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J1. BanTtapop, KaHA.9KOH.HayK, AOL,.
YHuBepcuteT umenu Jlyunana bnara, Cubuy, PymbiHus

VYCTOW—IVIBOE PA3BUTUE:
MbICIIUTb NMOBAJIbHO, JEUCTBOBATb JIOKAJIbHO — NPUMEP r. UTXWUY, PYMbIHUA

Ycmolivyueoe pazsumue nodpazymeeaem 0o6pocoeecmHoe UCnosib308aHuUe pecypcos, mak, Ymobbl 6ydyuwue nokosneHuss cmoanu 6 ydoesne-
meopums ceou nompe6Hocmu. Hosas napaduama kak pa3 @ mMoM, KaK IKOHOMUYeckoe pazsumue Heo6xodumo ocyujecmensems. MexdyHapoo-
Hble 002080pPbLI O CMsi2yeHUU nocsedcmeull UsMeHeHuUsi knumMama, 6uo-pasHoobpa3susi u 6opb6bl ¢ 6e0HOCMbIO U Apyaue Nodo6HbLIE 80MPOCHI
6b11u nodnucarbl 6onbwUHCMeoM 2ocydapcme. Ha MecmHoM ypoeHe 6osiee KOHKpemHbie npobriemMbl Mosiesgromcsi. dma cmambs cmpemumcsi
npedcmasumb ghopmam GokymeHma, Komopbll Moxem 6bimb UCMONIb308aH Op2aHaMu MECMHO20 camMoyrnpasJsieHusi, Ymobbl npeodosiems npe-
nsmcmeusi. MlhmezpupoeaHHasi cuci O (UCM) cmpemumcsi eHecmu ceoli ekad e ynyqyweHue cesi3u Mexdy MecmHbIMU 3auH-
mepecoeaHHbLIMU CMOPOHaMU, 2paxd0aHamMu U MeCMHbIMU Op2aHaMu e/1acmu, Ymo, 8 KOHUe KOHU08, MoXem npueecmu k 6onee ycmoulvyusomy
6ydywemy. [lns amozo MbI NpoaHanu3upoesanu nepebie wazau K peanusayuu UCM e cene Uzxuy okpyza Anbba, Ha OCHO8e MUHUMasIbHbIX Mpe6o-
eaHuli, pazpabomaHHbIX 8 pamkax npoekma Champ.

Knioyesble croea: Yemolidueoe pazsumue, UHmMe2pupoeaHHasi cucmema ynpasieHus..

J1. BanTtapop, KaHA.eKOH.HayK, AOL.
YHiBepcuTeT iMmeHi Jlyuviana Bnara, Cibiy, PymyHis

CTAITIUMN PO3BUTOK: MUCITUTU TMOBAINBHO, OIATU NOKANBbHO - MPUKNAQA m. IFXIY, PYMYHIA

Cmanuii pozsumok nepedbavyae dobpocosicHe suKkopucmaHHs pecypcie, mak, uy06 malibymHi nokoniHHA 3mMoanu 6 3a0080sILHUMU C80i Mo-
mpe6u. Hoea napaduzma sikpa3 8 momy, Ik eKOHOMiYHuUl po3eumok HeobxidHo 3dilicHumu. MixHapodHi 0o2oeopu NPo MoM'siKweHHs1 Hacniodkie
3MiHuU knimamy, 6io-po3maimms i 6opomb6u 3 6iOHicmio ma iHwi nodi6Hi numaHHsi 6ynu nidnucaxi 6inbwicmio depxas. Ha micyesomy pieHi
6inbw KoHKpemHi npo6nemu 3'aenssromscs. s cmamms npazHe npedcmasumu ¢ghopmam doKyMeHmMa, sikuli Mo)xe 6ymu eukopucmaHuli op2aHamu
micyesoeo camospsidyeaHHsi, w06 nodonamu nepewkoou. IHmezposaHa cucmema meHedxmeHmy (ICM) npascHe eHecmu ceili 8HECOK y
noninuweHHs 38'A3Ky M MicyeeuMmu 3alyikae/ieHUMU cmMOpPOHaMu, 2poMadsiHaMu ma micyeeumu op2aHamu esladu, wo, epewmi-pewm, Moxe npu-
38ecmu 9o 6inbw cmanoz2o MalibymHbo20. [ns ybo20 Mu npoaHanizyeanu nepwi Kpoku Ao peanisayii ICM e ceni laxiy okpyay Anbba, Ha OCHO8i
MiHiManbHUX suMoe, po3pobieHux 8 pamkax npoekmy Champ.

Knroyoei cnoea: Cmanuii po3eumok, iHmezpogaHa cucmema ynpaeJliHHsI.
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HOW BRAND PERSONALITY INFLUENCES CONSUMER'S BRAND PREFERENCE

The purpose of the present paper is to identify if the congruence of the consumers personality with the perceived brand per-
sonality increases their brand preferences. To achieve this purpose, the paper was structured in two parts; the first part contains
a general literature review of the consumer behaviour theory and its influence factors and a more specific one regarding the con-
sumer's and brand personality concepts. The second part describes the used research methodology for achieving the paper's
purpose. The results of the underlying exploratory research confirmed the hypothesis that an overlapping of the consumers'’
personality and the brand personality they perceive is positively correlated with their brand preferences.

Keywords: Brand Personality, Consumer Behavior, Trait Theory, Consumer Personality.

Introduction. The field of marketing can be perceived in a personal character, therefore making it hard for

various ways and direction. For the period when the market-
ing concept had its early beginnings, the idea that marketing
represents all the activities that generate the flow of goods
and services from the producer to the consumer (AMA,
1969) was considered a correct and complete definition.
Once the commerce structure shifted to a more societal
concept, marketing became known as "a societal process by
which individuals and target groups obtain what they need
and what they want through creating, offering and freely
exchanging value caring products and services." (Kotler,
Keller, 2008). Over the years, the marketing concept evolved
through three forms, recognized by literature as marketing
1.0, 2.0 and 3.0. In other words, marketing has gradually
changed its activities' focus from product / service to the
consumer, in present being totally focused on the human
spirit (Kotler, Kartajaya, Setiawan, 2010).

Literature Review.

Consumer Behaviour — the Benchmark of Modern
Marketing. The motivations and aspirations of the
consumers became more and more diverse, complex, with

marketers to integrate these needs in certain categories
without knowing the target group in detail.

Studying the consumer behaviour requires a
multidisciplinary approach of the economic, sociology,
medicine, psychology, and statistics points of view. In this
respect, consumer behaviour can be considered an
evergreen element of human existence as consumer. The
behaviour of the consumer coexists with other human
behaviours which, due to its complexity, regularly
generates new behaviours, like a root that gives rise to new
offspring that are never the same. Consumer behaviour
can be defined, in a comprehensive approach, as the
totality of decisions made by the individual or group,
directly related to the obtaining and use of goods and
services in order to meet current and future needs,
including decision-making processes that precede and
determine these acts. (Catoiu, Teodorescu, 2004).

A pleased customer is one for which, beyond the
rational preferences, exists an emotional affinity for a
product or service, for a brand and not another, this
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phenomenon creating loyalty (Kotler, Armstrong, Wong,
Saunders, 2008). Not at all in the benefit of the companies,
a recent study shows that under the influence of the
economic crisis, 55% of consumers prefer a cost
advantage over the advantages of owning a branded
product (Kotler, Armstrong 2012). Therefore, it is clear that
in these conditions, the efforts that companies will have to
make to rise the loyalty of their customers through the
brand characteristics should be greater.

Because perception is one factor with great effect in
understanding a brand, the objective of any company is to
reduce the differences that arise between the real
customer perception about the company and the
customer's perception desired by the company in regard
with various aspects (products'/services' quality, flexibility
in service offerings, selling personnel quality,
responsiveness to clients' suggestion, sincerity in informing
the clients). To reduce these differences, companies
should undergo a careful analysis of the client and hence
its consumption behaviour.

Observable Influences on Consumer Behaviour.
Recently, the "global consumer" is a very often used
concept, based on the idea that globalization gradually
creates a type of consumer who will have approximately
the same consumption characteristics worldwide and who
would appreciate the same brands, the same ideas, the
same public figures (Solomon, 2004).

In regard with the factors that have a direct influence on
the consumer, these can be differentiated in two big
categories: direct observable influences and deducted
influences (which can be exogenous or endogenous). The
first category deals with economic and demographical
characteristics of the population (income, household
structure and income, gender, age, education, lifestyle), but
also factors which are specific for the company's marketing
mix (product, price, placement and promotion). Last, but
not least, the situational factors are also considered to
have an important role in defining the consumption
behaviour. We can define the situational influences as
being all those factors specific to situations in time and
space, resulting from factors beyond knowledge, but which
have a demonstrable effect on the actual behaviour (Belk,
2004) and can influence consumers in three distinct
moments: the moment of marketing communication, time of
purchase or time of consumption.

Regarding the deductible influences, we can talk about
endogenous and exogenous variables. The first
subcategory, the endogenous factors are considered to be
hard to asses and justify, varying from one product to
another, from on consumer to another based on various
psychographic traits. The set of endogenous variables
comes as an internal psychological mechanism,
customized for each individual, an objective and fair
assessment of the influence of these variables being
impossible. However, various research conducted in this
area were able to infer the effects of endogenous
influences and to give marketers some general theories on
what is happening in the mind of the consumer.

The clients' point of view and their actual behaviour are
influenced by the way they perceive an actual situation. In
analysing a situation, for its assessment, three
unconscious perceptual processes take place in the mind
of the consumer: selective attention, selective distortion
and selective memory (Catoiu, 2004), meaning that the
individual will pay attention to only a party of what he sees,
hears or, generally experiences, he will distort the
information in a way that fits his needs, and he will
remember only the aspects that are of interest for him.

The learning process is another factor with great
influence on the consumer behaviour, meaning that the
behaviour will change in time, based on the experience that
the consumer gains through its life. The behavioural learning
theory and cognitive learning theory set a difference
between the result of different experiences of the individual
in its posture of consumer and the mental process that are
always set for problem solving (Solomon, 2004).

The personality of an individual, defined as "the totality
of an individual psychological characteristics that determine
how he responds to the environment" (Schiffman, Kanuk,
Hansen, 2012), represents a multidimensional construct,
always set for debates. Representing the focus of this
article, this dimension will be further detailed.

Another part of the endogenous factors is represented
by motivation, that inner force that determines people to
behave as they do. No matter if we refer to biologic or
learned motivation, the two-faced, mind-organism system
proceed to meet different needs, whether utilitarian or
hedonic, the behaviour of an individual being generated by
the desire to relieve tension felt after identifying a need.

Last, but not least, we can mention the consumer's
attitude, as an endogenous factor, being considered "the
consumer's predisposition to have a consistent favourable
or unfavourable reaction to an object or class of objects”
(Allport, 2004).

Whether we are talking about professional or personal
development, man tends to aim for independence in
decision-making, seeking to always be in control. However,
this independence of each individual is a relative one,
everybody being constantly influenced by various
exogenous factors in adopting a certain type of behaviour.
Identified either as individuals or groups of influence, either
as social norms established by the society, the consumer is
influenced during the purchase decision making by cultural
and social factors.

The family is considered to have the most constant and
strong influence on an individual. No matter if we talk about
parents, husband or wife, or distant relatives, these are
persons which whom the consumer is in a permanent contact.
A visible aspect nowadays is the fact that women become
professional involved as their husbands, this triggering a
change in the financial roles of the family members. All the
variations in the number of members of a family, structure,
age, gender and stage of the family life cycle is (married, with /
without children, divorced, etc.) directly influences the
purchase behaviour and the consumption of the individual and
household (Solomon, 2004).

The social groups, the reference groups and the social
class to which the consumer belongs, or to which the
consumer aims to belong, are also influences of external
nature which may change the consumer behaviour.

Culture, as the total norms, beliefs and values learned,
that trigger a particular behaviour of the inhabitants of a
specific society, has an important role in forming a buying
behaviour. "Consumers look through the context of their own
culture and react to the environment based on their cultural
framework which they associate with a specific experience.
Each individual perceives the world through their own
cultural lens" (Ueltschy, Krampf, 2001), meaning that the
endogenous processes are also influenced by culture.

Theoretical Aspects of Personality. Personality can
be defined as the reunion of internal psychophysical and
external psychophysics features (Golu, 2007). According to
Kluckhohn, Murray and Schneider, any man can be viewed
and analysed from three different points of view, namely as
all other people (to general rules) perceive him, as some
people (group norms) perceive him and as he perceives
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himself (idiosyncratic rules), thus the personality study is a
complex, multifaceted procedure (Allport, Golu, 2007).

As Richard Meili appreciates "personality is final subject
of psychology and therefore the most complex one", all the
theories and concepts being somehow related to
personality. Gordon Allport sets two directions for
personality: from the external effect saying that personality
is "the total amount of affect produced by an individual over
society" while internally defining personality as the "the
more or less durable organization of the character,
temperament, intelligence and physique of an individual,
this leading to a unique adaptation to the environment"
(Allport, Zlate, 2007).

Historical notes and studies of personality appear since
the time of Hippocrates, when he first defined the
personality types, associating human characteristics with
medical terms. Thus arose the sanguine, choleric,
phlegmatic and melancholic types of personality, which are
stil used nowadays. By the time, through practical
approaches, various personality theories were developed,
confirmed or denied by great psychologists like Sigmund
Freud (through identity-based personality, ego and
superego), Alfred Adler (personality theory that addresses
the human from a holistic point of view) and Carl Jung
(realized a condensed version of the features outlined by
Hippocrates in extroverted and introverted) contributed to
the writing of a history of personality psychology that
seems to be infinite (Schiffman, Kanuk, 2012).

Both psychology and consumer behaviour research
showed that the goods purchased by customers, when and
how they are consumed or used, are influenced by different
characteristics of personality. The research in psychology
has led to many theories, this paper dealing in detail with
the personality trait theory.

The personality trait theory. This theory appears as a
deviation from the well-known Freudian and neo-Freudian
theories and tends to minimize the qualitative study
focusing mainly on empirical quantitative research or
personality measurement in terms of specific psychological
features called traits (any distinctive and relatively durable
form and by which an individual is different from another)
(Schiffman, Kanuk, 2012).

The tests which are based on a single trait analysis
have been developed for consumer behaviour studies
and they analyse traits such as innovativeness,
materialism and consumer ethnocentrism. Other
researchers added as being relevant for the field of
consumer behaviour traits like need for knowledge, self-
awareness and frugality (Solomon, 2004).

On a closer analysis of the structure of traits that are
under observation in the personality trait theory, we can
identify common aspects with Geert Hofstede's cultural
dimensions theory (Gert Hofstede,1984). The cultural
dimension "individualism vs. collectivism" can be viewed
as having an effect in the development idiocentric or
allocentric personality. Based on the two facets that build
up the notions of individualism and collectivism, different
behavioural patterns were identified. Therefore,
idiocentric persons tend to be satisfied in a higher
proportion with their financial status and are more likely to
spend time working. On the other hand, people with a
social orientation, allocentric personality, place a greater
attention on food content, spend more time in the kitchen
and also prefer lyrical arts in a higher rate (Solomon,
2004). Also it was established that people with high levels
of dogmatism are more responsive to promotional
messages received from famous persons, while those
with low dogmatism tend to be receptive to ads that
highlight the novelty elements (Schiffman, Kanuk,
Hansen, 2012). All these examples related to the idea
that each individual tends to prefer goods (brands) whose

personality is assessed as being congruent with his own
personality, certifies the great utility of the personality trait
theory in modelling the brand personality until it coincides
with the target group's personality set.

When we refer at a brand we refer at a name, term,
sign, symbol, a drawing or a combination of these
elements, aiming to identify the goods or services of a
seller and to differentiate those goods or services from
those of competitors (AMA) and as Kao is saying, "the
most distinctive competence of professional marketers
probably remains their ability to create, maintain, develop
and protect the brand." (Kao, 2004).

Although the goods sold under various brand names
are nothing more than products or services, consumers
often tend to personify the brand image of goods,
humanizing the brand, creating a whole concept of
personality through which he defined it. Thus, some brands
come to be associated with lifestyles, be characterized by
attributes describing either virtues or defects.

Aaker described brand equity through four
dimensions, namely: the brand seen as a product, the
brand seen as an organization, the brand seen as an
individual (brand personality)and the brand seen as a
symbol (Kotler, Keller, 2008).

Brand personality. Brand personality can be defined
as "that set of traits that individuals assign to a product or
service as if these were people." (Schifman, Kanuk,
Hansen, 2012).

Jennifer L. Aaker developed research on brand
personality, asking the respondents to treat certain brands as
if they were people. Thus, based on attributes identified in the
responses of each participant in the study, through the paper
entitled "Dimensions of brand personality," Aaker developed a
five features system, called "the brand personality scale", by
which brands can be characterised, namely:

e Sincerity (down-to-earth, honest, wholesome, cheerful)

o Excitement (daring, spirited, imaginative, up-to-date)

e Competence (reliable, intelligent, successful)

e Sophistication (upper class, charming)

o Ruggedness (outdoorsy, tough) (Aaker, 1997)

Based on the concept of the "Big Five" personality,
Aaker asked respondents (n = 631) to assign attributes to
brands. The multitude of attributes associated with the
brands were grouped, finally identifying the big five
features categories, each of them being defined by other,
more specific traits. The initial study did not prove the
generalizability of the scale, but other studies such as
Long-Yi Lin's paper — "The relationship between consumer's
personality traits, the brand personality and loyalty towards
the brand: an empirical study on toy buyers and video
games", or other studies developed by Jennifer Aaker
herself on other cultures, tested and retested the scale.

The direct relationship between brand personality and
consumer's personality (ideal or real) is also a concept that
underlies the relationship marketing studied by Blackston
(1993, 1995) and Fournier (1998), which is based on the
notion of self-congruence introduced by Dolichos (1969),
and then studied by Martin and Bellizi (1982). The concept
of self-congruence states that consumers' preferences are
determined by the cognitive matching of individual's image
of the brand and of himself. Johar and Sirgy suggest a two
alternative routes approach of this concept, namely:
(1) direct relationship between the value of the product and
the person or (2) functional congruence defined as the
relationship between product's utilitarian attributes and the
individual (Azevedo, Pessoa, 2005).

Research Methodology. The purpose of every
marketing research is to gather relevant information for
solving a company's business problem. The purpose of the
present marketing research is to identify how the
association between the consumer's personality and the
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perceived brand personality influences his brand
preference. Based on this purpose, we develop the
hypothesis that a high association between the consumer's
personality and the perceived brand personality will
determine high brand preferences.

The needed information is gathered from an external
(the source origin is external relative to the researchers)
and primary source (individuals were questioned and the
data was firsty analyzed in the present research). Survey
was used as research method and an offline questionaire
as data collecting instrument. The used questionaire
contains both closed and open-ended questions.

The research was based on two independent samples
according to the respondents' nationality, romanian and
turkish, respectively. Due to the fact that the research is an
exploratory one, no statistical significant sample dimension
was computed; thus, the used sample size was
20 respondents (10 romanian and 10 turkish respondents
with their age varying between 20 and 25 years).

The data obtained by applying the bilingual
questionaire was codified and centralized in a database,
Microsoft Excel and IBM SPSS V 20 were used in this
sense. Specific data analysis techniques were performed in
accordance with the number and type of the considered
variables. Thus, by computing mean scores (in Microsoft
Excel), the researchers have identified the personality of
the respodents (group personality and according to their
nationality) and the avarage brand preference rank.
Moreover Pearson and Spearman correlation coefficients
were computed (IBM SPSS V20) for identifying different
degrees of association.

Every respondent has evaluated his personality by
rating Jennifer's Aaker 15 personality subdimensions on a
5 category Likert scale (1 — low level, 5 — high level).
Initially, the 15 attributes (subdimensions) were used by

J.Aaker for measuring the brand personality. Every
characteristic of the Big 5 personality traits (Sincerity,
Excitement, Competence, Refinement, Ruggedness) is
built on several subdimenions, thus, the mean scores of
the Big 5 personality traits were computed by avaraging the
mean scores of the founding subdimensions. The mean
scores of the Big 5 were obtained at group level and
separately, according to the respondents' nationality.

The same procedure was applied for measuring the
Big 5 personality traits of the following brands: BMW,
Volkswagen, MTV, Discovery Channel, Coca-Cola and
Pepsi. The reason behind choosing a pair of brands out
of the same product category is to eliminate the utilitarian
function of the product and to reveal the influence of
brand personality on the consumer's brand preferences.
Thus, mean scores were computed for all Big
5 personality traits, for every considered brand, both at
group level and at sample level.

The next step in our analysis consisted in computing
the difference between the mean score of every
respondents' personality trait (respondents' own perceived
personality through the Big 5) and the mean score of the
same personality trait of the brand (brand personality
perceived by the respondents through the Big 5).
Differences were computed at group level (20) and at
sample level (10 romanian and 10 turkish respondents).
The obtained results express the relationship between the
respondents' personality and the brand personality (as
perceived by the respondents) for all of the 6 considered
brands. To eliminate negatives values module values of the
differences were considered further.

The following tabels contain the differences of the
perceived personalities (respondents' personality and
brands' personality) and the avarage brand rank (a
measure of brand preference):

Table 1. Differences of the perceived personalities and avarage brand rank (group level)

DM (difference between the mean score of the respondents' personality

Brand and the mean score of the brand personality) Mean Rank
BMW 0,0015 2,95
VOLKSWAGEN 0,2088 2,5
MTV 0,2594 23
DISCOVERY CHANNEL 0,3629 3,9
COCA-COLA 0,4003 4,6
PEPSI 0,5754 4,75
Source: Own computation
Table 2. Differences of the perceived personalities and avarage brand rank (turkish sample)
Brand DM (difference between the mean score of the respondc_ents' personality Mean Rank
® and the mean score of the brand personality)
< 2 | BMW 0,0984 2,22
g T | VOLKSWAGEN 0,3935 2
5 g | MTV 0,2651 4,77
= 2 | DISCOVERY CHANNEL 0,0777 3,22
= [ COCA-COLA 0,5022 4,22
PEPSI 0,1591 4,55
Source: Own computation
Table 3. Differences of the perceived personalities and avarage brand rank (romanian sample)
DM (difference between the mean score of the respondents' personality
" Brand and the mean score of the brand personality) Mean Rank
§% | BMW 0,2991 2,72
ST | VOLKSWAGEN 0,1496 2,54
g g | MTV 0,8292 4,72
 § | DISCOVERY CHANNEL 0,0663 2,72
= [ COCA-COLA 0,2489 3,63
PEPSI 0,5976 4,63

Source: Own computation
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The table data was used as input data for the IBM
SPSS V20 program. Correlation coefficients were computed
between the DM values (table 1) and mean ranks at group
level. Thus, at group level, a Pearson coefficient value of
0,757 (significance level of 0.081) and a Spearman coeffi-
cient value of 0,771 (significance level of 0.072) were ob-
tained. Both values are considered statistical representative
and confirm the hypothesis that a small difference between
the respondent's own perceived personality and the per-
ceived brand personality is correlated with a high brand rank
(favourable brand preference). In other words, at group level,
the respondents will prefer those brands which have a per-
sonality they consider close to their own.

The same analysis techniques were applied separately
on the two samples (romanian and turkish respondents,
table 2 and 3). Quite different Pearson coefficient values
were obtained for the turkish sample (0,128 with a signifi-
cance level of Sig.=0,807) and the romanian one (0,905
with a significance level of Sig.=0,013). Similar findings
have resulted for the Spearman coefficient (0,086 with Sig.
= 0,872 for the turkish sample and 0,812 with Sig.=0,05 for
the romanian one). By analyzing these values, we can
conclude that our research hypothesis is confirmed for the
romanian sample. The hypothesis can be neither con-
firmed, nor infirmed for the turkish sample because the
resultated correlation values are not statistical significant.

The research purpose of the paper has been
achieved, thus, we can affirm that a congruence of the
consumer's personality with the perceived brand personal-
ity raises the consumer's brand preference.

Conclusions & Discussion. The purpose of the present
article was to identify if a match between the consumer's
personality and the perceived brand personality influences in
a favourable manner the consumer's preference regarding
the considered brand. The mentioned purpose is based on
the personality trait theory and on J.Aaker's brand
personality. Data was collected through an offline
questionnaire applied on two independent samples
(according to the respondents' nationality — Romanian and
Turkish, respectively). After applying specific data analysis
techniques, the results confirm the research purpose and
hypothesis only for the Romanian sample (the obtained
results were not statistical significant for the Turkish sample).
Thus, we can affirm that a congruence of the consumer's
personality with the perceived brand personality increases
the consumer's brand preference.

M. TuxuHAEenuH, KaHA. 3KOH. HayK, aCCUCT.,
M.-T.Beka, 3koHOMUCT
YHuBepcuteT umenu Jlyunana bnara, Cubuny, PymbiHus

The present research has several limitations. Firstly,
the research is exploratory in nature, therefore the results
cannot be considered acceptable at a population level.
Secondly, the match between the respondents' personality
and the perceived brand personality was computed through
differences of some mean scores, a common variation
based method would be more accurate. Thirdly, an
isomorphic (one-to-one) relationship has been considered
in studying the complex consumer behavior (personality
match and brand preference); other influence variables like
culture, family, motivation should be further integrated in
the model of studying brand preferences.
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KAK UHOMBUAYAJIbHOCTb BPEHIA BJIUAET HA NMPEANOYTEHUA NOTPEBUTENA

Llenbto pabombl siensiemcsi cpagHUMb IUYHOCMu nompe6umerneli ¢ eocrnpuHuMmaemoli uHAueudyanbHocmbio 6peHda u Kak 3mo yeenuyueaem
nompebumensckoe 6peHO-npednoymeHue. [ns docmuxeHusi amol yesu, cmambsi 8 nep8oli Yacmu codepxum obwuli 0630p nUMepamypbi Mo
meopuu noeedeHusi nompe6umerneli u ¢haKmopoe e20 e/uUsiHUSI, KOHKPEeMHYI0 KOHUEeNuyuo o nompebumensckux npednoymeHusix u uHoueudy-
ansHocmu 6peHda. Bmopas yacmb onucbieaem ucnosb3yemyro memodosoauto uccnedosaHusi Ons docmuxeHusi yenu cmamsu. Pe3ynbmambi
OCHOBHO20 uccriedoeaHusi nodmeepdusnu 2unome3sy, YmMo nepecevdeHue JUYHOCMuU nompebumenel u uHoueudyanbHocmu 6peHda nompe6umenu
80CMPUHUMarOmM MoJsIoKUMEsIbHO, YMO 8bICOKO Koppesnupyem ¢ ux 6peHd npednoYymeHusiMu.

Knrodeenie cnoea: uHOueudyanbHocmb 6peHda, nompebumenbckoe nogedeHue, meopusi Yepm, mompebumesibcKue JITUYHOCMU.

M. TuxiHaeniH, KaHA. €KOH. HayK, acucT.,
M.-T.Beka, ekoHOMICT
YHiBepcuTeT iMmeHi llyywiana Bnara, Ci6iy, PymyHis

AK IHOMBIAYAJIbHICTb BPEHOA BIJIMBAE HA NEPEBAIA CMOXWUBAYIB

Memoro po6omu € nopieHsmu ocobucmocmi croxueayie 3 cnpulimaecmoro iHougidyansHicmro 6peHdy i sik ye 36inbwye crnoxue4bl 6peHO-
nepeesazu. [jna docsi2HeHHs yiei memu, cmamms 8 nepwili YacmuHi micmums 3a2anbHuUll o2nsd nimepamypu 3 meopii nogediHKu crnoxueadyis i
¢hakmopie ennuey, KOHKpemHy KOHUENyiro npo croxueybl nepeea2u i iHOueidyanbHocmi 6peHdy. [Jpy2a YacmuHa OMuUCye 8UKOPUCIO8Y8aHy
memodornoezito docnidxeHHs1 Onsi docsicHeHHs1 Memu cmammi. Pe3ynbmamu ocHoeHo20 docnidxeHHs1 niomeepdunu 2inomesy, wo nepemuH
ocobucmocmi cnoxueayie ma iHdueidyanbHocmi 6peHOy crnoxueadyi cnpuiiMaromb MO3UMUBHO, W0 8UCOKO KOPEeJToE 3 ix 6peHO enodobaHHAMU.

Knro4oei cnoea: iHdugidyanbHicmb 6peHdy, crioxusya nosediHka, meopisi puc, crnoxue4i ocobucmocmi.



