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54920424: MAJOR: MARKETING COMMUNICATION; M.Com.Arts
(MARKETING COMMUNICATION)
KEYWORDS: BRAND PERSONALITY/ BRAND ENGAGEMENT/ PURCHASE
INTENTION/ ADIDAS
UK INPRASITHA: PERCIEVED BRAND PERSONALITY BRAND
ENGAGEMENT AND PURCHASE INTENTION OF ADIDAS CUSTOMERS. ADVISOR

COMMITTEE: SUCHADA PONGKITTIWIBOON, Ph.D., 69 P. 2016.

The purpose of study title Perceived Brand personality, Brand Engagement,
and Purchase Intention of Adidas customers were to study 1. the relationship of brand personality
and brand engagement of customers, 2. the relationship of brand engagement and purchase
intention of Adidas products, 3. the relationship of brand personality and purchase intention of
Adidas products. Questionnaires were used to collect. Statistical analysis were used 1. descriptive
statistic included statistics frequency, percentage, and standard deviation 2. inferential statistic
included Pearson's correlation Coefficient

The results showed that when customer perceived brand personality as sincerity was
significantly and positively correlated with brand engagement, in contrast perceived personality
as competence was significantly and negatively correlated with brand engagement.
2. When customer perceived personality as Sincerity, competence, excitement, sophisticate,
and ruggedness was significantly and positively correlated with purchase intention of products.
3. Brand engagement was significantly and positively correlated with purchase intention of

products.
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inmsaaauaziin Taman Huvwinlumsdes luddus Inaldednasalszaunas
[ dg’ = A [ 1 To o (= 1 :;l 1 = A A Y
Fanuiu Famsdearsainan ldinauaiios Tayaumniu uasauldsdedu o dae
4 ]
U MIAUAIUMITVI0 MIAsFedud miadeaTaunu winaue nieuduatiuve
@ 4 a A =
VST (WTANG 1oAY, 2554)
A a 9 9 1 a g . -
uﬂaﬂmWﬁ'im’uﬂﬂumiﬁiNﬂﬂ‘!ﬂW}ﬂﬁum (Creating brand equity)
Tagynannmasiaum azlidiunanauliinaguaesaumdsansoudaseonun 1a
[ a a A ) { 4 @ 4
lu 3 anwwe Ae 1. yaanmmasauanzimeni duniewielumsuaauendnyal 3o
Y v
[ @ a . ] a
AN uiauvedus 1na (Self- expression model) UM sFotaz 19ns1duA1 9 Temporal
1 a <3 yl a 4 a 1
(2000) l@naruasululsz@uiin gus Taafiuun Ty Rrzveuasdudiiunzay uaz
AOANADINULUIAAVDIAUIDA (Self- concept) TAgD N FUFDLAUMATANUADAAADINY
@ /A Y a A 4 o 1% Y A Y
AMENHAINUNRATIU99AUIDN (Actual self) HITDADANADINUNNANHAINALS InAADIN1TIY
I a a 9 9 v o o"tﬂy 1 v Y A
11 (1deal self) 2. YaanmmaTIEUA 923 vANUFUITUSAUT LD NEEAUAYS Tna
(Relationship basis model) 15UaNHUZYAANNNUWBEVDIATITUR 10191 THRUT Tnn
=< = a A a o A 9 o ] 8 v Y 8 9
iindeynannmveuion vesamdnluasounss niedidmualdasidudmald asidud

v J

e uaznaasnuduiusiudus Tnaludnyuzla 3. Yyadnamasdum wwimihn
< 4 4 Y a .
ihunTesiielumsuanstenusy Tend naznmanymzyoadun (Functional benefit
1 v v CANA %
representation model) Tage1vuaasriums ldayanyal 15un15 1961 Michelin man Y99
s . = T I 7 = < < g -
819508UA Michelin 1udydnuaiNuaaidinnuudaus s tazay ldrends Faamnso

2 o A = o A YNy 1 o a A A
Lﬂumtmummmmﬂmaﬂymzﬂlamum”l@amwmw (‘Wi‘VI‘WEJ AU, 2554)
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3. MIasyAanMINATIEUM
[ F4
Kuperman (2000) 1énda1i1 neuiazimuayaanamldasiduildasidudniu

o g 9 a o v A A 9 1 v W 9 o R K 1 1 a 9
udesnsanileteninervesnau 3 Yszns ouauLsn ADIATIDIALUIATITAUAN

Y A

a 1 1 [ a A I 1 4 o a a
Tagnsang guisiiyaannmasiauduiumuls ivevz lasmuaynannmasidudin

1 J ] A Y A Y ) [~ A 9 A v 9 a 9
UANATIVINEILLUY semsndges mmmummmzuﬂwu L‘]_ILW]31ﬁuﬂ1ﬂ6§ﬂ181@ﬁ51ﬁuﬂ1

@y MIsmuayaanmwadumdesiiiliieanyuzyaannmanduaauiliognounds

U

] Y a

=Y I~ 1 A a a 9 T A I~ A I 1
amaﬂymzmuwu"li HBINUYAANNTINATITUAUN TN DY wWsutadewuvao1e

U
P '
Yy

iesdu NQUs InaeuTee I gasidumInald nazisemsgaie Aedessiilanquithvune

a 9 A o 3| [l &£ a 9y a 09/’ 9 '
VDIATITUA 'NiJﬁﬂ‘l&lil!%L‘]JHL‘]fulli G]Nﬂ'li@]i’ﬁ]ﬁ'i’]ﬂuﬂﬁﬂﬂ'lwslﬁ]\‘lﬁjﬂiIﬂﬂuu i]ZGIE]\‘IUl‘JJ

=KX o

I Y A Ay a 3 ' Y ° a v Y o
uJumiamaEJumaﬂymzw‘uﬂﬂmﬂu Lmi]gﬁ’E'N‘WEﬂmiJﬂ'l’Huﬂuﬂﬁf‘lﬂT‘Wl‘Hﬁ@ﬂﬂﬁﬂQﬂ‘]J

a Y Aa Y {
FInveadus Inaliuinnga
Y

Temporal (2000) lApF11071 Tumsaseypdnnmasiduaniu desneeowisy

Y

a Aa Y 9 2K o a Y a Y A VA I 9
‘l!ﬂﬁﬂﬂTW@]'ﬂﬁUﬂﬂT‘iﬂJﬂ'ﬂﬂJﬂaﬁlﬂﬂ\iﬂ‘UuﬂaﬂﬂTWeUfNQU?IﬂﬂiﬁﬂﬂﬂﬂﬁﬂLﬂWﬂ%%Lﬂuhl‘l]Ulﬂ

Q

v v
Yy A

[l Y
FINTTUVIUMS TS NYAANNNATIAUA TTuaouasl Tuaounsn deasimua nquithuine
Y v
905 1aUA 1 FA9U (Define the target audience) TUABUNTDY AiD NMIANEIDIANUADINT
woenguiihmine 1iinnudesns taziinuseuse1e'ls (Find out what they need, want, and
] 2 A " v ' A Yy a Ay Yo vy 9
like) Yumpuney Ao myailnsssenmeyaannmuesdus Inan lasmue 3dedu
(Create the product personality to match that profile)
ax 9 a 9 9 3 amxAy Yo A I l & [~} Y
Admsasuyaannmdisdu uitn ldsuanutisuiluediann Feezmiuldon
Aav A v a 4 { a
NUINGVDIUTENGNAANUNIOUH Levi Strauss (Temporal, 2000) 11 IdAnHIYAGNAINYD
9y a 1 = 1 a Y a 1 9 [ A
dus TnauthwuneedisaziBeanun yaannmaesdus Inaansoutald 8 anbuzae
a I a 1 A 4
yaannmuuuiudunny (Original) YARNAMUULAUKYUA (Youthful) YAANNNILUAD
A4 (Rebellious) YAaNMWuUUE18IU (Sexy) Yaannmuuuilownau (Individual) Yyaannw

a a av a Jd
WU IES (Free) HAaZUANNINLUUBINTNHUTU (American) (WSNWY Lﬁﬂ@ﬁu, 2554)
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Brand Personality
How it creates brand equity

Self expression
model

Functional benefit
Representation model

Relationship

basis model

{ o Y ' A 9 9 a a 9 .
ﬂ’]Wﬁ 2 Ll'ﬂ‘ﬂiﬂa@qﬂ’liai']\jﬂmﬂ']@i’lﬁuﬂ']ﬂ:]ﬂuﬂaﬂﬂ']Wﬁi’]ﬁuﬂ'] (Brand personallty

creates brand equity) (Aaker, 1996)

a 1 [ 1 Aa o Y o Y I 1 A
ninyaanmwuesnguthuuedsna vsang 1dinnlsluiulaseaie
o a a 9 Yo a g a o ] ~ J . 4 o
suayaannmesdumIdsudumluusim gy manadud Levi’s 501 lagniviua

a a

Y YA o a = ~ =
yYaanmuasiduminianyazuuy lswuan Jdnyaznaunsadgalamand (Sexually
attractive) Nanyaz luAeeyoila (Rebellious) aNHAZLVUDID1Y (Physical prowess) NHME
o [ I [ Y %
HUUATANUF Y (Resourceful) AnHMIUUITUAIVOIR DI (Independent) Haglidnymy
4 % <3 [ o a @ 1
HUUBOUYNFUBY (Likes being admired) F9z1#u 1411 msfmuayaanamaenan
< A = a A Y a Y a a A9y a Y <
HumsFodaynanmniunz1veIgus Inatazyaanmwluuuungus lnadoamsoziiu
£ 1 a AY a 9 [ 09/' o o o A
Faluadiuveaynanmwigus Inadosmszdluiiy dnnmsaaiaausaimniann e
o J o v Y a 1 . Y 1 = A A dg’
fruanagnt SmMTuAUS Inamwizngu (Market-niche strategy) 1apg1afilsz@niamuinin
v [
Tumsimuayaanamas@uA1iu Aaker (1996) ldosue 1391 iilesndus Tnn
v [ 9
AW505V3YAANNMATIFUAFHIUIINFINBGIO VAT ATTUMTAHUAYATNATNATITUAID
o ] [ { A [ [ a [ 4
AINTaMUUANUIINE N NINEIVoINUAINANT I 1ABATA (Product related
[ { A @ a [ o
characteristic) taznanyazi linevoanunansual 1asnsa (Non product related
characteristic)
o a a Y [ A A 9 v @ a [ 4
MIMHUAYATNNNATITUMHIUANHULNNGIVDINUAINAANUN TABAT
Y

(Product related characteristic) Huannsammuaiulsznnueadu (Product category) W1

[ 4 va Aa a LY (] []
ﬁ‘umiﬁ;ﬂmm (Package) 5101 (Price) uazﬂmﬁumwmmamuﬁﬁ (Attributes) 8NAIDYIUYU

a 9 a Y a % v YR a Y~ 1 =<
ﬁuﬂ1l,m$°ljiﬂﬁﬂ5$l,ﬂ‘1/]ﬁu1ﬂ'li Ejﬂijﬂﬂhﬂﬂgi‘ﬂzﬂﬁ uﬂaﬂﬂ1WLL‘U‘]Jﬁj3Jﬂ’JTJJET13Jﬁi‘I IAIIVITY
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9
a Y (%

] I 9 Aa @ A Aa 9 ' . I
ngLﬂfﬂ%tﬂu@%"mﬂﬂfﬂfﬂu@ﬂﬂﬁﬁﬂu ﬁiﬂﬂ'uﬂ'mﬂﬂﬁ@ﬂi"lﬂth@ 9814 Tiffany NEIWTD
Y = [ 4 = [ 9 % a Jd A =
FENDUNNINANHAUVDIANNNINI Lmzmmﬂﬂwuﬂu (WINWY ADAIU, 2554)

o a a ] 1 o 4 09/’
Glui‘?ﬁu‘ll@\iﬂ']'iﬂ?ﬂuﬂuﬂaﬂflTWﬂﬁ?ﬁﬂﬁ?ﬂ?ﬂﬁﬂﬁ@ﬂﬁiﬂﬂm“ﬂuu Deasy (2000)

o 4

laefuneiu@n #urevussataaia s odoasyAanmua1IduAIWILIN Inseds1en

Q

v
Q/

tg I [ ] 4 [ I ~ A 9 v
ﬂizﬂaummﬂummiﬁ;ﬂmmmﬁuﬂ "lm”ﬁm‘ﬂu @ NMIDNUUUNIN qﬁj‘]J‘VlﬁQ UIDLUULAUVUIA

:j o 9= 9 a A A [ L A 1 g’ J A
UBIUTHNUD ngﬂ'ﬂllzﬁﬂsllﬂﬂ@Uiiﬂﬂm@ﬂﬂﬂiii}ﬂmm(luﬂﬂ YU HTLTJE’IT]J?S@‘EU'JQTI
4

@ dq Y o <3| o Y9y a v YR a =
NUUVUIITYNUN leumvmztﬂummiﬁ ﬁﬁJ”ISﬂ‘VI"IGLW@Uiiﬂﬂﬁﬂgﬂﬂﬂ??ﬂﬁ%@']ﬂ UTAND

1 [ I IS 1 Y £ o a a ¥ Ao 1 = '
mmiiqﬂmmwaﬂym:gﬂumﬂﬁqu% G]Naﬂ‘HmEﬁuﬂaﬂﬂ1W@]i1ﬁuﬂﬂﬂﬂ1ﬂu@N'Iu’ﬂ‘lJ‘Vi’fJ‘]Jiii]

9

[

J a v Y Y ' QSJ} dyd v 9 .
Al Jus Tanamnsoiud 1aTusewang 7 Juaouiife 1. 53 & 9118 (Point of purchase)
[
3

1T A [ v I a
2. Su3ninmsdedumdetihu (Transporting the product home) 3. ﬁu§%1ﬂﬂ1ii}mﬂuauﬁ1

mMoluthu (Home storage) 4. Su§iiiotladudn (When open) 5. 5uiiodesdamsniousina
a Y] 4 a a ] < a
fum (When dispending or consuming) 6. iUi&ﬁﬂUiIﬂﬂﬁu%ﬂﬂJﬂhﬂ vazdeuny 33 Tan

3 1 . . . o YA a a 9 Y Qy a 4 :JI
mm”lﬂ (During reclosing /restoring) Hag 7. FU3IUT InaduAMNALIaZABINIAUATY

u

(At disposal)
o a a Y [ ~ 1A 9 Y] Aa o o 3
msfmuayaanamandudkiudnyazn liinedosturaadud lnoase 1y
o 1 Y o Y ° ' o 2 9q ¥ . =
awsoi Idlunaeanyue Tauamsimuariuninanyaivesd1d (User imagery) &4
o ] o IS @ o a { o < .
awnsofmuaiuvesd 14 neiiunmanyaivesdldasdumiauna lihfiu (Typical user)
1% L { < o ] I @
uaznanyal luuuung 19doenseziilu (Idealized users) Smuarumadudaivayy
UM (Sponsorship) MHUAMBANUNLAVBIATITUM (Age) 14U Apple 1Ay MCI 925
a I 1 1 o 1 { a A
YAaNMMYeIn NI UHNA1ININNI IBM taz AT&T Smuadiuauilszmannaadun
o 1 [ o a o . o ] Y
(Country of origin) MUUANIUANAWANHUUDIUITEN (Company image) NUUANIUA
Y a o ] 9 o o 4 [ [ o o Y
Au3ms (CEO) fmuarumslddyanbal (Symbol) Tasdyanbalazamsailims

A a a 9 9 a = (2 A tg [} 9 o [ L4
L%@NIEN‘LJ?‘IEIﬂﬂ"l‘Wﬁﬁﬁuﬂ"lsUi’NEj‘]ﬁjﬂﬂuﬂ’ﬂﬂ\l%ﬂﬁ]uiﬂﬂﬂﬂ"ﬂu (YU ﬂﬁj“]fﬁiy,ﬁﬂymﬂ”lﬁmﬂﬂ

9

¥4 Marlboro HenvINtifaannsammuayadnnman@uiriugluuuvesTavan

Y A

(Ad style) tazruddiisordesnussndonuaiuayuaud (Celebrity endorsers)

u

HEMUUALATAMNATIAUANET MINAUILATNMNATIAUAIG091IN1T0819

Q Q

1 A

Aolieg 1Ay Aaker (1999, citied in Bauer et al., 2000) 1803 1108NMIWAILILATNATNAT

a Y 1 Y]

duf Namnsasiann’ld 2 nsde 1. Wannyaanamendusdiuyaanamyanad

Y v A

Nedaiuaum (Personality characteristic of individual) ll%&Lﬁéﬂ?Tﬂﬂﬁi%ﬁ ududn (Brand

Y a o a 4
user) WUNNUYBNUITEN (Employee) AMENTTUNITUIHIIDIANT (Board of management)



14

uazAaiuayuas1duA1 (Brand supporter) 1A% 2. WAIIYAANNINATIAUAWIUN N INEN
= Y A a 9 wa a 9
numsaaagalsznoulidae inToanuens1@ud (Brand symbol) AnarutiAveadua
4 @ @ 4 a
(Brand attribute) J uumsdeans (Communication style) fyanyaAIIN UM (Brand logo)
o v Jdo a 4 Aa
ANUFNITUT A VY TNV ITUM (Association with the product category) ¥8RT1AUAT (Brand

name) 32 VUFDINWNITIAIMUY (Distribution system) 1A 3171 (Price)

13197 1 ummﬂumsﬁmuﬂuﬂaﬂmwmﬁuﬁﬁ (Brand personality drivers) (Aaker, 1996

a 4
91909 u wsnnd 1aeadu, 2554)

Product-related characteristics Non-product related characteristics
Product category (e.g., Bank) User imagery (e.g., Levi’s 501)
Package (e.g., Gateway Sponsorships e.g., Swatch)
computers) Symbol (e.g., Marlboro Country)
Price (e.g., Tiffany) Age (e.g., Kodak)

Attributes e.g., Coors Light) Ad style (e.g., Obsession)

Country of Origin (e.g., The Body shop)
CEO (e.g., Steve Job of Apple)

Celebrity endorsers (e.g., Jell-O)

dy 1 a 1 o a a 9 09.: " Y 3
UDNIINU Abrera (2000) NANUTTNI NMINAUIUAANNINATITUAIUUY thhlﬂlf]J‘Ll
4
=2 9

' 1 3 9y
dannatudennuiiudg tagsh ldisaasduau Auiumsnwmy tagiauIyaanaw

Y o @ a

9y 1
ATITUATUY ﬁﬂgfﬂ\iﬁﬂﬁ’)N!LNuﬂﬂNi%ﬁ@i%’N uaziamaucﬁmﬁwmumﬂaﬂmwmw

4 H
Y v o v I3

Y ~ A I a 9 [} A A A A
THY i]&’ﬁ'uﬂii‘l‘WﬁN‘L!11@]\1'lfJ‘]/]’qmiJE]L‘]JuG]i1ﬁuﬂﬂWiJ HAZENINAIAYNGAND LUDAI

1)

)}
De

U

l
a I

Y A Yy < o a a 9 09.:’ Yo 1 a 7
UAMUUADNNTINNEH NS TULLDD ﬂﬂ')ﬁ'iﬂ‘HWl!ﬂ'ﬁﬂﬂTWﬁ31ﬁuﬂ1uu1ﬁi~ll'!ﬂ\1@lf]klﬂ (Wsnwe

E]

a

A =S
I0AIU, 2554)
4. MiayAaNAINATIAUM
A v Aaw Yo a a 9y 9 Y o 1 a A @
e 1in3ve ldTayaannmasiduiidiems lduasiaeg 2 viiade wasia
A A 1 = g v A 9 J [ a .
N58n71 Ad-hoc scales H#UTUNIATTANUTLNDUAINGUANHULIRWIZNNYAANNIN (Trait)
1% 1 v J % [ o d? A = A A £
Uszanar 20-300 dnbay uANIATIAAINaLNIZUMIMITHNBANE T lAT0INII

9 9
Taamne @N‘L!“L!ﬁﬂHm%LﬂW"IzﬂNuﬂaﬂﬂTW‘]ﬂ\W}’ﬁ\iEﬂ%‘lﬂﬂﬁﬁﬂ‘ﬂ TIUMANHUSIRWIENN
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YAANNINUNAT §99199MIN0INIATIANIAANNTEIY (Reliability) 1AZUIAAIY
~ L ' ~ Y = A A A
M890139 (Validity) 9819108900 (Aaker, 1997 9190914 WINNE 130ATY, 2544)
v @ : < o Ao @ a 4
WasIaanyuznaed uwes Ianinnnnasiayaana muesuybd (Human
% @ Y <3| 1 @ 1
personality scales) 39u1A5 Atz linnuiunguuInn11mas IaUUY Ad-hoc-scales 1@

@ dyd Y o w % [ a A o =2 qs// n 9 g Y
nasiatiidedinaludiuves anvazmmzmeyadannwihandneniu lladudnyus
NM9INEN IR NUDINTIAUA1 TAEATI 190 19dWa 1H ANBUZIMNIZNNYATNNTND A
o1z ldansaaztoudsyadnnmandud luvazhdansazuisdien liaunsoazion

Y o :ll [ dﬂld =5 9 Y 1 Y
18 daiunasiaansazil Teeniidlymluduvesnnugndoes wunu (Aaker, 1997
a 4
$1909lu wsnng oAy, 2544)

A
[ YY) 9 a

AaY Aaker (1997) 18338mssuiynannmasduA1vesdus 1na uazWau
I @ a a g 9 v W 1
Lﬂummmmmﬂaﬂmwmmuﬁﬁ (Brand personality scales) YU Funasiaainan §
o Y @ ] I = I T = Y
ATEUIUMT IUMsMvua Insea3vesnsineenuiiussuy vazianuruyens 29114
[ dyd d‘ (% ) PR L [ a a 9
nasiatiiluiseusy vazamnsoth 1 dwnas lumsiayaanamasidum

9 [ 1 9 = a d A =)
1degnaumsvians (Bauer et al., 2000 9199911 WINNS 18U, 2544)

Brand Employee Board of Brand
user management supporter

>

~_ ~_
s of bra
2 1

v v
@haracteristic
A A

4
Brand Association with the Brand Brand
symbol product category logo name
Product Communication style Distribution price
attributes system

NN 3 ﬂ”l‘Jﬁ@mWIN‘U‘ﬂaﬂﬂ”IW (The development of brand personality) (Aaker, 1999

cited in Bauer et al., 2000)
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(%

Y
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o
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aaa 1 I
NsTUIUMINNERA I TIEHYeyaveuiuTE Y
= 1 a a 9 [ Y I A 1
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[ [ (N4 1
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1 a
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UI2NNUBINGANTINANNHAWU Types of Behavioral Engagement

Visiting website

Downloading a document

Requesting more information

Visiting a store

Viewing or clicking on an ad

Opening a promotional e-mail

Viewing a webcast

Buying a product

Calling customer service
Making a referral

Rating a product online

Blogging about a product or brand
Completing a survey

Reordering a product

> INVOLVEMENT

>>INTERACTION >>INTIMACY >>INFLUENCE >

WHAT TO TRACK

Site visits

Time spent
Pages viewed
Navigation paths

Site logins

- Contributed
comments to blog

-Quantity/frequency of
written reviews, blog
comments, forum,
discussion, and user
generated content
(UGC)

Sentiment tracking on
third-part sites (blogs,
reviews, forums etc.)

- Sentiment tracking of
internal customer
service calls

- Opinions expressed in
customer service calls

- Net promoter Score

- Product/service
satisfaction ratings

- Brand affinity

- Content forwarded to
friends

- Posts on high-profiles
blogs

WHAT TO TRACK

Web analytics

eCommerce platform

Social media platform

Brand monitoring
Customer service calls
Surveys

Brand monitoring
Customer service calls
Surveys
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1. My Favorite brands feel like a part of me.

2. Brands are not that importance to who
Iam.

3. Brands that [ most prefer reveal little about
me.

4. Overall, the brands I prefer most are those
that are part of how I view myself.

5. T have a special bond with the brand that I
like.

6. If a friend criticized a brand that I like, I
would not feel offended

7. I consider my favorite brands to be part of
myself.

8. The brands that I most prefer clearly
indicate something about me.

9. I often feel a personal connection between
me and my brands.

10. Sometimes I view the success of my
brands as my own personal success.

10. Sometimes I view the success of my
brands as my own personal success.

11. I am offended when someone mocks one
of my favorite brands.

12. Part of me is defined by important brands

in my life
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13. I feel as if I have a close personal
connection with the brands I most like.

14. I can identify with the important brands
in my life.

15. There are links between the brands that I
prefer and how I view my self

16. 1 would feel like I had lost part of my
identity if one of my favorite brands were no

longer available to me.

17. 1 would be a very different person
without my favorite brands.

18. When friends criticize brands that I like,
I feel offended

19. Irarely feel a personal connection with
any brands. AU

20. Brands that I prefer have nothing to do
with how I view myself.

21. I feel a personal sense of pride when my
favorite brands introduce new successful.
22. My brands are an important indication of
who [ am.

23. Brands do not indicate much about who
[am.

24. Many brands really reflect who I am.
25. 1do not feel that my favorite brands are

part of me.
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26. No brands reflect who I am.

27. Very little of me is defined by important
brands in my life.

28. Most brands have nothing to do with how
I view myself.

29. When someone criticize a brand that is
important to me, I often feel personally
attacked.

30. When a brand is important to me,

I feel as if the brand defines who I am.

31. You can learn a lot about me by looking
at the important brands in my life.

32. I dislike brands that do not reflect who

I am.
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1. T have a special bond with the brand that I
like.

2. I consider my favorite brands to be part of
myself.

3. I often feel a personal connection between
my brands and me.

4. Part of me is defined by important brands

in my life.
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5. Ifeel as if I have a close personal
connection with the brands I most prefer.

6. I can identify with the important brands in
my life.

7. There are links between the brand that I
prefer and how I view myself

8. My favorite brands are in important

indication of who I am.
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