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Abstract : The highly competitive nature of today's globalised marketplace requires that brands and stores develop effective
commercial strategies to ensure their economic survival. Maintaining the loyalty of existing customers constitutes one key
strategy that yields the best results. Although the relationship between consumers' self-congruity and their manifestations of
loyalty towards a store has been investigated, the role of store personality in this relationship remains unclear. In this study,
multiple parallel mediation analysis was used to examine the effect of Store Personality on the relationship between Self-
Congruity of consumers and their Manifestations of Loyalty. For this purpose, 457 Spanish consumers of the Fnac store
completed three self-report questionnaires assessing Store Personality,  Self-Congruity,  and Store Loyalty.  The data were
analyzed using the SPSS macro PROCESS. The results revealed that three dimensions of Store Personality, namely Exciting,
Close and Competent Store, positively and significantly mediated the relationship between Self-Congruity and Manifestations
of Loyalty. The indirect effect of Competent Store was the greatest. This means that a consumer with higher levels of Self-
Congruity  with the store will  exhibit  more Manifestations of  Loyalty  when the store is  perceived as Exciting,  Close or
Competent.  These  findings  suggest  that  more  attention  should  be  paid  to  the  perceived  personality  of  stores  for  the
development of effective marketing strategies to maintain or increase consumers' manifestations of loyalty towards stores.
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