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ABSTRACT 

 

Brands are perceived to possess a personality that consumers choose to self-express and 

thus create their self-identities. Despite the extensive research that suggests that the self-expression 

can be a key driver for brand choice and preference, little research has been conducted to 

understand the role brands play in constructing consumers self-identity. This study attempts to 

address this gap by examining the relationship between brand personality and consumer self-

identity. Further, the study adopts an international perspective by establishing how consumer 

cultural orientations can moderate such relationship amongst Chinese and British consumers. The 

study adopts a quantitative research design and uses an online survey to assess the effect of brand 

personality on consumer identity. In total, 139 participants took part, with 85 from the UK and 54 

from China. A number of statistical tests were conducted, including an analysis of variance, t-test, 

Cronbach’s Alpha and means were computed. The showed that the effect of brand personality was 

insignificant. However, the results found that the differences between the UK and China were 

evident. The study offers some managerial advice to brand managers and marketers operating in 

global markets. 

 

Keywords: Brand Personality, Consumer Identity, National Culture, CCT, Brand Personality Big 
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INTRODUCTION 

 

Brands are perceived to possess a personality that consumers choose to self-express and thus 

create their self-identities (Phau & Lau, 2001; Alshurideh et al., 2015; Matzler et al., 2016; 

Aburayya et al., 2020; Abu Zayyad et al., 2020; Al-Khayyal et al., 2020). Increasingly, marketers 

strive to create strong personalities for their brands to influence consumers’ purchasing choices 

(Black & Veloutsou, 2017; Alaali et al., 2021; Aljumah, Nuseir & Alshurideh, 2021; Mouzaek et 

al., 2021; Sweiss et al., 2021). For example, Pepsi has stressed for years to consumers that drinking 

Pepsi Cola will enable them to restore their vitality (Keller, 1999). Hence, brand personality helps 

marketers to differentiate their brands from other competitor brands in a particular product category. 

While earlier research has indicated that the self-expression can be a key driver for brand choice 

and preference (e.g., (Kleine, Kleine & Kernan, 1993; Berger & Heath, 2007; Al Kurdi & 

Alshurideh, 2021)), little research has been conducted to understand the role brands play in 
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constructing consumers self-identity (Chernev, Hamilton & Gal, 2011). Therefore, the first 

objective of this paper is to examine the effect of brand personality on consumer self-identity. 

Understanding the relationship between brand personality and consumer self-identity is important 

because  having positive relationships with brands, consumers will construct their identity towards 

these brands which in turn can affect their buying intentions (Matzler et al., 2016).  

The paper also explores the moderating effect of cultural orientation on the relationship 

between brand personality and consumer self-identity by building on the effects of individualism 

and collectivism dimensions (Triandis, 1996). Indeed, earlier research noted that while 

individualists and collectivists use brands to express their identity, their motives may not be the 

same (Aaker, 1997; Schmitt, 2012; Abuhashesh, Alshurideh & Sumadi, 2021). This provides the 

ground for the possibility that consumers’ cultural orientations may affect the relationship between 

brand personality and consumer self-identity (Joy, 2001). However, despite the importance of cross-

cultural differences, their influence on the effectiveness of brand personification strategies is often 

overlooked (Aguirre-Rodriguez, 2014; Matzler et al., 2016). Consequently, (Phau & Lau, 2001) 

have called for further research to understand how individual culture can moderate the relationship 

between brand personality and consumer behaviour. Hence, the second objective of this study is to 

examine such variations by comparing between Chinese and British consumers to determine 

whether individual culture can moderate the relationship between brand personality and consumer 

self-identity. By doing so, the study contributes to the current knowledge by offering an 

international perspective on the examined phenomenon. 

LITERATURE BACKGROUND 

Brand Personality 

Brand personality has been commonly defined as the human characteristics associated with 

a brand (Aaker, 1997; Joy, 2001). While this definition suggests that human and brand personality 

traits can share similar conceptualization (Epstein, 1979), they are different in terms how they are 

formed (Aaker, 1997). Perceptions of human personality traits are reflection on individual physical 

and demographic characteristics, values and beliefs (Park & Lessig, 1981). In contrast, brand 

personality traits are developed by any direct or indirect contact that the consumer has with the 

brand (Plummer, 1985). Unlike product related features which tend to serve a utilitarian function for 

consumers, brand personality tends to serve as symbolic and self-expression function (Keller, 

1993). In this sense, brand personality can be described as a brand association that illustrates the 

symbolic consumption and the emotional connections that consumers establish with a brand. 

Extant literature has demonstrated that brand personality can be developed via multiple 

marketing variables such as building emotional strategies (e.g., brand love) (Bairrada, Coelho & 

Lizanets, 2019) and advertising, packaging sponsorships and symbols (Elliott & Wattanasuwan, 

1998; AlSuwaidi et al., 2021; Salloum et al., 2021). The most prominent understanding of the brand 

personality construct is derived from the Big Five human personality dimensions (Eisend & 

Stokburger-Sauer, 2013). This theory posits that individual differences in sincerity, excitement, 

competence, sophistication and ruggedness are stable traits throughout most of the adult life span 

(Obeidat, Z., Alshurideh, M., Al Dweeri, R., Masa’deh, no date; McCrae & John, 1992; McCrae 

and Costa, 2003). Furthermore, this conceptualization of brand personality has since then been used 

in a large number of studies (Eisend & Stokburger-Sauer, 2013). Each facet was different and 

focused on a certain aspect of a brand’s personality. In the present study, the construct of brand 

personality is examined considering its five dimensions.  
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Previous research has highlighted the importance of brand personality and how this concept 

enables consumers, through the engagement with a brand, to express his or her own self (Belk, 

1988) or an ideal-self (Malhotra, 1988). In this sense, brand personality allows consumers to 

express themselves and enhance their self-concept, thus reflecting their identities (Kim, Han & 

Park, 2001). As argued by (Chaplin & Roedder John, 2005), consumers view brands as extensions 

of themselves. This suggests a direct link between brand personality and consumer self-identity. As 

consumers may use brands to express their identities, it has been argued that marketers need to 

reposition their products from focusing merely on functional satisfaction into focusing on 

repositioning these brands as means of self-expression (Chernev, Hamilton & Gal, 2011). The next 

section thus reviews the literature on consumer self- identity. 

Consumer Self-Identity 

Exploring the research focusing on the notion of consumer identity can be related to 

consumer culture theory CCT (Arnould & Thompson, 2005). The theory is concerned with 

understanding how consumers behave and make choices from a social and cultural point of view. It 

primarily integrates a family of theoretical perspective, aiming to unfold the complexities of 

symbolic consumption, acquisition, and possession. CCT posits that consumption is not a simple 

practice and involves multiple motives, one of which can aid a consumer’s sense of identity through 

possessions (McCracken, 1986; Holbrook, 1987; Belk, 1988; Al-Maroof et al., 2021a; Al-Maroof et 

al., 2021b). In this sense, consumers actively shape and transform the encoded meanings in brands 

and material goods to construct their identity on both an individual and collective level (Thompson 

& Hirschman, 1995; Cherrier & Murray, 2002; Jensen Schau & Gilly, 2003). Another consumer 

related theory which suggests a direct relationship between brand personality and consumer self-

identity is the compensatory consumer behaviour model (Mandel et al., 2017). This theory 

postulates that any consumption activity is motivated by a desire to offset or reduce a self-

discrepancy. A self-discrepancy is an incongruity between how individuals currently perceive 

themselves and how they desire to view themselves (Higgins, 1987). For example, as consumers 

will feel a sense of self-discrepancy in relation to their ideal self, a compensatory act will follow in 

order to rectify the inconsistency. The ideal self and one’s identity can be boosted, much like self-

esteem, and revert to a stable state (Higgins, 1987). This is another example of how the consumer’s 

identity can be affected by the power of brands personality which can serve as means to construct 

consumers’ self-identity. This shows a causal relationship between the consumer’s identity 

formation and the possessions chosen to be acquired. Consequently, such causality can underline 

the brand personality and the strength and influence of its characteristics, affecting the consumer’s 

sense of identity. 

The concept of personality is of particular importance when understanding consumers’ 

identity. This is because personality affects how people behave and determine their pattern of 

interaction in the environment (McKenna & Bargh, 2000; Alshurideh et al., 2020; Alzoubi et al., 

2020). The five-factor model (McCrae & Costa, 1987) has been widely accepted framework to 

evaluate personality by reflecting how an individual ranks on five personality-based traits. These 

traits are openness (i.e., a person readiness to accept new ideas) conscientiousness (i.e., one’s 

propensity to focus on achievement, being organized, careful, and responsible), extraversion (i.e., an 

individual’s desire to be social and interactive), agreeableness (i.e., an individual tendency toward 

being courteous and cooperative with others), and neuroticism (i.e., one’s proneness to depression, 
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and distress) (Islam, Rahman & Hollebeek, 2017). The individual traits within each factor allow for 

a deeper understanding of a person’s identity. If the personality of a brand is congruent with the 

consumer’s personality, that consumer becomes attached to the brand because it reflects who he or 

she believes that he or she is (Yao, Chen & Xu, 2015). Consumer researchers have established for a 

long time that individuals consume in ways that are consistent with their sense of self (Sirgy, 1982; 

Belk, 1988; Bettayeb, Alshurideh & Al Kurdi, 2020; Kurdi, Alshurideh & Alnaser, 2020; Al Kurdi 

et al., 2021). Leading scholars have reported that consumers use possessions and brands to create 

their self-identities (e.g., (Belk, 1988; McCracken, 1989; Fournier, 1998; Bettayeb, Alshurideh & 

Al Kurdi, 2020)), and thus establishing a relationship between self-concept and consumer brand 

choice. As possessions and brands add to one’s identity (Kleine, Kleine III & Allen, 1995), the act 

of consumption can be seen as much more than a behaviour. As argued by (Elliott & 

Wattanasuwan, 1998), brands and products play a vital role in supplying symbolic meanings for 

constructing consumers self-identities.  

However, consumers have a part to play in influencing how brand personality is perceived 

and reflected on their identities (Phau & Lau, 2001). For example, buying an electric car may 

symbolise “I care for the environment”. Hence, it can be argued that the deeper meaning embedded 

in certain brands can evoke consumers to feel emotionally attached, leading to the fulfilment of 

their identity in some capacity. In other words, the brand can provide a sense of security and offer 

the consumer a renewed purpose within their identity and self (Belk, 1988). As consumers continue 

to purchase and acquire possessions, their ideal self-identity takes form and a process is in motion to 

self-completion (Alshurideh, 2014; Alshurideh et al., 2019; Al-Dhuhouri et al., 2020; Alkitbi et al., 

2020; Alsharari & Alshurideh, 2020; Kurdi, Alshurideh & Alnaser, 2020).  

On the other hand, recent research demonstrates that culture can impact brand personality 

perceptions. Some studies suggest that consumers in different cultural contexts may associate with 

different culturally relevant brand personality traits (Aguirre-Rodriguez, 2014). The next section 

reviews the literature on cultural orientations and brand personality and proposes that cultural 

orientations can have a moderating effect in studying the relationship between brand personality and 

consumer self-identity. 

Cultural Orientations and Brand Personality 

Previous literature has emphasized the importance of the relationship between brand 

personality and culture (Phau & Lau, 2001). However, despite the importance of cross-cultural 

differences, their influence on the effectiveness of brand personification strategies is often 

overlooked (Aguirre-Rodriguez, 2014; Matzler et al., 2016). In his seminal work on comparing 

national cultures. (Hofstede, 1991) defined culture as “the collective mental programming of the 

human mind which distinguishes one group of people from another” (1991:3). His tools allow some 

generalisability between national cultures, if made strictly in the context of comparison between 

national cultures. Usually, culture illustrates differences between the concepts of self, personality, 

and identity, which has been used by previous scholars to examine variations in branding strategies 

and communications (De Mooij & Hofstede, 2010).  

Hofstede (1991); Hofstede (1980) defined some cultural differences along some cultural 

dimensions including: power distance, uncertainty avoidance, individualism versus collectivism, 

and masculinity versus femininity. Some authors highlighted the role of cultural orientation in 

consumer-brand relationships (e.g., (Aguirre-Rodriguez, 2014; Lam, Ahearne & Schillewaert, 
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2012)). This study investigates the effect of brand personality on consumer self-identity with the 

objective of determining the significance of the effect by comparing consumers from the UK and 

China. Specifically, the study focuses on the individualism versus collectivism cultural dimension 

while comparing between the UK and Chinese consumers as the distinction between individualistic 

and collectivist societies is vital to the cross-cultural understanding of consumer behaviour 

(Maheswaran & Shavitt, 2000). Further, previous research has asserted that such distinction is one 

of the most relevant cultural dimensions in the context of brand personification strategies (Aguirre-

Rodriguez, 2014). 

The individualism versus collectivism dimension refers to the relationship one perceives 

between one’s self and the group one belongs to (Hawkins, Best & Coney, 2001). The notion of 

individualism describes how individuals in a society are independent and autonomy is encouraged 

(Mills & Clark, 1982). It has been noted that individualistic cultures tend to consider the individual 

self as the basic unit and a source of life identity and purpose ((Hofstede, 1991; Kagitcibasi, 1997; 

Al-Dhuhouri et al., 2020; Turki et al., 2021)). In contrast, the collectivism culture features 

interdependent behaviors within groups or families (Schwartz, 1994). Hence, members of 

collectivist cultures emphasize their group membership, respect group processes and decisions, and 

expect others to protect them if they need help. The UK inherits a culture of individualism whilst 

China leans in the direction of collectivism (Sun, Horn & Merritt, 2004; Hofstede, Hofstede & 

Minkov, 2010).  

Previous consumer cross cultural research has generally reported some differences between 

Chinese and western consumers. According to (Sun, Horn & Merritt, 2004), British and US 

consumers have higher tendency to stick with well-known brand names than Chinese consumers. 

(Aaker & Schmitt, 2001) found that Chinese use products to show their belonging to the group 

more. These examples suggest that cultural orientations may have a moderating effect on how brand 

personality affect consumer self-identity. However, although some research has theorized about the 

role of culture in consumer-brand relationships, empirical research is still very limited (Lam, 

Ahearne & Schillewaert, 2012). Hence, this paper adopts a cross cultural research design and 

specifically seeks to understand whether individualistic and collectivist cultures can shape the 

relationship between brand personality and consumer self-identity.  

Having provided the theoretical context, which underlines this study, we thus hypothesize: 

 
H1 Brand personality have a direct effect on consumers’ self-identity. 

H2 Consumer cultural orientations moderate the relationship between brand personality and consumers 

self-identity. 

 

METHODS 

 

Data Collection and Study Sample 

 

An online survey was designed to collect quantitative data through the use of a Likert scale. 

The online survey software known as Qualtrics was used to build the survey and allow for easy 

distribution and data collection. This software is useful as it allows for a simple, interactive design; 

where all participants feel comfortable whilst completing the questionnaire. Qualtrics provides an 

online link in order to share the questionnaire with the intended sample, tracking response rate and 

collecting the data from the online platform. 
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The sample targeted people from the UK and China. The questionnaire was distributed 

through social media sites such as Facebook and Twitter, with participation being completely 

voluntary. As these were the only channels used in distribution, the sample was reliant on active 

users of these social media platforms to engage with the study. The questionnaire required 

participants to declare being from either the UK or China. The standard demographic questions 

were also asked of the sample, age and gender. The sample criteria w specific and selective in order 

to be able to effectively come to a conclusion regarding the research objective. In total, there were 

139 participants. 85 participants from the UK and 54 from China. Coincidentally, there were 54 

male participants and 85 female participants. 28 males and 57 females from the UK sample. 26 

males and 28 females from the Chinese sample. The age range of participants is 18-63 years old. 

 

Study Instrument 

 

A survey instrument was utilized to examine the effect of brand personality on consumers’ 

self-identity. The survey consisted of 20 items for measuring the theoretical constructs presented in 

this study. The source of the constructs of the first ten questions related directly to the consumer 

culture theory and the compensatory consumer behavior models. However, the other ten questions 

were directly linked to the big five model and the dimensions of human personality. The dimension 

of human personality relates to the participant’s personality and identity. This was important as it 

gives insight into the participant’s self-awareness and ultimately how they feel about their own 

identity. 

Research Quality 

The reliability of results concerns their consistency over time and the extent of 

representation within the total population (Golafshani, 2003; Taryam et al., 2020; Capuyan et al., 

2021; Taryam et al., 2021). The Cronbach’s alpha test was conducted to generate a coefficient and 

check the internal reliability of the scale use in the present study. The reliability coefficient ranges 

between 0 and 1; an alpha value greater than 0.7 implies that the data is reliable. As the 

questionnaire used a Likert scale, the Cronbach’s alpha is recommended. 

Research validity was maintained by ensuring that measurements made for each of the 

relevant to the context surrounding the study. There are two forms of validity: internal and external 

(Bell, Bryman & Harley, 2018). The internal validity concerns the relationship between the 

independent and dependent variable. Whereas external validity can be applied to the generalisability 

and strength of the research methods used. In the present study, the measures and concepts used 

were leading in the field and esteemed in terms of longevity. Of the specific theories used to 

provide the foundation, all bar one were developed and supported over many years. The validity of 

this research is assured by the fact that the conceptualizations are solid and robust. 

FINDINGS AND DISCUSSION 

The purpose of the study was to investigate whether brand personality affect a consumer’s 

self-identity, whilst comparing the results with the international element provided by the target 

sample. Parametric tests were conducted to analysis the results from different statistical standpoints 

and make sense of the data collected. The statistical tests carried out were; descriptive statistics, 
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independent sample t-test, Kolmogorov-Smirnov test of normality, one-way analysis of variance, 

univariate analysis of variance. The tests were chosen due to the nature of the data set and the 

variables involved. The measurement of the effect of brand personality on consumer identity, as 

well as the comparison between the UK and China. 

The demographic data shows a higher percentage of the participants to be female compared 

to males, (62.2%, N=85 females, 38.8, N=54 male). The same percentage can be seen with regard to 

the nationality of the participants (62.2% UK, 38.8% China). However, when looking into the 

make-up of each of the nationalities; it becomes clear that the UK female population are the 

majority respondents. Table 1 illustrates the demographic data of all the participants who took part 

in the questionnaire. The proportion of females for both nationalities is greater than that of their 

male counterparts. Out of the 139 participants 40.01% were females from the UK, double that of 

any other subset in the demographic data. The questionnaire was distributed through social media 

sites such as Facebook and Twitter, with participation being completely voluntary. As these were 

the only channels used in distribution, the sample was reliant on active users of these social media 

platforms to engage with the study. 

Table 1 

DEMOGRAPHICS 

Nationality Gender N Overall percentage 

UK 
Male 28 20.14 

Female 57 40.01 

China 
Male 26 18.71 

Female 28 20.14 

 

An independent samples t-test was conducted to generate mean scores and a standard 

deviation. The average score for two groups of participants differed greatly, the UK (M=7.99, 

SD=8.75) compared to the low score from the Chinese participants (M=1.06, SD=8.09). This 

produces a low positive overall average (M=5.29). The scores had a range of 48 (-17 to 31). The 

scores indicate that the UK participants’ consumer identities were influenced to a greater extent by 

brand personality. The mean scores differ emphasizing the difference in response types amongst the 

two groups of participants. The results are in support of the hypothesis as there is clear difference 

between the groups and brand personality influencing consumer identity. 

The total and mean average score were calculated to aid the examination of the effect of 

brand personality on consumer identity. The mean average can act as a point of call when 

determining the role of the variables and how they may relate to wider theoretical concepts. Table 2 

illustrates the group statistics showing the number of participants, mean and standard deviation for 

both the UK and China. The table reveals that the total mean score for the UK is much greater than 

the mean of China, with 85 UK participants compared to 54 Chinese participants. Whilst the 

standard deviation is fairly similar, the remaining statistics showcase the differences between the 

two groups of participants. 

 

Table 2 

GROUP STATISTICS 

  Nationality N Mean Std. Deviation 

Questionnaire UK 85 7.9882 8.7457 

Score China 54 1.0556 8.0854 
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The mean scores for each question were calculated. With the use of the Likert scale and the 

scoring of; +2 strongly agree, +1 agree, 0 neither agree nor disagree, -1 disagree and -2 strongly 

disagree. The UK scores are greater in value for all questions expect Q9 (I buy brands/products to 

fit in). The higher UK scores show that their consumer identity is influenced by brand personality. 

The Chinese participants less so as the results show lower scores indicating less of an influence 

being found. 

 

Table 3 

MEAN SCORES PER QUESTION 

Question number UK China 

Q1 0.53 -0.22 

Q2 0.53 -0.24 

Q3 1.06 -0.35 

Q4 -0.06 0.17 

Q5 0.32 0.15 

Q6 0.38 -0.11 

Q7 0.68 0.7 

Q8 -0.58 -0.52 

Q9 -0.53 0.72 

Q10 0.51 -0.15 

Q11 0.73 0.59 

Q12 0.74 -0.35 

Q13 0.99 0.54 

Q14 0.46 0.02 

Q15 -0.15 -0.37 

Q16 0.89 -0.48 

Q17 1.24 0.78 

Q18 -0.12 -0.76 

Q19 1.08 1.19 

Q20 -0.71 -0.24 

Mean 0.39 0.05 

 

The mean scores per question were calculated to highlight the vast difference between the 

two groups of participants (table 3). The overall mean score for the UK participants (M=0.39) is 

considerably higher in value compared to the participants from China (M=0.05). As the Likert scale 

was used and all the questions were positively scored, a high score corresponds to brand personality 

having an effect on consumer identity. When looking at the scores for each individual question, the 

UK scored a more positive response for all questions except Q7 (my possessions have meaning 

beyond their utility), Q9 (I buy certain brands to fit in), and Q19 (I would describe my personality 

as agreeable and kind). Furthermore, the majority of responses from the Chinese participants are 

negative in nature; leading to the assumption that their identity is not affected by brand personality. 
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FIGURE 1 

OVERALL SCORES FOR PARTICIPANT RESPONSES, UK AND CHINA 

 

Figure 1 describes the overall scores from all the participants to complete the questionnaire. 

It serves as a useful comparison between the two nations showing the spread of each set of data. 

The participants from China tend to score more negatively with the cluster of data towards the 

lower end of the scale. In contrast, the UK participants score mostly positively with the cluster 

spread over a range of scores. 

 

Table 4 

OVERALL MEAN SCORES 

  Mean 

UK 7.99 

China 1.06 

Overall 5.29 

 

Table 4 above illustrates the overall mean scores for the questionnaire. The total was 

calculated for each nation as well as an overall score. All three mean averages show a positive 

figure; therefore, the concept of brand personality affects consumer identity. The UK mean average 

is considerably higher than the Chinese participants, this lends to the overall score being positive. 

These scores show that brand personality had an effect and influenced the participants’ consumer 

identity. 

Table 5 

OVERALL MEAN SCORES FOR QUESTION AREAS 

Question area Mean 

Q1-10 0.18 

Q11-15 0.37 

Q16-20 0.33 
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By splitting the questionnaire into three areas, based on the conceptual framework 

developed, the results can be more easily interpreted. Questions 1-10 are related to consumer 

culture theory (Arnould & Thompson, 2005) and the compensatory consumer behavior model 

(Mandel et al., 2017). Questions 11-15 directly draw from the brand personality big five model 

(Aaker, 1997), whilst the last set of questions 16-20 are based on five factor model (McCrae & 

Costa, 1987). Tables 4 and 5 illustrate the mean scores from the questionnaire overall and 

comparing the UK with China. The overall mean scores, as shown in table 5, are all positive in 

nature and signify that brand personality affects consumer identity. Although the scores are not 

highly positive it gives credibility to the argument of influence between the two variables. 

 

Table 6 

MEAN SCORES FOR QUESTION AREAS – UK AND CHINA 

Question area UK Mean China Mean 

Q1-10 0.28 0.02 

Q11-15 0.55 0.2 

Q16-20 0.48 0.09 

 

The mean score per question area comparison between the UK and China as seen in table 6, 

which shows that in all areas the two groups finish with a positive average. The differences lie with 

the extent of positivity in the scores. The UK participants’ scores are considerably higher. The 

participants from China show positive scores however, the first and last question areas are 

extremely close to the value of 0 which corresponds to ‘neither agree nor disagree’. This suggests 

that the influence of brand personality on consumer identity amongst the Chinese participants was 

to a much lesser extent. 

Regarding the test for normality, a Kolmogorov-Smirnov test was conducted in order to 

assess normal distribution in the data set. For the UK participants (KS=0.09, df=85, p=0.05) the 

data did not differ significantly from normal distribution. As for the participants from China 

(KS=0.13, df=54, p=0.03) there is a slight differential from normal distribution as the p value is 

low. Assumptions of the data were tested via the homogeneity of variance. The Levene’s test 

showed that the assumptions were not violated (F=(1, 137)=0.46, p=0.5). 

A reliability between subject test was carried out, a one-way analysis of variance to 

determine if the difference between the mean scores are statistically significant. A non-significant 

result was found when comparing the groups of participants and the effect of brand personality on 

consumer identity [F (1587, 9889)=21.99, p=0.00]. A reliability analysis was carried out on the 

scale used in the questionnaire measuring the effect of brand personality on consumer identity. The 

scale comprised of 20 items in total. Cronbach’s Alpha showed the questionnaire to reach an 

acceptable level of reliability, α=0.81. Most items were deemed worthy of retention showing a 

decrease in alpha if deleted. 

IMPLICATIONS AND LIMITATIONS 

The study responds for further research calls towards more understanding to the relationship 

between brand personality and consumers identifies (e.g., (Chernev, Hamilton & Gal, 2011; Phau & 

Lau, 2001)) and how cultural orientations moderate such relationship (e.g; (Matzler et al., 2016; 

Alameeri et al., 2020; Alyammahi et al., 2020; Al-Dhuhouri et al., 2021)). Hence, the study 
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contributes to our knowledge on the relationship between brand personality and consumer self-

identity. The study has reported that national culture can affect how consumers construct their self-

concept and identities. It showed that adding an international comparative element produces a 

unique insight into the consumption behaviors and personalities of the participants. The study can 

offer marketeers and brands insight into the relationship of brand personality and consumer self-

identity. Brands which seek to gain a worldwide presence should understand the national culture on 

the different sets of participants, whilst also considering the cultural adaptations a brand can make 

to appeal to certain consumer identities. Further, brand managers need to understand what drives 

consumption behaviors and the identities of their consumers.  

As any study, this study has a number of limitations. First, the study adopted a quantitative 

research design, which in turn may not produce deeper insights into the relationship between brand 

personality and consumers self-identity. To fully understand brand personality in tandem with 

consumer identity, future studies could utilize a qualitative methodological approach to allow for 

participants to express their consumer identities and the brands which appeal to them. As consumer 

identity is entirely subjective and complex, an interview protocol will allow for further elaboration 

and deeper insight. Finally, further investigation into symbolism used by brands which effectively 

alters the consumer perception and identities, would allow for greater understanding in this field of 

study. 
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