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Brand personality is a concept widely acknowledged and used in the field of marketing because of its heuristic 
strength in assessing a brand. The American Marketing Association (AMA, 2007) defines brand personality as a 
name, term, design, or any other feature identifying a seller’s good or service as distinct from those of other sellers. 
Up until the work of Aaker (1997), the term, “brand personality”, had been used loosely in the marketing literature. 
Indeed, terms such as brand equity, brand value, and brand image were often used synonymously with brand 
personality. Though brand personality contributes to brand equity and brand value, brand personality is most like 
brand image. Brand image represents consumer perceptions about a brand that are strongly influenced by brand 
associations held in a consumer’s memory (Keller, 1993). According to Plummer (1985), brand image includes three 
key components: (1) the physical elements or attitudes, (2) the functional characteristics/benefits of using a brand, 
and (3) its personality. Thus, brand personality can be understood as an element of a brand’s image. Consider how 
brands can be characterized by personality terms such as “youthful”, “gentle”, and “colorful”. Brand personality also 
reflects consumers’ emotions or feelings that are evoked by a brand (Keller, 1993).  
 
Though numerous studies on brand personality in the context of spectator sport (e.g., Braunstein & Ross, 2010; 
Carlson, Donovan, & Cumiskey, 2009; Ross, 2008; Walsh, Clavio, & Blaszka, 2013) have been published, 
insufficient attention has been given to brands manufacturing sporting goods. Further, within the sport marketing 
literature, more effort is needed by scholars to better understand congruence among multiple images and how 
congruence influences psychological outcomes in sport consumers. For example, Seo (2003) as well as Yang and Jo 
(2002) highlighted how self-monitoring and different situational variables can affect brand evaluation and consumer 
behavior. However, the gap between a person’s actual image and ideal image was not examined. Accordingly, in this 
study, we tested the differences of actual self-image, ideal self-image, and brand personality in the context of tangible 
sport product brands (i.e., Nike and Adidas). We also examined the effect of self-congruence on the outcomes of 
intimacy and satisfaction. 
 
Participants were recruited at shopping malls in a large East Asian metropolitan area. Convenience sampling 
methods of mall-intercept sampling and snowball sampling were used. Only consumers who recently purchased a 
product from one of two dominant sport brands (i.e., Nike and Adidas) and who mentioned that their favorite sport 
brand was one of those brands were included in the study. A total of 334 surveys were used for the data analysis. 
Average participant age was 36 years old, and ranged from 23-59 years. Of the participants, 168 were female and 166 
were male. Thus, the distribution between male and female participants was nearly equal. Most of the participants 
were not married (69.8%). The number of participants per group was matched (i.e., 167 in each group). 
Psychometric scales were adapted from Aaker’s (1997) personality research in order to measure the five factors 
(sincerity; excitement; competence; sophistication; ruggedness) of brand personality, actual self-image, and ideal self-
image. Next, Fournier’s (1998) research was adapted to measure intimacy and satisfaction. Cronbach's α values 
ranged from .79 to .89.  
 
Though the multivariate test for the between effect (Nike versus Adidas) was not significant, within effects among 
brand personality, actual self-image, ideal self-image (F=46.19, η^2 =.59), and the interaction effect were significant 
(F=7.71, η^2=.19). Univariate tests of within measures of excitement, competence, sophistication, and ruggedness 
were significant (all ps<.001). Estimated marginal means for brand personality was the highest, followed by ideal 
self-image and actual self-image. The structural equation model fit the data well (χ^2(48)=101.02, RMSEA=.06, 
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CFI=.98, SRMR=.03). All direct effects and indirect effects were significant (i.e., ideal image on intimacy (β=.49) 
and satisfaction (β=-.13); brand personality on intimacy (β=.26) and satisfaction (β=.24); intimacy on satisfaction 
(β=.81); ps<.01).  
 
From the results, consumers appear to have a match between their ideal self-image with brand personality. 
Interestingly, though a gap between a person’s actual image compared to a brand may exist, consumers tend to align 
and relate their ideal image with a brand. Further, ideal image and brand personality influenced intimacy and 
satisfaction. The significant indirect effect and negative direct effect from ideal image to satisfaction suggests that 
there may be an additional mediator that needs to be identified in the model (Zhao, Lynch, & Chen, 2010). We also 
discuss the limitations in applying and connecting the concept of brand personality and congruence taking a dialectic 
approach between reductionism and heuristics. For instance, although judgements towards a brand compared to 
personal characteristics may have distinct neural associations (Yoon, Gutchess, Feinberg & Polk, 2006), practical 
value of the operationalized constructs is supported in this study which is in line with the evidences of predictive 
power continuously reported in brand personality studies. 
 


