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Abstract

This study’s purpose was to empirically research the effect of brand image and brand love on brand commitment, and positive word of 
mouth. We analyzed research data from 267 customers at electronics stores in Ho Chi Minh City, Vietnam. The convenient sampling method 
was used to collect the research sample. The measurement applied a 5-point Likert scale classifying from 1= completely disagree and 5= 
completely agree. Based on previous studies, the research model was recommended. The Partial Least Squares method was done to examine 
the measurement model and the structural model. We had estimated the reliability of the scales through Cronbach’s alpha and composite 
reliability. Besides, we had assessed discriminant validity through the Fornell-Larcker standard. The outcome of the study illustrated that 
brand image had a significantly positive influence on brand love. Besides, the results of the research declared that brand image was positively 
related to brand commitment. The results also revealed that brand image was positively linked to positive word of mouth. Likewise, the 
findings of the study disclosed that brand love had a positive impact on brand commitment and positive word of mouth. Additionally, the 
results of the research confirmed that brand commitment was positively linked to word of mouth.
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Sharma, 2017). WOM communication is related to the 
degree to which a client notifies friends, colleagues, and 
relationships about products/services that meet their needs 
(Kazemi et al., 2013). Armelini (2011) revealed that WOM 
was essentially developed as a marketing tool for two 
reasons. First, the customers were less concerned with the 
advertisements in the traditional media. Second, WOM’s 
impact has been improved by a revolution in information 
and telecommunication technologies that decreases spatial 
and temporal range amongst individuals (Armelini, 2011). 

Some previous studies declared that a positive brand 
image led to clients’ brand love (Islam & Rahman, 2016; 
Unal & Aydın, 2013). Likewise, prior researches revealed 
that brand image was an antecedent of brand commitment 
(Maisam & Mahsa, 2016; Seo & Park, 2018; Tu et al., 2013) 
and consumers’ positive WOM (Anggraeni & Rachmanita, 
2015; Permana & Ilham, 2018). Besides, some scholars said 
that brand love was a predictor of clients’ brand commitment 
(Albert & Merunka, 2013; Maisam & Mahsa, 2016) and 
positive WOM (Bairrada et al., 2019; Hsu & Chen, 2018). 
Furthermore, some prior researches declared that brand 
commitment was a precursor of customers’ positive WOM 
(Maisam & Mahsa, 2016; Tuškej et al., 2013). However, up 
to now, little research has investigated the effect of brand 

1.  Introduction

As a kind of mass communications, word-of-mouth 
communication has been one of the broadest and the 
essential means for customers, and it can affect where they 
buy, what they purchase, and how they assess specific goods 
and services (Tu et al., 2013). The notion of word of mouth 
(WOM) has become a necessary term in the marketing 
activities conducted by multiple companies. Word of 
mouth has been getting the attention of the social changes 
and has been identified as one of the most influential and 
useful communication channels (Sallam, 2014). WOM 
communication was considered as a vital element of 
interactive marketing, affecting customers and switching 
them into spokespersons for the business (Srivastava & 
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image, brand love on brand commitment, and positive WOM. 
Thus, the aim of this research was to empirically research the 
impact of brand image, and brand love on brand commitment, 
and positive WOM at electronics stores in Vietnam.

2.  Literature Review and Research Hypotheses

2.1.  Word of Mouth

Word of mouth (WOM) was an informal opinion about 
experiences of product and services exchanged among customers. 
It was frequently interactive, fast, and lacked commercial 
inclination. WOM made a substantial impact on consumer 
behavior. WOM could influence the selection of new brand 
categories and the choice of brands in developed categories (East 
et al., 2008). Arndt (1967) revealed that WOM is considered as a 
spoken person-to-person communication between a receiver and 
a communicator whom the person recognized as non-commercial, 
concerning the brand, and its products and services (Arndt, 
1967). Stokes & Lomax (2002) described WOM communication 
as a personal communication concerning goods/services where 
the receiver viewed the communicator as unbiased (Stokes & 
Lomax, 2002). Word-of-Mouth communication has been seen 
as a term applied in the marketing and advertising field to try to 
explain activities that businesses undertake to create individual 
guidance and recommendation for brand names, goods and 
services. This kind of communication has essential source 
credibility because people generally trust someone’s view if they 
knew that it was given willingly and without any request, force, 
or seeking individual attention while conveying the message 
(Khraim, 2011). Word of mouth could be recognized as either 
positive or negative comments made by potential, real or recent 
consumers about goods/services or business, which was formed 
possibly through offline or online channels (Hennig-Thurau et 
al., 2004; Karjaluoto et al., 2016). 

Furthermore, other scholars stated that WOM could be 
positive or negative, and it has occurred traditionally, in offline 
and individual conversations, or through online communications 
(Armelini, 2011; Özdemir et al., 2016). Positive word-of-
mouth communication was a tool for marketing experts as 
positive opinions could impact customers to buy the mentioned 
brand (Arndt, 1967). Contrarily, negative word-of-mouth 
communication could have the reverse impact. In this opinion, 
the majority of prior researches have shown that negative word-
of-mouth views affect the customers more than the positive ones. 
(Khraim, 2011; Özdemir et al., 2016). It appeared that negative 
WOM has a more powerful influence than positive WOM. Thus, 
when communication was negative, businesses should improve 
their marketing attempts to offset negative WOM (Arndt, 1967; 
Bone, 1995). Armelini (2011) stated that marketing attempts 
to respond toward negative WOM should be concentrated on 
consumer satisfaction to avoid customers’ dissatisfaction, which 
in turn drives away the negative WOM (Armelini, 2011). File 

and Prince (1992) affirmed that satisfied clients were likely 
to have a positive WOM; that was, they will tell others who 
have not used the goods/services about their satisfaction with 
the goods/services of a particular brand. Positive WOM has 
traditionally been considered a benchmark for satisfaction and 
contributes to an increase in the overall marketplace image of a 
brand or as a low budget marketing option (File & Prince, 1991).

2.2.  Brand Image

Brand image has been an attractive topic of debate in the 
marketing literature (Cho et al., 2010; Lee & Lim, 2020; Sousa 
et al., 2019). Brand image has performed a critical role in 
distinguishing among businesses and has played a significant 
role as a powerful marketing tool (H. Park & Park, 2019). Some 
researchers have debated if brand image was a crucial part of 
marketing brands which allowed brands to differentiate their 
goods/services from their rivals (Aaker, 1996; Kapferer, 1997). 
The brand image was represented as thoughts about the brand, 
as was shown by the brand links held in buyer recall (Keller, 
1993). The good’s image has been seen as the outcome of the 
communication between the receiver and the goods stimuli. 
Factors adding to the improvement of the brand image were 
product characteristics, the business, the marketing mix, the 
specific thoughts of the brand, individual values, experience, the 
character of the brand users, and environment variables. Sources 
of image creation could be either through direct experience of 
the or through brand communication (Dobni & Zinkhan, 1990). 
Brand image has played a crucial role in the decision process of 
client buying activity. Commonly, a higher brand image showed 
product quality was beyond a certain level of expectations. But, 
lower brand image or no brand actually showed clients had 
no confidence in goods (Hsieh et al., 2018). If a company’s 
goods and services continuously maintained a positive brand 
image among the community, then it would positively reach a 
better position in the industry, will have sustainable competitive 
advantage, and will have a better market share or performance 
(Park et al., 1986; Sondoh Jr et al., 2007).

Some empirical examinations revealed that brand image 
was an antecedent of brand love and makes a positive impact 
on love for the brand (Islam & Rahman, 2016; Ismail & 
Spinelli, 2012). Likewise, prior studies indicated that brand 
image was a precursor of brand commitment and positively 
affected brand commitment (Seo & Park, 2018; Tu et al., 
2013). Besides, brand image was a predictor of positive 
WOM and positively influenced a positive WOM (Anggraeni 
& Rachmanita, 2015; Permana & Ilham, 2018). Therefore, 
we proposed the following hypotheses.

H1: Brand image is positively related to brand love.
H2: Brand image is positively related to brand 

commitment.
H3: Brand image is positively related to positive WOM.
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2.3.  Brand Love

Brand love has been a topic of great concern for brand 
scholars and managers (Carroll & Ahuvia, 2006; Ferreira 
et al., 2019; Sallam, 2014). Consumers can acknowledge 
a brand as a person; therefore, clients can love a brand as 
they love a person (Ranjbarian et al., 2013). Carroll and 
Ahuvia (2006) disclosed that brand love was described as 
a robust sentimental attachment a satisfied buyer has for a 
particular trade name. Brand love contained a need for the 
brand, devotion to the brand, positive evaluation of the brand, 
positive emotions in reply to the brand, and feelings of love 
for the brand (Carroll & Ahuvia, 2006). Meanwhile, Unal 
and Aydin (2013) stated that brand love was a relatively new 
topic in marketing literature. Love was a concept we have 
listened about in our lives. The loving bonds are built with 
products/services and brands. There have not beenis many 
studies related to the aspect of brand love, but the scholars 
who have researched this subject have defined brand love as 
a powerful link between the customer and the goods which 
is the same as in interpersonal love (Unal & Aydın, 2013). 
Fournier (1998) attracted attention toward the significance 
of brand love and acknowledged that brand love is like a 
long term relationship of the consumer with the brand. Other 
scholars declared that emotional satisfaction was experienced 
when the pleasure which a customer derives from a product 
or a brand is converted into love (Dick & Basu, 1994; Unal 
& Aydın, 2013).

Albert and Merunka (2013) revealed that the customers’ 
feelings had a powerful impact on a brand and clients 
should prefer to sustain this connection (commitment). In 
consumption circumstances, commitment toward the brand 
should show some influence (Albert & Merunka, 2013). 
Likewise, Dick and Basu (1994) also showed that customers’ 
emotional status concerning a brand influenced their loyalty 
(Dick & Basu, 1994). Some empirical studies said that 
brand love was an antecedent of brand commitment (Albert 
& Merunka, 2013; Maisam & Mahsa, 2016) and positively 
connected to brand commitment (Albert & Merunka, 2013). 
Furthermore, previous researches also stated that brand 
love was a predictor of positive WOM and made a positive 
influence on positive WOM (Bairrada et al., 2019; Hsu & 
Chen, 2018). Therefore, the following hypotheses were 
developed.

H4: Brand love has a positive impact on brand 
commitment.

H5: Brand love is positively linked to positive WOM.

2.4.  Brand Commitment

Brand commitment was defined as a psychological status 
of clients which is positively associated with attitudes d 

rather the brand and there is a readiness to sustain a valued 
association with it (Albert & Merunka, 2013; Chaudhuri & 
Holbrook, 2001). Brand commitment was also considered 
as an emotional or psychological attachment to a brand 
within a product category (Lastovicka & Gardner, 1979), 
and this description was based on attitudes rather than based 
on behaviour (Coulter et al., 2003; Traylor, 1981). Brand 
commitment and brand loyalty are closely associated but 
yet they are different (Warrington & Shim, 2000). Brand 
loyalty was frequently viewed from a behavioral perspective 
(Assael, 1988). Brand loyalty was assumed to reflect the 
repeated purchase of a single brand over a period of time. 
Though brand commitment indicated brand loyalty; but the 
opposite was not true. Brand loyalty might reflect merely 
the customer’s need to simplify decision making any buy 
a product without much thinking. If there is a lack of a 
preferred brand, brand-loyal customers are likely to make 
a change to an alternative brand, whereas brand-committed 
customers will not buy an alternative brand (Warrington & 
Shim, 2000). 

Linking brand commitment and positive WOM has 
been scrutinized in previous studies. Some previous studies 
exhibited that brand commitment was an antecedent of 
positive WOM and had positively influenced positive 
WOM (Albert et al., 2013; Albert & Merunka, 2013; 
Tuškej et al., 2013). In line with the previous study, we 
expected that brand commitment can also be a predictor 
of positive WOM. Therefore, we recommend the following 
hypothesis:

H6: Brand commitment is positively connected to positive 
WOM.

Based on the purpose of the current research, literature 
review, and hypotheses development, Figure 1 displayed the 
recommended research model.

Figure 1: The proposed research model
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3.  Research Methodology

3.1.  Measures

The measurement items of the constructs from prior 
studies were reviewed and modified to suit the research 
environment. We employed a five-point Likert scale to 
measure the indicators. In the current investigation, we 
modified four items of brand image from Lien et al. (2015), 
four items of brand love from Carroll and Ahuvia (2006), 
five items of brand commitment from (Bridson et al., 2008; 
Maisam & Mahsa, 2016) and five indicators of positive 
WOM from (Bridson et al., 2008).

3.2.  Sample and Data Collection

The data was collected to investigate clients at electronic 
stores in Ho Chi Minh City, Vietnam. The convenience 
sampling of this research sample was conducted with 
different groups of clients over gender and age in Ho Chi 
Minh City, Vietnam. We gave a sum of 350 questionnaires; 
315 questionnaires were returned, and 48 questionnaires 
were dismissed, as there was not enough information. There 
were 267 questionnaires employed for the final study. The 
sample consisted of 126 male customers (47.2%) and 141 
female customers (52.8%). Clients in the age group 18 to 25 
made 24.7% of the respondents, 41.9% were in the age group 
26 to 35, 12%, in the age group 36 to 45, and 13.9% were 
older than 45.

3.3.  Analytical Method

The partial least squared (PLS) method was applied in 
this research as this method had the most important reasons 
for using this method are: (1) nonnormal data, (2) small 
sample sizes, and (3) formatively measured constructs (Hair 
et al., 2014). PLS method was employed for examining 
the recommended research model and hypotheses. Testing 
the recommended research model and suggestions were 
conducted through two steps: (1) Assessment of the 
measurement model and (2) Assessment of the structural 
model (Hair et al., 2017).

4.  Results and Discussion

4.1.  Results

4.1.1. � Evaluation of the Measurement Model: Construct 
Reliability and Validity

Table 1 exhibits the measurement scale of the construct’s 
study results. We used Cronbach’s alpha and composite 
reliability (C.R.) for estimating the reliability of the research. 

Cronbach’s alpha (α) values of the constructs should be 
greater than 0.70, and the C.R. values greater than 0.70, which 
implies that there is adequate internal consistency among 
the constructs (Hair et al., 2017). Table 1 demonstrates that 
Cronbach’s alpha values of the independent variables were 
above 0.70. Consequently, these constructs have internal 
consistency reliability. 

We implemented the factor loading of all items values and 
the average variance extracted (AVE) to estimate convergent 
validity. The factor loading and AVE should be larger than 
0.50 (Bagozzi & Yi, 1988; Hair et al., 2017). In this current 
study, the factor loading of all items and the AVE values were 
over 0.50. Therefore, the convergent validity of the constructs 
was suitable.

Moreover, we estimated discriminant validity through 
the Fornell-Larcker standard (Fornell & Larcker, 1981). It 
represented the square root of the AVE values with the latent 
variable. Precisely, the square root of the AVE should be 
more potent than its most potent correlation with any other 
construct (Hair et al., 2017). Table 2 reveals that the square 
root of AVE is reflective of construct brand image, brand 
love, brand commitment; and positive WOM was more 
potent than the corresponding latent variables correlation. 
Therefore, the discriminant validity of these constructs was 
approved.

4.1.2. � Evaluation of the Structural Model and 
Hypotheses Testing

Evaluation of the model fit
Table 3 displays the model fit findings. The outcomes 

in Table 3 illustrated that the Chi-square = 418.003 was 
meaningful at the 0.05 level (p=0.00). SRMR (standardized 
root mean square residual) measured the estimated model fit 
of the suggested research model. By custom, a model had a 
suitable model fit when SRMR was smaller than 0.08 (Hu 
& Bentler, 1998). The report results in Table 3 revealed that 
this model had an SRMR index = 0.062 < 0.08. Therefore, 
the recommended research model was suitable for the study 
data. Moreover, checking of a multicollinearity matter stated 
that all VIF values were under the threshold of 5. Thus, there 
was no multicollinearity matter in the structural model (Hair 
et al., 2017).

Hypotheses testing
Table 4 exposes the outcomes of hypothesis testing. 

Bootstrapping results (with 5000 re-samplings) for the 
relationship between the concepts in the proposed study 
model explained that the t-value of the H1, H2, H3, H4, 
H5, H6 was greater than 1.96, and these hypotheses were 
significant at the 5% level. Therefore, these hypotheses were 
confirmed.
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Table 1: Measurement items of the construct’s analysis outcomes

Constructs and measurement items Factor 
loading α CR AVE

Brand image 0.850 0.898 0.688

1. This electronic store brand is reliable. 0.818

2. This electronic store brand is attractive. 0.821

3. This electronic store brand is pleasing. 0.842

4. This electronic store brand has a good reputation. 0.837

Brand love 0.758 0.846 0.580

1. This electronic store brand is awesome 0.764

2. This electronic store brand makes me feel good. 0.798

3. I love this electronic store brand. 0.754

4. I am passionate about this electronic store brand 0.728

Brand commitment 0.870 0.906 0.659

1. I want a long-term connection with this electronic store brand. 0.815

2. If the electronic store brand disappointed me once or twice, I wouldn’t mind. 0.824

3. Despite rivals’ offers, I always shop at this electronic store brand. 0.786

4. Even if another electronic store brand had a sale, I would still buy from this 
electronic store brand 0.835

5. I feel personally satisfied when I buy this electronic store brand. 0.796

Positive WOM 0.816 0.872 0.576

1. I say positive things about this electronic store brand to other people. 0.746

2. I encourage others to do business with this electronic store brand. 0.732

3. I would recommend this electronic store brand to someone who seeks my 
advice. 0.758

4. I often find myself telling people about the positive experiences I have had 
with this electronic store brand. 0.792

5. Because of my experiences with this electronic store brand, I try to persuade 
friends, family, and colleagues to switch to this electronic store brand. 0.767

Table 2: Discriminant validity result

Brand 
commitment

Brand 
image

Brand 
love

Positive 
WOM

Brand 
commitment

0.811

Brand image 0.573 0.830

Brand love 0.690 0.611 0.761

Positive 
WOM

0.708 0.682 0.738 0.759

Table 3: Model fit results

Saturated model
SRMR 0.062

d_ULS 0.667

d_G1 0.313

d_G2 0.275

Chi-square 418.003

NFI 0.834
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R2 (explained variance), f2 (effect size) and Q2 (predictive 
relevance)

The structural model is analyzed with the principal 
evaluation metrics R2 (explained variance), f2 (effect size), and 
Q2 (predictive relevance) (Hair et al., 2017). The coefficient 
of determination (R2) was the overall impact size measure for 
the structural model (Garson, 2016). The R2 value is between 
0 to 1, with more massive levels which meant more precision 
in predictions. The R2 value of 0.19, 0.33, and 0.67 could 
be manifested as weak, moderate, and substantial (Chin, 
1998). The (f2) effect size allowed assessing the independent 
variable contribution to the dependent variable. The f2 

value 0.02 was small, 0.15 was medium, and 0.35 was high 
(Cohen, 1988). The Q2 value evaluated the structural model’s 
predictive relevance for each endogenous construct. The Q2 
value should be larger zero (Hair et al., 2017).  

In this current research, the R2 value for the overall model 
was 0.672 (see Table 5), equal 0.67, which is considered as 
a substantial influence; we remarked that brand image had 
the most decisive impact (0.682), followed by brand love 
(0.513), followed by brand commitment (0.292). Besides, 
brand image and brand love explained 51.2% of the variance 
on brand commitment; we also showed that brand image had 
a higher impact (0.573) than brand love (0.542). Moreover, 

the brand image explained 37,4% brand love, and it had a 
reasonably strong effect (0.611).

Table 5 explains the f2 effect sizes. The high f2 effect size 
occurred for the link of brand image  brand love (0.597), 
and brand love  brand commitment (0.377). The medium 
f2 effect size appeared for the association of brand love  
positive WOM (0.174), and brand image  positive WOM 
(0.157). The small f2 effect size happened for the connection 
brand image  brand commitment (0.075).

Table 5 also reveals that the Q2 values of three endogenous 
variables were above zero. Accurately, brand love had Q2 
values (0.196); brand commitment had Q2 values (0.312), 
and positive WOM had Q2 index (0.354). These outcomes 
reinforced the model’s predictive strength as a fit for the 
endogenous latent variables.

4.2.  Discussion

This current study’s contribution was to test and measure 
the effect of brand image, brand love on brand commitment, 
and positive WOM in the various contexts from prior research. 
Most of the previous studies concentrated on these effects for 
the different fields, and the current research displayed these 
effects in the Vietnam electronic store market.

Table 4: The outcomes of hypothesis testing

Relationship Hypotheses Path 
coefficients t-value p-value Results

Brand image  Brand love H1 0.611 10.174 0.000 supported
Brand image  Brand commitment H2 0.573 3.972 0.000 supported
Brand image  Positive WOM H3 0.682 5.557 0.000 supported
Brand love  Brand commitment H4 0.542 8.404 0.000 supported
Brand love  Positive WOM H5 0.513 6.057 0.00 Supported
Brand commitment  Positive WOM H6 0.292 4.956 0.000 supported

Table 5: R2, f2, and Q2 results

Relationship Path 
coefficients f2 Construct R2 Q2

Brand image  Brand love 0.611 0.597
Brand love 0.374 0.196

Brand image  Brand commitment 0.573 0.075
Brand image  Positive WOM 0.682 0.157 Brand 

commitment 0.512 0.312
Brand love  Brand commitment 0.542 0.377
Brand love  Positive WOM 0.513 0.174

Positive WOM 0.672 0.354
Brand commitment  Positive WOM 0.292 0.127
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The current research outcomes reveal that the six 
hypotheses in the proposed study model were approved. The 
research results illustrate that brand image had a positive 
influence on brand love. The brand image was a precursor 
to brand love. The f2 effect size of the connection between 
brand image and brand love was large (0.597). The previous 
empirical research confirmed this research (Islam & Rahman, 
2016; Ismail & Spinelli, 2012; Unal & Aydın, 2013). 
The research findings also explain that brand image was 
positively related to brand commitment. The brand image 
was an antecedent of brand commitment; yet, the f2 influence 
size of the bond between brand image and brand commitment 
was small (0.075). The previous empirical investigations 
verified this research (Seo & Park, 2018; Tu et al., 2013). 
The study findings also indicate that brand image had a 
significant positive impact on positive WOM. The brand 
image was a predictor of positive WOM. The f2 effect size 
of the relationship between brand image and positive WOM 
was medium (0.157). The previous empirical studies proved 
this research (Anggraeni & Rachmanita, 2015; Permana & 
Ilham, 2018). 

Likewise, the research results also prove that brand love 
was positively linked to brand commitment. Brand love was a 
predecessor of brand commitment, and the f2 effect size of the 
relationship of brand love and brand commitment was large 
(0.377). The previous empirical study confirmed the results 
of this research (Albert & Merunka, 2013). Besides, the 
research results also indicate that brand love was positively 
related to positive WOM. Brand love was an antecedent of 
positive WOM, and the f2 effect size of the connection of 
brand love and positive WOM was moderate (0.174). The 
previous empirical studies confirmed this research (Bairrada 
et al., 2019; Hsu & Chen, 2018).

Furthermore, the findings of the study also confirm that 
brand commitment had a positive influence on positive WOM. 
The brand commitment was an antecedent of positive WOM, 
and the effect size of the relationship of brand commitment 
and positive WOM was medium-weak (0.127). The f2 previous 
empirical research supported this research (Albert et al., 2013; 
Albert & Merunka, 2013; Tuškej et al., 2013).

5.  Conclusions and Limitations

In line with the previous studies, this research examined 
the effect of brand image, brand love on brand commitment, 
and positive WOM. Therefore, managers should give 
marketing plans that improve the customer’s perception of 
brand image, brand love to enhancing brand commitment 
and positive WOM. This study guides managers to identify 
the importance of brand image on brand love, brand 
commitment, and positive WOM. Hence, managers should 
build marketing programs to improve the brand image (such 
as advertising through social media, promotion activities, 

etc., and other marketing means). If customers have a 
positive brand image, customers will continue to have a 
positive tendency on brand love, brand commitment, and 
positive WOM. Besides, the research will help practitioners 
recognize the influence of brand love on brand commitment 
and positive WOM. So, managers should create marketing 
plans to develop the brand love. When clients’ brand love 
increases, clients will increase brand commitment and 
positive WOM. Finally, the study will enable practitioners to 
verify the impact of brand commitment on positive WOM. 
Consequently, managers should create marketing strategies 
to enhance brand commitment, which points to improving 
positive WOM.

This study has some limitations, and it gives some 
directions for future studies. First, the research may not be 
generalizable to all other disciplines; therefore, future studies 
should be replicated in different fields such as e-commerce 
websites, watches, etc. Second, this study only tested the 
effect of brand image, brand love on brand commitment, 
and positive WOM; hence, future investigations should 
concentrate on other constructs such as brand trust, brand 
personality, etc.
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