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M.A. Thesis:

The consumer character, brand personality, and brand
personality are brand preferences
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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.



