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7. Conclusions

The argument of this paper is that there are several significant
problems with the factor models used to measure BP: the category
confusion problem, the domain adjustment problem, and the
descriptor selection problem. When examining each of these prob-
lems, it seems that the root cause can be found in the supporting
theory for BP and its conceptualisation. In particular, humanlike
brand theory appears to be a key support for BP theory, but the
validity of this theory is questionable. Although recommendations
are given to ameliorate some of the problems identified in the pa-
per, these solutions themselves raise questions regarding the the-
ory and conceptualisation of BP.

In identifying the problems, and the related problems in the
theory and conceptualisation of BP, the paper presents some ques-
tions that could lead to clarification of the BP concept, including
some new directions/avenues of research and theory development.
Research and theory development commences with questions, and
it is hoped that BP researchers and theorists will find the questions
posed in this paper to be a useful stimulus for further development
of the understanding of the concept of brand personality.
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