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Relationship between the dimensions brand personality and customer loyalty in banking industry of Iran (Case study
(Iranian Kargaran Refah Bank
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The purpose of this study was to determine the relationship between the brand personalities with customer loyalty in
Refah Kargaran bank branches in Tehran. The order of the dimensions of brand personality in this research sincerity,
excitement, competence, sophistication and robustness. In terms of purpose and methodology is survey methodology.
Research statistical society is 1.100.000 customers of Refah bank who have accounts in branches of Tehran.The
research model with a sample of 250 bank customers using simple random sample was evaluated available. In this
study, a standard questionnaire was to collect data using SPSS and LISREL results were measured. Results of the
research show that the excitement, competence, sophistication and strength of customer loyalty welfare worker bank,
.however, between honesty and loyalty in the Refah bank, there is no direct relationship
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