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Abstract This chapter reviews the major theories on self-concept and brand per-
sonality in the luxury consumption context. The self-concept is the cognitive or
thinking aspect of self, referring to learned beliefs, attitudes, and opinions that each
person holds about his or her personal existence. Brand personality is defined as a
set of human characteristics associated with a brand, in which a brand may be
considered as an active relationship partner rather than a passive exchange object.
Linking these two concepts in the luxury context, the chapter considers how
person-specific, internal or external attributes, interact to form an individual’s
self-concept and how the self links with the brand’s personality. Understanding
consumers’ self-concept is particularly important for luxury products and brands
due to its the wider implications for consumer psychology and behavior and
marketing practice. Hence, theoretical and managerial implications are discussed
arising from the self-concept and brand personality (SCBP) framework.

Keywords Self-concept � Brand personality � Self-congruity � Luxury brands �
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3.1 Introduction

Many consumers are today choosing to purchase products and services that are of a
greater value. This is the case for especially the new middle-market consumers that
are well educated and well traveled. The feature of luxury brands as a way to
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demonstrate a luxurious lifestyle that include symbolic effects, expensive taste,
individual’s social status and identity (Kapferer 2012), shows the consumers’
underlining uniqueness, enjoyments, conspicuous values, and emotional attach-
ments (Kansara 2011; Wu et al. 2015a). These consumers’ purchasing choices
indicate the influential role of luxury brands and products in their decisions and
luxury consumption. As more and more middle-market consumers will happily—
and capably—pay premiums for better quality of products, well known brands, and
luxury branded products (Duma et al. 2016), it therefore becomes interesting to
understand further about these luxury consumers’ purchasing decisions when
comes to luxury brands.

This chapter reviews the effects of self-concept and the role of brand personality
when luxury consumers make purchasing decisions. Both the self-concept and
brand personality have received great attention among practitioners and academics
alike (e.g., Wu et al. 2015b). Scholars suggest that the self-concept is the cognitive
or thinking aspect of self, referring to learned beliefs, attitudes, and opinions that
each person holds about his or her personal existence. Brand personality is defined
as a set of human characteristics associated with a brand, in which a brand may be
considered as an active relationship partner rather than a passive exchange object.
Linking these two concepts considers how person-specific, internal or external
attributes, interact to form an individual’s self-concept and how the self links with
the brand’s personality. Hence, the chapter reviews theories on self-concept,
self-esteem, congruity, and brand personality/image, here in the luxury context.
A self-concept and brand personality (SCBP) framework is developed and theo-
retical and managerial implications are discussed.

This chapter will cover the following issues:

(a) Identifying and summarizing the major theories of self-concept and brand
personality in the luxury context.

(b) Discussing, interpreting, and ascribing the self-concept and brand personality
to the current research agenda.

(c) Choosing and applying an appropriate approach for managing brand
personality.

3.2 Routemap: The Self-concept and Brand Personality
Within the Marketing Psychology Framework

The enthusiasm to acquire luxury brands customarily derives from the impression
of conspicuous consumption. This concept tends still to be more or less the strategic
establishment for the management of luxury brands (Corneo and Jeanne 1997;
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Dittmar 1994; Duma et al. 2016; O’Cass and Frost 2002; Vigneron 1999; Vigneron
and Johnson 2004). Based on this notion, which has its roots via a consumer’s
decision-making process and the social psychological effect via their purchasing
intention, ideal social images, and conspicuous purchases (Eagly and Chaiken
1993), brands are employed to differentiate several consumption strategies:
(a) brands can be used to underline social salience with visible symbols to highlight
a consumer’s taste, and (b) brands can be viewed as an symbol or sign that associate
a particular social group with that in which they would like to communicate or
engage with as their social identities. A number of researchers have enhanced the
fundamental concept of luxury consumption for years (Wong and Ahuvia 1998;
Vigneron 1999; Vigneron and Johnson 2004; Tsai 2005; Wiedmann et al. 2009).
Building on these previous studies, the chapter topic investigates consumption
orientation on the self-concept, particularly as this subject is essential to the wider
marketing psychology and consumer behavior literatures due to its focus to the self,
that is, who the consumer is and how their thoughts about themselves affect their
subsequent brand choice. This chapter further discusses how a personal orientation
towards luxury brands is more important for some consumers than others (Wong
and Ahuvia 1998), especially when consumers choose a luxury brand based on its
utilitarian, emotional, symbolic effects which may reflect on their personal orien-
tations. The discussion explores how a consumer’s self matches with a brand’s
personality. The diagram (Fig. 3.1) summarizes the relations among relevant factors
(e.g., self-concept, self-esteem, consumer personality, brand personality, and
self-congruity).

This chapter, considering attributes that form one’s self-concept, is structured as
follows: First, the key theories on self-concept, self-esteem, congruity, and brand
personality are reviewed and the literatures’ seminal and most current directions
and discusses discrepancies and disagreements are presented. A summary table
highlighting the key findings is placed at the end of this section. Then, applying a
case study, the chapter illustrates the above concepts in practice. Finally, key
questions are put forward for further study with implications for research, theory,
and practice.

Fig. 3.1 The self-concept and brand personality (SCBP) framework
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3.3 The State of the Art in the Self-concept and Brand
Personality

Keller (1998) defines a brand as set of mental associations held by the consumer.
These mental associations may add to the perceived value of a product or service.
Expanding the notion of perceived value to include all evaluations about the brand
and its related information (Peter and Olson 2001), such evaluation of brand related
information is referred to as brand equity and, as researchers posit, the outcome of
any efficient branding activity investments (e.g., Seetharaman et al. 2001; Han et al.
2015).

Brand equity is considered as the value of a firm’s name and symbol, its
strength, currency and value, its description and assessment of the appeal among all
target audiences, who interact with the brand (Cooper and Simons 1997). The
measurement of brand equity should accurately evaluate consumers’ perceptions of
the brands in order to develop marketing strategies that align with both consumers’
values and the self (Gupta et al. 2011). This alignment is relevant not only to
consumers who purchase a brand but also to managers and marketers who evaluate
the performance of brands and formulate branding strategies. Hence, the evaluation
of brand equity presents an efficient way to assess consumers’ behavior and
management performance (Richards et al. 1998). In developing and increasing
brand equity, firms have turned their attention towards creating brand personalities.
Brand personalities enable firms to develop consumer-brand relationships that are
more intimate due to the focus on the alignment between self and brand. This
alignment, or matching process, is referred to as self-congruity. By addressing how
a firm can create a brand personality that is congruent with the consumers’ self,
managers can not only understand their consumers’ perceptions and issues related
to their self, but also, clearly follow a path that emphasizes the creation of a
matching brand personality, in order to communicate with their consumers more
successfully. In the next section, the chapter investigates the key theories on how
person-specific internal or external attributes interact to form one’s self-concept.

3.3.1 Self-concept

Self-concept is defined as “the thoughts, beliefs, and concerns that individuals hold
about their own attributes and characteristics” (Wright 2006, p. 325). The
self-concept is the cognitive or thinking aspect of self (related to one’s self-image)
and generally refers to “the totality of a complex, organized, and dynamic system of
learned beliefs, attitudes, and opinions that each person holds to be true about his or
her personal existence” (Purkey 1988, p. 1). The self-concept is considered as a
system structure that forms from interaction of social environment and individual
mental behavior information, such as temperament, personality, values, and social
roles. It is said to be acquired self-recognition based on psychological genes. Super
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(1984), drawing from career decision theories, suggest that self-concepts reflects
attempts at translating self-understanding into career terms. He proposed that
self-concepts contain both objective and subjective elements, and that self-concepts
continue to develop over time, making career choices and adjusting them to lifelong
tasks. Super (1984) suggested that the self-concept include an individual’s
self-esteem and an understanding of the clarity, harmony, development, effective-
ness, and personal interest in the development status’ capacity and potential.

In branding, researchers argue that consumers are drawn towards brands that
reflect both their actual self and ideal social self-concepts (Rhee and Johnson 2012).
Consumers, therefore, are likely to choose brands, which represent their ideal
self-concept. Consumers choose brands which are either socially acceptable or
reflect their own personality and the brands’ personality, which in turn, reflect who
the consumer aspires to be. Scholars note that the consumers’ self-concept identifies
whether consumers connect to a brand and why. The three underlying self-concepts
are (Graeff 1996; Sirgy 1985; Rhee and Johnson 2012):

(1) Who am I?
(2) Who do I want to be?
(3) Who do I want others to think I am?

Self-image congruity theory, reflecting the three questions above, is where
consumers’ brand preferences are determined. These preferences can be determined
by matching consumers’ cognitive image with the brands’ image (Sirgy 1986). The
self-image congruity theory further suggests that consumers associate their personal
image and how they want to be perceived with the brand (Aaker 1997). Scholars
have continued to identify, within the consumer and brand relationship domain, two
categories of self-concepts, namely, internal and external. Internal variables are
those, which are correlated to an individual’s characteristics such as personality.
These variables are linked to the question ‘who am I?’ in the self-image congruity
theory. External variables concern the external environment and refer to everything
else, such as peer pressure. Within the self-image congruity theory, these external
variables are associated with ‘who do I want to be’ and ‘who I want others to think I
am’. The three underlying self-concepts present a framework for understanding the
internal and external factors, which influence the relationship between self and
brand.

When exploring the internal self-concept, the theory of self-discrepancy provides
a framework for understanding different types of self (Higgins 1987). The
self-discrepancy theory states that people compare themselves to internalized
standards called self-guides. These are different representations of the self and is
divided into three categories: actual self, ideal self, and ought self. The theory states
that these self-guides can be contradictory, resulting in emotional discomfort
(Orellana-Damacela et al. 2000). Self-discrepancy is the gap between two of these
self-representations, and once a gap exists, people are motivated to reduce the gap
in order to remove disparity in self-guides (Tindale and Suarez-Balcazar 2000).
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In branding, the self-discrepancy theory provides a platform for understanding
how different types of discrepancies between varying representations of the self are
related to different kinds of emotional vulnerabilities. It, thus, maintains close ties to
the belief-incongruity research, including self-inconsistency theory (Lecky 1961),
cognitive dissonance theory (Festinger 1957), imbalance theory (Heider 1958), and
equity theory (Adams 1965). By exploring the internal aspect of self, researchers
show that internal disagreement causes emotional and psychological turmoil. The
theory proposes how a variety of self-discrepancies represent a variety of types of
negative psychological situations that are associated with different kinds of dis-
comfort. Thus, it aids in predicting which types of incongruent ideas are causing
individuals to feel different kinds of negative emotions related to their brand
relationships. Those emotions, in turn, predict consumers’ brand affect leading to
positive or negative outcomes, including loyalty, affective commitment, and trust.

Levy (1959) contended that the behaviour of consumers is not functional ori-
ented and is substantially influenced by symbols encountered in the identification of
goods in the marketplace. A study by Grubb and Grathwohl (1967) found that each
brand often comes with its character and identity that reflects consumers’ ideal
selves, which can support them in their self-enhancement activities by giving them
the feeling or getting closer to their ideal self. For example, the act of shopping
combines an individual’s preference, intentions, meanings and humanistic inter-
actions, which carry deeper meaning and information than observing consumers’
behavioural patterns of purchases (Miller et al. 1998). Shopping covers a wide
range of behaviors, either through a social or an individual context. That is, con-
sumers engage in certain behaviour as a way of constructing their self-concept and
creating their personal identity (Belk 1988; Richins 1994), especially when some
symbolic possessions are associated with certain brands (e.g., some people might
use certain brands to associate with others or to counterpart with their
personality/identities). These associations can then be transferred from resourcing
groups (e.g. friends, family or communities with whom individuals intend to
associate) to themselves, as they select brands with meanings that are congruent
with an aspect of their self-concept.

As mentioned above, the theory of self-discrepancy postulates three different
types of self, namely, actual, ideal, and ought. The ‘actual self’ is a person’s basic
self-concept, that is, their perception of own attributes, such as intelligence,
attractiveness, and so on (Higgins 1987). Thus, actual self is the representation of
the attributes that a person believes he or she possesses, or that he or she believes
others believe he or she possesses. The ‘ideal self’ is what motivates a person to
change, improve and achieve, focusing on the presence or absence of positive
outcomes, such as love. In other words, the ideal self is a person’s representation of
attributes that the person would like to, ideally, possess (representation of some-
one’s hopes, aspirations, or wishes). Finally, the ‘ought self’ is the representation of
the attributes that a person believes he or she should or ought to possess, focusing
on the presence or absence of negative outcomes, such as criticism. The ought is a
representation of a person’s sense of your duty, obligations, or responsibilities
(Higgins et al. 1994). Some feature a strong emphasis on “role identities, personal
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attributes, relationships, fantasies, possession, and other symbols that individuals
use for the purpose of self creation and self-understanding” (Schouten 1991,
p. 143). The connection between self-concept and individual preferable behaviors
might be influenced by product consciousness and conspicuous purchases (Dolich
1969; Ross 1971).

Understanding the self provides a means to systematically lessen negative affect
associated with self-discrepancies by reducing the discrepancies between the
self-domains in conflict of one another (Higgins 1987). The study of self has been
applied to psychological health, but also extensively to branding as a way to
understand human emotions. For example, studying consumer emotions, such as
shame and guilt, provide an understanding of the level of congruity between the self
and the brand identity. If there is a conflict between the self and the brand, a
negative response will occur, damaging the brand. In this self-guided society,
pressure on individuals often induces turmoil if there are discrepancies between the
self and their brands. Hence, the theory finds many of its uses, not only geared
towards mental health, anxiety, and depression, but also to understanding what
emotions are being aroused, and the reasoning on why it is important to reinstate
psychological health. This is particularly true for brands causing negative emotions.
In such event, the brand managers must reinstate balance by both investigating the
emotions and the level of congruity. These are aspects considered to make up the
internal and external variables affecting the self.

In consumer-brand relationships, scholars suggest that individuals internalize
their relationship experiences, so that previous relationships develop a pattern for
future relationships. This projection reveals how an individual perceive other
people and their own image of self (Bowlby 1973; Bartholomew and Horowitz
1991). Individuals’ working models of self and working models of others are
principal causes of progression between early attachment (experiences, feelings,
cognitions, and behaviors) and future relationships. By understanding these ele-
ments, marketers may predict future relationships by designing new
proximity-seeking attempts with relational partners, without reconsidering from the
very beginning (Gillath et al. 2005). Consequently, an individual’s internal working
model may act as a useful guide for consumer-brand relationships.

3.3.2 Self-esteem

Many products and brands represent a certain image, social role or status to their
owners (Sproles and Burns 1994). In order to achieve the perception of a higher
social status and social approval, some consumers are encouraged to purchase and
display luxury items in a conspicuous demonstration of wealth, advertising their
ability to afford luxury goods. Particular clothing and accessories that an individual
may own and then wear in public are recognised as status symbols (Solomon and
Rabolt 2004). While the self-concept is what individuals think about the self, the
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self-esteem is the positive or negative evaluations of the self (Smith and Mackie
2007). Self-esteem is known as the evaluative dimension of the self that includes
feelings of worthiness, prides, and discouragement, and is also closely associated
with self-consciousness (Newman and Newman 1975). Thus, it is a judgment of
oneself, the attitude toward the self, and a person’s overall emotional evaluation of
his or her own worth. In accordance with social-learning theorists, Olson et al.
(2007) define self-esteem as a person’s judgments of their own worthiness, that is,
their personal worth or worthiness (Baumeister et al. 1996). According to other
researchers, self-esteem is “the experience of being competent to cope with the
basic challenges of life and being worthy of happiness.” Branden (1994) notes that
self-esteem is the sum of both self-confidence (a feeling of personal capacity) and
self-respect (a feeling of personal worth). Self-esteem thus exists as a consequence
of a person’s implicit judgment about their ability to face life’s challenges, to
understand and solve problems, and their right to achieve happiness, and be given
respect.

As a social psychological construct, researchers conceptualize self-esteem as an
influential predictor of outcomes, such as academic achievement (Marsh 1990) or
exercise behavior (Hagger et al. 1998). In branding, self-esteem has been treated as
an important outcome due to its close relation with psychological well-being.
Self-esteem applies to a global extent (for example, “I believe I am a bad person,
and feel bad about myself in general”) or a particular dimension (for example, “I
believe I am a good writer and I feel happy about that”). Several theories, including
Maslow’s (1987) hierarchy of needs, suggested that self-esteem is a basic human
need or motivation. Maslow stated that psychological health is not possible unless
the essential core of the person is fundamentally accepted, loved, and respected by
others and by her or his self. Self-esteem allows people to face life with more
confidence, benevolence, and optimism, and thus easily reach their goals and
self-actualize. Low self-esteem, on the other hand, is said to result from various
factors, including genetic factors, physical appearance or weight, mental health
issues, socioeconomic status, peer pressure, or bullying (Jones 2003).

In the branding literatures, low self-esteem is gaining increased interest. Recent
research in branding suggests that people with low self-esteem tend to show a deep
attachment to ‘horizontal’ (similar to others) brands when they feel socially
excluded (Dommer et al. 2013). These horizontal brand users, according to these
researchers, represent a subgroup within the reference group, allowing an individual
to distinguish him/herself from the average group member while creating or
maintaining allegiance with the overall group (Mateo 2013). Thus, ‘horizontal’
brands allow people to protect themselves against the sense of exclusion by per-
ceiving the group as made up of many heterogeneous subgroups. By contrast, when
these same people with low self-esteem feel included in the group, they often go for
‘vertical’ (differentiated) brands, which enable them to raise their profile, while
continuing to belong. ‘Vertical’ brand differentiation occurs when people use
brands to demonstrate a degree of superiority over others in the reference group,
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such as the use of luxury brands. They explain that when people look to adopt
brands, which differentiate them, what they might actually be doing is trying to fit in
rather than stand out. However these seemingly rather black-and-white differenti-
ations serves as a useful basis for understanding the role of self-esteem in brand
choice, and subsequent, for developing more sophisticated assessments of con-
sumer behavior.

3.3.3 Self-congruity

Scholars hold that consumers tend to prefer brands with images that match their
own self-concept (Sirgy 1980), and self-congruence is referred to as this process of
matching (Sirgy and Su 2000). In a competitive environment, the extent of the
congruence between consumers’ self-concept and a brand’s image significantly
influence on consumers’ evaluation, and subsequent choice of the brand (Graeff
1996). Thus, consumers have a positive attitude and buying intentions towards
brands that are consistent with their self-image (Argyriou and Melewar 2011;
Graeff 1996). Researchers use self-concept to explain consumer behavior (Quester
et al. 2000) because a person’s specific behavior patterns are frequently determined
by the image that he/she has about himself/herself (Onkvisit and Shaw 1987). This,
in turn, suggests that self-congruence play an important element in creating positive
brand attitudes (Ekinci and Riley 2003), and influences brand preference (Jamal and
Goode 2001) due to its matching process.

Self-concept congruence creates strong emotional attachments between con-
sumers and brands, similar to those between friends and family (Hwang and
Kandampully 2012). Intense cases of this can be classified as ‘brand love’ (Ismail
and Spinelli 2012), which has been shown to increase consumers’ loyalty to a
brand, create positive word of mouth (Carroll and Ahuvia 2006), and allow the
charging of a price-premium (Thomson et al. 2005). Such congruence is inextri-
cably linked to connections between the self and the brand. Brand-self connections
or sometimes, self-brand connections (SBC), are similar to the concept of
consumer-brand identification (CBI) (Bhattacharya and Sen 2003; Escalas 2004).
SBC refers to the degree to which a brand encapsulates the consumer’s self-concept
(Escalas and Bettman 2003). CBI refers to the perceived state of oneness between
consumer and brand (Stokburger-Sauer et al. 2012). Both are integral parts of the
concept of brand attachment. As attachment theory expands in both depth and scope
(Ferraro et al. 2011), recent research add the notion of brand prominence, sug-
gesting the connection between consumers’ self and the brand through perceived
ease and frequency, brought into consumers’ minds (Park et al. 2010). Brand
awareness is related to the strength of the brand in the minds of consumers. It
enables consumers to recognize and recall the brand, thus, enhancing brand equity
(Keller 1993). Brand awareness is an important goal of marketing efforts because
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brand image and brand attitude cannot be formed in its absence (Macdonald and
Sharp 2003). Some researchers highlight, in particular, the importance of brand
awareness in the service context (e.g., Krishnan and Hartline 2001; Prasad and Dev
2000; Kayaman and Arasli 2007), suggesting its importance in the awareness of
self-congruence and consumer-brand fit. Brand awareness is linked to brand name;
it denotes the probability that a particular brand name comes to the consumer’s
mind when choosing a brand (Keller 1993). A well-known brand name serves to
reduce the risks of buying and consuming a service brand (Bhradwaj et al. 1993).
Furthermore, brand awareness is related to positive outcomes such as brand repu-
tation (Maltz 1991; Sarstedt et al. 2013). Brand awareness and brand association are
considered to be the main components of reputation (Gains-Ross 1997; Davies and
Miles 1998), and investments in brand awareness can lead to sustainable compet-
itive advantage and long-term brand value (Macdonald and Sharp 2003). Thus, the
first step to successfully develop congruence or consumer-brand fit is to understand
branding and its related components since they are all linked intricately. This is
particularly true when developing brand personalities.

3.3.4 Brand Personality

Brand personality is a set of human characteristics associated with a brand and
carries the symbolic meanings, which the brand represents (Aaker 1997). In turn,
these meanings can positively influence the consumers’ brand preferences, and
subsequent purchase intentions (Punjatoya 2011). Brand personality is thus defined
as the symbolic meaning to a brand (Das et al. 2012). Brand personality allows
consumers to identify their self, their ideal self, or other dimensions of self, through
the connection to a brand (Belk 1988; Kleine et al. 1995; Malhotra 1988). Brand
personality is developed through the personality traits linked to the brand (Aaker
1997) and can ensure differentiation in product categories where intrinsic cues are
very similar (Freling and Forbes 2005). When consumers strongly identify with a
brand, more time and money will be spent upon it. With regular interaction, long
lasting consumer-brand relationships and increased purchases are evident (Carlson
et al. 2009). Punjatoya (2011) suggests that people prefer brands with which they
share personality characteristics. Aaker (1997) identified five of these characteris-
tics, or dimensions, of brand personality, which are sincerity, excitement, compe-
tence, sophistication, and ruggedness. Each of these dimensions include
sub-dimensions, as follows: down-to-earth, honest, wholesome, cheerful (sincer-
ity), daring, spirited, imaginative, up-to-date (excitement), reliable, intelligent,
successful (competence), upper class, sophistication, outdoorsy and tough
(ruggedness) (Aaker 1997, Punjatoya 2011). Each describes a specific brand per-
sonality trait.

If a brand were to adopt any of the five personality traits, it can encourage an
emotional connection with a consumer towards a brand. This is particularly helpful
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when the consumer is attracted to that particular attribute when electing preferred
brands and products. These attributes can be portrayed in the brand values of the
company, the product it sells, and the advertising campaigns that it creates. Aaker
(1997) suggests that situational factors, such as the advertising campaigns, the
individual’s personality, and the personality of a brand, affect the consumer pref-
erence toward a brand, which in turn, increases the likeability of a brand (Nguyen
et al. 2013a), and the usage of a product (Sirgy 1982). Rayman (2012) investigated
the effects of a brand’s advertising campaign on consumers, and conclude that these
campaigns encourage positive feelings towards a brand, which helps to persuade
consumers to buy products that are related to that brand. Obermiller and Sawyer
(2011) demonstrate that by including detailed contextual cues in advertising, and
arranging and designing these to induce positive feelings towards a brand, con-
sumers’ emotions are influenced, leading to purchase. These cues include back-
grounds to advertisements, brand name, symbols, ad photo, products, etc., and
enable consumers to look more favorably towards one brand over another, creating
brand preferences, likeable products, and purchase. In combination, these cues
make up aspects of the brand’s personality.

An underlying motivation between consumers’ self and brand personality is the
concept of emotional attachment. While the benefits of emotional attachment are
clear, some times emotional attachment to a brand can also create a consumer
confirmation bias. Studies show that consumers are more likely to seek information
that confirms their beliefs rather than considering evidence that contradicts them.
This notion contains bias, which may influence decision-making among both
consumers and marketers. For example, investors often hold on to stocks in a falling
market, believing that the markets will rise, without any empirical evidence that this
is likely to happen (Mascarenhas 2009). This is similar with consumers’ confidence
and their purchase behavior. If consumers believe the recession will last longer
then, it will, because they are likely to scale back their spending because of a
“confirmation bias.” In a similar line of reasoning, consumers may often not know
what they want and desire next, so they rely on a “confirmation bias” about their
preferences. Research, investigating consumers’ initial belief and their natural
tendency, show that consumers subconsciously remember the preferred information
(Cunniffe and Sng 2012). Marketers therefore need to evaluate the reasons why
consumers might prefer their brand in light of a cognitive bias, as it creates a
powerful predictor of future behavior (Merakovsky 2012).

In other words, confirmation bias contaminates the thinking of consumers’ brand
preferences. This is why the brand personality concept is so effective, as consumers
often respond to a preferred personality trait, including that of the brands’ per-
sonality. While some scholars reveal that consumers feel overwhelmed with
communication from brands (Merakovsky 2012), others argue that the ability to
verify the confirmation basis is becoming less complex, due to the increased use of
social media for consumers to express opinions regarding brands. The majority of
the information released through these platforms is a positive nature (Cunniffe and
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Sng 2012), thus influencing their beliefs. To overcome the confirmation bias,
scholars posit that specific characteristics attached to a brand will have an effect on
the consumer, based on the notion that ‘people respond to people’. For example,
studies show that likeability, an intrinsic human trait, is directly related to emotional
connections shared between a brand with its audience, creating what can only be
described as the human factor to a brand (Brunner and Emery 2009). Thus, brands
that have a likeable personality become meaningful to the consumer, and will
impact on consumers’ purchasing behavior, as consumers ‘feel’ something for the
brand they are buying into. If consumers see traits within brands that they see in
people, such as feelings of happiness, sadness, anger, and excitement, then this will
influence their buying habits (Biel 1993). Consequently, when marketers utilize
strategies and tactics to induce feelings in order to aid consumers’ decision-making
process, they will have an advantage. This process demonstrates the importance of
brand personality in branding (Cheverton 2006, p. 28). These human characteris-
tics, constituting the brand personality, allow the consumer to link their own per-
sonality traits to the brand, which creates a desire and affect for the brand, which are
then to be used by the consumers to express themselves. However, this
self-expression is dependent on both the brands’ and the consumers’ traits and
personalities being similar. If consumers’ personality is more congruent with a
brands personality, it is likely to cause a more positive evaluation of the products’
quality and a higher level of preference for that specific brand (Erdogmus and
Büdeyri-Turan 2012).

Psychological research suggests that human personality attributes can be cate-
gorized into the ‘Big 5’ dimensions. These include extraversion, agreeableness,
conscientiousness, neuroticism, and openness (McCrae and Costa 1987). Using
these personality attributes brands increasingly build up an image and personality
(Evanschitzky et al. 2012) in order to differentiate from competitors (Phau and Lau
2001), and to create a ‘face’ and ‘voice’. Similar to people relations, consumers
desire brands with which they share common traits (Aaker 1996). This is achieved
through their self-concept, which consists, as discussed earlier, of the actual self
(who I am), ideal self (who I want to be), and ought or ideal social self (how I want
to be seen) (Sirgy 1982). Brands are well-liked if they fit one of these concepts or
disliked if they do not (Rhee and Johnson 2012). Researchers show that successful
implementation of the brand personality concept can create positive marketing
outcomes, such as positive consumer attitudes, purchase intentions, post purchase
satisfaction, and brand loyalty (Jamal and Goode 2001). Having a brand personality
that consumers are congruent with may be a key determinant of brand success (Lin
2010; Rhee and Johnson 2012). This highlights the potential impacts that emotional
attachments have on consumers’ behavior. Favorable brand personalities increase
consumer emotions towards a brand, which increases loyalty, and more impor-
tantly, the level of trust (Freling and Forbes 2005). Such trust is essential in todays
branding efforts, across all phases of the consumer decision-making process,
including the pre- and post-transaction customer experience (Goessens et al. 1999).
Table 3.1 shows a summary of the important concepts in this chapter.
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Table 3.1 Differences between brand conceptualizations

Concept Definition Theories Example

Self-concept “The thoughts, beliefs,
and concerns that
individuals hold about
their own attributes and
characteristics” (Wright
2006, p. 325)

The self-image
congruity theory
suggests that consumers
associate their personal
image and how they
want to be perceived
with the brand (Aaker
1997)
The self-discrepancy
theory states that people
compare themselves to
internalized standards
called self-guides. The
theory states that these
self-guides can be
contradictory, resulting
in emotional discomfort
(Orellana-Damacela
et al. 2000)

Consumers are likely to
choose brands, which
represent their ideal
self-concept
If there is a conflict
between the self and the
brand, a negative
response will occur,
damaging the brand. In
this self-guided society,
pressure on individuals
often induces turmoil if
there are discrepancies
between the self and
their brands

Self-esteem “The evaluative
dimension of the self
that includes feelings of
worthiness, prides, and
discouragement, and is
also closely associated
with
self-consciousness”
(Newman and Newman
1975)

Maslow’s (1987)
hierarchy of needs
suggested that
self-esteem is a basic
human need or
motivation. Maslow
stated that
psychological health is
not possible unless the
essential core of the
person is fundamentally
accepted, loved and
respected by others and
by her or his self.
Self-esteem allows
people to face life with
more confidence,
benevolence and
optimism, and thus
easily reach their goals
and self-actualize

Self-esteem
encompasses beliefs
(e.g., “I am competent”
and “I am worthy”) and
emotions such as
triumph, despair, pride
and shame. Self-esteem
explains that when
people look to adopt
brands, which
differentiate them, what
they might actually be
doing is trying to fit in
rather than stand out

Self-congruity Scholars hold that
consumers tend to
prefer brands with
images that match their
own self-concept (Sirgy
1980), and
self-congruence is
referred as this process

Due to its matching
process, researchers use
self-concept to explain
consumer behavior
because a person’s
specific behavior
patterns are frequently
determined by the
image that he/she has

Self-concept
congruence creates
strong emotional
attachments between
consumers and brands,
similar to those between
friends and family
(Hwang and
Kandampully 2012).

(continued)
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Table 3.1 (continued)

Concept Definition Theories Example

of matching (Sirgy and
Su 2000)

about himself/herself
(Onkvisit and Shaw
1987). This, in turn,
suggests that
self-congruence play an
important element in
creating positive brand
attitudes (Ekinci and
Riley Ekinci and Riley
2003), and influences
brand preference (Jamal
and Goode 2001)

Intense cases of this can
be classified as ‘brand
love’ (Ismail and
Spinelli 2012)

Brand
personality

“A set of human
characteristics
associated with a brand
and carries the symbolic
meanings, which the
brand represents”
(Aaker 1997; Punyatoya
2011). Brand
personality is thus
defined as the symbolic
meaning to a brand (Das
et al. 2012)

Psychological research
suggests human
personality attributes
can be categorized into
the ‘Big 5’ dimensions.
These are Extraversion,
Agreeableness,
Conscientiousness,
Neuroticism, and
Openness (McCrae and
Costa 1987). To
differentiate from
competitors (Phau and
Lau 2001), brands
increasingly build up an
image and personality
(Evans et al. 2012)
using these personality
attributes
Consumer confirmation
bias suggests that
consumers are more
likely to seek
information that
confirms their beliefs
rather than considering
evidence that
contradicts them. This
confirmation bias
influence
decision-making among
both consumers and
marketers, creating
emotional attachment
towards a likeable brand
personality

Punyatova (2011)
suggests that people
prefer brands with
which they share
personality
characteristics. Aaker
(1997) identified five
dimensions of brand
personality (sincerity,
excitement,
competence,
sophistication, and
ruggedness). Each of
these dimensions
include sub-dimensions:
down-to-earth, honest,
wholesome, cheerful
(sincerity), daring,
spirited, imaginative,
up-to-date (excitement),
reliable, intelligent,
successful
(competence), upper
class, channing
(sophistication),
outdoorsy and tough
(ruggedness) (Aaker
1997; Punjatoya 2011)
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3.4 Luxury Brands

Luxurious goods have become an interesting subject that has been intensively
debated and investigated. Because of the improvement of living standards and the
changes in social environments and economic developments, more and more
consumers can afford luxurious goods and are willingly paying higher amount of
money for luxury products these days (Husic and Cicic 2009). Many scholars have
underlined luxury brands as products that bring respect to the possessor, apart from
the practical value (Grossman and Sharpiro 1988; Deeter-Schmelz et al. 1995).
Seringhaus (2005) reports that Dubois and Laurent (1996) posited the existence of a
new segment of luxury consumers between the ‘excluded’ and the ‘affluent’. This
segment is defined as ‘Excursionists’, joining the traditional ‘Old Money’ (Aldrich
1988) and ‘Nouveau Riches’ (LaBarbera 1988), each having different motivations
to pursue the acquisition of luxury products.

Numerous studies have investigated the relationship between luxury brands and
the self and purchasing behavior of prestige-seeking people (Vigneron 1999;
Yeoman and McMahon-Beattie 2006). These studies suggest that the global luxury
market contains nine segments (e.g., luxury cruises, designer furniture, fine food,
find wine and spirits, Yachts and Private jets) with luxury cars, personal luxury
goods and luxury hospitality as the top three segments in comparison to the other
segments (D’Arpizio et al. 2014). In Bain and Co.’s report of Luxury Good
Worldwide Market Study (D’Arpizio et al. 2014) underlines that the global luxury
market is continuously growing and exceeded £630 billion in 2014. The figures also
reflect the rising growth of 7 % of the overall luxury market from the previous year.
The luxury markets of Americas, Europe, Japan, and the Rise of Asia (including
Greater China) will continue to grow across most luxury categories with especially
luxury goods and accessories as dominating most of the growth (Nguyen et al.
2016). Furthermore, consumers’ shopping experience and environment has grad-
ually concealed more than 50 % of the market. Luxury brands are significantly
connected with the consumers’ self (Kapferer 2006) and the relationships of luxury
brands and the three characteristics of self remain critical to understand consumers’
behaviour and decision making (Meffert and Lasslop 2003; Büttner et al. 2006). For
example, by understanding how the brand can be viewed as an personality and
identity of a company or product (Kotler et al. 2009) and how it is formed in the
consumers’ minds (Esch 2010), marketers can develop strategies that influence the
target consumers’ ideal self.

The most common characteristics of luxury brands are: exclusiveness, unique-
ness, rarity, premium price, excellent quality and design (Nueno and Quelch 1998;
Vigneron and Johnson 2004; Mortelmans 2005; Chevalier and Mazzalovo 2008).
Linking these ‘personality’ traits to the self-concept can make the consumers
choose their brands based on the psychology discussed in this chapter. Though
some scholars classify luxury brands based on the functionalities (e.g., expressive
and impressive) and other features (Kapferer and Bastien 2009; Truong et al. 2009;
Truong 2010), the influential characteristics of luxury brands remain unchanged
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(e.g., exclusivity, quality, and design). Therefore, these same characteristics can be
applied to different self-concepts, ultimately, creating a stronger self-congruence
and brand loyalty.

3.5 Towards the Future of Luxury Consumption—
Outcomes of Brand Personality

This section identifies where the brand personality literature is moving and the key
areas of research needed in this area. Once the brand successfully creates a per-
sonality among its customers, researching the outcomes of brand personality is
critical to understanding the benefits of the concept (Melewar and Nguyen 2015).
By linking the brand personality concept to other related branding concepts, brand
managers are presented with an indication of both positive and negative outcomes
that may arise. For example, personal traits of a brand create more intimate rela-
tionships through several cues such as brand identity, image, and interaction with
the brand (Aaker 1996; Melewar and Karaosmanoglu 2006). Brands personality
traits can increase likeability (Nguyen et al. 2013b). If an individual desire a brand
personality, it forms an expression and creates brand loyalty (Phau and Lau 2001).
Therefore, is it essential for a brand to understand elements that increase the pos-
itive outcomes (Yvert-blanchet and Fournier 2007). However, a brand personality
may also affect the consumer negatively and their intentions to purchase.
Anti-branding and the dark sides of branding are increasing in both depth and
scope. Next, the chapter briefly summarizes two key outcomes of brand personality,
which are gaining increased interest, namely brand likeability and anti-branding.

3.5.1 Brand Likeability

Aaker (1997) suggests that brand personality consists of various components, which
help to shape the consumers’ impression of a brand. A brand personality is defined as
the facade of a brand that sometimes shares human qualities such as friendliness.
Recent research suggests that brand likeability is one of these components and such
human quality (Nguyen et al. 2015). Brand likeability is defined as “the degree of
perceived appeal a customer has for a brand” (Nguyen et al. 2013a, p. 16). The
appeal and fondness for a particular brand is often centered in the foundation of the
customer and brand relationship (Batra et al. 2012). Emerging brand likeability
research further suggest that brand likeability contributes to the overall brand per-
sonality concept (Aaker 1997; Lee 2013) and enhances more long-term
consumer-brand relationships (Schmitt 2013), considered as vital in this interac-
tive market (Santos-Vijande et al. 2013). It is particularly a priority for firms,
focusing on a positive brand image (Romaniuk 2013) and brand reputation (Akdeniz
et al. 2013). Continued research reveals that likeability is a cognitive process that
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preludes important outcomes such as brand attachment (Park et al. 2010), brand love
(Batra et al. 2012), and brand satisfaction (Fornell et al. 2010), and used to evaluate
the quality of consumer-brand relationships (Lam et al. 2013; Park et al. 2010).

Various conceptualizations are developed and adapted from psychology to
explain the occurrence of likeability. Each approach tends to address a specific
reason for likeability. For example, the source attractiveness model emphasizes the
similarity, familiarity, and likeability of a source such as a firm or a brand (McGuire
1985). The source credibility model emphasizes the importance of a credible and
trustworthy source in an exchange relationship (Hovland and Weiss 1951).
Similarly, customer satisfaction theories are often used to determine likeability
because of the close association with customer preferences, which is explained by
the underlying factor of attractiveness (Kano 1984). This is in accordance with the
source attractiveness theory and the Kano model of customer preferences (Kano
1984). Satisfaction is different from likeability, though, in that satisfaction is a
post-experience measure (Ekinci et al. 2008), which is a condition that is not nec-
essary for likeability to occur. In the past, marketers have emphasized the importance
of likeability in the advertising (Yilmaz et al. 2011), customer experiences (Helkkula
et al. 2012), and consumer decision-making models, such as the model of buyer
readiness states and hierarchy of effects model (Lavidge and Steiner 1961).

Surprisingly, little attention has been given to the concept of brand likeability in
a luxury context with links to the brand personality concept. Therefore, the authors
consider that the brand likeability concept is an excellent area to further the research
on luxury consumption, brand likeability and personality. The brand has an indi-
vidual personal quality and associations that are reflected in customers’ own per-
sonality and values. Building a strong brand personality is essential to building a
long-term customer relationship. Thus, brand likeability may be the critical inter-
vening mechanism that connects luxury consumers and brands in more intimate
relations that are beyond those of today. The more consumers identify themselves
with a brand, the more time, effort, and money they will spend on the products that
the brands offer. We thus call for more research into this phenomenon.

3.5.2 Anti-brand Action

When a relationship with a brand that is highly self-relevant comes to an end,
consumers develop anti-brand actions (Johnson et al. 2011). Japutra et al. (2014)
argue that self-as consumers incur conscious emotions, anti-brand actions occur
when the relationships deteriorate, either because of incongruity of values and/or
misuse of trust. In the study of brand attachment, the occurrence of anti-branding is
gaining increased attention. Brand attachment is considered a key requisite in
consumer-brand relationships that create favorable consumer behaviors such as
positive brand attitudes and brand loyalty. The brand attachment concept has many
facets similar to brand loyalty, however, researchers note that the two are different,
as brand loyalty neglect facets of affective components, such as passion and
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self-connection (Fournier 1998). Recently, researchers examine the detrimental
outcomes of brand attachment by developing a conceptual framework that explores
how brand attachment may explain detrimental consumer behaviors, such as
oppositional brand loyalty and anti-brand actions (Japutra et al. 2014). By including
consumers’ trash-talking and Schadenfreude in brand communities and their sub-
sequent outcomes, these researchers reveal that the link between brand attachment
and oppositional brand loyalty is driven by consumers’ social identity and sense of
rivalries. Furthermore, they put forward that brand attachment leads to anti-brand
actions when relationships deteriorate. Scholars identify two factors behind the
deterioration: (1) companies’ opportunism activities, and (2) incongruity between
consumers’ values with the brand.

Oppositional brand loyalty is driven by consumers’ social identity, which is
characterized by: (1) self-categorization, (2) affective commitment, and
(3) group-based self-esteem (Bergami and Bagozzi 2000). Because consumers
display strong attachment with the brand, it reflects their self-categorization and
affective commitment, causing oppositional brand loyalty to occur (Muniz and
O’Guinn 2001). Emotional feelings such as love, hate, pity, and anger provide the
energy that stimulates and sustains a particular attitude towards a brand (Wright
2006). That is, consumption is governed by consumers’ feelings and emotions, in
addition to the functional aspect of the product (Zohra 2011). Hence, researchers
direct much attention towards the affective factors in marketing (Keller 1998).
Chaudhuri and Holbrook (2001, p. 82) define brand affect, as “a brand’s potential to
elicit a positive emotional response in the average consumer as a result of its use.”
Evoking consumer emotions is a major factor for developing a long-term relation-
ship between a luxury consumer and a brand (Zohra 2011), yet little research has
been conducted in this area. Behavior decision theorists investigate affective reac-
tions that influence the decision-making process (Garbariono and Edell 1997).
Consumer satisfaction and purchase intention are directly influenced by positive
affects (Oliver et al. 1997). Yu and Dean (2001) propose that the affective element of
consumer satisfaction is a better component for predicting positive word-of-mouth
than cognitive elements (e.g. price and quality). Consequently, a brand that forms a
positive emotional relationship with the consumer gains a competitive advantage
while those that induce anti-branding develop a competitive dis-advantage (Nowak
et al. 2006). As a topic that is gaining increased interests, surprisingly, little research
is dedicated towards linking luxury consumption and anti-branding. Therefore, we
call for expansive research into this very interesting area.

3.6 Practicing Marketing: Cases Using the Self-concept
and Brand Personality

This following section explains how the theory and literature findings on the
chapter topic can be applied in practice. A number of examples/illustrations/
mini-cases are provided. The iconography of luxury fashion labels representing
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status claims that the perception of status from displaying luxury is due to its
exclusivity and premium price (Baugh and Davis 1989). The findings of Nia and
Zachjowsky’s study (2000) suggest that consumers consider that the ownership of
original luxury branded products provides them with both personal satisfaction and,
most importantly, the wider social satisfaction derived from being admired, rec-
ognized and accepted by others. De Chertatony (2010) outlines the importance of
how the personality of a brand says something about the consumer, suggesting that
people are more likely to think favorably towards a brand if it represents values that
they as individuals hold true to themselves. Till (1998) creates associations between
Pepsi and young people and notes the importance of the use of celebrity
endorsements to create a brand personality that interacts with this group of con-
sumers. Pepsi is known to use endorsements from footballers, such as Frank
Lampard and Lionel Messi. According to Till (1998), the endorsements like foot-
ballers are hugely beneficial, as consumers make associations with the celebrity and
the product. This association creates a desire for the brand, leading to purchase. De
Chernatony (2010) suggests that such effect on the consumers’ self creates a long
lasting success to a brand due to the consumers’ needs to connect with the brand
itself.

Lazarevic (2012) highlights that congruency with the brand is an important
aspect of building a brand based on celebrity endorsement. The celebrity must be an
excellent fit with the brand personality characteristics with that of the consumers’
self. By using a celebrity endorser, brands allow the consumer to identify with the
brand and, once successfully implemented, wanting to adopt the brands’ image and
lifestyle, which the brand and the celebrity represents (Jain et al. 2011). Such
representations are vital for marketers to consider, as these traits create either a
positive or negative attitude towards that brand (Spry et al. 2011). If the brand is
seen as favorable, the brand becomes more likeable to the consumer, as they base
their perceptions on the celebrity endorser as a likeable figure themselves
(Lazarevic 2012).

Another example of the importance of congruence is found in the luxury fashion
and foodservice industries that include restaurants, luxury consumers, and fashion
leaders (e.g., Han et al. 2015). For example, scholars suggest that self-congruence is
one of the main factors that influence a restaurant visit. Restaurants are places for
dining, social meetings, and business. Hence, the image of a restaurant (e.g., interior
design, music, menu, and staff dress, and behavior) must match the self-concept of
its target consumers. The same notion can be applied to luxury brand and fashion
brands. Symbolic trademarks, artistic designed pieces, well-presented designers,
and collectable product collections are the key features to associate with luxury
brands and consumers. Luxury consumers are more likely to purchase a product or
choose a brand that fit with his/her personality, identity, and image to fulfill their
personal possessions.

In practice, shoppers’ decision-making styles and their eventual consumer
behavior may vary according to differences in the kinds of goods and services they
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need or want (Bellenger and Korgaonkar 1980; Hiu et al. 2001). Sproles and
Kendall (1986) asserted that “a person does not follow one decision-making style in
all shopping decision” (p. 286), signifying that many consumers implement two or
more approaches to making choices, but Wesley et al. (2006) found that they
seldom make use of all the styles proposed as being theoretically available in the
literature of purchasing behavior studies. Observed differences in consumers’
buying behavior will be attributable to cultural differences (Durvasula et al. 1993).

The following section will apply three examples to underline the relationship
between self-concept and brand personality and how luxury consumers’ decision
making process get influenced by the effects of self. Three examples: Net-A-Porter,
Burberry and Innocent will be discussed in the following section to underline the
relationship between brands and self-concept in terms of consumer’s decision
making process.

3.6.1 ELuxury Store—Net-A-Porter

Net-A-Porter, an eLuxury online store established in June 2000, has become one of
the leading e-Stores for luxury brands due to the higher rate of consumers’ repeat
purchases, consumer loyalty, and satisfaction (Smith 2014). Net-A-Porter repre-
sents numerous luxury brands as their online outlet store and advertises itself on
many leading fashion and luxury magazines. It fulfills many luxury fashion con-
sumers’ needs in terms of luxury services, products, and compatible prices on an
aggregated platform and thus carries popular product lines and collections to fulfill
consumers’ demands. With to the development of online technology, and its dra-
matic influence on our lifestyles, their success has been to open up a channel for the
young luxury consumers. By targeting a rising luxury segment successfully,
Net-A-Porter has affected the traditional luxury market by increasing luxury pur-
chases online (Choo et al. 2012).

3.6.2 Luxury Brand—Burberry

Many luxury retailers are now utilizing online technology to enhance their per-
formance in virtual environments. Burberry has taken the luxury fashion industry
into a new retail era by adapting the eStore user experience and design concept and
applied these to a brick-and-mortar environment. Burberry generated a lot of
attention and became an eLuxury pioneer by demonstrating its latest fashion and
brand image via multiple marketing channels to boost their sales and generate
consumers’ interests. In 2015, Burberry had over 17 million Facebook ‘Likes’ and
5 million Twitter followers. These figures have been increasing by 33 % since
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2013. Burberry’s brand personality and image are perceived as being friendly, and
their luxury products are purchased based on associations of likability, trustwor-
thiness, and credibility. As discussed above, to create an excellent consumer pur-
chasing journey, a brand must highlight the luxury brands’ value and underline how
self-esteem can be created by developing congruity such that the consumers can
associate themselves with the chosen brand. Such self-congruity will appeal to
luxury consumers due to the ‘self-brand personality’ link. An important aspect of
Burberry’s success-story is the brand’s ability to stay consistent in all their mar-
keting activities across the latest technologies (e.g., smart device, mobile applica-
tion, and social media). This consistency is reflected in their brand performance and
overall positive associations among consumers. For example, many leading fashion
brands have now adopted the concept of ‘magic mirror’ (e.g., the idea to help
consumers receive full service by utilizing digital and smart devices from the
moment consumers arrive in the store to the selection of clothing, fitting facility,
and assistance). Such smart activities have enhanced consumers’ purchasing
experience during their decision making process.

3.6.3 Luxury and Healthy Diet—Innocent Drink

Innocent—a green business and beverage brand—encourages a healthy lifestyle
that is enriched by delicious smoothies, juices, and vegetable pots (Innocent 2012).
As a higher-end beverage, the Innocent drinks are offered at a price premium;
however, consumers find the benefits of the healthy ingredients, namely, nutrients,
vitamin C, fibers, and antioxidants, to largely make up for the premium price.
Innocent positions itself as the leading smoothie brand with a 65 % market share in
the UK (Datamonitor 2010). Their success is due to the publics’ rising concern to
maintain a healthy lifestyle. Moreover, their quirky and creative design that typi-
cally include colorful schemes, pictures, and fun messages, both on the packaging
and their website, appeal to the health conscious consumers. Innocents’ brand
personality and image are perceived as being friendly, and the drinks are purchased
based on associations of trustworthiness and credibility. An important aspect of
Innocent’s success-story is the brand’s ability to stay consistent in all their mar-
keting activities and in their brand identity. Innocent’s recyclable bottles, the
ingredients they use, and the name ‘Innocent’ itself help to confirm their brand
image as an eco friendly, likeable brand (Miller 2010). By integrating these core
values into everything Innocent does, the brand personality, image, and concept
successfully appeals to their target consumers (Lange and Dahlén 2003). Younger
consumers prefer brands that make them feel good about themselves. Innocent
meets this claim by being authentic. For example, they convey their limitations in
an honest and transparent manner. In their packaging, some bottles have a relatively
low recycle level, so to overcome any criticism, Innocent recently printed the
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statement ‘but we’re trying’ on the bottles. Implementing such a gesture enabled
consumers to make continued associations of a brand that is aware of their envi-
ronmental responsibilities.

Features like this create positive goodwill to the brand, which ultimately
determine whether the consumer will consider purchasing the product or not.
Scholars believe that a likeable brand has global positive associations that incor-
porate emotional elements (Nguyen et al. 2013a). If an advertisement proves to be
appealing to the audience, it is more likely to achieve a high amount of awareness
and future positive associations. One aspect that proves to have a significant effect
on likeable brands and advertisements is the authenticity of human traits through
the brand’s personality (Yuan et al. 2014). Another important effect that appeals to
the audience is relatable experiences that create familiarity such as the use of
symbolism and characters within an advertisement.

Alreck and Settle (1999) presents a framework to create and establish strong
bonds between consumers and brands. This framework consists of six strategic
stages, namely, that a brand has to: (1) be linked to a particular consumer need,
(2) create a positive atmosphere, (3) attempt to have an appeal connected to con-
sumers’ attitude, (4) guide consumers and introduce rewards in exchange for brand
preference, (5) penetrate perceptual barriers in order to influence the consumer’s
decision-making process, and (6) create a brand, product or service, which con-
sumers are eager to purchase. It seems that Innocent has been very successful across
all of these stages. Kim (1990) suggests that a brand in itself is not a tangible object,
but an object within the mind of the consumer. A brand is merely the identity of a
product, service or process, which is distinguished by certain characteristics, such
as feature, benefit, name, logo, design, and perhaps most importantly a personality.
A brand can represent certain meanings, values, and include a social role of the
organization. Innocent’s combination of all these characteristics has generated
competitive advantages relative to competitors, and aligned their values with
stakeholders, advocates, and customers.

3.7 Conclusion

This chapter considered how the self-concept and brand personality influence
luxury consumers’ purchasing decisions. It explored the person-specific, internal or
external attributes that interact to form one’s self-concept, including theories on
self-concept, self-esteem, congruity, and brand personality. The key to under-
standing luxury consumers’ decision making including their purchases comes down
to the value that is associated with the brand and how an individual links his or her
self with those values. According to Keller (1998) branding is about adding
intangible value to a brand through various marketing efforts. Branding is about
differentiating one organization from another in order to create a sustainable
competitive advantage (Hollis 2011). A brand personality is such a differentiated
brand. As technology increasingly determine the way in which humanity
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communicates and build relationships, it will be more important for companies to
have a personality, face, and a voice—to engage with customers at the same level
and to stand out. Furthermore, shopping activities carry significant value, and
consuming experience are covering a wilder range of the areas such as purchasing
experience, shopping environment—merchandise layout and store atmosphere, and
other relevant factors (Miller et al. 1998; Sherry 1998, 1990; Woodruffe-Burton
et al. 2002). Research suggests that a friendly, happy, and pleasant person will be
more popular, successful, and trustworthy. A firm must therefore adopt the concept
of brand personality to build closer relationships. The difference between various
companies will be the way in which they differ in their personalities. However, to
achieve a consumer-brand match, or congruence, firms must consider both the
brand personality and the consumer psychological concepts and motivation,
including self-guides and self-esteem in order to understand luxury consumers
better. For marketers, more research must be done in terms of examining how the
self is influenced by increased efforts by luxury brands to create a personality with a
face and voice in order to be more attractive and likeable. Failure to understand the
underlying psychological underpinnings may cause distress, negative emotions, and
anti-brand behavior, damaging the brand.

3.7.1 Further Investigation

Key questions/projects relevant to the topic of self and brand personality:

1. What are the benefits of a brand personality—both to the enterprise and to the
customer?

2. Describe why a brand personality needs to be an enterprise-wide strategy. How
would it affect each of these principal business functions? (1) Financial,
(2) Production and logistics (3) Marketing communications and interaction, and
customer service, (4) Distribution and channel management, and
(5) Organizational management strategy.

3. If brand personality is such a good idea, why didn’t companies operate from the
perspective of building personalities 50 years ago?

4. In the age of information and interactivity, what will happen to branding and
brand personality?

5. Is brand personality relevant for the owner of a hotdog stand? In which way?
6. Develop brand personalities for these product categories: Luxury automobiles

(consumer), First class air transportation, Five star hotel rooms, Luxury cos-
metics, Computer software (B2B), Pet food, Refrigerators, Strawberries.

7. What can firms do to better understand luxury customers’ self? How might firms
use this information to their benefit?

8. Imagine you have been assigned to change a luxury product-oriented company
to a luxury brand-oriented firm. What is the first thing you do? What is your
road map for the next 2–5 years?
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