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ﺷﺨﺼﯿﺖ ﻣﺼﺮﻑ ﮐﻨﻨﺪﻩ ،ﺷﺨﺼﯿﺖ ﺑﺮﻧﺪ ﻭ ﺷﺨﺼﯿﺖ ﺷﺮﮐﺖ ﺑﺮ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ
ﭼﮑﯿﺪﻩ
ﺍﻣﺮﻭﺯﻩ ،ﻣﺪ?ﺭ?ﺕ ﺑﺮﻧﺪ ﺣﻮﺯﻩﺍﯼ ﺑﺎ ﺍﻫﻢ?ﺕ ﻓﺰﺍ?ﻧﺪﻩ ﺩﺭ ﻣﺪ?ﺭ?ﺕ ﺑﺎﺯﺍﺭ?ﺍﺏ? ﺑﻪ ﺷﻤﺎﺭ ﻡ?ﺁ?ﺩ? .ﮎ? ﺍﺯ ﻣﻬﻤﺘﺮ?ﻥ
ﻣﺴﺎﺋﻞ? ﮐﻪ ﺍﻣﺮﻭﺯﻩ ﻣﺪ?ﺭﺍﻥ ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﺑﺎ ﺁﻥ ﻣﻮﺍﺟﻬﺎﻧﺪ ﺩﺭﮎ ﺑﻬﺘﺮ ﺍﺯ ﺭﺍﺑﻄﻪ ﺏ?ﻥ ﻣﺘﻐﯿﺮﻫﺎﯾﯽ ﻣﺜﻞ ﺷﺨﺼﯿﺖ ﻭ
ﺑﺮﻧﺪ ﺍﺳﺖ ﻭ ﺩﻟﯿﻞ ﺍﺻﻠﯽ ﺍﻫﻤﯿﺖ ﺍﯾﻦ ﻣﻮﺿﻮﻉ ﻧﻘﺶ ﺍﺳﺘﺮﺍﺗﮋﯾﮏ ﺁﻥ ﺩﺭ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ ﻣﯽﺑﺎﺷﺪ ﮐﻪ ﺑﻪ ﻣﺰﯾﺖ ﺭﻗﺎﺑﺘﯽ
ﻣﯽﺍﻧﺠﺎﻣﺪ .ﺑﻨﺎﺑﺮﺍﯾﻦ ،ﻫﺪﻑ ﺍﯾﻦ ﺗﺤﻘﯿﻖ ﭘﺲ ﺍﺯ ﺑﺮﺭﺳﯽ ﺍﺩﺑﯿﺎﺕ ﻣﺮﺗﺒﻂ ﺑﺎ ﻣﺪﯾﺮﯾﺖ ﺑﺎﺯﺍﺭﯾﺎﺑﯽ ﻭ ﻣﺪﯾﺮﯾﺖ ﺑﺮﻧﺪ ﺍﯾﻦ
ﺑﻮﺩ ﮐﻪ ﺍﺛﺮﺍﺕ ﺗﻔﮑﯿﮑﯽ ﻣﺘﻐﯿﺮﻫﺎﯼ ﺷﺨﺼﯿﺘﯽ ﺍﻋﻢ ﺍﺯ ﺷﺨﺼﯿﺖ ﻣﺼﺮﻑﮐﻨﻨﺪﻩ ،ﺷﺨﺼﯿﺖ ﺑﺮﻧﺪ ﻭ ﺷﺨﺼﯿﺖ ﺷﺮﮐﺖ
ﺑﺮ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ ﺭﺍ ﻣﻮﺭﺩ ﺁﺯﻣﻮﻥ ﻗﺮﺍﺭ ﺩﻫﺪ .ﻫﻤﭽﻨﯿﻦ ،ﺍﺛﺮﺍﺕ ﺗﻌﺎﻣﻠﯽ ﺍﯾﻦ ﻣﺘﻐﯿﺮﻫﺎ ﺩﺭﻗﺎﻟﺐ ﺟﻬﺎﺭ ﺗﺮﮐﯿﺐ ﻣﻤﮑﻦ ﺭﺍ
ﺑﺮ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ ﺗﺒﯿﯿﻦ ﮐﻨﺪ .ﺟﺎﻣﻌﻪ ﺁﻣﺎﺭﯼ ﺩﺭ ﻧﻈﺮ ﮔﺮﻓﺘﻪﺷﺪﻩ ﺑﺮﺍﯼ ﺍﯾﻦ ﻣﻨﻈﻮﺭ ﻣﺸﺘﺮﯾﺎﻥ ﺷﺮﮐﺖ ﻣﻮﺍﺩ ﻏﺬﺍﯾﯽ
ﺷﺎﻫﺴﻮﻧﺪ ﺩﺭ ﺷﻬﺮ ﻣﺸﻬﺪ ﺑﻮﺩ ﮐﻪ ﺑﯿﻦ ??? ﻧﻔﺮ ﺍﺯ ﺁﻧﻬﺎ ﭘﺮﺳﺸﻨﺎﻣﻪ ﺗﻮﺯﯾﻊ ﮔﺮﺩﯾﺪ ،ﮐﻪ ﺍﺯ ﺍﯾﻦ ﺗﻌﺪﺍﺩ ??? ﭘﺮﺳﺸﻨﺎﻣﻪ
ﻗﺎﺑﻞ ﺍﺳﺘﻔﺎ ﺩﻩ ﺑﺮﮔﺸﺖ ﺩﺍ ﺩﻩ ﺷﺪ .ﺩﺍ ﺩﻩﻫﺎﯼ ﺟﻤﻊﺁﻭﺭﯼﺷﺪﻩ ﺑﺎ ﺍﺳﺘﻔﺎ ﺩﻩ ﺍﺯ ﺗﮑﻨﯿﮏ ﺗﺤﻠﯿﻞ ﻣﺴﯿﺮ ﻣﻮﺭ ﺩ
ﺗﺠﺰﯾﻪﻭﺗﺤﻠﯿﻞ ﻗﺮﺍﺭ ﮔﺮﻓﺖ .ﻧﺘﺎﯾﺞ ﺗﺤﻘﯿﻖ ﺑﻪ ﺍﯾﻦ ﺻﻮﺭﺕ ﺑﻮﺩ ﮐﻪ ﺍﺛﺮ ﺷﺨﺼﯿﺖ ﻣﺼﺮﻑﮐﻨﻨﺪﻩ ﺑﺮ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ ﺗﺄﯾﯿﺪ
ﺷﺪ ،ﻭ ﺍﺛﺮ ﺷﺨﺼﯿﺖ ﺑﺮﻧﺪ ﻭ ﺷﺨﺼﯿﺖ ﺷﺮﮐﺖ ﺑﺮ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ ﺭﺩ ﺷﺪﻧﺪ .ﻫﻤﭽﻨﯿﻦ ﺍﺛﺮ ﺗﻌﺎﻣﻠﯽ ﺷﺨﺼﯿﺖ
ﺑﺮﻧﺪ/ﺷﺮﮐﺖ ﺑﺮ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ ﺍﺯﻧﻈﺮ ﺁﻣﺎﺭﯼ ﻣﻌﻨﺎﺩﺍﺭ ﺑﻮﺩ ،ﺩﺭﺣﺎﻟﯿﮑﻪ ﺍﺛﺮﺍﺕ ﺗﻌﺎﻣﻠﯽ ﺷﺨﺼﯿﺖ ﻣﺼﺮﻑﮐﻨﻨﺪﻩ/ﺑﺮﻧﺪ،
ﺷﺨﺼﯿﺖ ﻣﺼﺮﻑﮐﻨﻨﺪﻩ/ﺷﺮﮐﺖ ،ﻭ ﺷﺨﺼﯿﺖ ﻣﺼﺮﻑﮐﻨﻨﺪﻩ/ﺑﺮﻧﺪ/ﺷﺮﮐﺖ ﺑﺮ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ ﺗﺄﯾﯿﺪ ﻧﺸﺪ .ﺩﺭ ﮐﻞ،
ﻧﺘﺎﯾﺞ ﺗﺤﻘﯿﻖ ﻧﺸﺎﻥ ﻣﯽﺩﻫﺪ ﮐﻪ ﻫﻤﻪ ﻣﺘﻐﯿﺮﻫﺎﯼ ﺷﺨﺼﯿﺘﯽ ﺑﻪﻧﻮﻋﯽ ﺑﺮ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ ﺍﺛﺮﮔﺬﺍﺭ ﻫﺴﺘﻨﺪ :ﺷﺨﺼﯿﺖ
ﻣﺼﺮﻑﮐﻨﻨﺪﻩ ﺑﻪﺻﻮﺭﺕ ﻣﺴﺘﻘﻞ ﺑﺮ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ ﺗﺄﺛﯿﺮ ﺩﺍﺷﺘﻪ ﻭ ﻣﺘﻐﯿﺮﻫﺎﯼ ﺷﺨﺼﯿﺖ ﺑﺮﻧﺪ ﻭ ﺷﺨﺼﯿﺖ ﺷﺮﮐﺖ ﻧﯿﺰ
ﺩﺭ ﺗﻌﺎﻣﻞ ﺑﺎ ﯾﮑﺪﯾﮕﺮ ﺑﺮ ﺗﺮﺟﯿﺢ ﺑﺮﻧﺪ ﺍﺛﺮ ﮔﺬﺍﺷﺘﻪﺍﻧﺪ.
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ﺷﻤﺎﺭﻩﯼ ﭘﺎﯾﺎﻥﻧﺎﻣﻪ۱۲۷۲۱۲۷۰۹۵۲۰۲۸ :
ﺗﺎﺭﯾﺦ ﺩﻓﺎﻉ۱۳۹۸/۰۶/۱۶ :
ﺭﺷﺘﻪﯼ ﺗﺤﺼﯿﻠﯽ :ﻣﺪﯾﺮﯾﺖ ﺑﺎﺯﺭﮔﺎﻧﯽ  -ﻣﺪﯾﺮﯾﺖ ﻣﺎﻟﯽ
ﺩﺍﻧﺸﮑﺪﻩ :ﻋﻠﻮﻡ ﺍﻧﺴﺎﻧﯽ
ﺍﺳﺘﺎﺩ ﺭﺍﻫﻨﻤﺎ :ﺩﮐﺘﺮ ﻣﺮﺗﻀﯽ ﻣﺤﻤﺪﯼ

M.A. Thesis:

The consumer character, brand personality, and brand
personality are brand preferences
ﺻﻔﺤﻪ:
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Nowadays, brand management is a subject of increasing important in the field of marketing
management. Better understanding of the relation between variables such as personality and
brand is one of the most important issues that todays marketing managers are faced with,
and the main reason for this is its strategic role in predicting the brand preference which in
turn leads to competitive advantage. Accordingly, after reviewing the literature relating to
marketing management and brand management, the purpose of this study was to test the
distinct effects of personality variables such as consumer personality, brand personality,
and corporate personality on brand preference. In addition, it was to explain the interaction
effects of these variables in the form of four possible combinations on brand preference. To
do so, the customers of Shahsavand Food Company in Mashhad city were selected as the
the statistical population and 400 customers were subject to distribute the questionnaire
from which 389 well qualified questionnaires were returned. Gathered data was analyzed
using the path analysis technique. Research results confirmed the effect of consumer
personality on brand preference but the effects of brand personality and corporate
personality on brand preference were rejected. Furthermore, the interaction effect of
brand/corporate personality on brand preference was statistically significant, while the
interaction effects of consumer/brand personality, consumer/corporate personality, and
consumer/brand/corporate personality on brand preference were not supported. Totally,
research results indicated that all the personality variables somehow affect the brand
preference: consumer brand affected the brand preference independently and brand
personality and corporate personality also affected the brand preference interacting with
each other.
:ﺻﻔﺤﻪ

