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Effects of Brand Personality on Brand Trust and Brand Affect
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THEORETICAL BACKGROUND - Brand Per sonality

According to brand personality theorists, brands can be associated with human personality traits through
learning and experience. Since consumers have difficulty articulating perceived differences between
competitive brands based on the physical attributes, brand personality and image management have been
a critical part of a company’s marketing program. As Levy (1985) noted, the task of differentiating
brands can be facilitated when consumers relate them to human characteristics, suggesting that
communicating a clearly defined brand image enables consumers to identify the needs the brand satisfies
(Park, Jaworski, & Maclnnis, 1986). Not every brand has a personaity of its own, however. Since the

brand’s personality is created and developed by any direct or indirect brand contact that the consumer
experiences (Shank & Langmeyer, 1994; Plummer, 1985), it is essential for consumers to experience the
brand first before they form any subjective perceptions about and personality characteristics associated
with the brand. The effect of such experiencesis the creation of a brand with a personality of itsown. As
Aaker (1996) suggested, the entire mix of marketing communication variables (e.g., advertising, user
imagery, price, packaging, symbols, logos, store location, word-of-mouth) and every other exposure that
the brand receives creates brand personality over time. A brand’s personality is stronger and clearer if
these elements are deliberately coordinated, if the personality is distinctive, and if the personality is kept
consistent over time and media (Batra, Lehmann, & Singh, 1993).
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