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Brand Personality Creation through Advertising

Abstract

Brand Persondlity is one of the core dimensions of brand equity. Brand persondity refersto
the emotiond sde of abrand image. It is created by al experiences of consumerswith a
brand, but advertising plays adominant role in persondity crestion.

In this paper we explore the mechanism that builds brand persondity with the help of
advertising. We integrate advertisng models with the theory of brand persondity. Our
integrated framework leads to anumber of propositions that set an agendain thisfield.

In building our framework we incorporate theories from the fields of marketing (brand equity
and advertisng), communication science and psychology (persondity).



Introduction

Brand persondity is an attractive and gppedling concept in the marketing of today. It is one of
the core dimensions of the brand identity (D. Aaker, 1996) and perhaps the one closest to the
consumers. The persondity idea responds to the tendency in contemporary society to vaue
persond relationships. It dso refers to the idea that relaionships are important in socid life.
In terms of Madow's hierarchy of needs, it tries to lift products to higher levels of need
satisfaction, like belongingness and love and esteem.

Brand persondities are crested in different ways and with different tools. However, the
cregtion adways involves active communications on the side of the firm: the persondity has to
be dissaminated to be dive. Advertisng is heavily used in this process of persondity crestion.
This follows logicaly from the fact that persondities are particularly useful for the cregtion of
brand associations. Brand associaions influence the evauation of dternatives stage in basic
consumer buying behavior models. In this stage, and for these gods, advertisng is consdered
to be the mogt effective communication tools (Brassngton & Pettitt, 2000).

Perhaps the mogt visble and best known way of persondity cregtions is by means of celebrity
endorsers. Public heroes, sports people (Michad Jordan), pop stars (Tina Turner) and movie
gars (Bruce Willig) is particular, are hired to lend their persondity to a brand but this practice
goes back to at least for a century (Erdogan & Baker, 2000)*. Redenbach (2000) noted that the
practiceis ill growing in popularity today.

Yet, bascdly dl advertisng influences the brand persondity, not only when an endorser is
used. In this paper we focus on this process of personality creation in a broad sense. In
paticular we discuss how advertising is used to creste brand persondity. To the end we
integrate a generd modd of advertisng with a modd of brand persondity creation. Based on
that model we derive a number of propositions that are open to research. But we first present a
thorough andysis of the role of brand persondity in the creation of brand equity, thereby

linking our topic to one of generd and increasing importance.

1 A web search provided examples from the 1950's, including an actor called Reagan, promoting antiseptic hair
tonic (http://mww.adh.bton.ac.uk/school of desi gy MA .COURSEL BCO2 html). Erdogan and Baker spot Queen
Victoriaas one of thefirst ceebrity endorsers.




Brand Equity

The concept of brand equity is one of the most popular and important marketing concepts of
today. Despite its popularity it is not unequivocdly defined. Firs there is the digtinction
between the financid-economic perspective and the customer-based view. The financid-
economic view sees brand equity as the (financid) worth of brands, the brand as a ligbility on
the baance sheet. The customer-based view sees brand equity as the differentid effect of a
brand on consumer behavior (Kdler, 1998). In this paper we will adopt and elaborate on the
customer-based view.

It seems pretty obvious that the customer-based and financia-economic views on brand
equity are closdly related. Figure 1 depicts this rdationship. Customer-based brand equity,
defined as a differentid effect, potentidly leads to some form of consumer response. This
consumer response may be ether behaviora, or attitudina, but this response is a necessary
prerequisite to attach (monetary) value to a brand. The other way round, we aso argue that
customer-based brand equity can only be meaningfully defined when the differentid effect
leads to some form of consumer response.

There is dso a link from the consumer response to the customer-based brand equity and from
the FEBE to the CBBE. The firg link merely reflects the idea that the consumer response may
leed to an enhanced differential effect. The second link suggedts that the very presence of
FEBE leads to a differentid effect. Both links will become clear when we discuss the concept
of differentia effect in some more detall.

Figure 1: Customer-based and financial brand equity
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Kdler (1998) discussed many definitions and views on CBBE and found that there is no
agreement on the concept, except for the notion that &l definitions one way or the other refer
to a foom of differentid effect. This differentid effect can be described as the difference



between a branded product and an identical unbranded product, as experienced by the
custome.

Although this definition looks conceptudly sound, it must be handled carefully. “An identica
unbranded product” is a hypothetica congtruct, unredistic in most market places. That makes
the concept vulnerable to manipulation. To prevent that, we propose to define “an identica
unbranded product” as a product that has a zero (0) score in any dimension in which the brand
equity is defined. Moreover, in other dimendions, eg. product features, the unbranded product
is an exact copy of the branded product discussed.

While there seems to be (implicit) consensus on the differentid effect idea in the CBBE
concept, there is large (and explicit) disagreement on the dimensons of the CBBE. Kdler
(1998) holds the most redrictive view. According to him, CBBE only exigs in brand
awareness and brand image; al other effects are derived from these two. David Aaker (1991)
adopts a much broader view. His CBBE dimensons are. Brand loydty, brand awareness,
perceived quality, brand associations, and other proprietary brand assets. Kapferer (1997) also
extends Keler's gpproach by defining brands assets (his term for CBBE) to be Brand
awareness, brand image, perceived qudity, evocations, and familiarity and liking.

To shed some light on the controversy we propose to relate the brand equity issue to a smple
modd of consumer behavior. Recdl that we are discussng customer-based brand equity, and
that we have argued that response in the form of behavior or attitudes is necessarily linked to
the whole idea of brand equity. Hence a link to a consumer behavior modd is naturd. Figure
2 shows an dementary, textbook consumer behavior model (Kotler & Armstrong 2001; Dibb
et ad. 2001, Pereault & McCathy, 1999) and introduces our view on the CBBE, or
differential effect concept. Indeed, in every dage of this consumer behavior modd a
differentia effect of brands can be identified.

Figure 2: Customer-based brand equity and the consumer buying behavior model

Problem Information Alternatives Decision Post-
recognition = search —» evaluation [P —p purchase
evaluation
Trust and Brand Perceived Premium Price Loyalty
confidence awareness Quality Brand  Distribution Satisfaction
Availability Associations
of information



The problem recognition Sage seems to be an autonomous process, and in many cases this is
true. There are ingtances however, in which the marketers “creaste’ the problems of the
consumers, in particular in the case of innovations. Often innovations address needs or wants
consumers were only latently aware of, and one of the gods when bringing product
innovations to the market is to make consumers aware of the fact that those new products
indeed address a thus far unrecognized need. Brands can help consumers accepting the idea
that they need the new product, by the trust and confidence consumers have. ‘When you say |
need it, | believe you'. Microsoft is making heavy use of this mechanism with its continuous
sream of updates and new versons of its software. Every new product is sold with promises
of new features and capabilities most PC-users were not aware of that they were missing.

In the information search dage, the main god of the consumer is to define the dterndives
that may solve the problem and collect information about those dternatives. This is where
Keller, D. Aaker, Kapferer and others start: brand awareness. Consumers should be aware of
the fact that the particular brand is indeed a candidate to solve the problem and the easier the
consumer recdls the brand, the greater the brand equity. An additiond aspect is avallahility.
An extra terredtrid creature landing on earth thirsty will most likely think of drinking a Coke,
samply because the chances are greatest it comes across a hillboard of that brand first. This
availability hence refers to the pervasiveness of disseminated information.

Next, the consumer starts to evaluate the alternatives. This evauation takes place a dl leves
of the product: the core level and higher levels in particular. When assessng the core leve,
the concept of perceived qudity seems relevant. Quality can be defined as the extent to which
the product is able to fulfill the needs of the consumer and is therefore crucid in the
evauation of the dternatives. Next to that, dternatives will al carry lots of associations, that
may be appedling or not. In evaluating an dternative these associations can be as important as
the percaved qudity assessment, in particular for certain types of products, eg. high
involvement products on the one hand, or bulk goods on the other hand, where there is little
differentiation in quaity cues.

In the decision stage the price of a branded product, compared to the price of an identica
unbranded product, is seen as one of the most concrete manifestations of CBBE, dso the one
that makes the strongest link to FEBE. We agree with Kdler that the premium price is more
of a consequence of CBBE, than that it forms the CBBE in its own right. However, adopting a
dightly different gpproach makes clear that price premium is indeed part of the CBBE. This
approach implies that dl information as evaluated in the previous stage leads to a reservetion

price: the price a consumer is willing to pay for a product. In this reservation price, we can



cdearly see the differentia effect that defines CBBE. A branded product will typicaly have a
higher reservation price than the identical unbranded product. A consumer will compare his
reservation price with the market price. When the reservation price is below the market price,
the consumer will be willing buy the product, otherwise he will not. When the evauation
more than one dternative leads to a pogtive difference between reservation price and market
price, the dternative with the largest difference will be sdected. So we define the price
premium as the difference in reservations price of the branded and the unbranded product.
This gpproach to price premium is independent d the actud price charged in the market. The
degree to which the company tries to make money out of this price premium based on
reservation prices builds a direct link between the CBBE and FEBE, thereby leaving both
concepts their distinct roles.

A second aspect of CBBE that rdates to the decison sage is the physica avallability of the
product. Strong brands tend to have better access to distribution channds and consequently,
when the decison is in favor of the branded product, the chances that the product is actudly
purchased as well are bigger (D. Aaker, 1991).

Fndly, in the post-purchase evaluation Sage, brands may have a podtive impact on
stidfaction and loydty. Satisfaction is an attitudind aspect. Satidaction is defined as a
measure of the extent to which the expectations have been fulfilled or exceeded. Hence, when
discussng satisfaction it has to be recognized that the brand as such may dready have led to
higher expectations, cf. the perceived qudity discusson. The saisfaction issue is indeed
about exceeding these prior expectations. When the expectation for a branded product was 5
on some scale for some aspect, and the expectation for the identical unbranded product was 3,
and furthermore, the ex-post evaduations of this item were 6 and 4 respectively, there is no
differential effect of the brand: for both products the ex-post evauations exceed the
expectations with 1 point. Consequently both have the same satisfaction score.

Loydty is the behaviord effect in the pod-purchase evaudaion stage. Like the price premium
it is very closdly rdaed to FEBE. It is therefore that Keler heavily criticizes the use of
loydty as a CBBE dimenson. His man argument is that repeat purchases, the operationd
measure of loydty, are not necessarily driven by a loyaty notion. Repeat purchases out of
habit or because of limited avalability should be digtinguished from repeat purchasng out of
loyaty. However, the issue of avalability is taken care of by the definition of the identica
unbranded product. It is logicd to include avalability in defining an identicd product. The
“habit” argument is pointless We think it is fundamentd in the discusson of CBBE tha
brands achieve to build a habitud buying by their cusomers. Isn't it the best manifestations of



brand equity when customers, standing in front of dozens of identicd dternatives, pick yours
without even thinking of the others?

In the remainder of this paper, we concentrate on one aspect of brand image, brand
persondity. As we have argued in our introduction, brand persondity is both an important and
gopeding issue in CBBE, ad it is rdativey under-researched. Both are good reasons to put
brand persondity on top of the research agenda and as a kick-off, we will discuss in
condderably detall how persondity is created and what it can do to a brand and we will
define a number of concrete points in the form of propostions that are open to discusson and

research.

Brand image

There are different views and different definitions of brand image, which differ in ther leve
of abdtraction by how daborated the image is built in the minds of the consumer. Concordant
to the associative network memory model, the brand image is the associative brand network
held in the minds of consumers (Poiesz, 1989). Thus, brand associaions held in consumers
memory reflect perceptions about the brand, and the meaning of the brand for consumers.

Just like definitions, there are dso different brand building image theories. Some of these
theories include only the associations related to the product (Keller, 1998), while others dso
encompass associations related to the company (Bid, 1993), the country of origin (Holzhauer,
1991), and the image of the user (Bid, 1993).

David Aaker (1996) has developed the brand identity system, a framework for brand
evauation. According to David Aaker (1996) when creating a brand identity, the firm should
consder four dimensons of brand identity: the brand as a product, an organization, a person,
and a symbol. The brand identity created by the firm is communicated to consumers, who
then interpret it as the brand image. Based on different brand image theories we developed a
framework tha in our opinion represents a good foundation for the creation of brand image in

the minds of consumers. This framework is represented in figure 3.



Figure 3: The brand image
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Brand image is built by associations about the organization behind the brand, the product, the
country of origin, the brand persondity, and the brand atifacts. These associations do not
only influence the cregtion of the brand image; they dso influence each other. In other words,
there is a dud rdationship between the brand image eements, and between the dements and
the brand image A postive brand image occurs when these associaions are strong, favorable,
and unique in the minds of the consumers (Keller, 1998).

Associations related to the organization are related to the attributes of the company (e.g. leve
of technology, leadership style) as well as the history of the company. Product associations
include the product-related attributes as well as the product scope (D. Adker, 1996).
Asocidions involving the country of origin, for example the levd of technology in the
country and the culture, o influence the brand image. With brand atifacts we refer to the
typica user and usage imagery, and aso to the visud imagery of the brand eg. symbols. The
brand atifacts associations are most of the time crested by consumers with the hdp of
promotiona tools.

Unlike the other brand image dimensons, brand persondity provides the brand with more
depth, with a ‘soul’ that is crucid for the brand image. Brand persondity can be the single-
one associdion that is used by consumers to differentiate between products, for example
markets where products are highly undifferentiated like coffee. Based on this differentiation,
consumers can respond to this knowledge accordingly. Thus brand persondity is a factor that
influences the creetion of brand equity.



Human personality and brand personality

Keler (1998) sates that “ brand persondity reflects how people fed about a brand, rather
than what they think the brand is or does’ (p.97). The symbolic use of brands is possble
because consumers often give brands human persondities (J. Aaker, 1997). Consumers
perceive the brand on dimensions that typicaly capture a person’s persondity, and extend that
to the domain of brands. The dimensons of brand persondity are defined by extending the
dimensions of human persondity to the domain of brands.

One way to conceptudize and measure human persondity is the trait gpproach, which Sates
that persondity is a sat of traits (Anderson & Rubin, 1986). A trait is defined as “any
diginguishable, rdatively enduring way in which one individud differs from others’
(Guilford, 1973, p.23). Human persondity traits are determined by multi-dimensond factors
like the individud's behavior, appearance, attitude and beiefs and demographic
characteristics. Based on the trait theory, researchers have concluded that there are five stable
persondity dimensons, dso cdled the ‘Big Fiveé human persondity dimensons (Béra,
Lenmann & Singh, 1993). The ‘Big Fve€ human pesondity dimensons ae
Extraverdgon/introverson, Agreesbleness, Consciousness, Emotiona stability, and Culture.

Basad on these human persondity dimensons, Jennifer Aaker (1997) identifies the new * Big
Five dimensons relaed to brands. These ae Sincerity, Excitement, Competence,
Sophistication, and Ruggedness.

The brand persondity dimensions correspond to three of the ‘Big Five human persondity
dimensions (J. Aaker, 1997). Agreeableness and Sincerity both ceapture the idea of warmth
and acceptance. Extraverson and Excitement both include the notions of sociability, energy,
and activity, while Consciousness and Competence both connote  respongbility,
dependability, and security. The other two brand persondity dimensons differ from any of
the ‘Big Five of human persondity. According to Jennifer Aaker (1997), this pattern
suggests these brand persondity dimensons might operate in different ways or influence
consumer preference for different reasons. Whereas Sincerity, Excitement, and Competence
represent an innate part of human persondity, Sophidtication and Ruggedness tgp dimensions
that individuals desire but do not necessarily have

The gppearance, behavior, dtitudes and beliefs are included in the literature about the ‘Big
Fiveé human persondity dimensons. Basc demographic characteristics, such as age, gender
and socid dass, are not included in this literature. A reason for this might be that the basic
human demographic characteridics are visble or reldively eadly infered. The demographic
characterigics of brands, in contradt, are included in the dimensions of brand persondity. The



reason for the inclusion lies with the fact that the demographics of brands often belong to its
most <dient persondity characteristics (Batra, Lehmann & Singh, 1993). Unlike with a
person, the gender or the age of a brand is not visble or easly inferred. The demographics of

abrand are inferred for example from the brand’ s user imagery.

The creation of brand personality

Brand persondity traits are formed and influenced by any direct or indirect contact that the
consumer has with a brand. A brand, unlike a person, cannot think, fed or act. A brand has no
objective exidence a dl; it is smply a collection of perceptions in the mind of the consumer.
Consumers accept the marketing actions to humanize brands. One explanation for this can be
found in the theories of animism, which suggest that there exiss need by people to
anthropomorphize objects in order to fadlitate interactions with the nonmaterid world
(Fournier, 1998). Anthropomorphization occurs when human qudities are atributed to non
human objects, eg. brands. Consumers easlly assgn persondity qudities to inanimate objects
like brands in thinking about brands as if they are human characters (Blackston, 1993;
Fournier, 1998; J. Aaker, 1997).

In a direct way, persondity traits are associated with a brand by the people associated to that
brand (J. Aaker, 1997). One direct way to form and influence brand persondity is user
imagery. Usr imagery is defined as the set of human characteristics associated with the
typical or stereotype user of the brand. Associations with the company’s employees or CEO,
and the brand's product endorsers are aso direct ways by which brand persondity traits are
formed and influenced. The personality traits of the people associated with a brand are
transferred directly to the brand.

The theories of animism describe another process mechanism that directly explains the
specific ways in which the vitdity of the brand can be redized (Fournier, 1998).
Spokespersons that are used in advertisng can have persondities that fit those of the brands
they advertise. Over time, the personalities of the spokespersons are transmitted to the brand.

The brand-person associations can adso have a more persond nature. Brands can be associated
with persons who use or used that particular brand, for example a close friend or a family
member. Also, brands received as gifts can aso be associated with the person from whom the
gift was recaeived. These person associations serve to animate the brand as a vita entity in the
minds of the consumers. Obvioudy, this aspect is much less under the control of marketers.
Indirectly, the brand persondity is creasted by dl the eements of the marketing mix. Betra,
Lehmann and Singh (1993) suggest that the persondity of a brand is crested over time, by the

10



entire marketing mix of the brand — “its price (high or low, odd or even), retail store location
(imagery associations), product formulation (ingredients, benefits), product form (solid/liquid,
etc.), packaging details (color, sze, materia, shape), symbol used in al phases of the brand
communication, sales promotion, and media advertising” (p. 93).

Another form of animism explains how brand persondity is crested in a more indirect way.
This form of animian involves complete anthropomorphization of the brand object itsdf.
Human qudities of emotiondity and thought are trandferred to the brand. This is achieved
with the help of the marketing actions, especidly advertisng. For example, the brand
character of M&M inthe M&M commercids has the capacity to laugh and joke.

One of the advantages of brand persondlitiesis that based on their distinctive persondities,
consumers are able to differentiate between brands. Another advantage is thet the consumer
can interpret the brand’simage in such away that it is personaly more meaningful. Brand
persondlity encourages more active processing on the part of the consumer. Thus, the
consumer puts more effort in creating and using the brand persondlity.

A further advantage of brand persondity is that life is given to a brand. By vitdizing a brand,
another perspective of brand persondity can be examined, namely the role of a brand as a
reaionship patner in a consumer-brand relationship. Next we will concentrate on these

consumer-brand relationships.

Consumer-brand relationships

The theories of animism suggest that anthropomorphizing objects facilitetes interactions with
the nonmaterid world. By assgning human qudities to inanimate products, by giving brands
persondities, the vitdity of a brand is redized. By vitdizing a brand another perspective of
brand persondity can be examined, namely the role of a brand as a rdationship patner in
consumer-brand relationships. A consumer-brand relationship can be compared with an
interpersona relationship, where the brand persondity indicates the type of person the brand
IS.

People have different motives to engage in rdationships. The motivation behind the
relaionships is driven by the needs that individuads want to satisfy. The most used and well-
known classfication of needs in Madow's hierarchy of needs physiologicd needs, safety
needs, socid needs, esteem needs, and sdf-actudization needs. Fournier (1998) sates that

1



relationships are “purposive, involving a their core the provison of meaning to the persons
who engage them” (p.344).
Three important sources of meaning ae identified that explan the dgnificance of the
relationship for the person involved; the functiond meanings, the psychologica/emationd,
and the sociocultural meanings (Fournier, 1998).
Consumer- brand reationships provide a practicad or functiond meaning to the consumer
(Franzen & Bouwman, 1999). In this case the brand is used for its functiond benefits. For
example, the functional benefit of the pada brand Bailla is to ill the hunger. Over time,
using the same brand can become a question of habit and convenience.
The psychologicd/emotiond meanings of a rdaionship are highly reaed to the activity
around the identity of a person. Because the sense of ‘sdf’ grows of reactions of sgnificant
others (the reationship partner), people engage in reationships to define the ‘sdf'.
Consumers look for brand meanings that help to congtruct the ‘sdf’. This is most commonly
done by brands representing ided persondities, or dternative reflecting on€'s own individud
identity. Following the same line of reasoning we propose:
Proposition 1: In consumer-brand relationships, consumers search for brands that
have personalities that are similar to their own, or personalities that represent the

ideal personalities, in psychological/emotional terms

People are congtantly congtructing and recondructing their sdlf-identity (McCracken, 1993).
In a consumer-brand relationship the consumers choose brands that hep the individua
recondtruct the ‘sdf’, where the brand persondity is used to make the identity change. Hence,
relationships dso help the individua to change the ‘sdif’.

Consumer-brand relationships dso hdp the individud to mantan the odf-identity.
Consumers will engage in rdationships with brands tha have sSmilar persondities to ther
own. A long-term reationship with that particular brand makes sure that the sdf-identity is
maintained.

Consumer-brand relationships aso provide a link to the past (Fournier, 1998). A consumer
has a relationship with a paticular brand, for example because the brand was a present
received in the past, or because that brand brings up memories from childhood.

Ancther type of meaning that consumer-brand reationships provide is sociocultura of nature.
There are five broad sociocultura contexts that describe relationship attitudes and behaviors,
age/cohort, life cycle, gender, family/socid network, and culture (Fournier, 1998). Here, the



brand personality communicates these sociocultura contexts to the consumer. Related to the
sociocultural meanings of the consumer-brand relationships we suggest:
Proposition 2: Consumers engage in relationships with brands that represent their

age, stage in life cycle, gender, social network, and culture

Thus, while the psychologica/ emotiona need is to condruct, reconstruct and maintain the
sf-identity, the sociocultura need isto communicate to others the sdf-identity.

Types of relationships

Jugt like with human relationships, consumer-brand relaionships are based on attraction, but
the ability of a rdaionship to endure is a function of invesment and commitment by the
consumer (Faer & Schouten, 1995). The levd of invetment and commitment in consumer-
brand relationships is represented by the level of consumer brand loydty. Consumer-brand
relationships can be ordered based on purchase behavior and their interpersond andogs, the
levdl of brand loyalty (Fger & Schouten, 1995). Accordingly, consumer-brand relaionship
can range from low-order reationships, where the levd of consumer brand loydty is low, to
higher-order relationships, where the level of consumer brand loyalty is high. Hence:

Proposition 3: More investment in consumer-brand relationships leads to greater

loyalty

Information about the type of reationship (based on the level of brand loydty) consumer have
with brands is extremdy vauable for marketers. Marketers know the levels of brand loyalty
of tharr target market, and by usng their marketing tools they can try to improve the levd of
brand loydty for consumers that have low-order relationships with brands.

Advertising and brand personality

Advertisng can help creste the brand persondity. The semiotic gpproach provides an
understanding how brand persondity is created in advertisng. From a semiotic perspective,
an advertisement may be defined as “a dgn, representing the actua product image (or
object), the meaning of which is dependent on the interpretation of the ad recipient
(interpretant), which in turn is based on the context in which the ad (sgn) occurs’ (Dingena,
1994, p.36). Seefigure 4.
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Figure 4: Brand personality creation and transfer (adapted from Dingena, 1994).
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The ‘actua product’ variable of the modd refers to the concrete or actuad image of the
product (Pieters & van Raaij, 1992). The concrete image of the product is created through an
objective description of the product. According to Dingena (1994), the attributes, benefits and

values of the product are dso the product’s meanings.

The product’s meanings are dso an important source of brand persondity crestion in the
advertisement. The ad represents the product’s meanings, the claimed image of the product.
Although the definition of advertisng from a semiotic perspective dates that the
advertisement represents the actual product image, the advertissment represents the product
only when there is harmony between the actud and the clamed image of the product (Pieters
& van Raaij, 1992).

If an advetisement represents the actual product, the advertisng message contains
information about the brand persondity that is intended by the advertiser to communicate to
consumers. Although the advertiser has created a persondity for a brand, it does not imply
that consumers will assign that paticular persondity to the brand. Consumers have to
interpret the ad in order to comprehend the personality. After consumers have comprehended
the persondity, this persondity has to be transferred or connected to the advertised product

and the consumer.
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Brand persondity can be created trough advertisng in a direct as well as in an indirect way.
In a direct way, the brand persondity is created by tansferring the persondity of a person
used in the ad. In an indirect way, the brand persondity is derived from the product’s
meanings. For example, if the benefit of a brand is ‘success, the persondity of that brand can
be ‘ successful’ and/or * confident’.

For a brand persondity to be created in the minds of consumers, it first has to be connected to
the advertised product. The brand persondlity is not received from the ad, the consumer has to
create the persondity. In other words, the transfer of te brand persondity is not completed
within the ad, the viewer has to make the connection between the brand persondity
communicated in the ad and the advertised product. The consumer has to connect the
personality of the person in the ad, and/or the persondity derived from the meanings of the
product to the advertised product. By doing this consumers humanize brand and give them
human persondities. Thus

Proposition 4: The brand personality creation of the advertised product requires that

consumers link the inferred human qualities to that advertised product

Consumers will utilize this crested brand persondity only when they aso connect it to
themsedves. The persondity of the brand will only be connected to the consumer if he/she
perceives the persondity as important. This will a least occur when the brand persondity is
smilar to their own, or when the persondity represents the ideal persondity. Thus:
Proposition 5: The brand personality transfer to the ‘self” occurs when there is a
match between the personality of the advertised product and the own or ideal

personality

After consumers have humanized brands, they can engage in reationships with them (see
figure 4). A consumer-brand relationship is redized when the consumer actualy purchases
the advertised product. This will not happen automaticaly, but requires an opportunity to take
place. Opportunity refers to, for example the absence of monetary redtrictions, or the physica
availability of the brand.

Proposition 6: A consumer-brand relationship is established when the brand

personality transfer is followed by a purchase
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The creation and transfer of the brand personality is dependent on the way consumers process
the advertissment. For a thorough understanding of advertisng processng, and consequently
the creation and transfer of brand persondity through advertisng, one should dso look a the
way advertisng works. There are different modds that explain how advertisng works. Most
of these models follow the same line of reasoning, namdy that there is input in the modd,
transformation, and output. The input of the mode refers to the advertisng exposure,
transformation refers to adverting processing, and output refers to advertisng responses. In
figure 5 the creation and trandfer of brand persondity is represented in the model of how
advertisng works.

Figure 5: Model of how advertising works including the brand personality creation and

transfer
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Advertising exposure

The advertisng exposure involves decisons that advertisers make before consumers can be
exposed to the advertisements. These decisons involve media choice and media scheduling
(Wells, Burnett & Moriaty, 1998) as well as the communication style —literd or figurdive
(Dingena, 1994)- , the communication mode — pictoria or verba (Dingena, 1994)-, and the
message content — informationd or trandormaiond (Pees & van Radj, 1992
Swaminathan, Zinkhan & Reddy, 1996; Dingena, 1994). Advertisers use the message content,
as wdl as the communication syle and mode to communicate the product’'s meanings, and
thus the determined brand persondity to consumers. Whether this determined persondity will
be decoded, is depended on advertising processing.

Adpvertising processing
When confronted with the advertisng exposure, consumers will process the advertisng
dimuli. The way people process advertisng diffe'ss Some people only watch the
advertisement without activating their brain, others try to underdand the information offered
in the ad, they dructure the information to fit in ther exiging knowledge dtructures
(Vakratsas & Ambler, 1999).
Brand persondlity creation and transfer depends on the way consumers process advertisng.
The advertiser may want to communicate a certain persordity to the consumer, but how the
persondity will be interpreted is dependent on the way the consumer will process the ad.
Thus,

Proposition 7: Brand personality is created by consumers during advertising

processing

The way consumers process advertisements, and consequently create the brand persondity, is
dependent on how the cognitive and affective systems are activated while exposed to the ad.

A lot of research has been done relaied to the role of cognition and affect on advertising
processng and response. This has resulted in different advertisng processng theories where
cognition and affect play different roles These theories include cognitive processng theories
that assume that an advertissment will only be processed by the cognitive system, pure affect
processng theories, which pay no or little attention to cognition, and theories that include
both the cognitive and affective system in the process of advertisng (Vakratsas & Ambler,
1999).
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Franzen (1992), and Pieters and van Raaj (1992) argue that cognition and affect influence
esch other, and consequently can be seen as two components of one sysem. The underlying
idea is that thoughts are not free of fedings and vice versa. Thus, advertisng processng and
response are a combination of both cognition and affect. Consumers use both their cognitive
and affective system to process advertisng, and advertisng responses can be both cognitive
and dffective. For example, an ad with a more informationd message should activate the
cognitive system, but the ad can aso affect the affective system, the ad can be perceived as
boring. Also, ads that involve a more emotiond content can dso activate the cognitive
system.

Franzen (1992) argues that in advertisng processng the sequence of cognition and affect is
not important. Both impact on the consumer’'s attitude and behavior and the level of this
impact does not depend on the order of the processes. Franzen's argument seems plausible in
the context of one-shot processng of advertisng experiences. In the case of advertisng
campaigns, with multiple and different messages the order effects may be important (Van
OsdHaer & Alba, 2000). In paticular snce companies have full discretion in designing
campaigns, it is dl the more interesting to see if it makes a difference whether you dart
building brand persondity by appeding to affective or cognitive reactions.
But even in case of one-shot advertisements this order can be important. The desgn of
advertissments can be used to atract attention first to ather affective or to cognitive stimuli.
Consequently, aso in an dtentiond (in contrast to the tempora dimenson described above)
sense order effects are worth investigating. So we formulate the following:

Proposition 8: The order in which affective and cognitive stimuli are processed

influences the creation of brand personality

This influence can be formulated in different ways. Fird, the outcomes of the processes may
be different. Alternaively, the effectiveness of the processes may differ. Further we may look
for contingencies that moderate this influence. For example, high involvement products
require much more atention in the information search dages of the buying process.
Consequently, for search products, cognitive stimuli may be more important than affective
dimuli, and therefore, when those cognitive simuli are provided fird, the affective simuli
that are processed later might be more effective. So, there are many variations with respect to
the influence of the order of stimuli that are interesting to investigete.
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Adpvertising responses

The ultimate response that advertisers want to achieve through advertissments is consumer
behavior. Advertisers want consumers to choose, purchase, consume the advertised brand,
and become loyd to it. But before advertisng moves people to behave toward the brand, it
fird has to lead to intermediate responses (Franzen, 1992, Pieters & van Raaij, 1992
Dingena, 1994; Vakratsas & Ambler, 1999). The intermediate responses are related to the
brand knowledge. One intermediate response is brand awareness, consumers have to become
aware of the brand's exisence before they can decide to purchase it. Another intermediate
response to advertisng is formed by brand associations. The advertisng processng directly
influences the intermediate responses, and indirectly (through the intermediate responses) the

consumer behavior.

Most of the times there are dready existing associations related to the advertised brand.
Sometimes the consumer is aware of the advertised brand, and he/she may even have an
image about the brand. When this occurs, this brand knowledge will influence the way
consumers will process the advertisement. Also, some consumers will dso have experience
with the brand. This brand experience will influence the brand knowledge, which in turn will
influence the advertisng processng. Thus, advertisng processng does not only directly and
indirectly influence the intermediate responses and brand behavior and experience
respectively, it is dso directly and indirectly influenced by the intermediate responses and
brand behavior and experience respectively.

From the brand persondity point of view, the intermediate responses, as well as behavior and
experience are related to the creation and transfer of brand persondity. Looking a the fact
that the intermediate responses of advertisng directly influence advertisng processng we
suggest that the intermediate responses dso play a role in the cregtion of brand persondity.
The creation of brand persondity occurs during advertisng processng, which is directly
influenced by the intermediate responses as wdl as brand behavior and experience.
Consequently we formulated the following propositions:

Proposition 9: The intermediate responses of advertising (brand knowledge) indirectly

influence the creation of brand personality through advertising

Proposition 10: Brand behavior and experience indirectly influence the creation of

brand personality
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Before the brand persondity can be utilized by consumers, it first has to be connected to the
advertised product (see figure 4). The transfer of the brand persondity to the advertised
product is completed when the brand personality becomes a component of the brand image.
Thus

Proposition 11: The brand personality creation of the advertised product directly

influences the brand knowledge (intermediate response), especially the brand image

After the brand persondity has been connected to the advertised product, the brand
persondity will be connected to the consumer. When this connection is established,
consumers will utilize the brand persondity for the achievement of persond needs, by the act
of buying the advertised product. Thus:

Proposition 12: The brand personality transfer to the ‘self’ directly influences the

brand behavior and experience

Mediating factors of advertising processing
Advertisng processing is mediated by severa factors which have to be mentioned in order to
understand the process of how advertisng works. These factors ae attention and

comprehension, brand knowledge, and brand behavior and experience.

Attention and comprehension

Attention and comprehension is essentid for advertisng processng. Attention is the process
that leads to the concentration of the menta energy on a stimulus (Franzen, 1992). Attention
is a dtuation where the consumer’s brain interacts with the advertisng simuli. For example,
persons who are interested in automobiles will pay more atention to advertisements that
involve automobiles. Ad simuli are gimuli that are rdated to the communication style (literd
vs. figurative)) mode (pictorid vs vebd), axd message content (informationad vs.
transformationd) of the ad.

Comprehenson refers to the level of knowledge and meanings activated by consumers
resulting from being exposed to the advertisement (Pieters & van Raaj, 1992). Mick (1992)
diginguishes two orientations toward message comprehenson namely, objective and
subjective comprehension. Objective comprehenson is conceptudized as “ the grasping or
extracting of pre-specifidble meanings form the message (Mick, 1992, p.411). The meanings
and persondity of the ad are consdered as given and intended by the advertiser. On the other

hand, subjective comprehenson is conceptudized as “ the generation of meanings by a



particular individua through the activation of menta concepts reated to the message and the
processng context, irrespective of whether the generated meanings were intended by the
advertiser or contained in the message” (Mick, 1992, p.412). Mogt of the time, advertisements
can be interpreted in different ways by consumers. Although the advertiser has intended
meanings and a brand persondity that he wants to convey to the consumer, consumers can

think, associate, and conclude what they want when exposed to the ad.

The dtention given to an ad and the comprehenghility of a message is a function of
involvement, ability, and opportunity (Ratneshwar & Chaken, 1991; Mick, 1992; Pieters &
van Raaj, 1992, Cds & Olson, 1988). Involvement, ability, and opportunity are not only
related to atention and comprehension, but aso to the intermediate responses of advertisng

and to brand behavior and experience.

Involvement refers to “the intendty of the consumer’s interest in a product, medium, or
message’ (Wdls, Burnett & Moriarty, 1998, p.253). Involvement is conceptudized in terms
of an individud’s motivation to process the information imuli (Pdtier & Schibrowsky,
1994). Mativation on its turn is driven by the need of the consumer that he wants to satidfy in
order to achieve certain gods. Thus, if the advertised product can satisfy certain consumer
needs, consumers are motivated to process the advertisng stimuli, and as a result will be more
involved.

According to Pieters & van Raaj (1992) involvement dso refers to the drength of the
relationship that consumers dready have with brands. Involvement leads to aitention, and
when people are involved with a product, they will give more atention to the advertisng
gimuli.

Besdes moativation, brand knowledge and experience dso influence involvement (Franzen,
1992). Mogt of the time, the consumer’s mind dready contains conscious and unconscious
memories of product purchasng and usage. According to the associative network memory
modd, when confronted with the advertisng input, knowledge related with the product is
retrieved form memory. The drength of the associations will determine what information will
be activated. When rdevant and important informetion is retrieved from memory, a higher
leve of involvement will occur.

Persond goads are dso the driving force for consumers to give brands persondities.

Consumers create brand persondities to achieve their goas with the help of brands.
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Consumers that are motivated to satisfy certain persond gods will be more involved. The
cregtion of brand persondity is dso affected by the existing brand knowledge and experience.
The information about the brand that is dready sored in the memory will hep consumers
create the brand persondity. Therefore, we suggest:
Proposition 13: Involvement directly influences the creation of brand personality
(through personal goals) as well as indirectly (through brand knowledge and

experience)

Another mediator is ability. The ability to process the advertiang input is influenced by the
brand knowledge stored in the associative network (Franzen, 1992). The knowledge stored in
memory helps consumers to comprenend and process the information form advertisements.
Besdes brand knowledge, the level of intdligence, generd knowledge and experience aso
influence the ability to process information (Franzen, 1992). According to the associative
network memory model, brand knowledge and generd knowledge is stored in consumer’s
minds. Consumers will use this knowledge to create brand personalities. Accordingly we
propose:

Proposition 14: Ability directly influences the creation of brand personality (through

the level of intelligence and general knowledge) as well as indirectly (through the

brand knowledge and experience)

Opportunity refers to “the extent to which externa factors like digtraction and limited
exposure time affect the recipient’s ability to attend to and process the information of the ad”
(Dingena, 1994, p.71). Opportunity influences the level of atention given to an ad. For
indance when consumers have the opportunity to process the advertisng simuli, they will
give more atention to the ad. Ratneshwar & Chaken (1991) found tha opportunity aso
mediates comprehension. When consumers have the opportunity to process the ad, chances
are higher that they will comprehend the message of the ad. Related to brand persondity we
propose:

Proposition 15: Opportunity indirectly influences the creation of brand personality

Conclusion
In this paper we integrated an extensve advertisng modd with a mode of brand persondity
creation. A number of researchable propositions were derived. Research in this area strongly

recommended.



The managerid importance of the topic seems evident. Advertisng is by far the most
important communication tool in marketing, and with every advertissement brand persondity
is built. Undergtanding how brand persondity is crested in the minds of consumers is
essential for effective use of a company’s marketing tools. Effective brand management,
encompassing brand persondity, is of paramount importance in reeching the overdl company
gods of satisfaction, loydty, and profitability.

Brand persondity is an important, yet largely neglected area in brand management research.
Brand management as such has proven its importance and dgnificance. Consequently, we

hope to have put brand persondity on the research agenda according to the lines set out here.
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