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This study examined the nature of the relationship between the dimensions of
brand coolness and brand attitude. In order to collect primary data, a questionnaire is
designed, and convenience sample have been collected from smartphone users in Egypt
(96580000). Sample size is 398, and the valid questionnaires are 379 (94.75% of sample
size). The study finds that , there is a positive correlation relationship between the
following dimensions of brand coolness (usability, high status, and personal cool) and
brand attitude. There is a significant effect of two dimensions (usability, high status) on

brand attitude.
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