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Abstract

Brands may be perceived as possessing a set ofctlisits or characteristics, i.e., a personalfiynilar to a
person. Thus, the personality of a brand is releaara source of differentiation in an increasingbynpetitive
market environment. In this study, the authors exgthe dimensions of brand personality proposed. #\aker
(1997), seeking to discover the particular evatratdimensions of the Brazilian context. The studgsw
conducted in exploratory stages, beginning withrgpgratory stage that was carried out by profeatsoand
academics from the fields of communication and reanky. This was followed by stages of conclusiveeesch
using an online survey with a sample of 1,302 Biaziconsumers. Two sub-samples were extracted: one
calibration sample for exploratory factor analysisd a validation sample to perform confirmatorytdac
analysis in order to verify the convergent and rifisimant validities of the final scale. Five diméss of brand
personality in Brazil were detected: credibilitpyj audacity, sophistication and sensitivity. Thdgaensions
showed some differences in comparison with sinstadies that had been carried out in other coumtribe
study led to a scale of 28 items for measuring drnaersonality and made it possible to compare ctinge
brands in terms of brand personality.

Key words: marketing; brands; brand personality.
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Introduction

Over the past fifteen years, considerable resehashbeen conducted with the purpose of
defining, measuring and understanding the antet¢ederd consequences of building strong brands
(D. Aaker & Biel, 1993). As competition has intdieil and a market has similar alternatives of
products and services within the different sectord branches, branding has increasingly come to be
viewed as a differentiating element and is evatlidty the consumer beyond its rational and
functional aspects.

Authors who approach brand management as a natyvahsion of product or product portfolio
management see the need to understand the faadtdrdmds represent or wish to impose on
consumers (D. Aaker, 1996; Kapferer, 2003; Kelfgeria, & Georgson, 2008). Among the facets
that make up brand identity (such as physical featurelationship with the consumer and reflected
culture), one of the intangible attributes with atgmtial for differentiation in a competitive
environment is brand personality.

This study seeks to further the studies of bramdgmlity, identifying its main dimensions in
Brazil, validating a measurement scale and comgaria results with the scale proposed by J. Aaker
(1997) in the United States and other contextss @Hicle is divided into three parts. The firstiesvs
the literature on the subject. The second intrositbe methodology employed to gather data. The
third part reports the results and also provides dbnclusions, implications and limitations of the
study.

The Brand as a Multidimensional Construct

Keller (2003) states that branding involves thecpss of providing products and services with
advantages that, over time, will lead to the camston of a strong brand. According to this auttzor,
brand introduces a series of dimensions througltlwtiie consumer considers it, forming multiple
facets of brand knowledge.

Examples of the importance of a brand in the dgiféiation of similar products in the Brazilian
context are the work of Cunha, Luce and Klering9)9 focusing on yogurt, and that of Urdan and
Urdan (2001), focusing on beer consumption. Batidiss test and confirm this assumption, showing
that the brand is just one element (Urdan & Urd@@12 that helps determine how consumers make
their choices.

One study that sought to group the definitions &igions of academics and professionals
conceived brand as a multidimensional construduidpn which managers add values to products and
services, thereby facilitating the recognition aagpreciation of these values by consumers
(Chernatony & Riley, 1998). This definition enrichéhe concept proposed by the American
Marketing Association in 1960, according to whitle trand may be defined as a name, term, sign,
symbol and design (or a combination of these) itteitifies the manufacturer or seller of produats o
services and differentiates them from the competi{Chernatony & Riley, 1998; D. Aaker, 1998).

According to Keller (1993, 2003), much attentiors ln@en paid to brands and their dimensions,
and the understanding of the different brand aasioais provides a guideline for marketing strategie
aiding decision making. Keller, Apéria and Georg€d08) claim that the strength of a brand lies in
the clients’ minds (brand awareness and image) thatl professionals and researchers should
construct a detailed map of the knowledge aboubthed in the minds of consumers. Keller (1993)
and D. Aaker (1996) view the composition of brandwledge as a set of both tangible/intangible and
objective/subjective associations that compose bitamd image. Corroborating these notions and
broadening the meanings and representations tkaadded over time, the brand is defined as a
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reference point for all the positive and negatimpriessions formed by the consumer over time, taking
into account the product, distribution network, staff, and its advertising and publicity (Kapferer
2003). One of the impressions formed by consumads vehich can result in differentiation and
identification with the consumer is brand persdypali

Brand Personality

Over the last decade, brand personality has draerattention of researchers. Many scholars
have asked whether products and brands could haweotwn personalities and whether these brands,
because of this dimension, could evoke feelinggtems and behaviors, in the same way that human
beings are branded as outgoing, friendly, aware iatelligent (Caprara, Barbaranelli, & Guido,
1998). Researchers such as Plummer (1985), Be#8B8jland Durgee (1988) argue that brands, like
humans, can also be assigned personality profilgsare defined through a series of attributes.

The personality of a company, product or brandbeen recognized in the field of marketing
since the 1950's (Gardner & Levy, 1955; Levy, 196@rtineau, 1958). In the Brazilian context, De
Toni and Schuler (2003) approached the conceptrofiyct image, with emphasis on product
personification: products acquire a personalityilsimto that of a person. Brand personality was
widely recognized in the 1980'’s, becoming populaoag marketing and publicity professionals and
researchers (Capraea al, 1998). Brands can be characterized as modessic)aheerful, or exotic,
to name a few, just like people. Furthermore, atiogrto how the personality of a brand is perceived
consumers end up deciding whether that brand taldaifor them or represents them better.

Plummer (1985), Durgee (1988) and Berry (1988) icowd the importance of brand
personality for differentiation and a resource &mlvertising and publicizing the brand. D. Aaker
(1996) claims that brand personality reflects deicand more interesting reality than any reality
solely based on product attributes. Biel (1993cdbes brand personality as a booster and a relevan
component of a brand’s image: its perceived vakiace brand personality is part of a richer
metaphoric and symbolic vocabulary than that represi by the physical and functional
characteristics of the brand/product. Chernatorty Ritey (1998) refer to brand personality as a way
of sustaining its unique nature, underlining psyobizal values, bearing in mind the capacity of
competitors to emulate and overcome functional athges.

Batra, Lehmann and Singh (1993) define brand peiggras how a consumer understands the
brand in dimensions that typically capture a pessparsonality. According to these authors, theee a
many concepts of brand personality, as is the wagethe construct of a human personality. For
example, a brand personality is a constructed ctexigtic that becomes a differential (Biel, 1993,
Plummer, 1985) and can also be considered a metaplad describes characteristics that are
considered stable (Capraetal, 1998).

Brand personality is conceived and operationaliredthis study as “the set of human
characteristics associated with a brand” (J. Aaké87, p. 347). In this light, the brand may be
described by the personality traits that resistgressures of time and are found in its behavior an
discourse, as in advertising campaigns, the ubeanid characters and so on (Kei¢al, 2008).

Antecedents and Effects of Brand Personality

From the moment when it is first publicized, thrbugroducts and advertisements, the brand
takes on a character and, by reading betweenrthe bf its discourse, it is possible to identifyaivh
kind of person this brand would be should theralikesire to draw a comparison between the brand
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and a person (Kapferer, 2003). J. Aaker (1997)ndaihat the symbolic use of brands is possible
because consumers generally imbue a brand with tnpergonality traits.

Exploring the antecedents of brand personality] @893) claims that brand personality is the
result of interaction between the brand and conssin@gther authors point out that consumers do not
receive brands passively (Fournier, 1998; Zaltn2003). Fournier (1998) states that marketing
professionals and consumers together create braadings and that brand personality can be seen as
the inference of a group of traits constructeduglorepeated observation of the brand’s behavior by
the consumer along with the perception of the bad partner in a daily relationship.

D. Aaker (1998) describes product-related charesties (category, packaging, price and
functional attributes) and lists a series of chimastics that are not associated with the profiutage
of a typical user, brand sponsorships, age, aduagtistyle, country of origin, company image,
company owner’s image and celebrity endorsementheobrand) as sources of product personality
development. Grohmann (2009) demonstrates, foaniest, that a brand spokesperson, a poster boy or
girl, influences how brand personality is perceived

Concerning the effects of brand personality, previstudies have shown that, in addition to the
potential for differentiation of a brand personalit a given competitive environment, this facetyd
a fundamental role in the relationship with the staner. Research in the field of consumer behavior
has looked at how brand personality allows the @oes to express the image that he or she has of
himself or herself (Ferrandi, Merunka, Valette-Eloce, & De Barnier, 2002). Shank and Langmeyer
(1994) showed that perceived brand personalitygmafarther still and be independent of consumer
personality, because individuals with very diffdrparsonalities see the product or brand persgnalit
in a similar way. A recent study, which focusestiom gender aspects (masculine/feminine) of brand
personality, shows that when there is congruentedss perceived brand personality and the self-
concept of the consumer, responses are more positien it comes to a favorable attitude to the
brand, preference for the brand over competingdsaa high level of affection and trust, and a high
degree of loyalty to the brand in terms of attitadel behavior (Grohmann, 2009).

From a different point of view, Fournier (1998)rfrad brand personality in terms of its role in
the relationship with the consumer. According tis tuthor, brand personality, made visible through
its behavior (marketing actions and decisions)gsests a type of commitment to the consumer, which
can range from that of an arranged marriage (digakhip with the brand because of a third party,
involuntarily) to passion (affinity and adoratiaieller et al, 2008).

More recent studies propose a scale for measuriagdbexperience and testing brand
personality constructs and brand experiences thaiugh the application of a structural equation,
indicated a direct effect between brand experiesmog perception and the strength of the brand
personality, which in turn had a direct effect @amsumer satisfaction and loyalty (Brakus, Schritt,
Zarantonallo, 2009). According to the authors, sloeial and self-expressive characteristic of the
brand personality may account for its participatasian antecedent of satisfaction and loyalty. To
operationalize the concept and test its anteceadenteffects, it is necessary to explore a measnmem
scale that is reliable and valid for brand persional

Measuring Brand Personality

The literature shows that there are gaps to beoeegblon the subject of brand personality. Many
authors have begun to debate and write about lparsbnality (Batra, Lehman, & Singh, 1993; Biel,
1993; J. Aaker & Fournier, 1995), seeking to cotgglize it, discussing ways of measuring it and
estimating its implications for human behavior. pninciple, the methods for measuring brand
personality involve the use of projective technmj(ieelleret al, 2008) and quantitative chetikts (J.
Aaker, 1997). Another procedure for measuring pwabty is the use of scales developed to gauge
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human personality (Goldberg, 1990), using the samaigs that compose this tool when used in
psychology. Caprara, Barbaranelli and Guido (1298)gest that personality as a metaphor of the
brand can follow a similar procedure to that useith Wwuman personality to distinguish dimensions
that are powerful enough to describe and amasstktee traits. Nevertheless, studies have shown that
a simple transposition from the human personatiplesto a brand personality scale is not adequate.
Caprara, Barbaranelli and Guido (2001) statedttietraditional repertoire of human personality can
be used to construct brand personality, but onlyoupg certain point. J. Aaker (1997) observed that
although some dimensions may be reflected in bratters should not be.

J. Aaker (1997)'s research established a theorefiamework for the construct of brand
personality, operationalizing the concept and adeiteging a number of dimensions that make up brand
personality, describing the nature of these dinmrssas a set of personality traits. To constristiade
to measure brand personality, J. Aaker (1997) nuadeof the psycholexical approach, commented on
by some of the main scholars of human personaliip@rt, 1973; Nuttin, 1969). This approach states
that the numerous attributes used to describe hymmesonality can be described by a limited number
of classes or latent dimensions, using factor aimlymeasurements that reveal, in the case of human
personality, a structure that is generally compasfefive major factors (a model known as the Big
Five human personality dimensions). J. Aaker (1983%)a result of her study, identified five large
brand personality dimensionsincerity, excitement, competence, sophisticationnd ruggedness
Thus, a reliable, valid and generalizable measusogle was created in the American context,
facilitating further study of other matters congegnbrand personality. Figure 1 describes the five
dimensions, fifteen facets and forty-two traitsttimake up the brand personality scale in the
American context.

Brand personality
| | I |
Sincerity Excitement Competence Sophisticatio Ruggedness
Down-to-earth Daring Reliable Upper class Outdoorsy
- family-oriented - trendy - reliable - uppeas$ - outdoorsy
- small-town - daring - hardiorking - glamorous - masculine
- down-to-earth - exciting - secure - good-lowki - western
Honest Spirited Intelligent Charming Tough
- sincere - cool - intelligent - charming - tybu
- honest - spirited - technical - feminine gged
- real - young - corporate - smooth
Wholesome Imaginative Successful
- original - unique - successful
- wholesome - imaginative - leader
- confident
Cheerful Up-to-date
- cheerful - up-to-date
- sentimental - independent
- friendly - contemporary

Figure 1.Brand Personality Scale.
Source: Aaker, J. (1997). Dimensions of brand pesty (p. 352).Journal of Marketing Research, 3}, 347-356.doi:
10.2307/3151897

An article by Azoulay and Kapferer (2003) criticikehe definition of J. Aaker (1997),
mentioning that her very global scale and operatiotefinition are erroneous, going beyond
personality in itself and mixing other dimensiorisoand identity that should be kept separate é th
theoretical context and practical use; such assskiender and adjectives that involve social ¢lfss
instance. A Brazilian study, conducted by Pontas Rarente (2008), draws comparisons and applies
the brand personality scale proposed by J. Aalk#97q)Land the scale recommended by Azoulay and
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Kapferer (2003); the latter is a proposal that rt@ns the concept of the trait factor derived from

psychology and the measurement of human persondlitg study of Pontes and Parente (2008)
reaffirms the utility of the scale proposed by &kér (1997) as an analysis tool, demonstrating that
both approaches achieve similar results.

J. Aaker (1997) also states the need to test adéiglop scales for understanding the symbolic
use of brands in other contexts in different cealsurAlthough human personality dimensions show
ruggedness when applied to other cultures, the sameot be said for brand personality because of
the differences between the antecedents of thebonstructs (J. Aaker, 1997).

As would be desirable for every newly conceivedesoa theoretical framework, the J. Aaker’s
(1997) scale was replicated or constructed in abmurof different studies in other contexts (J. Aake
Benet-Martinez, & Garolera, 2001; Supphellen & Grang, 2003), showing some similarities and
some variations in the dimensions of brand perggraatd their findings.

J. Aaker, Benet-Martinez and Garolera (2001) sthéeneed for arEmic/Etic approach for
measuring brand personality in another contextesthe emic approach seeks to explore the construct
from within the cultural system in question, whilee imposed-etic approach involves imported
structures and scales.

In both contexts where the scale construction rekeaas replicated (Japan and Spain), the
authors began by identifying the origin of the ldtaersonality dimensions, using a process sinlar t
that used by J. Aaker (1997) in her original studythe Japanese context there were five dimensions
and thirty-six facets. There was no Ruggedness riSioa as in the American study, and another
stronger third dimension, Peacefulness, was idedtifTo the authors, this dimension may be
explained by the cultural differences between thietexts, resulting in differences of perception and
attitude regarding brands.

Using the same process in Spain, J. A@tal. (2001) identified five dimensions and 33 facets
in brand personality in the context of that country addition to theSincerity, Excitement and
Sophisticationdimensions (that also existed in the USA and Jgpaacefulnesgfound in Japan but
not in the USA) andPassion(not found in the other two countries) were idiéedi. The passion
dimension is commonplace in the Southern Europepimtries with Catholic cultures, according to
the literature accessed by the authors.

Therefore, for the construction of a brand personatale in the Brazilian context, a procedure
was used that was similar to that used in the etuldy J. Aaker (1997) and J. Aalatral. (2001). It
might be expected that there would be similaritigth the dimensions found in other countries
(seeing that brands carry common meanings andlabalged); and there could also be dimensions
that carry values that are unique to the localucalt

Method

The aim of this study is to identify brand persigatimensions in the Brazilian context,
expanding the understanding of this field of reseaiThe study was conducted following the eight
stages outlined below in accordance with some efdfages described by Churchill (1979) when
constructing the scales.

In the first stage, there was a reverse translatibrthe items/characteristics used on the
American scale (J. Aaker, 1997) and the total iteisesd in the study from which the Japanese and
Spanish scale originated (J. Aalatral, 2001). Using this method, the scale was trars|&iem
English to Portuguese by two professors who arven&tortuguese speakers, are fluent in English,
and live in Brazil. The two translations were dandependently and the expressions that were not
agreed upon at first were discussed in the sedapdo$ this process. The final traits in the Pouesgp

BAR, Rio de Janeiro, v. 9, n. 2, art. 3, pp. 168;18pr./June 2012 www.anpad. vy [ Emm)



Brand Personality Dimensions in the Brazilian Cahte 175

language were then translated back into Englisprbfessors who are native speakers of English but
have lived in Brazil. This process sought to ensu@ecise translation of the traits (adjectived an
characteristics) and their meanings.

The second stage involved in-depth interviews \littee researchers and three professionals
(publicity agents and consultants) in charge of ghblicity and management of brands. Interviews
were selected from the upper echelons of theirrorgéions with individuals who were in charge of
analyzing and constructing brands in the Brazil@ntext. After sounding out over a dozen
professionals and researchers, the final samplenwaa®e up of those who were available to participate
in the study. This phase was concluded when itfelashat the responses to the survey were rich and
of a high standard, even though the sample wad.shi@ aim of this stage was not to generate items
but rather to evaluate the indicators and itemainbt in the previous stage and validate the natre
the brand personality construct in the Brazilianteat. This sample proved to be sufficient duehto t
quality of the participants and considering theotké&cal saturation of the information obtained
(Gummesson, 2005; Merkens, 2004), when little oadditional relevant information can be obtained
by increasing the sample.

In the third stage, the unification of traits idéiat following the reverse translation, together
with the traits added by the interviewees and samaracteristics researched by the authors in
dictionaries of human personality traits, resulted list of 174 traits.

With a view to filtering the total set of traits stomanageable volume with the final consumer, in
the fourth stage a questionnaire was given to tbéegsionals and professors with experience in the
field of marketing to evaluate how much of eaclit ttan be found or seen in the brands. A 7-point
scale was used (ranging from 1 = this characteristino way describes the brand to 7 = this
characteristic fully describes the brand). The oesignts were told that the questionnaire did nat de
with one specific brand or category but soughtridasstand how much each characteristic described
different brands in different categories of produittis questionnaire was sent to thirty respondents
(located in the states of Sdo Paulo, Parana, &attaina and Rio Grande do Sul). Twenty-four valid
questionnaires were returned. Having analyzed thiiltlition of frequency and the central trend
(median) results, a decision was made to make aaftet the second quartile of traits that best
described the brands. The final list was therefeduced to 87 traits. All the traits selected had a
median of over 5.00 (point of the scale that stttisscharacteristic describes the branil

Stage five involved collecting data from consuméis.obtain a sample at a nationwide level,
and bearing in mind the time and financial limifstioe project, we decided to prepare an online
guestionnaire with its own domain name (http://wpesquisamarcas.com) with professional
structuring of the site in terms of design and blase. The sample is non-probabilistic and has the
characteristics of those Brazilians who accessithernet. The site was made known to people
nationwide through e-mail marketing and bannersupporting websites.

For this stage, twenty-four brands of twelve categoof products and services were selected.
The selection aimed to include brands from diffe@iegories such as hygiene and beauty products,
cleaning products, food, drinks, sweets, footwdarable products such as cars and cell phones and a
category of services (banks). Broadening the spectf categories of products and services has the
advantage of increasing the chances of generalizamd robustness of the measurement scale, with
the scale providing a wide range of traits of a banof different brands. This procedure was similar
to that used in other countries (J. Aaker, 199Aakeret al, 2001). However, to make sure that the
guestionnaires were not tiring and inconvenientdmplete, when accessing the website online, the
respondent was required to evaluate only two braritssen at random by the database. The authors
were careful to make sure that two competing bravmdd not be evaluated by the same respondent.

Respondents were asked to fill out a questionreieduating how well certain characteristics
described the chosen brands on a scale of onatflte this characteristic in no way describes the
brand; 10 = this characteristic fully describeslthend). To encourage participation, seeing thabi
an extensive questionnaire, the respondents wéoeriad that they would be included in a prize
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drawing (approximately $40 reais, or US$20 at thme tof the study) for shopping tokens. The use of
incentives in online surveys has its advantaged) ag a higher response rate and less likelihoad of
respondent dropping out of the survey (CobanoglGdbanoglu, 2003; Deutskens, Ruyter, Wetzels,
& Oosterveld, 2004; Goritz, 2006). However, offgriprizes can also threaten the validity of the ywtud
because it may attract people who are only intedeist the prize (Goritz, 2006). A measure adopted t
maintain a balanced quality of responses was teeptethe questions (traits) and brands used in the
study in a random fashion, as recommended by Ftigpid Marquis (2010), in addition to analyzing
and excluding respondents with high rates of unansw questions or high rates of very similar
responses, with little variation on the 1 to 10lscevhen evaluating the traits. Visual elementshef
brands were also used in the questionnaire to th@dattention and interest of the respondents, as
suggested by Deutskens, Ruyter, Wetzels and Oe#&te2004). The data collection began on
February 17, 2005, and continued until March 1®52@& period of time set by the researchers during
which the link was available nationwide. The stweys concluded with a total of 1,302 respondents
(valid questionnaires). As each respondent evadu@te brands, a total number of 2,604 cases were
computed in the survey (1,302 respondents evaty&tibrands each). In stage six, five traits were
excluded because they exhibited a high rate ofdbponse of don’'t know (the eleventh point on the
scale). This left 82 traits that would be usedhe tata analyses aiming to answer the research
question.

In the seventh stage, exploratory factor analysis wsed with to the intent of condensing or
summarizing the information contained in the déf@r original variables into a smaller set of new
dimensions (factors) with a minimum loss of infotioa in an effort to define the main dimensions
inherent to the original variables (Hair, Anders@atham, & Black, 2005). With a desire to perfect
the scale development, the split-half technique wsesd (Churchill, 1979) on the total sample of
respondents (1,302). As each respondent analyzetrands, the bases of the first and second brands
were separated and from them the two calibratiangptes were extracted at random, in order to apply
the exploratory factor analysis to half of the cage=651), with two different sets of data for each
brand that was evaluated. Two more random samplésecsame size were then extracted (651 for
each brand), known as the validation sample, whendirmatory factor analysis was applied. In the
exploratory factor analysis, the main componentyaigmwas used, which is employed when the aim
is to summarize most of the original informatiorarfance) to a minimum number of factors for
purposes of forecasting (Hagt al, 2005). A VARIMAX rotation was also used, in orderachieve a
simpler and more significant factorial pattern (Matka, 2001). In this stage, the resulting dimemsio
were analyzed and indicators, such as Cronbaclpbalwere used as a reference measurement to
estimate reliability between different items: a swament of the internal consistency of the
dimension (Hairet al, 2005). The two structures of dimensions resulfiogn the two exploratory
factor analyses were supported by the followingeaa: more significant factors that were easier to
interpret, evaluation of the eigenvalues, significaariance explained by the dimensions and the
internal consistency of the dimensions (Cronbackisha). With the resulting dimensions of the
calibration sample in hand, a confirmatory factoalgsis was used to verify the behavior and the
adjustment indexes of the resulting models in otdeselect the most suitable structure of dimerssion
refine the final traits and prove the validity dietfinal proposed scale. The validation sample was
separated into two groups (evaluation of the firsl second brand) to ensure levels of reliability a
validity of the scale in the confirmatory analysifie adjustment indicators of this type of modetave
evaluated in order to choose and validate the adsfuate model.

In the eighth stage, with the five dimensions airat personality consolidated, it was possible
to evaluate each of the 24 brands used in the stadyrding to their scores within each of the brand
personality dimensions.
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Research Results

Preparatory phase

The results of the in-depth interviews show thainbrpersonality is viewed as an intangible but
powerful facet because it has a distinctive essemeset of values that are consolidated with tlaedbr
over time and which can help differentiate it whbare is parity in relation to tangible or functabn
aspects. These definitions and opinions corrobattaedefinition and importance given to brand
personality in the literature (J. Aaker, 1997; Kebkt al, 2008). Having a strong personality, in the
opinion of the interviewees, is to reach a highlags in the brand evolution process. In this atitie
brand is seen as something bigger than the prooluservice and as it grows stronger in these
dimensions it is capable of expanding to otherrmeses (brand extension).

The in-depth interviews allowed the intervieweestaluate the resulting traits from reverse
translation. This procedure helps in the validatimtause, although subjective, it is a systematic
evaluation of how well the content of a scale repngs that which must be measured. This evaluation
by the interviewees resulted in the recommendati@haddition of new characteristics suclicamal
andsensitiveto the set of traits.

Development of the scale

After the traits were filtered in a preparatory ggtawith 24 marketing professionals and
professors, and after the removal of traits withhHi don’t know rates following research with the
end consumer, a factor analysis with the 82 resu#ts conducted in an effort to reduce them to
dimensions representing the phenomenon. The ferapke of 1,302 respondents was composed of
40.9% young people under the age of twenty-five3%3men and 92.2% of the respondents were of
the top two social classes. This profile is vemikir to that of Brazilians were had access to the
internet at that time (http://www.e-commerce.ory.br

The split-half technique was used and half of dia@e, selected at random, was used for two
exploratory factor analyses, separating the amalysBrand 1 and the analysis of Brand 2 that were
done by each of the interviewees.

In both cases, indexdbat test the correlation between the variablesthedadequacy of the
factor analysis to the data structure had adedaaéds. The resulting KMOs of the two exploratory
factor analyses are considered admirable accotdibtair, Anderson, Tatham and Black (2005), with
indexes of 0.961 and 0.960, respectively. The Brtést also had factor analysis adequacy through
the chi-square test and the degrees of freeg@mZ9384.495; df=3321; p< 0.001 in the first analys
andyx2= 29678.057; df=3321; p< 0.001 in the second).

Using the main component analysis and using a VARIMotation to achieve a simpler and
more significant factorial pattern (Malhotra, 2001 the first analysis five dimensions were found
that represent 52.52% of the explained variancthdrsecond sample four dimensions were identified,
representing 50.74% of the explained variances Warth mentioning that two of the dimensions in
the first five-factor model appear to have becormsefl in the second, four-factor model. The
adequacy of the five factors in the first and tbarffactors in the second exploratory factor analys
was supported by the following criteria: the firsictors proved to be more significant and
interpretable; at least five traits loaded in thetffive factors (with loading of over 0.440) atite
variance explained by the first dimensions was nmhigher than the other dimensions.

The traits belonging to each dimension, found ithktenalyses, were then filtered, and those
items with very low loading were eliminated (in rhoases under 0.410), along with those that caused
a certain redundancy with other factors in the disnmens, those that were positioned in more than one
dimensions and those that had little consistenglhierCronbach’s Alpha.
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In the first exploratory factor analysis, the Alghaaried from 0.84 to 0.93 in the five
dimensions, considering a total of 46 traits, witiléhe second exploratory factor analysis the Alph
varied from 0.88 to 0.93, considering a total oftdfts. According to Haiet al. (2005), the lowest
limit for the Alpha to be accepted is 0.70, althiodigis can be lowered to 0.60 in exploratory stsidie

Verifying the validity of the scale

In the exploratory factor analysis conducted on @adibration sample, two dimensional
structures with five and four dimensions, respetyivwere identified. In order to test the two
dimensional structures suggested for the verificatf the model with better adjustment indexes and
to select the final traits to compose the scaleb@nhd personality in Brazil, we employed a
confirmatory factor analysis procedure. As menttbabove, a validation sample was used, divided
into two sets of data: a confirmatory analysis wanducted using the evaluations of Brand 1 and
another confirmatory factor analysis was conducisidg the evaluations of Brand 2. In the first set,
which originally had 651 cases, 578 remained inathalysis, with the removal of the missing values
and cases where the respondent answered “I dooiw'kto a certain trait. Of the 651 cases in the
second set of data, 602 remained.

A comparison was made, using confirmatory factalysis, of the adjustment indexes of the
two rival models originating from the exploratomopedures. For this purpose, one of the sets af dat
from the validations sample was used (in this ctw® evaluation of Brand 1). In this analysis, the
five-dimension model was perceived to have muclhdnigadjustment indexes (X2 = 1408.724; df:
340; p< 0.001; X2/df: 4,134; GFI: 0,843; NFI: 0,8 FFI: 0,863; IFI:0,903; TLI: 0,892; CFI: 0,903;
RMSEA: 0,074) than those found in the four-dimensiosodel (X2 = 1986.321; df: 344 ; p< 0.001;
X2/df: 5.513; GFI: 0.776; NFI: 0.834; RFI: 0.81FI1 0,860; TLI: 0.845; CFIl: 0.852; RMSEA:
0.088). This analysis confirmed the better suitgbdf the five-dimension structures over the rival
four-dimension structure.

The samples served to develop a confirmatory fatatysis (Haiet al, 2005), for the purpose
of verifying the convergent and discriminant vdiies of the final scale. The indicators that haga lo
loadings for each latent variable were removed fithis process. This resulted in 28 indicators
integrated into the five dimensions resulting frdme scale development stage. These are shown in
Table 1. In this table the results for the two sk®in question are shown, with the loadings irheac
dimension, the composite reliability indicators aakerage variance extracted (Fornell & Larcker,
1981), as well as the adjustment indicators ofGR& model.

Table 1

Confirmatory Factor Analysis (Validation Sample)

First brand sample (n=578) Second brand sample (n6@)
. Average . Average
Loading gg?a%?l‘?t'te Variance Loading gg?a%?l‘?t'te Variance
y Extracted y Extracted
Responsible 0,819* 0.763*
Secure 0.823* 0.794*
Reliable 0.805* 0.745*
o Confident 0.778* 0.743*
Credibility 0.921 59.5% 0.902 53.6%
Correct 0.753* 0.752*
Respectable 0.779* 0.732*
Loyal 0.740* 0.678*
Consistent 0.662* 0.641*
Continues
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Table 1 (continued)

First brand sample (n=578) Second brand sample (n6@)

Loading gg?a%?l?)t/e \A/\;ﬁ;iiz Loading gg?a%?lﬁ)t/e \/?;ﬁ;i?:z

Extracted Extracted
Cool 0.696* 0.645*
Happy 0.803* 0.813*
Festive 0.763* 0.706*

Joy Extrovert 0.846* 0.925 64.0% 0.845* 0.913 60.4%
Fun 0.832* 0.825*
Good-natured 0.845* 0.815*
Playful 0.808** 0.773**
Modern 0.744* 0.737*
. Daring 0.761* 0.704*

Audacity ) 0.848 58.4% 0.809 51.5%
Creative 0.810* 0.744*
Up-to-date 0.741* 0.686*
Chic 0.867* 0.854*
Elegant 0.838* 0.845*

Sophistication Upper class 0.781* 0.903 65.2% 0.777* 0.905 65.7%
Sophisticated 0.846* 0.844*
Glamorous 0.695* 0.727*
Romantic 0.709* 0.670*

Sensitivity De"Cée 0.722% 0.824 54.0% 0.724% 0.811 51.8%
Sensitive 0.760* 0.715*
Enchanting 0.748* 0.767*

X?=1408.724; df=340; Xdf=4.134; X?=1404.443; df=340; ¥df=4.131;
CFA Model Indicators CFI1=0.903; NFI=0.876; TLI=0.892; CFI1=0.897; NFI=0.868; TLI=0.885;
GFI1=0.843; RMSEA=0.074 GFI=0.846; RMSEA=0.072

Note. Key: * p<0.01; ** significance not calculated besatthe co-efficient is set at 1 for model identifion.
Source: Research Data.

The results show a consistent model in terms ofpamite reliability values (all over 0.70) and
average variance extracted (all over 50%), in atawore with the criteria of Fornell and Larcker
(1981) and Hairet al. (2005). Likewise, the global adjustment of the CR#®dels also achieved
acceptable indicators, in accordance with Haial. (2005). According to the last line of the tables t
CFI, NFl and TLI indicators were very close to @9Uhe GFI index, which was around 0.845, has an
acceptable level, since higher values are a sidrettér adjustment, although there are no estaulish
references (Haiet al, 2005). The RMSEA, index of 0.07 can be consideaegood adjustment
(Maroco, 2010)Despite the X value being high, the relationship of,Xivided by the number of
degrees of freedom had low values (under 5). Thugsccordance with the criteria of Fornell and
Larcker (1981) and Hait al (2005), the convergent validity of the scale urestion was confirmed.

To confirm the discriminant validity, the correlati between the latent variables must be
evaluated. These are shown in Table 2. The tabbevshhe correlations between the proposed
dimensions for the two sets of data used in thielabn sample.
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Table 2

Correlation between the Dimensions of the Model

Correlation for Correlation for
. . . . first brand second brand
Correlated Dimensions (analysis in pairs) . o
(validation (validation
sample) sample)
Credibility <--> Audacity 0.508* 0.488*
Credibility <--> Sophistication 0.569* 0.542*
Sensitivity <--> Credibility 0.557* 0.493*
Credibility <--> Joy 0.199* 0.156*
Audacity <--> Sophistication 0.594* 0.673*
Sensitivity <--> Audacity 0.543* 0.560*
Joy <--> Audacity 0.689* 0.680*
Sensitivity <--> Sophistication 0.652* 0.655*
Joy <--> Sophistication 0.185* 0.257*
Sensitivity <--> Joy 0.480* 0.549*

Note.* p<0.01
Source: Research data.

The first aspect of this table is that none of terelations was very high. To evaluate the
discriminant validity among these dimensions, thtedon of Fornell and Larker (1981) was used.
These authors suggest that the average varianaext in each latent variable (dimension) caneot b
lower than the variance shared with the other tatemiables (squared correlation among them).
Tables 1 and 2 show that this does not occur in @nghe situations, which corroborates the
discriminant validity of the dimensions that weoaifid.

Identification of the scale dimensions

The labeling process of the dimensions sought terahéne names that globally, and if possible
neutrally, represent the characteristics grouptmeach dimension. The traits with higher loadind a
the facets (groups within the dimension) that repn¢ the dimensions with some precision were
evaluated. The first dimension was defined as CHRHDTY and contains facets such as
Responsible, Secure, Reliable, Confident, Corfeespectable, Loyal and Consistent. According to
this study, a brand that typifies these dimensiengolkswagen, which, for a long time, advertised
using the slogan “you know it, you trust it”.

The second dimension was named JOY. It includestdasuch as Cool, Happy, Festive,
Extrovert, Fun, Good-natured, Playful. The Havasaheand is a good example of this dimension of
brand personality. The brand became famous thraughagement which, among other things,
implemented colors into the flip flops and adopecheerful advertising campaign.

The third dimension was labeled AUDACITY, a mixtusé characteristics such as Modern,
Daring, Creative and Up-to-date. An example of guglacity dimension is Nike, with its modern,
innovative style, which is reflected in its advsirig and the constant innovation of its products.

The fourth dimension was labeled SOPHISTICATION;luding facets such as Chic, Upper
Class, Elegant, Sophisticated and Glamorous. TheéaNmd Motorola brands of cell phones are good
examples of this dimension. These brands rely heawitheir design and style, with high price level
as a source of image and personality construction.
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The fifth dimension is SENSITIVITY and includes &s such as Delicate, Sensitive, Romantic
and Enchanting. The Natura brand is a clear exaoffilgs dimension of brand personality, according
to the data of this study. Natura is concerned Witman beings and the environment in general and is
dedicated (in its products and publicity) to forga bond with consumers, seeking to understand them
and accompany them as they grow.

Therefore, Figure 2, below, shows details of thdiseensions and the final traits of the resulting
scale in the Brazilian context.

Brand personality
| | I |

Credibility Joy Audacity Sophistication Sensitivity
- Responsible - Cool - Modern - Chic - Romantic
- Secure - Happy - Daring - Elegant - Delicate
- Trustworthy - Festive - Creative - Upper-class - Sensitive
- Confident - Extrovert - Up-to-date - Sophisticated - Enchanting
- Correct - Fun - Glamorous
- Respectable - Good-natured
- Loyal - Playful
- Consistent

Figure 2. The Final Brand Personality Scale in Brazil.
Source: Research data.

Discussion of Results

In general, there are similarities and differenoetsveen the dimensions found in Brazil and the
factors found in other contexts (J. Aaker, 1997Adker et al, 2001). Table 3 shows a comparison
between the dimensions found in the USA, SpainJapmin and the results of the Brazilian context,
providing examples of each dimension with somds€haracteristic traits in that country.

Table 3

Comparison between the Brand Personality Dimensions Brazil and in Other Contexts

Brazil USA Japan Spain
CREDIBILITY COMPETENCE COMPETENCE PASSION
Traits (e.g.): loyal, Traits (e.g.): trustworthy, Traits (e.g.): consistent, Traits (e.g.): fervent,
consistent, correct, intelligent, technical, responsible, confident, intense, spiritual,
confident, respectable, successful, leader, masculine, patient. mystical, bohemian.
etc. confident, hard-working.
JOy SINCERITY SINCERITY SINCERITY
Traits (e.g.): happy, Traits (e.g.): realistic, Traits (e.g.): kind, warm, Traits (e.g.): correct,
extrovert, festive, funny, familiar, honest, cheerful, attentive. attentive, sincere,
etc. friendly, sincere. realistic.
AUDACITY EXCITEMENT EXCITEMENT EXCITEMENT
Traits (e.g.): daring, up- Traits (e.g.): daring, Traits (e.g.): fun, talkative,Traits (e.g.): cheerful,
to-date, modern, creativemodern, exciting, young, optimistic, friendly, extrovert, daring, young,
spirited, imaginative. spirited, contemporary.  imaginative.
Continues
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Table 3 (continued)

Brazil USA Japan Spain
SOPHISTICATION SOPHISTICATION SOPHISTICATION SOPHISTICATION
Traits (e.g.): chic, upper- Traits (e.g.): upper-class, Traits (e.g.): elegant, Traits (e.g.): glamorous,
class, elegant, glamorous, attractive, romantic, chic, chic, elegant, confident,
sophisticated, etc. feminine. sophisticated, extravaganteader
SENSITIVITY RUGGEDNESS PEACEFULNESS PEACEFULNESS
Traits (e.g.): delicate,  Traits (g.g.):l adventurous, Traits (e.g.): shy, sweet, Traits (e.g.): affectionate,
sensitive, romantic. masculine, firm, rugged. naive, dependent, childishsweet, kind, naive,

peaceful.

Note. Source: Aaker, J. (1997). Dimensions of brand pety (p. 352).Journal of Marketing Research, 33, 347-356.
doi: 10.2307/3151897, Aaker, J., Benet-Martinez, & Garolera, J. (2001). Consumption symbols as esroif culture: a
study of Japanese and Spanish brand personaligtraots (p. 500 and 505)ournal of Personality and Social Psychology,
81(3), 492-508. doi10.1037/0022-3514.81.3.492, and research data.

Evaluating the traits found in foreign dimensionadathe characteristics of Brazilian
dimensions, some overlapping of how the brand isgieed can be seen, i.e., some dimensions of
brand personality are identical or very similathose of different contexts. The SOPHISTICATION
dimension was found to be almost fully identicablhfour contexts, with some small changes in the
traits of which it is made up. In all four coungjeconsumers perceive some brands as highly
sophisticated. Moreover, the brands with high ssdmethis dimension in Brazil are almost all global
brands such as Nokia, Motorola, Nike, Reebok, Mestld Avon.

Two Brazilian dimensions were close to the dimemsidound in other countries. The
CREDIBILITY dimension found in Brazil bears somengarity to the Competence dimension found
in the United States and Japan in addition to durexof some traits in the Sincerity dimension fdun
in the other three contexts. The AUDACITY dimensioears some resemblance to the Excitement
dimensions, sharing common traits (modern, dasmogng). However, the Brazilian context also has
two dimensions with unique configurations in terofigheir traits. These bear little resemblancent t
factors identified in the other countries.

The JOY dimension unites cultural characteristiod salues associated with Brazil and the
Brazilian people. Brazil is perceived as a festiviendly and spirited country. Hitching a ride thms
facet, the Havaianas brand has adopted a poshiainits strategy is to globalize the brand. Studies
involving Americans have shown that Brazil is syymious with fun and that a friendly style is a
Brazilian trait (Rezende-Parker, Morrison, & Ismat003). Another unique factor found in the
Brazilian context is the SENSITIVITY dimension whiadespite having similar traits to SINCERITY
and PEACEFULNESS dimensions that were found inrotbatexts, is the complete opposite of the
Ruggedness found in the USA. While this Americametision reflects typically American values
(this dimension was not found in any other countsgch as strength, masculinity and the ideal of
freedom, the SENSITIVITY dimension reflects a cirtanildness, femininity and emotion, traits
found in the image of Brazilian brands. Texts oa fiormation of Brazilian society emphasize that in
the Brazilian lifestyle what is predominant is “tlaek of any form of co-existence that is not dieth
by ethics and an emotional background” (Holand&,/719¢. 107).

Some authors have noted that cultural aspectsinniitie context of globalization, lead to two
extremes and increased complexity: aspects of doal Iculture may be preserved and even
strengthened, while countries and regions areeasdime time becoming more similar in terms of their
needs and shared beliefs (Hermans & Kempen, 1898¢tt (2002) states that most people develop a
bi-cultural identity that combines their local idigy with an identity that is related to global turke.
Therefore, the dimensions of brand personalitiesevegpected to reflect shared local beliefs, values
and behavior with traits of global culture (J. Aakeal, 2001; Sung & Tinkham, 2005).
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Personality of the brands used in the study

Table 4 positions the brands used in the studyimvithe dimensions extracted after the
confirmatory factor analysis outlined above. Asamed, the respondents evaluated how far each
characteristic described a given brand, on a sfalee to ten (1 = in no way describes the brafds 1
totally describes the brand). The general meang wemputed for each dimension and these were
listed with the mean that each of the 24 brandaiodtl in each dimension. In this case, the highest

scoring brands had results greater than 1.00.

Table 4

Position of Brands Used in the Study in Each Branéersonality Dimension

Dimensions Brands
Avon Natura Bomobril Assolar OMO Ariel
n =86 n=111 n =107 n =386 n =298 n=78
Credibility 1.05 1.12 1.05 0.84 1.12 0.91
Joy 0.83 0.94 1.12 1.11 0.82 0.79
Audacity 0.94 1.14 0.86 0.98 0.92 0.90
Sophistication 1.12 1.35 0.69 0.61 1.02 0.81
Sensitivity 1.53 1.67 0.90 0.76 0.97 0.92
Sadic Perdigac Brahme Nova Schir Cocaeola Pepsieola
n=99 n=99 n=105 n =100 n=91 n=103
Credibility 1.12 1.05 0.82 0.70 0.94 0.89
Joy 1.16 0.89 1.14 1.21 1.26 1.16
Audacity 1.01 0.86 0.88 1.01 1.12 1.02
Sophistication 1.12 0.92 0.75 0.58 1.03 0.84
Sensitivity 1.22 0.99 0.78 0.64 0.98 0.86
Kibon Nestlé Nike Reebol Havaiana Rider
n=289 n =106 n =108 n =90 n=110 n =97
Credibility 1.05 1.10 1.04 1.01 0.97 0.93
Joy 1.20 1.10 1.05 0.94 1.30 1.13
Audacity 1.02 0.98 1.23 1.07 1.10 1.01
Sophistication 1.03 1.13 1.31 1.17 0.93 0.84
Sensitivity 1.37 1.31 0.91 0.86 1.14 0.85
Banco Brasi Bradesct Volkswager Fiat Nokia  Motorola
n =103 n=101 n =109 n = 86 n =103 n=90
Credibility 1.15 0.98 1.11 0.97 1.08 1.00
Joy 0.64 0.64 0.81 0.87 0.96 0.94
Audacity 0.88 0.89 0.91 0.98 1.17 1.14
Sophistication 1.05 0.93 1.02 1.02 1.37 1.36
Sensitivity 0.74 0.75 0.87 0.93 1.10 0.96

Note. Source: Research data.
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It can be seen that some brands have strengthwarel highlighted, in only one dimension
(such as the Banco do Brasil brand in the cretiibdimension or the Brahma brand in the joy
dimension), while other brands stood out in moantbne dimension (Sadia had high evaluations in
credibility, joy, sophistication and sensitivitys did Nestlé). Other brands, however, had low sciore
all dimensions (Bradesco, for example).

This procedure, along with hypothesis testing teqphes (t-test or ANOVA) makes it possible
to compare competitors, seeking to identify théedénces between brand personalities. For example,
in the steel wool category, Bombril is a brand wltigher scores in the credibility dimension (t =
5.766; p<0.001) and in the sensitivity dimensiorr (2.255; p=0.025), whereas Assolan had higher
scores in the audacity dimension (t = -2.573; p£0)0

Conclusions

The aim of this study was to evaluate brand pefggrdimensions in the Brazilian context,
establishing a useful and practical scale for phigpose. The researchers and professionals who were
interviewed confirmed the importance of this intiag attribute or dimensions of brands (Keller,
1993) for differentiation within a competitive ensnment. There was a clear perception of the witilit
of the scale as an instrument for a quantitativpr@gch for measuring this construct, helping
researchers and marketing professionals in the geament and auditing of brands along with current
and potential clients.

This study, in its confirmatory approach, made dsgible to achieve a better understanding
concerning the perception that consumers have asfdsr that are available on the Brazilian market,
enabling the identification of the dimensions ofrm personality that were labeled Credibility, Joy,
Audacity, Sophistication and Sensitivity. These elnsions reflect some cultural values that are found
in the Brazilian context and carried and transfibn@ brands through their products, publicity and
general behavior (Kapferer, 2003). The results ha$ research made it possible to analyze the
Brazilian dimensions in comparison with those foumdther contexts, underlining the proposition
that consumer symbols such as brands can carry oonmmeanings between cultures and reconfirm
culturally significant meanings of a given cultide Aakeret al, 2001; Arnett, 2002). The results help
construct knowledge concerning the subjacent syimistiluctures in different cultures (cross-cultural
marketing), where they are mixed. There are alstiipiel facets with local and global influences
shared by individuals at the same time (Hermans éngen, 1998). Solomon (2008) debates the
dynamics of transferred meanings of products aadds to other countries, be it the development of a
single approach in several markets and culturés [fetspective), or the distinct set of charactess
of behavior and personality in each country (enmgespective). The findings of this study are in
accordance with those of J. Aaledral. (2001) and Sung and Tinkham (2005), as some obitaied
personality dimensions in Brazil portray a specdudture related to traits, emotions and value$ tha
are identified in the country’s citizens.

As well as exploring a procedure that evaluateadpersonality (Kelleet al, 2008), this study
made it possible to compare brands from differextegories of products and services. The results
show the strongest personality dimensions for eatbgory of product or service and the differences
among competitors, revealing in some cases quitereint personalities. Considering the differences
seen within a given category that shows no physidé&rences or differences in performance (e.g.
steel wool), it can be concluded that when the tional and tangible attributes are similar, intdhgi
attributes such as personality could help establiglrm of differentiation and construct a compesit
advantage for the brand in question.

For researchers, this study can serve as a todlewarch that seeks to go deeper into the
structure and the effects of brand personalityesihoffers a supporting scale in this specifictean
For marketing professionals, this quantitative apph could be very useful for positioning and
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projecting the evolution of their brand, takingarstccount the opinion of consumers about brands tha
compete with each other in a determined segment.

Limitations and Future Studies

Nevertheless, it is important to point out someitltions of the study. The data collection
procedure sought to balance limits of time and ktithy using the internet as a means of finding and
characterizing a sample by convenience. Thus, andidering that the profile of the final sample is
similar to that of the internet-using populationrBrazil at that time, caution should be exercisédmv
generalizing the data in terms of the Brazilian yapon on the whole. The use of financial
incentives, such as a prize draw for shopping vergshhas the advantage of attracting and retaining
the attention of the respondents, but may arousgicans in that it could lead to biased answénss t
making it one of the limitations of the study (Gpyi2006).

During the exploratory phases, the procedures citedthe literature were taken into
consideration (Churchill, 1979), along with thdtsaf the literature on personality studies anadists
that had already been conducted on the theme @ otimtexts.

The critique by Azoulay and Kapferer (2003) conamgrthe operational concept of the brand
personality variable may refer to a limitation, theg in mind other more restricted conceptual fesus
in the derivation of the concepts of human psyogwld-urthermore, any comparisons between the
Brazilian dimensions and those of other contextsukhbe made carefully since the studies were
conducted at different times (the American studys ywablished in 1997, the studies conducted in
Japan and Spain were published in 2001, while theegmt study was conducted in 2005). As culture is
a set of values, customs and beliefs that havertaicedynamic due to the evolution of the socio-
cultural scenario (Schiffman & Kanuk, 2000), anteedtions and development of values that stand out
in given society influence the personality dimensiperceived in brands (J. Aaker, 1997). Ther@is n
evidence of abrupt changes in cultural valuesiattitme, but this limitation deserves to be mergin

The scale developed in this study enables studidgand personality to be extended into other
branches and contexts, advancing beyond the irttaaneg public in Brazil. The scale will allow the
undertaking of longitudinal studies to evaluate diegelopment and construction of brand personality
involving a certain target public. Future reseacelm also contribute to furthering the relationship
between this facet of the brand and its effectsmrsumer behavior, exploring the effects of thenbira
personality construct on consumer responses instefnbehavioral loyalty, affective connection and
engagement (Kellezt al, 2008).
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