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ABSTACT
The main purposes of this study are to examine the impact of brand personality on
relationship quality and brand loyalty in social commerce based on concepts of self-factor, social-
factor, characteristics of brand page and relationship quality. Which includes the perceived of self-

congruence, social norms, information quality, interactivity and brand royalty. The sample used in
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this research is a group of 138 people who used service of social commerce. An online and paper
guestionnaire was administrated by convenience sampling and data were collected to test the
reliability of each variable with coefficient alpha. The daté were analyzed through statistic methods
such as descriptive statistics and the hypothesis was tested by using the simple regression analysis
and multiple regression analysis.

The results showed that the factors that have the most significant positive impact on the
relationship quality factor are self- congruence factor, social norms factor and information quality
factor (p < 0.05), respectively. And the factors that have the most significant positive impact on the
brand loyalty factor is relationship quality factor (p < 0.05).

Keywords: brand personality, relationship quality, brand loyalty, social commerce
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