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Abstract 

The objective of the study is to understand the relationships between each of the Big Five Personality Traits and the 
concept of brand evangelism. The hypotheses tested are whether brand evangelism relates to each of the Big 5 
Personality Traits consisting of extraversion, openness, conscientiousness, neuroticism and agreeableness. A 
brand evangelist frequently exhibits a strong desire to influence consumption behavior. The research method of 
this study was based on the implementation of 528 self-administered questionnaires. The results include 
descriptive characteristics, Cronbach’s alphas, correlations and a multivariate regression model for testing the 
hypotheses. The results of the overall regression model show significance. Brand evangelism is significantly 
related to extraversion, openness and neuroticism. Future research is also discussed as understanding these 
personality traits and what drives individuals with these traits to become brand evangelists can strengthen a 
company’s success with its brand(s). 

Keywords: brand evangelism, big five personality traits 

1. Introduction 

Interactions among consumers, culture, and technology will result in new brands which will extend beyond 
corporate-designed experiences to individual control and the fulfillment of personal values and aspirations 
(Bevolo & Brand, 2003). However, how do interactions between consumers drive a company’s success and 
specifically what makes consumers developing strong relationships to a particular brand (Matzler, Bidmon and 
Grabner-Krauter, 2006)? Distinct brand personality comes into place in the success of a brand and is even linked to 
personality traits (Lin, 2010). The objective of the study is to understand the correlation between each of the Big 
Five Personality Traits and brand evangelism. The Big Five consists of factor-analytic research which is 
considered to be the personality psychology’s answer to chemistry’s Periodic Table of Elements (Lamiell, 2000).  

Doss (2014) defines the term, brand evangelist, as a consumer that freely communicates positive information, 
ideas and feelings on a particular brand. A brand evangelist frequently exhibits a strong desire to influence 
consumption behavior. Additionally, brand evangelists voluntarily convert other consumers to the use of a 
particular brand (Kemp, Childers, & Williams, 2012). Becerra and Badrinarayanan (2013) also discuss the term 
brand evangelist as an intense willingness to endorse the brand and persuade others to purchase it. Previous 
research discusses the importance of marketing in providing value to the company through providing value to the 
consumer (American Marketing Association, 2007; Kachersky & Lerman, 2013; Vazifehdoost, Akbari, & 
Charsted, 2012). Nadeem (2007) suggests that successful companies also understand that it is not just in providing 
value to consumers but to also view employees as brand evangelists. Nordstrom encourages employees to make 
decisions that improve customer service and Starbucks' baristas are highly valued through intense training and 
compensation packages. Furthermore, REI employees are encouraged to perform outdoor activities and use their 
brands through employee discounts and free gear rental. This study goes beyond the determination of how to 
provide value to the consumer or employee. It extends into determining why a person becomes a brand evangelist 
and whether specific personality traits of extraversion, openness, conscientiousness, neuroticism and 
agreeableness are present among those that are brand evangelists. 

2. Literature Review 

2.1 Brands and Consumers 

Brands are signs, symbols, designs and unique names that can be popular for a long time, short time or not at all. 
Specifically, a brand is a signifier that acts as a representation for the product as well as the reflection of the 
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identity of the corporation (Desmond, 2003). These representations and reflections were discussed by Gardner 
and Levy (1955, p. 35) when a brand name “tells the consumers many things, not only by the way it sounds (and 
its literal meaning if it hasone) but, more important, via the body of associations it has built up and acquired as a 
public object over a period of time.” 

The role of marketers is to create relationships with consumers (Kachersky & Lerman, 2013). The study suggests 
that consumer bias is to view marketing as serving business’ interests instead of consumers’ interests. The 
perception amongst consumers is often that research is driven by how marketers can make more money instead 
of how they can help consumer’s lives to be better. Therefore, a gap is in existence between the intentions of 
marketers and the perceptions of consumers. Matzler et al. (2006) research is of interest to marketers who want 
their consumers to bond with a brand as it results in brand loyalty as their findings suggest consumers that score 
high on extraversion and openness respond stronger to affective stimuli which are of relevance to market 
segmentation and targeting. Lin (2010) defines consumer loyalty as the degree of the relationship between a 
consumer’s relative attitude and repeat patronage (Lin, 2010).  

The area of brand equity has received attention from marketers as it investigates which brand associations have 
the greatest effect on consumer behavior (Del Rio, Vȧzquez, & Iglesias, 2001). The study findings suggest that 
brands that are able to personally identify with a consumer through a brand’s ability to emotional link to a 
consumer and express a consumer’s self-concept produce consumers that are more willing to recommend the 
brand to others. Marketers need to examine different ways to achieve emotional links and expression of a 
consumer’s self-concept. A research study by Ampuero and Vila (2006) explored product packaging in exploring 
consumer perceptions of product packaging so that packaging meets consumer’s expectations. This is one 
potential way to help brands to better associate with their consumers. 

Generic brands are still in existence despite their impressive rise and then fall in the twentieth century (Herstein & 
Tifferet, 2007). A study performed examined the profile of consumers of generic brands which suggested that 
those with large families with a high degree of education tend to buy generic products. Included in this profile are 
senior citizens as the primary consumer of generic brands. Marketers may have a potential area of growth if 
generic brands enter product categories not typically represented by generic brands since the degree of willingness 
to purchase generic brands is existent. 

Another development with marketing is the ability for companies to mass-customize products. Bardakci and 
Whitelock (2003) explored that to understand consumers interest in mass-customization, a few questions needed to 
be answered. First, consumers would need to likely pay extra for these customizable products. The amount of 
money that consumers are willing to pay needs to be identified. Secondly, customers likely will not be able to 
obtain a customizable product as quickly as a generic product. Therefore, the amount of time consumers are 
willing to wait for a customizable product needs to be answered. Once these questions are answered, marketers 
would be able to move forward in building proper relationships and expectations with consumers. 

There are three similar but distinctly different terms important to discuss, although this research focus in on the 
concept of being a brand evangelist. The three terms are brand evangelists, opinion leaders and market mavens. 
Figure 1 displays the breadth of knowledge for each term as market mavens have an understanding of an entire 
market for shopping to include multiple products and brands (Feick & Price, 1987), opinion leaders have an 
understanding of a specific area within a market over multiple products and brands (Flynn, Goldsmith, & Eastman, 
1996) and brand evangelists have an understanding and a commitment of products related to a specific brand (Doss, 
2014). Therefore, market mavens have the widest range of knowledge spanning an entire market of shopping and 
brand evangelists the smallest range of knowledge although in-depth knowledge within a particular brand. 

Opinion leadership is “the degree to which an individual is able to influence other individuals’ attitudes or overt 
behavior informally in a desired way with relative frequency” (Rogers, 2003, p. 27). A key component of this 
definition is the concept of influence. Without the ability to influence others’ beliefs, attitudes or consumption 
behavior, there is no opinion leadership. Additionally, there is a geographic component to opinion leadership as 
they influence others within their “immediate environment” (Katz & Lazarsfeld, 1955, p. 3). Opinion leaders 
have also been called “influentials” (Watts & Dodds, 2007).  
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Figure 1. Breadth of knowledge 

 

Both opinion leaders andinfluentialsare individuals who influence their peers’ behavior. An opinion leader 
influences the exchange of information by being perceived as a leader within a particular area due to their 
knowledge and authority (Rogers, 2003). Therefore, opinion leaders have information that is product-class 
specific (Lyons & Henderson, 2005). These individuals are not considered leaders or heads of formal 
organizations, norare they in the public eyevia politics, critics, or other media (Watts & Dodds, 2007). Opinion 
leaders are considered a primary component in the diffusion of innovations because of the word-of-mouth 
communication by the opinion leaders (Arndt, 1967; Bass, 1969; Rogers, 2003). 

Another concept within the opinion leadership literature is market mavens. These individuals are consumers who 
have a broad knowledge concerning goods, services, the attainment of the products, and general market 
information (Feick & Price, 1987). Like opinion leaders, these individuals respond to opinion seekers. However, 
market mavens do not possess a depth of knowledge concerning specific product classes and competing brands. 
Though they freely give out their knowledge, market mavens tend to disseminate information without 
necessarily having a desire to persuade consumers to act in a certain way or influence the consumption behavior. 
Market mavens receive satisfaction out of sharing information, helping others and being consulted (Walsh, 
Gwinner, & Swanson, 2004). However, because of the credible word-of-mouth recommendations, market 
mavens do influence others’ behavior (Sweeny, Soutar, & Mazzarol, 2008). 

Although market mavens have a breadth of knowledge concerning shopping and consumption behaviors, it is 
opinion leaders that have depth of knowledge of product categories. Opinion leaders are experts for certain 
products and not others. Their knowledge is sought out by others as they have deep knowledge of the products 
through prescreening the information, evaluating the products themselves, and are current on the information 
concerning the products within the marketplace. Opinion leaders are not compensated for their opinions or 
consumption of particular brands, in contrast to surrogate consumers (Solomon, 1986). 

2.2 Brand Evangelism 

Doss (2014) performed research to understand the phenomenon of brand evangelism and the dimensions involved 
when consumers transition to a brand evangelist. The study findings resulted in consumer-brand identification, 
brand salience, brand trust, and opinion leadership as contributing to brand evangelism but brand satisfaction did 
not have a statistically significant relationship with brand evangelism. However, satisfied consumers are 
considered to be involved in positive word-of-mouth behavior as suggested by De Matos and Rossi (2008). 
Kachersky and Lerman (2013) identified satisfaction also as a metric used by marketers to determine the value that 
products have on a consumer’s life. The American Marketing Association (2007) marketing philosophy states that 
the best way for business to succeed is to deliver value to the consumer through satisfying wants and needs. 
Satisfaction based on Doss’ 2014 study does not have a significant relationship with a consumer becoming a brand 
evangelism but satisfaction is still important as it leads to marketing success in that consumer’s buy products that 
are satisfying to them (Kachersky & Lerman, 2013; American Marketing Association, 2007). Thus, the generation 
of marketing value to a company occurs through providing awareness of the value to the consumer. Companies 

Brand Evangelist 

Market Maven

Opinion Leader
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would be more successful if the value is not just perceived value but actual true value for the consumer resulting in 
consumers having a better life because of the product consumed. 

A study performed by Becerra and Badrinarayanan (2013) explored brand evangelism and specifically how 
positive consumer-brand relationships lead to positive consumer-to-consumer communications relating to specific 
brands. Brand evangelism is described by these researchers as consumers who embrace brands with intensity and 
actively disseminate their brand experiences with others. During this activity, brand evangelists actually recruit 
consumers to experience the brand over other brands. The behavior falls under word-of-mouth advertising but with 
a deep dedication to the brand as brand evangelists will go as far as to entice consumers to switch to their brand 
even when using a competitor’s brand. The study findings suggest that consumer’s cognitive and emotional 
relationships with a particular brand do influence their brand evangelist behaviors. 

Hutter, Hautz, Dennhardt and Füller (2013) suggests that social media such as a Facebook fanpage support 
consumer’s brand awareness, word-of-mouth involvement and intent to purchase. Social media has revolutionized 
communication between companies and consumers, and consumers with other consumers. These can be positive 
or negative communications. Brand related interactions can take place to engage consumers such as through 
Youtube videos. Social media can provide unlimited opportunities for marketing campaigns. Brands are rather 
socially defined resulting in social media being an ever present marketing channel to influence consumers to 
purchase a brand through awareness. This can also help brand evangelists access and easily share helpful 
information regarding brands as today’s marketplace is a highly connected one (Becerra & Badrinarayanan, 2013).   

2.3 Big Five Factor Model  

The five-factor model of personality, known as “the Big Five” consists ofextraversion, openness (to experience), 
conscientiousness, neuroticism, and agreeableness (Costa & McCrae, 1985; McCrae & John, 1992). Extraversion 
assesses interpersonal interactions and activity levels of an individual. Examples of adjectives used for individuals 
scoring high on the extraversion scale consist of active, assertive, energetic, enthusiastic, outgoing, and talkative 
(McCrae and John 1992). Individuals with a high level of openness have active imaginations, aesthetic sensitivity, 
intellectual curiosity, wide variety of interests, and variety preferences; adjectives describing openness include 
artistic, curious, imaginative, insightful, and original (McCrae & John, 1992). Costa and McCrae (1985) suggest 
conscientious as an individuals’ degree of organization, persistence, and motivation in goal-directed behavior with 
individuals with high scores being the most organized, reliable, and hard working. Adjectives of this concept are 
efficient, organized, planful, reliable, responsible, and thorough (McCrae & John, 1992). Costa and McCrae (1985) 
suggest that neuroticism trait consists of individuals that are more likely to have psychological distress, unrealistic 
ideas, excessive cravings or urges, and maladaptive coping responses in an environment. Adjectives describing 
neuroticism include anxious, self-pitying, tense, touchy, unstable, and worrying (McCrae & John, 1992). Finally, 
agreeableness tends to be a trait in an individual's quality of interpersonal orientation ranging from compassion to 
antagonism in their thoughts, feelings and actions. Adjectives of agreeableness include appreciative, forgiving, 
generous, kind, sympathetic, and trusting (McCrae & John, 1992). 

Vazifehdoost, Akbari and Charsted (2012) performed research on the big five factor model as it relates to market 
mavens.It was found that extraversion, and openness are both positively related to market mavenism while 
conscientiousness is negatively related to market mavenism. Addtionally, it was found that there are no individual 
relationships of neuroticism with market mavenism or agreeableness with market mavenism. Gnambs and Batinic 
(2012) found that there is a positive relationship between extraversion and opinion leadership while there is a 
negative relationship between neuroticism and opinion leadership. Additionally, it was found that there are no 
separate relationships between openness, agreeableness, and conscientiousness with opinion leadership. 

Another study performed by Matzler, Bidmon and Grabner-Krauter (2006) suggests that both hedonic value and 
personality traits as two drivers of brand affect. Hedonic value was defined as the pleasure potential of a product 
class in influencing brand affect. Therefore, products with hedonic value are more likely to hold a greater potential 
for evoking positive emotions in consumers. The two personality traits investigated was extraversion and openness 
to experience therefore influencing the perceived hedonic value of a product and brand affect. The study findings 
suggested that extraversion and openness positively related to hedonic product value. Furthermore, the openness 
personality trait directly and extraversion indirectly through hedonic value influence brand affect which results in 
attitudinal and purchase loyalty. Taylor-West, Fulford, Reed, Story and Saker (2008) also recommend that a 
consumer’s enthusiasm and overall expertise of the product assist in success especially with more complex 
products. 

Lin (2010) conducted a study to explore the relationship of consumer personality trait, brand personality and brand 
loyalty. The findings suggest a significantly positive relationship between agreeableness and excitement brand 
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personality, sincerity brand personality and competence brand personality. Aaker (1997) defines brand personality 
as any characteristics that a consumer associates with a particular brand. Therefore, agreeableness and sincerity are 
the thoughts coming from consumer’s warmth and acceptance of a brand. Whereas, extroversion and excitement 
involve a consumer’s social behavior relating specifically to communication, activity and action concepts. 
Additionally, conscientiousness and competence look at how a consumer views a brand’s responsibility, reliability 
and assurance. Another aspect of Lin’s (2010) study suggests that competence and sophistication brand personality 
and agreeableness and openness personality trait both have a significantly positive influence on affective loyalty. 
Furthermore, competence, peacefulness and sophistication brand personality and agreeableness and openness 
personality trait have a significantly positive influence on action loyalty. 

3. Theoretical Framework and Research Hypothesis 

This study examines the relationships of the Big 5 Personality Traits to brand evangelism. As indicated in Figure 2, 
the following hypotheses are visualized in the proposed theoretical framework. The foundations of this study are 
based on the previous works of Vazifehdoos et al. (2012) and Gnambs and Batinic (2012) that studied 
relationships of the Big 5 and market mavenism and the Big 5 and opinion leadership, respectively. 

 

 

 
Figure 2. Theoretical model 

 

3.1 Extraversion and Brand Evangelism 

Extraversion assesses interpersonal interactions and activity levelsof an individual (Costa & McCrae, 1985). The 
higher an individual scores on extraversion, the more the individual is sociable, active, talkative, person-oriented, 
optimistic and affectionate. Mooradian and Swan (2006) describe extraversion as being venturesome, energetic, 
and ambitious; these individuals who score high on extraversion are predisposed toward positive affect and 
interpersonal interaction preference. Specific marketing studies involving extraversion suggest a relationship to 
positive emotions inconsumption situations (Matzler et al., 2006; Mooradian & Olver, 1997). Furthermore, 
Vazifehdoost et al. (2012) found that marketing mavenism is positively related to extraversion. Previous research 
utilizing Volkswagen owners at a brand gathering found that extraversion is positively related to evangelism 
(Matzler et al., 2007). 

H1: Brand evangelism will be positively related to extraversion. 

3.2 Openness and Brand Evangelism 

Openness is defined by Costa and McCrae (1992) as having an active imagination, aesthetic sensitivity, 
attentiveness to inner feelings, variety preference, intellectual curiosity, and being independent from judgment. 
Earlier research by Costa and McCrae (1985) suggests that individual’s openness to proactive seeking and 
appreciation of experience for their own sake and high degree of toleration for and exploration of the unfamiliar is 
also traits of openness. The most curious, creative, original, imaginative, and untraditional are those with the 
higher openness scores. Matzler et al. (2006) study suggests that those that score high on the personality trait of 
openness positively relates to the hedonic value of a product and brand affect. This is due to the higher tendency of 
these individuals to be curiousabout both inner and outer worlds resulting in experientially richerlives in 
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experiencing negative and positive emotions morekeenly than closed individuals. Finally, Vazifehdoost et al. 
(2012) found that marketing mavenism is positively related to openness. 

H2: Brand evangelism will be positively related to openness. 

3.3 Conscientiousness and Brand Evangelism 

Costa and McCrae (1985) suggest conscientious as an individuals’ degree of organization, persistence, and 
motivation in goal-directed behavior with individuals with high scores being the most organized, reliable, and hard 
working. Vazifehdoost et al. (2012) found that marketing mavenism is negatively related to conscientiousness. 
Gnambs and Batinic (2012) hypothesized and saw that there is no relationship between conscientiousness and 
opinion leadership. However, there is no clear connection between individuals who are conscientious and those 
that are brand evangelists.  

H3: There is no relationship between brand evangelism and conscientiousness. 

3.4 Neuroticism and Brand Evangelism 

Costa and McCrae (1985) suggest that neuroticism trait consists of individuals that are more likely to have 
psychological distress, unrealistic ideas, excessive cravings or urges, and maladaptive coping responses in an 
environment. Those individuals with the higher scores may be hypochondriacal in nature and are typically worried, 
nervous and highly emotional. Brand evangelists, however, are secure in their knowledge about their brands and 
have self-confidence in their convictions (Doss, 2014). Additionally, Gnambs and Batinic (2012) found that there 
is a negative relationship between neuroticism and opinion leadership. 

H4: Brand evangelism will be negatively related to neuroticism. 

3.5 Agreeableness and Brand Evangelism 

Agreeableness tends to be a trait in an individual's quality of interpersonal orientation ranging from compassion to 
antagonism in their thoughts, feelings and actions. Those with higher scorers tend to be more compassionate such 
as being soft-hearted, good-natured, trusting, helpful, forgiving, gullible, and straightforward (Costa & McCrae, 
1985). Another finding from a different study suggests that individuals that score high on agreeableness are 
typically more trusting than those that score low (Matzler et al., 2006; Mooradian & Swan, 2006).There is no clear 
connection of agreeableness with brand evangelism, however. As also evidenced by past studies, there is no 
relationship between agreeableness and opinion leadership (Gnambs & Batinic, 2012) or agreeableness and market 
mavenism (Vazifehdoost et al., 2012) 

H5: There is no relationship between brand evangelism and agreeableness. 

4. Methodology and Results 

The research method of this study was based on the implementation of self-administered questionnaires. The 
survey instrument was constructed by one of the researchers of this study and distributed through a data 
collection agency. In 2009, pre-screened individuals, owners and users of these brands, within a six month 
period, were chosen on their current consumption of “cult-like” goods or services (Belk & Tumbat, 2005). The 
brands in the screening included Harley-Davidson motorcycles, Apple’s iPhone mobile phones, MINI 
automobiles, and Saab automobiles, and Starbucks coffee. These products have been referenced within both 
marketing journals and the practitioner literature as having passionate, loyal consumers who fit into the scope of 
brand evangelists (Aaker, 1992; Brown, 2004; Fournier, 2001; O’Guinn & Muniz, 2004; Schouten & 
McAlexander, 1995; Thompson & Arsel, 2004). 

A total of 528 surveys were completed. Between 101 and 111 surveys were completed for each of the brands 
(110 surveys for Harley-Davidson, 103 for iPhone, 101 for MINI, 111 for Saab, and 103 for Starbucks). The 
overall ages range from 19 to 86 years old with the average age being 48.4 (median age of 49 years). The 
percentage of males nearly equals the percentage of females at 51% to 49%, respectively. The predominant 
category for ethnicity is White at 89.4% with the second largest categories being Hispanic/Latino and Asian at 
3.4% and 3.2%, respectively. Income levels and education levels are varied with no specific category 
dominating.  

Brand Evangelism. A five-item scale based on Matzler et al. (2007) was used to measure brand evangelism. 
Sample items included “I have preached to several of my friends about Brand X” and “I feel the need to tell the 
world that Brand X is the most appealing brand in the world.” Response options ranged from 1 (strongly 
disagree) to 5 (strongly agree). The scale’s alpha reliability is 0.923. 
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The Big Five Personality Traits. A version of the Big Five based on John and Srivastava (1999) was used to 
measure the personality traits of openness, conscientiousness, extraversion, agreeableness, and neuroticism. 
Sample items included “I see myself as someone who is curious about many different things (openness),” “I see 
myself as someone who perseveres until the task is finished (conscientiousness),” “I see myself as someone who 
is outgoing, sociable (extraversion),” “I see myself as someone who likes to cooperate with others 
(agreeableness),” and “I see myself as someone who gets nervous easily (neuroticism).” Response options 
ranged from 1 (strongly disagree) to 5 (strongly agree). The alpha reliabilities for the five personality traits are 
0.848 for openness, 0.868 for conscientiousness, 0.813 for extraversion, 0.807 for agreeableness, and 0.846 for 
neuroticism. 

Descriptive characteristics, Cronbach’s alphas, and correlations are listed in Table 1. All Cronbach’s alphas are 
well above the norm of 0.70 for reliabilities. Additionally, factor loadings for each scale were examined. 
Average variance extracted all exceeded the minimum threshold of 0.50 for each scale to support convergent 
validity (Hair et al. 2006). 

 

Table 1. Reliabilities, descriptive statistics and correlations (n = 528, likert scale of 1 to 5) 

Variables α Mean Std. Dev. 1 2 3 4 5 

1. Brand Evangelism 0.923 3.026 1.019      

2. Extraversion 0.813 3.474 0.678 0.231*     

3. Openness 0.848 3.794 0.621 0.251* 0.551*    

4. Conscientiousness 0.868 4.077 0.595 0.173* 0.514* 0.579*   

5. Neuroticism 0.846 2.700 0.826 0.023 -0.290* -0.188* -0.270*  

6. Agreeableness 0.807 3.939 0.575 0.153* 0.496* 0.500* 0.591* -0.247* 

Note. * p< 0.01. 

 

A multivariate regression model was fit for testing the hypotheses. As seen in Figure 1, the dependent variable is 
brand evangelism and the independent variables are extraversion, openness, conscientiousness, neuroticism, and 
agreeableness. The results of the overall regression model show significance (F = 9.771, p< 0.001). Individual 
results for hypotheses testing are in Table 2. Brand evangelism is significantly related to extraversion (β = 0.155, 
p< 0.01), openness (β = 0.172, p< 0.01), and neuroticism (β = 0.107, p< 0.05), thus supporting H1 and H2. 
However, it was hypothesized that neuroticism would be negatively related to brand evangelism and the analysis 
show a positive relationship. Additionally, H3 and H5 are supported as neither conscientiousness (β = 0.020, p> 
0.10) nor agreeableness (β = 0.006, p> 0.10) are significantly related to brand evangelism.  

 

Table 2. Regression results 

Dependent Variable F Sig. Independent Variable β t Sig. 

Brand Evangelism 9.771 0.000 Constant  1.498 0.135 

   Extraversion 0.155 2.847 0.005* 

   Openness 0.172 3.076 0.002* 

   Conscientiousness 0.020 0.343 0.732 

   Neuroticism 0.107 2.417 0.016** 

   Agreeableness 0.006 0.101 0.919 

Note. * p< 0.01, ** p < 0.05. 

 

5. Conclusion 

This study suggests that brand evangelism is significantly related to extraversion, openness, and neuroticism. 
Extraversion relates to higher scores on individuals being sociable, active, talkative, person-oriented, optimistic 
and affectionate individual and being predisposed toward interpersonal interaction preference (Costa & McCrae, 
1985; Mooradian & Swan, 2006).Openness relates tointellectual curiosity, active imagination, aesthetic sensitivity, 
attentiveness to inner feelings, variety preference, desire to explore the unfamiliar, creative, original, imaginative, 
and untraditional (Costa & McCrae, 1992; Costa & McCrae, 1985). Neuroticism relates toindividuals that are 
more likely to have psychological distress, unrealistic ideas, excessive cravings or urges, and maladaptive coping 
responses in an environment with higher scorers being hypochondriacal in nature (Costa & McCrae, 1985). 
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Further research should attempt to uncover the differences studies have shown concerning neuroticism. Here, 
neuroticism is positively related to brand evangelism, but Gnambs and Batinic (2012) found a negative 
relationship with opinion leadership while Vasifehdoos et al. (2012) found neuroticism has no relationship with 
market mavenism.  

Companies are in constant flux on how to best promote their brands. Reaching the corresponding brand evangelists 
is a good way for brand managers to have information flow from the company to a certain type of consumer. The 
brand evangelists are in “the field” with potential consumers and can carry on a type of guerilla marketing on 
behalf of the brand. Understanding how to engage these evangelists is vital in building, fostering, and cementing 
relationships. Knowing that brand evangelists have the personality traits of extraversion, openness, and 
neuroticism is a good beginning of how best to approach evangelists. 

There are six future research areas that have been identified by the researchers. First, the exploration of social 
media use among brand evangelists could be studied to see how it influences consumers’ perceptions of brands. 
Second, the area of generic brands is underrepresented in the literature in terms of whether brand evangelists exist 
for the “generic” versus “popular” brand. Martín and Cerviño (2011) suggest that marketers benefit through 
promoting a clear association between brands and countries that have positive images. Therefore, the fourth future 
research area of interest is to conduct research to gather information on whether brands made in other countries 
where a person strongly relates to that country create a brand evangelist. The fifth area is to research if the ability to 
customize products within a brand such as product color options and the ability to add names on productsfoster the 
creation of brand evangelists. This research would explore whether customization features help with creating 
emotional links and expression of a consumer’s self-concept. The sixth area is to look at brands with unique 
product packaging to see if that fosters the creation of a brand evangelist. Uncovering insight into brand 
evangelism will drive future successes for companies. It is crucial that companies understand how a consumer 
evolves to become a brand evangelist and in understanding the values, beliefs, and needs of society if they are to 
create brands that are culturally relevant and can stand the test of time (Bevolo and Brand 2003).  

References 

Aaker, D. A. (1992). Managing the most important assets: brand equity. Strategy and Leadership, 20(5), 56–58. 
http://dx.doi.org/10.1108/eb054384 

Aaker, D. A. (1997). Dimension of brand personality. Journal of Marketing Research, 34, 347–56. 
http://dx.doi.org/10.2307/3151897 

American Marketing Association. (2007). Definition of marketing. Retrieved from 
http://www.marketingpower.com/Community/ARC/Pages/Additional/Definition/default.aspx 

Ampuero, O., & Vila, N. (2006). Consumer perceptions of product packaging. Journal of Consumer Marketing, 
23(2), 100–112. http://dx.doi.org/10.1108/07363760610655032 

Arndt, J. (1967). The role of product-related conversation in the diffusion of a newproduct. Journal of Market 
Research, IV(August), 291–295. http://dx.doi.org/10.2307/3149462 

Bardakci, A., & Whitelock, J. (2003). Mass-customisation in marketing: the consumer perspective. Journal of 
Consumer Marketing, 20(5), 463–479. http://dx.doi.org/10.1108/07363760310489689 

Bass, F. (1969). A new product growth model for consumer durables. Management Science, 15(January), 
215–227. http://dx.doi.org/10.1287/mnsc.15.5.215 

Becerra, E. P., & Badrinarayanan, V. (2013). The influence of brand trust and brand identification on brand 
evangelism. Journal of Product & Brand Management, 22(5/6), 371–383. 
http://dx.doi.org/10.1108/JPBM-09-2013-0394 

Belk, R. W., & Tumbat, G. (2005). The cult of Macintosh. Consumptions, Markets and Culture, 8(3), 205–217. 
http://dx.doi.org/10.1080/10253860500160403 

Bevolo, M., & Brand, R. (2003). Brand design for the long term. Design Management Journal, 14(1), 33–39. 
http://dx.doi.org/10.1111/j.1948-7169.2003.tb00337.x 

Brown, S. (2004). O customer, where art thou. Business Horizons, 47(July-August), 61–70. 
http://dx.doi.org/10.1016/S0007-6813(04)00049-7 

Costa, P. T., & McCrae, R. R. (1985). The NEO PI-R Personality Inventory Manual. Psychological Assessment 
Resources, FL. 



www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 6, No. 3; 2014 

21 
 

Costa, P. T., & McCrae, R. R. (1992). Revised NEO Personality Inventory and NEO Five-Factor Inventory 
Professional Manual. Psychological Assessment Resources, Odessa, FL. 

De Matos, C. A., & Rossi, C. A. V. (2008). Word-of-Mouth communications in marketing: a meta-analytic review 
of the antecedents and moderators. Journal of the Academy of Marketing Science, 36, 578–596. 
http://dx.doi.org/10.1007/s11747-008-0121-1 

Del Rio, A. B., Vȧzquez, R., & Iglesias, V. (2001). The effects of brand associations on consumer response. 
Journal of Consumer Marketing, 18(5), 410–425. http://dx.doi.org/10.1108/07363760110398808 

Desmond, J. (2003). Consuming Behaviour. London: Palgrave MacMillan. 

Doss, S. K. (2013). Spreading the good word: toward an understanding of brand evangelism. Journal of 
Management and Marketing Research, 14, 1–15. 

Feick, L. F., & Price, L. L. (1987). The market maven: a diffuser of marketplace information. Journal of 
Marketing, 51(January), 83–97. http://dx.doi.org/10.2307/1251146 

Flynn, L. R., Goldsmith, R. E., & Eastman, J. K. (1996). Opinion leaders and opinion seekers: two new 
measurement scales. Journal of the Academy of Marketing Science, 24(2), 137–147. 
http://dx.doi.org/10.1177/0092070396242004 

Fournier, S. (2001). Building brand community on the Harley-Davidson posse ride. Harvard Business School 
Note. 

Gnambs, T., & Batinic, B. (2012). A personality-competence model of opinion leadership. Psychology & 
Marketing, 29(8), 606–621. http://dx.doi.org/10.1002/mar.20547 

Hair, J. F., Black, W. C., Babin, B., Anderson, R. E., & Tatham, R. L. (2006). Multivariate Data Analysis (6th ed.). 
Upper Saddle River, N.J.: Pearson Education Inc. 

Herstein, R., & Tifferet, S. (2007). An investigation of the new generic consumer. Journal of Consumer Marketing, 
24(3), 133–141. http://dx.doi.org/10.1108/07363760710746139 

Hoeffler, S., & Keller, K. (2002). Building brand equity through corporate societal marketing. Journal of Public 
Policy & Marketing, 21(1), 78–89. http://dx.doi.org/10.1509/jppm.21.1.78.17600 

Hutter, K., Hautz, J., Dennhardt, S., & Füller, J. (2013). The impact of user interactions in social media on brand 
awareness and purchase intention: the case of MINI on Facebook. Journal of Product & Brand Management, 
22(5/6), 342–351. http://dx.doi.org/10.1108/JPBM-05-2013-0299 

John, O. P., & Srivastava, S. (1999). The big five taxonomy: History, measurement, and theoretical perspectives. 
In L. A. Pervi & O. P. John (Eds.), Handbook of Personality: Theory and Research (2nd ed., pp. 102–138). 
New York: Guilford. 

Kachersky, L., & Lerman, D. (2013). Bridging marketing’s intentions and consumer perceptions. Journal of 
Consumer Marketing, 30(7), 544–552. http://dx.doi.org/10.1108/JCM-06-2013-0624 

Kemp, E., Childers, C., & Williams, K. H. (2012). A tale of a musical city: Fostering self-brand connection among 
residents of Austin, Texas. Place Branding and Public Diplomacy, 8(2), 147–157. 
http://dx.doi.org/10.1057/pb.2012.9 

Lamiell, J. T. (2000). A periodic table of personality elements? The "Big Five" and trait "psychology" in critical 
perspective. Journal of Theoretical and Philosophical Psychology, 20(1), 1–24. 
http://dx.doi.org/10.1037/h0091211 

Lin, L. Y. (2010). The relationship of consumer personality trait, brand personality and brand loyalty: an empirical 
study of toys and video games buyers. Journal of Product & Brand Management, 19(1), 4–17. 
http://dx.doi.org/10.1108/10610421011018347 

Lyons, B., & Henderson, K. (2005). Opinion leadership in a computer-mediated environment. Journal of 
Consumer Behaviour, 4(5), 319–329. http://dx.doi.org/10.1002/cb.22 

Martín, O., & Cerviño. (2011). Towards an integrative framework of brand country of origin recognition 
determinants: a cross-classified hierarchical model. International Marketing Review, 28(6), 530–558. 
http://dx.doi.org/10.1108/02651331111181402 

Matzler, K., Bidmon, S., & Grabner-Krauter, S. (2006). Individual determinants of brand affect: the role of the 
personality traits of extraversion and openness to experience. Journal of Product & Brand Management, 
15(7), 427–434. http://dx.doi.org/10.1108/10610420610712801 



www.ccsenet.org/ijms International Journal of Marketing Studies Vol. 6, No. 3; 2014 

22 
 

Matzler, K., Pichler, E. A., & Hemetsberger. (2007). Who is spreading the word? The positive influence of 
extraversion on consumer passion and brand evangelism. American Marketing Association Conference 
Proceedings, Winter, 25–32. 

McCrae, R. R., & John, O. P. (1992). An introduction to the five-factor model and its applications. Journal of 
Personality, 60(2), 175–215. http://dx.doi.org/10.1111/j.1467-6494.1992.tb00970.x 

Mooradian, T. A., & Olver, J. M. (1997). ‘I can’t get no satisfaction’: the impact of personality and emotion on 
post purchase processes. Psychology & Marketing, 14(4), 379–393. 
http://dx.doi.org/10.1002/(SICI)1520-6793(199707)14:4<379::AID-MAR5>3.0.CO;2-6 

Mooradian, T. A., & Swan, S. K. (2006). Personality-and culture: the case of national extraversion and 
word-of-mouth. Journal of Business Research, 59(6), 778–785. 
http://dx.doi.org/10.1016/j.jbusres.2006.01.015 

Nadeem, M. M. (2007). Emergence of customer-centric branding: From boardroom leadership to 
self-broadcasting. Journal of American Academy of Business, 12(1), 44–49. 

O’Guinn, T. C., & Muniz Jr., A. M. (2005). Communal consumption and the brand. In S. Ratneshwar & David 
Glen Mick (Eds.), Inside Consumption: Consumer Motives, Goals, and Desires (pp. 252–272). New York: 
Routledge. 

Schouten, J. W., & McAlexander, J. (1995). Subcultures of consumption: Anethnography of the new bikers. 
Journal of Consumer Research, 22(June), 43–61. http://dx.doi.org/10.1086/209434 

Solomon, M. R. (1986). Themissing link: Surrogate consumers in the marketing chain. Journal of Marketing, 
50(October), 208–218. http://dx.doi.org/10.2307/1251296 

Sweeney, J., Soutar, J., & Mazzarol, T. (2008). Factors influencingword of mouth effectiveness: Receiver 
perspectives. European Journal of Marketing, 42(3/4), 344–364. 
http://dx.doi.org/10.1108/03090560810852977 

Taylor-West, P., Fulford, H., Reed, G., Story, V., & Saker, J. (2008). Familiarity, expertise and involvement: key 
consumer segmentation factors. Journal of Consumer Marketing, 25(6), 361–368. 
http://dx.doi.org/10.1108/07363760810902495 

Thompson, C. J., & Arsel, Z. (2004). The Starbucks brandscape and consumers’ (anticorporate) experiences of 
glocalization. Journal of Consumer Research, 31(December), 631–642. http://dx.doi.org/10.1086/425098 

Vazifehdoost, H., Akbari, M., & Charsted, P. (2012). Therole of psychological traits in marketmavensimusing Big 
Five model. International Journal of Management and Business Research, 2(3), 243–252. 

Walsh, G., Gwinner, K. P., & Swanson, S. R. (2004). Whatmakes mavens tick? Exploring the motives of market 
mavens’ initiation of information diffusion. Journal of Consumer Marketing, 21(2), 109–122. 
http://dx.doi.org/10.1108/07363760410525678 

Watts, D. J., & Dodds, P. S. (2007). Influentials, networks, andpublic opinion formation. Journal of Consumer 
Research, 34(December), 441–458. http://dx.doi.org/10.1086/518527 

 

Copyrights 

Copyright for this article is retained by the author(s), with first publication rights granted to the journal. 

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution 
license (http://creativecommons.org/licenses/by/3.0/). 

 

 


