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Abstract:

The current research aimed to clarify the role of brand authenticity in brand
love, brand addiction, and brand forgiveness, applying it to smartphone
customers in Egypt. Additionally, it tested the mediating role of brand love
in the relationship between brand authenticity on one hand and both brand
addiction and customer forgiveness towards the brand on the other hand. The
study relied on an online survey designed based on Google Drive. To achieve
the research objectives, a sample of 398 smartphone customers was used, in
addition to employing Structural Equation Modeling (SEM) analysis to test
the research model using Smart PLS v.4. The results showed a significant
impact of brand authenticity on brand love, as well as a positive effect of all
dimensions of brand authenticity on brand love. Additionally, there was a
positive effect of brand love on both brand addiction and customer
forgiveness towards the brand. The current research also found a mediating
role of brand love in the relationship between brand authenticity and both
brand addiction and customer forgiveness. This research recommended the
necessity of enhancing brand love for smartphones by developing a strategy
to cultivate brand authenticity in the minds of its customers. And working on
improving customer relationship management to build long-term
relationships with its customers, making the customer more attached to the
brand and more willing to overlook its mistakes and forgive them, even
becoming addicted to the brand, which prevents the customer from switching
to competitors.
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Brand Authenticity, Brand Love, Brand Addiction, Brand Forgiveness,
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