than otherwise ([12]). Value
of a company or a product can be equalized or subtracted from the brand. Another study describes
brand equity as a combination of liability and brand equity connected with a known to partners brand
or symbol. These assets or liabilities are associated with that brand's name or logo. In the event of
a change in the name or logo of the brand, the total assets and liabilities may be affected or
disappeared, although the move to the new logo has been widely publicized. Also, it can be considered
as the added value from products and services ([15]). The approach customers perceive, feel, and
conduct toward a brand reflects its equity and thereby make purchasing decisions, it is reflected in
the revenue and profit that the product or brand makes. bring to the company. It also creates a
difference that helps consumers choose that brand over other brands, even though the products have
similar characteristics and properties. Brand equity is stored in the hearts and minds of consumers.
While brand equity is important, it is only part of the success of a brand and company. It is most
important to understand that brand equity is an intangible asset created by promoting
communication.

Brand equity can simply be understood as the value created from the brand, thanks to its
name that can create emotions, connect with consumers' thoughts. Brand equity creates a
competitive advantage for the company. First, a big brand creates the foundation to produce new
products. Second, a good brand value will help the company to overcome the crisis, develop the
business quickly or orient the consumer trend ([20]). Brand equity can generate large cash flows for
a company in a variety of ways. First, it helps the company attract more new customers or re-engage

departed customers. Second, it helps to increase the loyalty level of a customer. Third, brand equity
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helps companies improve profit margins by limiting promotions. Fourth, brand equity makes it easier
for companies to expand their business. Fifth, brand equity is the foundation to help distributors
expand their business, giving them a competitive advantage over other competitors. Nowadays, the
level of market competition is increasingly fierce, especially in the retail sector. Understanding the
brand value is a premise for the company to be able to allocate resources more effectively. Brand
equity can be broken down into a set of brand equity, also known as brand equity dimensions. These
brand value aspects are the bridge between overall brand value and marketing activities. According
to ([29]) effective brand values need to be identified and enhanced, ineffective brand values need to
be adjusted or eliminated. Managers need to distinguish effective or ineffective values to better adjust
and enhance business value

Consumer Preference has a significant impact in the business operation of business. The main
marketing activities in the market are eager to reach and exploit Consumer Preference to make their
products and services successful in the market. Products that are popular with the masses are always
attractive research objects in the market. However, many studies focus on the core values of
products, brands and corporate image rather than on consumer attributes.
Byrne (2020) ([10]) demonstrated that consumer preferences are based on real experiences where
they can see the value of the product consumption process directly. Consumer preferences can be
born even if the customer has never used the product before. He also affirmed the indispensable role
of Consumer Preference research in product marketing and brand development. Real-life product
experiences are important ways to affirm the value of products to the process of exploiting customer
needs. This information is quickly transferred to the brain and remembered because they stimulate
the consumer's desire to buy goods. Consumer preferences consist of a series of different responses,
both subjective and objective, from the outside. This is a transition between consumer experience
and consumer preferences; and the product description process no longer plays an important role in
shaping consumer preferences. Consumption experiences help drive the consumer advocacy process
to come alive; easily enter the consumer's subconscious and become a reliable source of information
([16]).

Consumer preferences carry the characteristics of individual tastes or people who are in
demand for a certain product or product. Each product has unique features and values through their
use. Today, as consumers favor a variety of versatile and highly applicable products that are gradually

dominating the market, the study of Consumer preferences becomes more important than ever.



6 Int. J. Anal. Appl. (2023), 21:70

Especially when the technology revolution occurs, consumers become easily accessible to ready-made
goods to meet their needs without going through intermediary sales channels like in the past ([10]).

Purchase Intention: Intentions are represented by various derivatives such as motivation to
act, willingness to exert effort, or level of effort to achieve a goal. Consumption intention indicates
the extent as well as the ability of consumers to be willing to spend money to purchase a specific
item in the coming ([34]). The consumer's consumption decisions most fundamentally describe the
attitude to consume a certain product with the level of willingness to pay; or similar as a sign of
purchasing behavior. The consumer behavior of customers often determines their intention to
consume ([5]).

Many studies have demonstrated a positive correlation between consumption intention and
purchase decision. In which, the intention to consume becomes the motive for an individual to buy a
good. In the process of analyzing consumer behavior, consumer intent plays an important role in
orienting consumers to products that satisfy their needs. This process is developed gradually from
the previous recognition of the product and when the memory again arises, the consumer often
decides to buy that good because it is considered as information coming from the product itself. their
basic subconscious ([25]). Ordinary consumers will look for product features to consider whether the
product really meets their needs or not before committing to consumption behavior. However, this
consideration is greatly influenced by prior cognitive processes; entails product perception biases
rather than a highly rational decision. Currently, the methods are mainly done through the Internet
or advertising on social media where they regularly access to find out information ([45]).

Authentic Products. In 2019, Cinelli and LeBoeuf (2020) ([11]) conducted product
authenticity research; based on the relationship between the producer company and the consumer
on the meaning of the product authenticity and quality of that product with the consumer's desire
to consume. They concluded that product authenticity is a directional process rather than a random
judgment of consumers towards a company's product and brand. It affirmed that product authenticity
must be accompanied by quality and the message that the manufacturing company orients in their
products. Further, authors showed the process of formation of authenticity based on product's
intrinsic value rather than the successful marketing process of enterprises; These internal values are
confirmed by consumers and trusted into the product. Product authentication based on higher quality

brands are normal or new brands appearing in the market. However, this study has not given an
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overall picture of the properties of product authentication but only describes its identity
characteristics ([11]).

Another study ([36]) raised the issues of product authentication in an overall environment of
a human; rather than a single concept. Through the Base Entity Correspondence, the authenticity
is defined based on consumer awareness based on properties: identification, distinction and
integration of factors in the brand context and characteristics products in consumers' feelings.

The characteristics of Authentic Products have been published and defined overall by three
researchers ([37]). Not only do they provide a clear definition, but the authors also associate
Authentic Products with the general characteristics of consumers' consumption. The definition is
given more from a consumer perspective rather than an academic one. Authentic Products are
developed based on consumer experiences of structured and synthetic authenticity; the research
process gives a meaning related that includes the following research elements: Accuracy, Integrity,
Connectedness, Legitimacy, Proficiency and Originality:

Table 1: Elements of Authenticity

Component Definition

I. Accuracy The extent to which a provider is perceived as transparent in how it represents itself and its products and/or services and,
thus, reliable in terms of what it conveys to customers.
2. Connectedness  The extent to which a customer feels engaged, familiar with, and sometimes even transformed by a source and/or its

offering.

3. Integrity The extent to which a provider is perceived as being intrinsically motivated, not acting out of its own financial interest,
while acting autonomously and consistently over time.

4. Legitimacy The extent to which a product or service adheres to shared norms, standards, rules, or traditions present in the market.

5. Originality The extent to which a product or service stands out from mainstream offerings present in the market and does so without
unnecessary embellishments.

6. Proficiency The extent to which a provider is perceived as properly skilled, exhibiting craftsmanship and/or expertise.

(Source: ([37]))

Brand personality theoretical framework ([1]) with five categories according to each person's
personality. According to ([1]), the human-like five-factor features identifies five aspects of brand
personality in America: Sincerity (e.g., down-to-earth, genuine, sincere, and honest), excitement
(e.g., daring, exciting, imaginative, and trendy), competence (e.g., spiritually enlightened,
dependable, protected, and optimistic), sophistication (e.g., glamorous, upper-class, good looking,

and enchanting), and ruggedness (e.g., hard, adventurous, male, and west) ([13]).
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Figure 1: Brand personality theoretical framework ([1])

Brand
Personality
Sincerity Excitement Competence Sophistication Ruggedness
Down-to- «Daring *Reliable *Upper class *Outdoorsy
earth *Spirited *Intelligent *Charming *Tough

*Honest *Imaginative *Successtul
*Wholesome *Up-to-date
«Cheerful

Brand personality and purchase intention

Consumers prefer to make purchase decisions based on pre-formed brand pictures in their
brains rather than on original traits or characteristics of the product itself, making brand personality
one of the most essential concerns in marketing ([14]). The significance of a brand's stored memories
in customer decision-making has been widely recognized ([30]). Through period, brands establish
strong connections in the minds of customers, allowing them to retrieve information stored in their
thoughts in order to make decisions: once retrieved, the knowledge gives a cause to purchase the
product ([1]). Through period, brands establish strong connections in the minds of customers,
allowing them to retrieve information stored in their thoughts in order to make decisions: once
retrieved, the knowledge gives a cause to purchase the product. In conclusion, brand personality is
seen as a key aspect in terms of preference and choice for a business’ success. Nonetheless, the
significance of brand personality and its impact on purchase intent has not been well recognized.
According to several research, brand personality qualities, independent of product category, have a
considerable effect on brand selection ([30]).

Theory of Planned Behavior ([1]): A crucial aspect in the theory of planned behavior, as in
the original theory of reasoned action, is the person purpose to undertake a certain activity. Intentions
are thought to convey the motivating variables that impact an action; they are signs of how difficult
individuals are willing to try, as well as the effort they intend to put in to accomplish the activity. In
general, the stronger the intention to engage in an activity, the more likely its performance should

be. However, it should be noted that a behavioral intention may only be shown in conduct if the
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activity is under volitional control, that's also, if the individual can choose whether or not to do the
action.

While certain actions may fit this condition relatively well, the behavior of the majority is influenced
by due to unfavorable variables such as the availability of necessary resources and possibilities (e.g.,
time, money, skills, cooperation...). These elements, taken together, show people's genuine power
on their conduct. To the degree that an individual has the necessary chances and assets and desires
to engage in the behavior, he or she should be successful ([1]).

Figure 1: Theory of Planned Behavior (([1])

[II. Hypothesis and research model

Brand Personality and Furchasing Intention Relationships

Prior study has shown that brand personality influences purchasing intention ([22]).

Brand Personality and Brand Equity Relationships

([44]) brand personality structure identified as a useful technique for assessing total brand equity.

Brand Equity and Consumer Preference Relationships



10 Int. J. Anal. Appl. (2023), 21:70

According to the researchers, brand equity emerges whenever “customer is familiar with the brand
and holds some favorable, strong, and unique brand associations in memory” ([30]).

Consumer Preference and Purchase intention Relationships

([30]) stated that purchase intention could also be affected by an individual's perceptions and
unforeseeable circumstances.

As a result, in the authentic agricultural scenario, we would like to confirm the following hypothesis
H1: There is a link exists between Brand Personality and Purchase Intention

H2: There is a link exists between Brand Personality and Brand Equity

H3: There is a link exists between Brand Equity and Consumer Preference

H4: There is a link exists between Consumer Preference and Purchase intention

Research Model

H1
h 4
Brand H2 S| Brand Equit H3 - Consumer Ha « | Purchase
Personality - quity “|  Preference “| intention

V. METHODOLOGY

Participants

A total of 612 individuals were recruited from three major regions of Vietnam: the North, Central,
and South via both direct and online survey ([23]). Table 1 illustrates the general social demographic
features of the participants.

Table 2. Social demographic characteristics of participants

1 | Gender Male = Female = LGBT=1.3%
49.2% 98.7%
2 Age 18 to 25 = 25 to <40 = | 40 to <50= >=b5b =
6.2% 52.3% 32.4% 9.2%
3 Income < 15 million | 15to <25 |25to< 35 35to <50 | >=50
=15.8% million = million = million = million =
17.2% 48.4% 13.9% 4.7%
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4 Education Highschool Undergrad Graduate =
=2.1% =55.7% 42.2%
5 Marriage Single = Married = Divorced =
status 37.9% 56.4% 5.7%
6 Job Officer = Lecturer = Business = Medical = Marketing = | Others =
38.9% 17.5% 19.3% 5.4% 8.8% 10.1%
7 Living area | North = Central = South =
27.1% 23.5% 53.4%

Measure scale

Brand personality was assessed using a five-factor scale that included the five elements of brand
personality described by ([1]): Sincerity, Excitement, Competence, Sophistication, and Ruggedness.
Brand Equity: A five-item survey was utilized for evaluation. from ([31]) and ([40]) such as brand
awareness, brand association, brand loyalty, perceived quality and brand knowledge.

Consumer Preference was measured by a five-item questionnaire adopted from ([16]) and ([10])
including product, price, place, promotion and time experience.

Purchase intention: A five-item survey was utilized to evaluate social commerce conceptions,
perspectives regarding source credibility, and collective capacities adapted from ([28]) and elements
as emotional value, social value, product evaluation ([35]) were used to assess purchase intention.
Data collection and analysis

All questionnaire items were created in both English and Vietnamese prior to the formal online and
offline survey for data collection. We then undertook a pilot test with 30 participants. Totally, 646
people were asked to participate in the survey, with 612 responding fully, for a rate response of
94.7%. The information structure was simplified with principal component analysis, SPSS version
22, AMQOS version 24 and SEM to study the association between variables.

V. ANALYSIS OF RESULTS

Variables Descriptive Statistics

The research variables descriptive statistics are in Table 3. The average results of participants on
brand personality (BRAP=3.77), brand equity (BRAE=2.78), consumer preference (COP=2.84), and
purchase intention (PUIN=2.27) are all higher than 2 over 5, suggesting that the four factors are

well-liked by our test group that influence authentic agricultural product selection.
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Table 3. Descriptive Statistics

N Min Max Mean Std. Devia
BRAP 612 1.00 5.00 3.7772 .71085
BRAE 612 1.00 4.83 2.7821 .80597
COP 612 1.00 5.00 2.8444 72196
PUIN 612 1.00 4.43 2.2792 715347
Valid N (listwise) 612

Reliability test

From the result, the Cronbach’s alpha value of model constructs as BRAP (0.933), BRAE (0.893),
COP (0.873), and PUIN (0.926) all are greater than 0.5. It demonstrates that the original scale of
this aspect is very dependable, and the objects included are cohesive.

Exploratory Factor Analysis — EFA

Figure 2. KMO and Bartlett's Test

KMO Measure of Adequacy Sampling. 927
Bartlett's Test of Spher Appro. Chi-Square 9746.211
df 276
Sig. .000

Each KMO is 0.927 (> 0.5) in all three sessions of the factor analysis procedure, and each Total
Variance Explained is at 63.745 (over 50%), demonstrating the suitability of factor analysis.
Similarly, Bartlett's test of sphericity was meaningful, with a sig. level of 0.000 (p below 0.001),
indicating considerable correlation among the variables and allowing the study to continue.

The pattern matrix of variables (final round) result has been separated into four groups of variables
including PUIN, BRAP, BRAE, COP with below method:

Extraction Method: Principal Axis Factoring and Rotation Method: Promax with Kaiser

Normalization. Rotation converged in 5 iterations
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Figure 3. CFA result
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As illustrated in figure 3, these figures with GFI = 0.938, TLI = 0.971, CFI = 0.974 (> 0.8), Chi-
square/df = 2.011 (< 3), RMSEA = 0.041 (< 0.08) show the measurements validity and reliability.
Therefore, the study results ensure model fit condition.

As a result, no factor in this model needs to be removed. All elements should be retained in this
study for the following phase of the data analysis procedure.

Reliability and Validity

The degree to which items are free of random error and so produce consistent outcomes was
quantified in terms of composite reliability. The following local fit criteria were used to evaluate the
model's local fitness: indicator reliability more than 0.30, standardised factor larger than 0.60, and a
significant t-value; a mean variance explained (AVE) greater than 0.50; and a composite reliability
(CR) better than 0.60 ([8]).

From Table 4, all MSV scores are smaller than AVE, and all SQRTAVE values are higher than all

Inter-Construct Correlations, ensuring discriminability.

Table 4: Confirmatory factor analysis (CFA) fitting Indices
CR AVE MSV ASV BRAE | PUIN BRAP | COP
BRAE | 0.894 0.585 0.141 0.109 0.765

PUIN 0.928 0.647 0.141 0.121 0.376 0.805

BRAP | 0.934 0.702 0.155 0.098 0.238 0.286 0.838
COP 0.876 0.587 0.155 0.142 0.361 0.375 0.394 0.766

Structural Equation Modeling — SEM

The model is evaluated using Chi-square, Chi-square/df, Comparative Fit Index (CFl), Tucker &
Lewis Index (TLI), and Root Mean Square Error Approximation (RMSEA) in this research. GFI, TLI,
and CFl has to be equal or more than 0.9, and Chi-square/df must be equal or less than 2. (In some
circumstances, Chisquare/df 3 can be allowed), and RMSEA is equal to or less than 0.08 (RMSEA
< 0.05 is excellent) (Hair et al., 1998).
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Figure 4. SEM result
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From figure 4, the research framework may be thought of as a relationship assessment with four
variables Purchase Intention, Brand Personality, Brand Equity and Consumer Preference. The
calculated model then reasonably matches the input., with x2/DF=2.374 (< 3), CFl =0.965, GFl=
0.927, TLI=0.961 and RMSEA= 0.047 (< 0.08). These indicators suggested that the model's fit
was adequate.

Figure 5. Regression Weights

Estimate | S.E. C.R. P Label
BRAE <--- BRAP .295 .050 5.844 Aok
COP <--- BRAE .355 .042 8.518 oAk
PUIN <--- COP 318 .042 7.542 ook
PUIN <--- BRAP .189 .044 4.335 ok

From the figure 5, the CR (T-test) is greater than 2 so these factors have statistically significant at 95%
of confident level. Otherwise, P-value = 0.000 of all variables are under 0.05, as a result, all variables have

statistically significant.
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Table 5. Hypothesis result

Hypothesis Accept Reject

H1: There is a link exists between Brand Personality and Purchase X

Intention

H2: There is a link exists between Brand Personality and Brand Equity X

H3: There is a link exists between Brand Equity and Consumer X

Preference

H4: There is a link exists between Consumer Preference and Purchase X

intention

VI. Discussion and Conclusions

The study proposed three strategies to boost client purchase intention: Enhance Brand Personality
to improve Purchase Intention Probability; Increase Brand Equity to enhance Purchase Intention;
Higher Customer Preference to boost Purchase Intention.

According the research result, Purchase Intention of Authentic agricultural product is affected by 03 factors
including Brand Personality, Brand Equity, Consumer Preference. This paper have same results of some
previous researches such as ([22]); ([30]). Furthermore, the current study's findings expand our
understanding of the function of brand equity and consumer preference as two mediators in the
influence of brand-related constructs on purchase intention, that hasn't been explored in previous
studies for these sorts of factors within an integrative approach as proposed here. This study's
objective is to determine the most powerful elements influencing consumers' readiness to purchase a
certain brand of genuine agriculture products depending on their existing situation. Towards that
goal, we created a model that encompasses all important brand structures, including brand
personality, brand equity, and consumer preference and purchase intention.

VII. Implications, Limitations and Future Research

Implications

This set of results is extremely consistent with the literature. Our findings indicate that customer
acceptance of a widespread product, such as an authentic agricultural product, is predicated on its
aesthetic elements, brand personality, and equity. This study is important for companies that produce

and offer authentic agricultural products. They can use these findings to boost customer purchasing
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power for authentic agricultural products. Furthermore, these organizations might develop business
strategies that focus on Brand Personality in order to enhance client Purchase Intention.
Limitations

Although every effort was made in this work to reduce constraints, some limitations remain for
upcoming research. Firstly, the research was limited to Vietnamese consumers in the downtown area.
As a result, transcend cultural and economic prejudices, it can be fascinating and practical to test
its validity and generalizability in other nations in Asian (e.g., Japan and South Korea). Secondly,
brand-related concepts affirmed their impacts on purchase intention but other brand-related
dimensions that might impact purchase intention, as well as their additional predictors, must be both
theoretically and experimentally tested for future researches such as product quality, word-of-mouth,
social media.
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