Kia Soul Has Personality

A favorable brand personality can be critica to the

success of any product. Many of the
world's top brands seem 10 possess human-Ij

ke traits, Providing a vehicle for consumers to

have even branded commodities,

such as chicken (Purdue), +and fruits (Sunkist)

Potatoes (ldaho)
rely

heavily on brand Personality to com
Apparently,

- Automobij|e manufacturers

Municate 3 sUstainable point of differentiation.
nobody does it better than Kia
reliable brand targeted at likeminded driver

The Kia Soy| has

Soul—3 youthfuyl, irreverent,

unpretentious, and
S,

become SOmewhat
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refrigerators, and toasters, |

cardboard boxes -~
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The Soul stands Out as cool— .

e

both in shape and in

ersonali
P ality. The car features an unusual, angular appearance whose offbeat,

almost i
cartoonish character appeals to young consumers, Thanks to the Soul, Kia has earned

top honors for Nielsen’s Automotive Ad of the Year for two consecutive years. The company’s

cast of dancing hamsters made a big impression on viewers in the “A New Way To Roll” ad

in 2009 and duplicated consumer interest in 2010 with the automaker’s “This or That” ad.

Delivered through its marketing communication, Kia Soul's brand personality helped increase
sales by 50.8% from March 2010 to March 20112

OBJECTIVE @ Self-Concept Defined

Most people are preoccupied with discovering who they are. Indeed,
“Who am I?” is a question that most of us consider throughout our
lives. Our unique answers to this question provide insight into our
self-concept, the beliefs and attitudes we hold about ourselves. Although
no precise definition of self-concept exists in the consumer behavior
literature, self-concept is often described as the totality of an individual’s
thoughts and feelings regarding him or herself as an object.? Self-concept
is complicated and multidimensional. Consumers have been character-
ized as describing themselves on three dimensions: role identities, per-
sonal qualities, and self-evaluations.* o
Role identities represent the numerous positions that people occupy
in society such as student, friend, son or daughter, and consumer, Pcpplc
construct these identities by observing how thf:y bcha\:c and the reactions
that others form about them in cach of their r‘o'lcs.b Although society
imparts role expectations on its members (c..g., fm?nds should be loyal)i
individuals usually have plenty .of room to improvise. It.ma.ly be helpfu
to think of consumers as shaping their role 1dcnt1tu:§ within the broad
boundaries set by society. For example, all people playl‘ng the role of cus-
tomer do not respond the same way to sales promotions. So.mc.pcoplc
sionate “bargain-hunters,” while 0tl1§rs pl'ay a more indifferent
e N rd sales. Because people create roles in unique ways, each person
rdOlC' tOW; different role identity even whc.n they occupy the same posi-
.Crwc;/[orcover these differences vary widely across product category.
tion. )
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\ r” for shoes may demap,
For example, a person who is a “bargain huljctg A
b V1 .
LG P s comes t(l) Cotflif:? gfi;en start with occupationa] o ¢dy
. : > S . &
When people identify their roles, have convenient acrq
cational g:l')ou;l:s (e.g., college student). qonsﬁ?;:-f)fcssi ons. “She’s ap N?BA’
: ' jally in t ; ?
vide ready shortcuts, especia : iness an
i yhavin obt,aincd a master’s degree in t?us d.d SOMeone
laEcl§ som;orl;lc o e prga ctical. “I’m an M.D.” self-ldcntlﬁfi? a medical doctor,
WNo 1§ proba u S i Cine) or
which 1[: diffcrgnci than a D.O. (doctor Olf OSFC‘;OPS;;“EO’E; categ)oric: s.Il)lcl})lS
mers also 1denti a5 as
(doctor of dental surgery). Consu : rican), and ethnicie,
religion (e.g., Protestant), race (c.8, Afncanl dcout i)ﬁ public andqh
Lebanese). Consumers’ role identities are p :lyilualitics and schg-cvalua
heir person
they are more transparcnt_ than t thp MR el dndliire not <o b
which describe idiosyncratic parts of the s ol
: iendly. athletic. and €asy-going they are m
People’s notions about how frien y, a )
match the way others perceive them. b , L
; : chavior that "
Personal qualities involve modes of lntcl'pefrlsona1 : friendlmessdlls‘ﬁn
guish people from one another, such as sense Qf ﬂumor 2016 o ey
also include internal psychological styles th'a-t in ucnccth g such
as optimism or cheerfulness.* Personal qualities can be thought of 4

or tendencies to behave a certain way across similar situations. Psyc
believe that traits are develo

(eg,
Cnce,
UOHS,
I-Cut,
4y not

§ traits,
hologists

aggression, while others are more
ments. Similarly, consy
the expert whom fri

“laid back” in response to these disappoint-
Y savvy may play the role of

in all contexts, ¢.8., with a friend versys
personality traits to predict consumer pe

People also perform self-
performances in varioys role

boyfriend /girlfriends Am

havior
evaluationg by cons;i
identities, Am |
I'asmart shopper?

and socija] uni

ty. Self-evaluations also
» People wh

O perceive themselves as “ath-

by number,’ anq type in your trackj
the way to its destination.” If thig ar:ig\lil:.::r;;ber-”Y s Dlow i oec oo g
self-evaluation is enhanced and h e

.- Teceived, thep the e-shopper’s

identity in the fiypype. S 1Oh Sekis i ope likely to perform this role
The sum of all self- :

uative component St self-es

A person’s generq| PEy Self:

or herself,

cvaluations deter
of a Person’y self-cop

teem, the overall eval
attitude toward him

€Steem can be considered
Research shows that high
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self-esteem | T . : A TR S
f-esteem is associated with active and comfortable social interactions, and

that low self-esteem can be depressing and debilitating. People wit}'1 low self-
f)sttl:fct‘;:} :;‘]I:idht? view socia.! situations as th r".‘a.“tning’ feel more nt‘g..aﬂ\:‘ilttior‘r‘:zrr‘:
» andhience, are casily wounded by criticism. In addition, they yield !

to other’s requests.’ It is probably best to think of self-esteem and behavior as
a two-way street. People with high self-esteem tend to be more confident and
consquently more influential. And yet, the behavior of influencing others may
lead to increased self-esteem, a virtuous cycle. . ;

~ The opposite may be true for those with low self-esteem. With little faith
in their ability to succeed, people with low self-esteem may fulfill their low
expectations, which leads to even lower self-esteem—a vicious cycle. Rescarch
provides evidence that marketing activities can affect a consumer’s self-esteem.
Exposure to idealistic standards can produce unpleasant consequences regard-
ing how we view ourselves.5 On the other hand, marketing stimuli can also
cause our self-evaluations to converge toward these higher standards, subse-
quently increasing self-esteem.” Some marketers have attempted to enhance
image-related self-esteem through the inclusion of more realistic and attainable
role models. See this chapter’s Ethics box feature regarding Unilever’s “Real
Beauty” and “Body Language” campaigns for Dove.

A consumer’s self-concept is comprised of two key dimensions: (1) focus
(actual versus the ideal) and (2) domain (private versus public). Each dimen-
sion has two parts. Regarding private domain, the actual self-concept repre-
sents how consumers in fact perceive themselves, while the ideal self-concept
describes how consumers would like to be. The gap between the two is referred
to as self-discrepancy. In the public domain, the actual public-concept
embodies others’ perceptions of a consumer, while the ideal public-concept
represents how consumers would like others to see them. The gap between
actual public- and ideal public-concepts is known as a public-discrepancy. This
four-part self-concept is shown in Figure 12.1.

FIGURE 12.1 | ATwo-Dimensional Self-Concept

Focus
Actual Ideal

Q

‘g! Actual self-concept Ideal self-concept

E “Who | think | am" ‘ “Who | want to be"
£
g
Bl -

= Actual public-concept Ideal public-concept

2 “Who they think | am" “Who | want them to think | am”

source; Cline, T W. (201 2). Working paper, Saint Vincent College, Latrobe, PA,
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Brands offer a variety of opportunities for ;onsumcxs to cxlilrcss who t_he
are and who they would like to be.® Dcpcndmg Onft ¢ purc ;SC Situation,
consumers are likely to emphasize a different sel -c.oncc'pt. or PrWater
consumed products, consumers may simg]y rely on thelélr _Pl”lVaET_-concepts. In
contrast, when purchasing products that will be consumed in public, ?OthmCrs
may draw on their actual public-self concept to appear consistent v;;lt otherg’
expectations, or they may employ their ideal pul:fll'C-CO.ﬂCCPt to change h.ow
others view them. Let’s take a closer look at the joint interplay of marketing
activities and self-concept, with particular emphasis on the actual versus jdey|
self-concepts.

The Role of Self-Concept

Self-concept is important to marketers because consumc'rs’ self-perceptions
influence their attitudes toward product categories and specific brands and syb-
sequent purchase behavior.* Consequently, brands deliberately convey images
that extend beyond their purely functional characteristics. For example, Harley-
Davidson evokes mental imagery quite distinct from that of Honda or Suzuki,
and Nordstrom conveys a different image than Kmart or Sears. Research sug-
gests that some consumers like to express themselves in their brand choices.
Thus, promotional efforts to image-conscious consumers are more cffective if
they portray product images that are consistent with consumers’ self-concepts.’
But which self-concept should marketers embrace—the actual or ideal} The
answer is, “it depends.”

Because self-concept is relatively important to cveryone, consumers tend
to maintain or protect their self-concepts on the one hand and enhance them
on the other. The former is referred to as the self-consistency motive; the lat-
ter is called the self-e:stccm motive. Consumers motivated by self-consistency
act in accordance with their self-concepts—even in the face of challenging
c_v1dcncc. In contrast, consumers motivated by self-esteem engage in activi-
ties that lead to more positive self-evaluations. 10 Both motives coexist within

an individual, but they can tug us in diffe irecti . the
task at hand. rent directions, depending on

to recall the brand name or j
information consistent with her actual self.

consistent with her ideq/ self-concept Why
developed, actual self-schema with o

concept, rather than information
Consumers generally possess well-

'O maintajn Recalling congruent informatio”
i itate of €Ognitive consonance. In g
* nd behavior, Ty ooy i their belief systems

» If marketing communication
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with consumers’ understanding of who they are, the communication facilitates
this desired balance,

~ The situation is quite different if a consumer is focused on evaluating or
judging a product. Because consumers are aware of not only who they are,
but also who they would like to be, a gap between the actual and ideal self-
cONCepts represents a state of inconsistency. As such, the ideal sclf-concﬁ_Pt
Can serve as an important moving target, a goal that consumers seek to attain.
Thus, when consumers evaluate a brand, they are more likely to be influenced
by whether the brand fills the gap, i.c., advances them toward their ideal self-
concepts. It follows that brands congruent with a consumer’s ideal self-concept
are evaluated more favorably than those congruent with a consumer’s actual
self-concept. For example, a consumer who wants to feel “intelligent” and
“in-the-know” may meet that goal by purchasing a smartphone. On the other
hand, if a consumer’s ideal self-concept is more “artsy,” he may buy an iPad. In
sum, if marketers want consumers to remember their brand names, attributes,
and benefits, they should create communications that are consistent with con-
sumers’ actual self-concepts. In contrast, if changing attitudes is important,
marketers should communicate information that is congruent with consumers’
ideal self-concepts.

In a public context, a consumer who wants to be seen as “preppy” may
meet that goal by endorsing J. Crew or Polo Ralph Lauren. If a consumer’s
ideal public-concept is more “edgy,” he may wear clothing from Karl Kani or
Timberline. Connecting with consumers’ ideal public-concepts is particularly
important for individuals who have a relatively negative view of self. Recent
research shows that consumers who are anxious about relationships are likely
to use brands as a means for signaling their ideal public-concepts to potential
relationship partners. In addition, high anxiety consumers tend to avoid brands
that don’t match their ideal public-concepts to avoid the risk of being viewed
as unattractive by others.'?

The notion of positioning brand images to be congruent with consum-
ers’ self-concepts reflects the general practice of market segmentation (see
Chapter 2). Marketers identify patterns of self-concepts residing in specific
demographic groups and find media that communicate directly to these
groups. This practice is not new. For decades,
Virginia Slims cigarettes attempted to match
their slogan, “You’ve come a long way, baby,”
with women’s ideal self-concepts regarding social
independence. Similarly, Harley-Davidson motor-
cycles convey raw excitement to consumers seck-
ing to improve their ideal self-concepts regarding
freedom and adventure. Non-profits and govern-
ment organizations have also used this approach.
The U.S. Army’s recent ad campaign, “Symbol
of Strength,” targets prospects with messages of
se!f.—cmpowcrment and self-determination. Other
military scr\_'iccs also rely on slogans to appeal to
consumers’ ideal self-concepts. The U.S. Air Force
recently abandoned its “Cross Into the Blue” for

ACE STOCK LIMITED/Alamy

N _ o
*&y-Davidson ads target consumers who seek excitement in their ives.

.

Scanned with CamScanner



328 Part 4 | Consumer Social Influences and Contemporary Strategies for Marketers

Marketing in Action

The U.S. Army’s “Symbol of Strength” Targets Recruits’ Self-Esteen

Early in 2001, the U.S. Army abandoned its 20-year ad cam-
paign, “Be All You Can Be" Instead, the Army committed its
$150 million advertising budget and its recruiting goals to “An
Army of One."The campaign emphasized that young people
could maintain their sense of identity and attain self-fulfillment
while serving in the Army. One promotion featured a solitary
soldier running outdoors while a voiceover says,“l am an army
of one, even though there are 1,045,690 soldiers like me”

The change in campaign was not without controversy.

Advertising expert Jerry Della Famina thought it was a mistake.

He argued that the Army benefited from one of the greatest
campaigns in history. Advertising Age, an industry publication
and information leader, ranked the “Be All You Can Be' cam-
paign as the second best of the 20th century,

Although “Be All You Can Be” was embedded in the culture
of the nation, apparently it had lost its connection with
the Army’s target audience of over 20 million young adults
between the ages of 18 and 24. During the fall of 2006, how-
ever, "Army of One”"was retired. Army officials said the ‘Army
of One’ campaign had not been highly effective. The Army

7 Dates

1971-1973
1973-1979
1979-1981
1981-2001
- 2001-2006
2006-2011
- 201 1-present S0 ‘
Slogans of historical U.S. Army advertising campaigns

—

missed its recruiting target in 2005 by the widest margjn i1
more than 20 years.

In 2006, the Army, hoping to better connect with POtentiy|
recruits, introduced a new pitch, "Army Strong,"accompamed
by a $200 million annual advertising contract with McCan,
Waorldgroup. This campaign, developed after.nu Merous focye
groups and interviews with soldiers, was designed to commy.
nicate the idea that if you join the Army, you will gain physic
and emotional strength as well as strength of character ang
purpose.'

In May 2011, the US. Army extended "Army Strong"thrGUgh
its newest advertising campaign, “Symbol of Strength!This
campaign highlights the ultimate benefit of becoming a
soldier—participating in new opportunities and serving
missions available only to members of the Army." The US,
Army is connecting with potential recruits through Facebook,
Twitter, MySpace, YouTube, and armystrongstories.com, where
soldiers blog about their day-to-day life in the Army, These
marketing communications are aimed directly at recruits'ideal
self-concepts.

_ Campaign Slogan’®
‘Today’s Army Wants to Join You

Join the People Who've Joined the Army
This is the Army A5
BeAllYouCanBe =

Army of One '

Army Strong S

Symbol of Strength

“Do Something Amazing,”
with “Accelerate Your Life,”

Proud,” targeting pros
Similarly, luxury brand
bridge the gap betwee

Since 2001, the U.S. Navy has promoted itself
and the Marines have relied on “The Few...Tht

pects who are motivated to enhance their self-estee™
$ such as BMW and Roley play on consumers’ desires ©
n actual public- and idea] public-self concepts.

The Extended Self

Some products are so important
their self-concepts. The direct lin
her possessions is called the

1
O consumers that they are used to confir?
k between 4 consumer’s self-concepts .ang
extended gelf 1 The idea that our belonginé
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represe i
phpi’losog;xzi: \‘i:\;(iileizf:]o]n of ours.elves dates back to 1890, when psychologist and
[ alnlies claimed that we are the sum of our possessions.'” In
i bl Kt Se“gll y reg;llrd'ed essay, the academic Russcll Belk maintains
[ oo is not l1mlt'ed to pcrsoqal possessions, bu'F also includes
St (;b‘ect g{)oup possessions. This view is consistent with the notion
s e Ove]r ths ecome a part of us when we are ablt? to exercise signifi-
& oy em. In this sense, even body parts are viewed as part of the
: e . Research confirms that people consider the following catego-
I1€s as possessions:

* Their bodies

* Personal space

* Consumable goods
* Durable goods

* Home and property
Significant others
Children

Friends

Mementos

e DPets!?

Thus, marketers need to understand the variety of ways cOnsumers €xpress
themselves through their possessions. And they do. For example, Unilever
appeals to consumers’ view of their bodies with Lever 2000, “for your 2000
body parts.” An enormously successful campaign, Unilever extended the Lever
2000 brand to include body washes with ginseng and vitamins (Energize),
cucumber extracts (Fresh Aloe), and a rain scent (Refresh). The computer
security company Malwarebytes understands consumers’ need for privacy.
They developed a series of products designed to protect computers by com-
pletely removing all forms of malware, including viruses, Trojans, spyware,
adware, and rootkits. For consumers who view their pets as an extension of
themselves, PetSmart, Inc., the world’s largest specialty pet retailer of products
and services, offers in-store PetsHotels, Doggie Day Camps, pet training, pet
grooming, and adoption programs. !

While acquiring and investing in possessions can extend who. consumers
think they are, the loss of important belongings can reduce th;:r exten;led
selves. Burglary victims reporta dlmlmshed. sense of self w_hcn their possessions
are lost to theft. Research suggests that grief a.nd' mourning foll.ow thetF, just
as it does when someone losc§ a loved onc..z" Smpllarly, n.atura[ disaster victims
report going through a grieving Qrocess, including denial, anger, c[i}fprcl:lsslon,
and finally acceptance.?! The security system company ADT k“OWSADaF; gmc:
owners fear the loss of possessions resu[tmg“ from burglary. In fact, S ah.ver

. ces that its customer monitoring centers “help protect the pc.oplr.. and things
Leeel g ost.,” i.c., the extended self. Insurance companies like Allstate
:r(:dn:hat,natural disasters can damage more than horpcowners’ prop-

also destroy a consumer’s extended self. Accordingly, these .ﬁrms
giopher he and disaster insurance for those willing to pay the premiums.
offer célfiaf":mpl e uggests that for many Americans, the automobile is an

Research 50 © = ded selves and ideal self-concepts.? The process

rt of their exten \
ane,s extended self through an automobile occurs when people
o

you val
underst

important p
of creating
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sh and maintain them. Some consyp,.

s : ; i wa :
customize their cars or painstakingly cars; others spend hours washing a4

ers build special sound systems for thcrl;crs e e sig_
i i i se consu >
waxing their vehicles. To the

rtle Wax and 3
nificant part of their extended selves. Markelte.r(s;a?fl‘-c'{:tionship& They ?:atiir
Care run advertisemcx:jts that cn;ﬁzsraﬁiisﬁgrpniaintaine | T Smers, th

ifully conditioned automo ) :
S::eigilng talk to their cars as though they are l};’:ﬁﬁ; x‘:l;;;fe:ﬁaﬂgdos
damage their vehicles, they often behave as thoug P s e cen
wrecked, and they work anxiously to restore the au]li i o« ngal
condition. Not surprisingly, for car aficionados, collist urro-

gate “emergency rooms.”

Launched nearly
a decade ago,
Dove's “Real
Beauty” cam-
paign purported
= to celebrate
women of all
shapes, sizes,
and colors. It was
conceived based
on the results

of a multina-
tional study of 3,500 women. The study
revealed that two-thirds of women
believed that the media endorsed an
image of beauty unattainable by most
women. Moreover, just 2% of respon-
dents reported that they considered
themselves beautiful. Consequently,
Unilever overhauled Dove's global
advertising message to challenge the
imagery traditionally associated with
beauty and personal care products.“Real
Beauty"arrived in the United States in
2005 with ads for hair, skin, and body
products featuring images of mature
skin for skin care; curvier bodies for
moisturizers; and short, curly coifs for
hair care products, TV ads in the series
featured women old and young and of
different complexions promoting Dove’s
Body Nourishers lotion line, as well as
curvy women dressed in underwear
endorsing a new Dove Intensive Firming
Lotion In 2006, Dove ran its first Super
Bowl ad with an inspirational message
designed to raise girls'self esteem,
Helping girls accept themselves is a

mission of Dove’s five-year marketing
strategy.**

But is the “Real Beauty” campaign
for real? Some consumers see it as
just another marketing stunt aimed
at selling soap. In June 2010, Jezebel
uncovered a Craigslist ad for a New York
casting call for Dove's Real Beauty cam-
paign. lronically, Dove's definition of "real
women"”narrowly adheres to typical
beauty standards. It called for women
who are "naturally fit, with
“flawless skin,' free of tattoos or
scars, and who have “nice bod-
ies,'and "beautiful hair"2s

Perhaps the heart of the
issue is whether the campaign
makes women feel good about
themselves? On one hand,
there are certain classic looks
that women would all secretly
love to possess. When they see
a beautiful model promoting a
brand, women respond imagi-
natively and, for a moment
or two, feel beautiful, too,
Although they know the prod-
uct will not change them, the
power of association s SO great
that, deep down, women feg|
asthough a little of tha model's

magic has rubbed Off—thjs i
the ideal self- s

conce ' gl
On the other hand, E:J;?:r?wk-mgl E i
porary, self-conﬂdent women g A
Wantto see figures ang faces 4l
like thelr own featureg and § o
celebrated i advertising-this o

is the actual self-concept speaking.
Which self-concept wins? Research
suggests that when evaluating brands,
it's usually the ideal—not the real—that
matters, which was an ominous sign for
Doves “Real Beauty” campaign. Early 2011,
Dove decided to dump the "Real Beauty’
campaign in favor of a less preachy “Body
Language’ campaign aimed at convinc-
ing women that Dove products will make
them feel attractive and confident?

S Hydyating
Foramia

L In il
ATl

Scanned with CamScanner



T N N 7 O i i

Self-Concept and Personality | Chapter 12 331

HOW do possessions become extensions of consumers? First, they facilitate
“Ct’m‘ by allowing consumers to do thin gs they otherwise couldn’t do. For exam-
pl'e, without an iPod, consumers would not be able to share their favorite songs
with their friends, songs that also represent part of the extended self. Second,
consumers’ belongings symbolically extend who they are. For instance, trophies '
and awards highlight individual accomplishments; diplomas exhibit academic
credentials; and photographs and artwork present vivid illustrations of what '
people deem important, Third, possessions bring consumers power and prestige. I
Accumulatjng antiques and other scarce items, for example, conveys a certain l
status, because rare items can be expensive. Fourth, possessions allow consum-
€IS to associate themselves with desirable people, places, or times. Autographs
of a favorite celebrity, memorabilia acquired on a trip to Paris, and family heir- J
looms—these types of things extend who consumers are by linking them to '
these desirable entities.!® Some possessions are so important that consumers
develop a deep affection for them. These items are known as “loved objects.”

Loved Objects

The people and things that consumers love impart a strong influence on their
self-concepts. The word “love” is commonly used to describe activities, places,
and possessions: “I love to golf,” “I love Paris,” “I love your hair style,” “I
love that movie.” Research shows that consumers not only “love to shop,” but
they also “fall in love” with the products they buy.?® In fact, love is the second
most common word consumers use to describe their feelings about possessions
(happiness ranks first). Of all the possessions that consumers acquire and divest
throughout their lives, only a few attain loved status. Loved objects, a special
subset of all possessions that comprise the extended self, play a central role in
our knowledge of who we are as people. Recent research provides evidence
that loved objects can be part of a synthesizing solution to a specific identity
conflict. In fact, loved objects are shown to derive much of their emotional
status by helping to resolve these internal conflicts.” For children, a favor-
ite stuffed animal provides comfort during times of psychological conflict. For
adults, beloved sports cars can compensate for lack of physical stature, and
chocolates can be used as rewards. Loved objects can also resolve role conflicts.
For example, if a man experiences a psychological conflict between his role as
a businessperson and his role as an art connoiss.eur, he might come to love his
paintings and sculptures as a way of preserving his artistic persona and compart-
mentalize his business as simply a pragmatic choice. “It’s just a job,” he says. He
might also identify his unloved objects, such as furniture, as practica}l and mun-
dane—like his job. Similarly, if a woman has a conflict between her feminist and
traditional ideals, she may identify loved pbjccts to ht?lp reso!vc thi§ conflict.
Perhaps her collection of antique.and c_ichcate porcelain ﬁgllu‘mes raises good
feelings about a time (the 195(?3) in which women were relatlvcly. repressed.?’
Even a favorite pair of b.luc jeans can rcsglve internal role conflict. 'Perl-laps a
young manager has misgivings about workm‘g on Saturday. By drfssmg in her
e. well-worn blue jeans, she can exercise some autonomy. “If I have to
f'avoliltr: the weekends, at least I’ll be comfortable,” she says. In a positive sense
312; ?ovcd objects can provide a m;chanism for psychological conflict resolu-
: discussed the importance of the extended self and loved

2,
i ow that we’ve g ; : 4
tl[()).n- ij let’s examine how individuals manage their social behavior.
oDjects,
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In times of emotional conflicts,
people oftentimes focus on loved
objects to ease their struggles.

© Glenda/Shutterstock.com

OBJECTIVE @ Self-Monitoring

The extent to which consumers use situational cues to guide their social behay-
ior is known as self-monitoring. People who routinely modify their behavior
to meet the expectations of others are known as high self-monitors. Converscly,
people who act primarily on the basis of their internal beliefs and attitudes are
known as low self-monitors.®® Put simply, high self-monitors tend to behave like
social chameleons, constantly changing and adapting their behaviors to differ-
ent situations and different people. Low self-monitors march to the beat of their
own drums. Research shows that Jow self-monitors exhibit greater attitude-
behavior consistency than high self-monitors.3! Research also demonstrates that
high self-monitors show more concern for the self-image they project in social
situations.*” As a result, high self-monitors are more likely to respond to image-
based appeals that promise to make them look good, while low self-monitors are
more likely to evaluate the functional benefits of 1 product.®® Self-monitoring
typically involves three somewhat distinct individual differences:

» Willingness to be the center of attention
* Concern about the opinions of others

* Ability and desire to adjust one’s behavior to induce positive reactions in
others

Like many individual difference variables, self-monitoring can be measured
by a survey instrument. Low self-monitors tend to endorse statements ke
“My behavior is usually an expression of my true inner feelings, attitudes, 4
beliefs.” High self-monitors agree with statements such as, “When I am unce”
tain how to act in a social situation, I look to the behavior of others for cuc

Self-monitoring can be helpful in resolving the personality-versus-situat”
debate in consumer behavior, which focuses on the relative influence of PE"
sonality traits versus situational factors on consumers’ attitudes and behavio™
Advocates of the personality approach argue that an individual’s personality 7>
determine his or her behavior. Conversely, advocates of the situation 4P

T e
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believe that the nature of circumstances drives behavior.* Research su ggests Fhat
both approaches can be correct, depending on an individual’s self-monitoring.
The importance of personality traits is discussed later in this chapter. -

The term malleable self refers to a multifaceted self-concept that includes a
Jood self, bad self, not-me self, desired self, ideal self, and ought-to-be self. Any of these
self-conceptions are accessible at any given moment.* In this sensc, sclf-cona?pt
is regarded as both stable and malleable. On one hand, the self-concept contains
an enduring set of self-conceptions. On the other hand, consumers access and use
different self-conceptions, depending on the task at hand—like tools in a toolbox.
Classic research indicates that people prefer brands that match their self-concep-
tions. But which self-conceptions do consumers use to compare themselves to
brands? Recent research shows that high self-monitors use social cues to select
self-conceptions, and low self-monitors draw on their internal traits.*

Let’s take a real-world example. Suppose a first-year college student goes
dancing three nights during the first week of school. Does this mean that she
is extroverted (a stable personality trait) or did she go dancing to reduce the
stress associated with her new school environment (a temporary situation)?
Self-monitoring provides a possible explanation. Perhaps this individual is
neither unusually extroverted nor extraordinarily stressed. She is, however,
interested in joining a social sorority (a brand), whose members have been
frequenting the night clubs this week. As a high self-monitor, she evaluated the
situation and drew on her “desired self,” i.c., her desire to be a member of this
sorority. Next, she adapted her behavior to appear extroverted and outgoing
because she believes this would increase her chances of being invited to join
the sorority. Alternatively, if she were a low self-monitor, she would probably
stay at home. Her choice of a sorority would be guided predominately by her
internal beliefs and attitudes, and she would not attempt to construct a desired
image. Perhaps charity is an important part of her self-schema, or actual self. If
this is the case, she might evaluate sororities on the basis of their community
service record and search for a sorority accordingly.

Consider also a high self-monitoring consumer who wants to project an
image of intellect and culture to his dinner party guests. In addition to choosing
appropriate words and mannerisms, he selects and displays the brands of food,
wine, and music that support an intellectual and cultured image. Conversely, the
low self-monitor would not be influenced by these social cues. Instead, he would
select a decorum that fits his actual self-concept, i.e., who he really is.3” Some level
of self-monitoring is inherent in all social situations. People must adapt to their
environments in order to interact. Nevertheless, some individuals present them-
selves in such a way as to create exaggerated or misleading images. Motivation for
this behavior is explored next in a discussion of impression management theory.

Impression Management Theory

The process of creating desirable images of ourselves for others is known as
impression management. In gencral, people practice impression manage-
ment to increase control over valued outcomes, such as praise, approval, sym-
pathy, and special treatment. Individuals engage in impression management to
make people like them (mgratllanon); to generate fear (intimidation); respect
(self-promotion); to lift up their morals (exemplification); and to engender pity
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Fathead appeals to consumers
who like to prop their
surroundings with sports and
entertainment figures,

(supplication).?* Consumers employ at least three tactics to manage the imyy

that others form about them:

1. Appearance management
2. Ingratiation
3. Aligning activities

Appearance Management By controlling the sclgctton of clothes, grooming
habits (e.g., smoking), verbal communication (F.g., jargon, accensgs), and th.e dis.
play of possessions, consumers convey desired images to others.* The decisions
regarding how consumers control their physical appearances and surrolundings
comprise their appearance management. Research supports the nouon thyy
consumers pay close attention to their physical appearance in {?rdcr to claim cer.
tain identities. Job applicants have been shown to manage their ph'yswal appear-
ance to match the interviewer’s stereotyped expectations. I_f _thc Interviewer i
thought to be conservative, the applicants dress more traditionally than if the
interviewer is thought to be progressive.*® Likewise, salespeople spend consider-
able time and money on clothing and grooming. People also pay close attention
to their props (items in their physical environments). Do you arrange your dor-
mitory or apartment differently depending on whether your parents or friends
will be visiting? You are not alone; most consumers use props. Executives arrange
their offices to convey prestige; children prop their bedrooms with colorful post-
ers; and professors always seem to have piles of books on their desks and tables
(they must be busy). Have you noticed that U.S. politicians always have the
American flag propped in the background and an American flag pin in their
lapels for photo ops and speeches? The retail website Fathead targets consumers
who want to prop their surroundings with sports and entertainment figures.

Ingratiation It is inherently pleasing to be liked by others. One of the tactics
people use to get others to like them is ingratiation, a set of strategic behaviors
designed to increase the probability of gaining benefits or favors from another per-
son. One can ingratiate with self-presentation, opinion conformity, and flattery.
Self-presentation involves cither self-enbancement or self-deprecation. The
former occurs when people promote their good qualities, such as during inter
views or on first dates. Self-enhancement can backfire Rowever. if the claims ar¢
viewed as conceited*! or exaggerated and are later discr,cdjted.“ \)Nhen employing

'(; thead CALL: 1-877-328-8877.

TRACK ORDER | MY ACCOUNT | VIEW CART %

REAL. BIG; .
~HEROES .

Courtesy of Fathead
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self—dcpreFaﬁon, people make humble or modest claims about themselves, often
dOV\fnplaymg their positive attributes or their role in a successful outcome. This
tactic can also backfire if the self-deprecation is excessively negative and per-
ceived a$ an attempt to elicit reassurance from others.** Taken together, self-
Presentation is a trade-off between favorability and plausibility—modest claims
may signal incompetence, and yet, highly favorable claims may not be credible.

Think about your strategy on a first date. On one hand, if you describe all
of your accomplishments and talents, you may be perceived as boastful and turn
off your date. On the other hand, if you fail to mention your positive capabilities,
your date may regard you as mediocre. Either way, you probably don’t geta second
date. Thus, self-presentation involves striking a balance between the opposing
forces of self-enhancement and self-deprecation.** Research demonstrates that the
optimal balance shifts, depending on whether people are interacting with friends
or strangers,*s Self-presentations are more likely to be self-enhancing to strangers
and modest to friends. Why? Strangers usually have little information, so an indi-
vidual’s performance record may be difficult to verify. Consequently, by present-
ing highly favorable information to strangers, people willingly sacrifice likeability
in exchange for perceptions of competence. The strategy is different with friends.
Because they have more background information about you, friends can casily
disconfirm an exaggerated claim. Moreover, people share common interests with
friends and expect many future interactions. Thus, people maintain friendships
by increasing likeability through a more modest self-presentation. Let’s return to
the strategy for a first date. Research suggests that if a new acquaintance is aware
of something you’ve done well, he or she will like you more if you are modest
about it. On the contrary, if the other person is completely unaware of a particu-
lar talent, modesty is simply interpreted as mediocrity.* In sum, if you’ve got it,
flaunt it—but only if your date doesn’t already know about it.

Opinion conformity entails expressing insincere agreement on important
issues. Subordinates often use this tactic with supervisors, because people gener-
ally like those who share their opinions.”” But it can backfire if the target of opinion
conformity perceives the ingratiator as pandering. Thus, a clever mix of disagree-
ment on unimportant issues and agreement on critical issues reduces suspicion.

Flattery involves excessive compliments or praise designed to make some-
one feel good about him or herself. Flattery does not have to be insincere. In
fact, effective flattery should be targeted at important attributes where people
feel uncertain about their abilities or performance. For example, if a friend
expresses anxiety about his performance on an in_aportant and recently delivered
speech, an earnest comment such as, .“I appreciate tf}at you spoke slowly and
clearly,” is likely to gain favor for thf“. ingratiator. Similarly, when a salesperson
flatters a potential customer regarding an important but uncertain attribute,
the customer is likely to respond favorably. For example, a consumer may have
reservations about his weight and expresses those concerns while trying on
business suits. A clever salesperson may flatter the customer by remarking that
he is “in better shape than most men his‘ age.” Recent research demonstrates
that if customers perceive flattery to be sincere, i.t doesn’t mattcr whether the
remark is perceived to be accurate, as both. genuine compliments (sincere and
accurate) and opaque ﬂaﬁery (snx:nccrc _and inaccurate) appear to generate posi-
five intentions to continue working with a salcspex-“son."’“ Figure 12.2 provides
a mu!ti-dimensional model of Consumer Ingratiation.
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FIGURE 12.2 | A Multi-Dimensional Model of Consume

r Ingratiation
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Aligning Activities Sometimes ¢

. N.S. Vowels, and A. Davies,
I Ingratiation
of Thomas W. Cline.

“All Ingratiation Is Not Equal: A
Society for Consumer Psychology 2009 Winter

onsumer : : Aqsting
cultural norms. Aligning activit rs behave in ways that violate €XI°°
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use a disclaimer such as, “I'm no expert, but ...” to avoid responsibility for a
product’s performance, A salesperson may remark, “Please hear me out before
you refuse this offer” to keep potential customers from prematurely rejecting
an offer. Accounts entail excruses and justifications. The former reduce or deny
one’s responsibility for inappropriate actions; the latter acknowledge respon-
sibility but rationalize the behavior as appropriate, given the circumstances.®!
Both excuses and justifications are designed to reduce perceptions of wrongdo-
ing. For example, a customer service representative from Dell, who claims that
your computer crashed because you installed incompatible software, is excusing
Dell from any responsibility for the problem. In contrast, the service rep may
justify the computer crash on grounds that the computer is seven years old and
well beyond its useful life. In a similar vein, one salesperson may explain a late
delivery as a shipping or supplier problem—an excuse; another may explain the
late delivery as a function of building a custom order—a justification. Accounts
work best when the individual delivering them is of superior status and when
the violating behavior is not serious.> What about students, who are not in
a superior position to account for serious violations such as late assignments
and missed exams? Research suggests that students’ excuses and justification are
better received if they are truthful and apologetic. It also helps if the account is
reasonable.

It should be clear that people employ various tactics to manipulate the
impressions others form of them. Consumers and salespeople manage their
appearances; they ingratiate themselves through selective presentation, opinion
conformity, and flattery; and they try to repair their identities when their con-
duct is questionable. Next, let’s take a look at what makes an individual unique
and how that influences his or her behavior as a consumer.

Personality

Personality is a set of unique psychological characteristics that influences
how a person responds to his or her environment, including cognitive, affec-
tive, and behavioral tendencies. Understanding a consumer’s personality can
help predict his or her responses to marketing activities—but it is a tricky
business. People don’t necessarily behave the same way in all situations, and
an individual’s personality can change over time. Consumers’ personalities
mature along with their physical growth. For example, advanced education
may affect consumers’ personalities by teaching them to be more open-
minded and inquisitive. Similarly, the process of aging often ushers in self-
reflection, increasing consumers’ desire for reading and experiential travel.
Some people become more cynical over time, while others become more
trustful, Few consumers respond to products and services today as they did
as children or teenagers. :

Major life events can also produce “shocks” in a consumer’s personality.
A full-time job can increase -a.pcrs‘on’s nceq to be conscientious, and mar-
riage frequently brings a spirit of cooperation (at least initially!). Having
children, changing occupations, ch.romc illness, and the death of loved ones
can also engender signiﬁcgnt shlfts_ in one’s personality. Nevertheless, it’s dif-
ficult to ignore the enduring qualities of personality; in fact, personality has
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nal, i.e., an essential and stable

i seem consistently gro
Some people just . : Y grouchy,
ly. In the sam¢ vein, some Of your friepg

probably assert themselves without fail, while others prcdlctably‘w,[.h.draw
from confrontations. Earlier in this chapter, W¢ described these individyg|
nuances as traits. Indeed, scholars have apprgachcd ‘the study of personal.
ity from a variety of angles, producing many interesting thO'ﬂCg; including
Freudian Systems,’® Neo-Freudian Theories,™ :'md trait theories.> The mog;
useful approach for consumer behavior is multiple trait theory.

uniformly been considered to be constitutio

characteristic of individuals.
while others routinely act pleasing

OBJECTIVE @ Multiple Trait Theory

Multiple trait theory maintains that
tendencies to respond in a certain way
one person to another, and although an 1n

generally stable over a reasonable time fram
qualities and mannerisms that distinguish one person from another. Consider,

for 2 moment, your best friend. How would you describe his or her personal-
ity? Is this person generally outgoing, smart, shy, or moody? How does he or
she respond to new situations? Is he or she optimistic, dramatic, or indifferent?
How does this individual react to marketing stimuli? Is he or she a bargain
hunter or an impulsive shopper? Longstanding research interest in personality
and consumer psychology has produced a host of measurable personality traits.
Among the most popular multiple trait theory taxonomies is the Five-Factor
Model.® This multi-factor structure identifies five basic traits that derive
primarily from an individual’s genetics and early childhood learning.?” The five
basic traits have traditionally been numbered and labeled as:

personality traits represent consumers’

across similar situations. Traits vary from
dividual’s traits can shift, they are

e. Think of traits as those specific

Surgency (outgoingness)
Agreeableness
Conscientiousness
Emotional stability
Intellect

U o

Figure 12.3 provides specific characteristics of the five core traits.*

The Five-Factor Model enables marketers to categorize consumers int
different groups based on several traits. Thus, trait theory is a special case¢ ©
marlfct scgmentati_on. Research shows that important personality traits can
'bc linked to specific consumption behavior, such as compulsive buying
i.e., the drgve to consume uncontrollably and to buy in order to avoi d prob-
lems. Specifically, consumers who score low on conscientiousness or high of
a.grccablhty demonstrate a propensity to shop compulsively.® This negati'e
ll_nk between conscientiousness and compulsive buyin A that indi
viduals who have difficulty controlling their buyi ying suggests o
tion, precision, and efficiency. The positi ying may also lack org o
and compulsive buying impliﬁs i positive rclanonshlp between agreeabl}}.]
tendencies to be kindhearted Syi'll‘tl ";';ioll'tl'olled shopping is assodatesc.‘i) “n]:c
Five-Factor Model has also béen usl?:d tﬁt::c, aqd not rude to or_hf.:rs'. i
complaining behavior,” voting behayi czlexplaln consumers’ bargaining ;Jso
shows that the Five-Factor Mode] ior, :’md alcohol abuse.® Researcb :

can provide a framework to tap the dimen

sions of a brand’s personality,
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FIGURE 12.3 | The Five-Factor Model of Personality

DIMENSION
Those scoring low are... Surgency Those scoring high are...
Introverted Extraverted
Shy Talkative
Quiet Assertive
Reserved Verbal
Untalkative Energetic
Inhibited Bold
Withdrawn Active
Timid Daring
Bashful Vigorous
Those scoring low are... Agreeableness Those scoring high are...
Cold Kind
Unkind Cooperative
Unsympathetic Sympathetic
Distrustful Warm
Harsh Trustful
Demanding Considerate
Rude Pleasant
Selfish Agreeable
Uncooperative Helpful
Those scoring low are... Conscientiousness Those scoring high are...

Disorganized
Careless
Unsystematic
Inefficient
Undependable
Impractical
Negligent
Inconsistent

Organized
Systematic
Thorough
Practical
Neat
Efficient
Careful
Steady

Those scoring low are . . .

Emotional Stability

Those scoring high are . . .

Anxious Unenvious
Moody Unemotional
Temperamental Relaxed
Envious Imperturbable
Emotional Unexcitable
Irritable Undemanding
Those scoring low are... Intellect Those scoring high are...
Unintellectual Intellectual
Unintelligent Creative
Unimaginative Complex
Uncreative Imaginative
Simple Bright
Unsophisticated Philosophical
Unreflective Artistic

Sounce: Adapted from Goldberg, L. R.(1992). The Development of Markers for the Big Five-Factor

Structure. Psychological Assessment, 4, 26-42,
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Brand Personality
rs prefer brands that enhanc,

ier i : sume
Earlier in this chapter, we learned that con
PEVD consumers prefo products that reflect who

ir self-concepts. In some Cascs, i )
ttﬁzyra:e, {5 thlz:ir actual self-concepts. FOr example, “These bl;c jeans aren’t
for me. They’re too risqué.” In other cascs,‘cgnsumcrs buy products that help
them express who they’d like to be, i.e., their ideal SCIf-C?’nceptz For example,
«P|] take these preppy jeans; 1 need to upscalc.my image. .Bran S su;h as Nike
and Nokia often conjure up specific prand images, which comprise all the
thoughts and feelings consumers have about a pa.rtlcu.lar brand. C_Jonsurpcrs’
thoughts and feelings are evoked through the stimuli they associate with 3
brand, such as logos, slogans, endorsers, price,

distribution channel, typica|
users, and use situations. Though somewhat elusive, br and image can be esti-
mated by asking consumers the first words that come to mind when t}?c think
about a brand. What comes to mind when consumers think of Mountain Dew,

Google, Apple, Ford, McDonald’s, and Louis Vuitton? ;
A considerable amount of research demonstrates that, like people, brands

exhibit personality traits, Brand personality refers to the set of human char-
acteristics associated with a brand. Brand pcrsonality comprises the human side
of a brand’s image. For example, Absolut vodka is typically described as a cool,
contemporary, 25-year old, while Stolichnaya vodka is an intellectual, conser-
vative, older man. Would consumers describe the personality of SKYYvodka
any differently? Drawing on the Five-Factor Model of personality, Jennifer
Aaker, General Atlantic Professor of Marketing at Stanford Graduate School of
Business, developed a framework to measure a brand’s personality. She identi-

fied five distinct personality traits:

1. Sincerity

2. Excitement
3. Competence
4. Sophistication
5. Ruggedness®

Each of these factors includes various descriptors, as shown in Figure 12.4.
Three of the five dimensions of brand personality relate to the “Big Five”
human personality dimensions. Agreeableness matches up with sincerizy to Cap”
ture warmth anFi acceptance; conscientiousness parallels competence, as both
embody responabilit.y, security, and dependability; and extroversion a)nd excite:
ment mutually describe energy, activity, and sociai)ility However, two dimen”
sions of brand personality (sophistication and ru‘ggedne:vs) stand a ,art from the
ch'—Factor MoFicI. This suggests that consumers mav not cl:) nize these
E;;tsl;:;:lirt t:':l.ltﬂ: in .thlcmselvei, but rather aspire to attaiz thcerThgis notion is
1th existing marketing activities surroundi ; histi-
cated brands such as Gucci ing archetypal P
O bl ;cnc«,l;] al;;xt;il,gHeeclllgessyé and Rolex that feature glar‘I?o:
Jeeot and T TABARGE A< t,o ughg 2 é‘lan S sgch as Marlboro, Timberlin ;
srshicealiselconteniit , outdoorsy ideals that appeal to consu™
Brand personality traj A tal y
iy Friist, al;tjmn;ilrzzli? an important relationship with human
er’s observable behavior, manifest T)a‘:c characterized based on a const™
] cliefs and attitudes, and physical 2"
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s 2 1
FIGURE 12.4 | The Dimensions of Brand Personality

/—-—-—-—-—_

Down-tb-earth
Honest
Wholesome

Cheerful

y

Competence
y
Daring :
Spirited Hellgble Upper class Outdoorsy
Imaginative Intelligent Charming Tough
Successful
Up-to-date

Source: Adapted from Aaker, J. L. (1997). Dimensions of Brand Personality. Journal of Marketing Research, 35,

347-356)

demographic characteristics.®* For example, “He’s a sophisticated manager,
always up-to-date with technology.” In contrast, brand traits are character-
ized based on a brand’s #ypical user, i.e., the set of human characteristics
associated with those who routinely endorse the brand. Thus, if technologi-
cally inclined, sophisticated managers are typical users of Bluetooth technol-
ogy, then these particular personality traits are likely to be transferred to the
Bluetooth brand.®®

Consumers also extract cultural meaning from the brands they purchase.
Thus, the process is a paradoxical two-way street. A brand’s image is shaped by
those who use it, and yet the users construct their identities through a brand’s
personality. Research also suggests that brand personality includes the demo-
graphic characteristics of the typical users, such as gender, class, and age. For
example, Revlon is predominately female; Budweiser is male; and Starbucks is
gender-neutral. Chevy is middle-class; but Cadillac is upper-class. Apple’s Mac
is young; and HP is older.

Brand traits can also be inferred through typical use situations, which repre-
sent the various ways a brand is consumed or used. For example, McDonald’s
is a popular destination for single parents to treat their children to a pre-made
meal in a colorful, quick-serve environment. Big Boy also appeals to this demo-
graphic, offering a similar menu and remarkably compflrablc brand symbols
(Ronald McDonald versus Big Boy). However, the use situation at Big Boy is
sit-down and typically includes the entire family. For another example, consider
the desktop computer. Apple computers are typically used for creative applica-
rions and hobbies. Quite the opposite, PCs tend to be all about business applica-
tions. The popular “I'm a Mac/I’'m a PC” ads by Apple attest to this dichotomy:.

Like human traits, brand traits can also be inferred indirectly through prod-
uct associations, such as attributes (e.g., thc'iPhonc’s apps are imaginative),
product-category (e.g., motorcyclfas are darmg), names (e.g., Smucker’s is
down-to-earth), and logos (e.g., Nike’s swoosh is spirited).® Finally, a brand’s

Scanned with CamScanner



342 Part 4 | Consumer Social Influences and Contemporary Strategies for M

arketers

personality can be formed by using characters and celebrities to endorse

brand. See Figure 12.5 for a model of brand personality.

FIGURE 12.5 | A Model of Brand Personality

Typical User

Typical

Use Situations Traits Traits

Product

P i Demographic
ersonality grap Associations

Brand Personality

Celebrity Endorser’s| | Brand Character’s
Personality Traits Personality Traits

Characterization

Source: Adapted from Aaker, J. L. (1997). Dimensions of Brand Personality. Journal of Marketing Research, 35,

347-356.

In contrast to a brand’s tangible attributes (e.g., dress or pants size),
brand personality tends to serve a symbolic or self-expressive function for
consumers.®”” The symbolic use of brands occurs because consumers instill
brands with human personality traits. Marketers understand the importance
of symbolic meaning and often use characterization to communicate brand
personality.

Characterization

Two stratcg.ics provide brands with characterization. Brand personifi cation
involves giving non-humans human-like traits, while brand anthropomot-
phism assigns b_oth human traits and form to non-humans. Marketers use both
strategies to build brland personality. For example, Geico’s talking gecko rep”
Sechi brand pgrsoll: ]igcatlon' The gecko’s English accent and delightful man-
nl;:.r‘lslm' dallf ulnmlslt)a ably human, but he retains the form of a lizard. In fact
this laid-back ambassador of great customer service and quick insurance rat
quotes was voted America’s favori TR i
! 1 i avorite advertising icon in 2005.%% The idea for
the gecko emerged from a creative session at the Martin Agency in Richmon®
Virginia. For years, the company’s name, “Gejco » A ent
Emplovees Insur »G€ICo,” an acronym for Governm
ploye ance Company, had been incorrectl «Gecko.”
Thus, the gecko was created to turn co s Y_Pmnounced'as e
amusing’ memory aidi The Fimous nsumers’ mispronunciations 10t ¢
gecko first aired on national television I
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1999. But the gecko had, and still has, competition—in the form of the
Af_lac Insurance duck. Also debuting in 1999, Aflac’s duck—voiced by
Gilbert Gottfried—“quacks” out the company’s name in frustration to
Prospective policyholders who can’t seem to remember it. This is a delib-
crate attempt to facilitate brand name recall and link the zany character
traits of the duck to an otherwise boring product, supplemental insurance.
Brand personification need not involve animals. The M&M charac-
ters appear in lighthearted commercials for Mars, Inc., one of the largest
privately owned businesses in the world. The M&M characters have been
assigned human traits but their forms are primarily non-human, i.e., they
have faces on a body reminiscent of actual M&Ms. To en:{phasiz;i the
M&M’s brand personali . Mars has even named their “spokescandies.”
The cynical an([i) s::lrdonitt:y red duo serve as mascots for milk chocolate
M&Ms, and the happy and gullible yellow duo represent peanut M&Ms.
In a recent online poll sponsored by USA Today and Yahoo!, the M&M
candy characters were voted America’s favorite advertising icons.®’ Their popu-
larity even gave rise to Planet M&Ms, a website where customers could create
their own look-alike M&M characters. There are many more br;nddglersotnhi-
fications out there, including classics such as the Budweiser Clydesdales, the
Energizer Bunny, Star-Kist’s Charlie the Tuna, and the Michelin Man, along
with the more contemporary Taco Bell Chihuahua, Cheetos Chester Cheetah,
and Chic-fil-A cows.

In contrast to brand personification, brand anthropomorphization enlists
fictitious characters with both human traits and human form. In one of the
most fascinating cases of brand anthropomorphization, the California Raisin
Advisory Board, working with its advertising agency, Foote Cone and Belding,
employed claymation (stop-motion animation) to bring its dried and shriv-
eled commodity to life. In 1987, the agency created The California Raisins,
a fictitious rhythm and blues musical group, that debuted singing Marvin
Gaye’s 1968 classic, “Heard It through the Grapevine.” The annual advertis-
ing budget was estimated at $40 million. The dancing raisins created such
a popular brand image that the liccnscdldolls, toys, and mugs bearing their
likenesses generated nearly $200 million in revenue. Although estimates vary,
raisin sales increased dramatically during the first two years of the campaign,
largely as a result of cereal markcte'rs Post Cereal Co. and Kellogg Company
bolstering the raisin content of their brands. Fewer tha.n- five years later, how-
ever, the characters lost their charm, and sa}es of raisins had decreased to
below pre-campaign levels.”® Perhaps the California Raisins overpowered the
image of Sun-Maid, the very t_n'and. t.hcy were enlisted to help‘. Un!1k.e the
M&M characters, the California Raisins” faces were sculpted with distinctly

ures.
hunill;;i,i;nding brand am.'.hropomorlphizations dot the marketing landscape,
including the Jolly Green Glan.t, The Pllle!.lI‘y Dough.Boy, Mr. C’lean, McGruff
the Crime Dog (National Crime Prevention Council), Planter’s Mr. Peanut,
Eroot Loops’ Toucan Sam, Mrs. Buttcrworth,. th’c;: Quakc_r Qats-man, and the
Kool-Aid man. Each is designed to “humanize” and distinguish the br?.nd
from its cOMpetitors. In a more recent example of brand anthropomorphiza-
don, the ABC network developed a comedy called “Cavemen,” adapted from
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Brand personality may be critical to developing brand loyalty,
but the specific dimensions that describe

i i in
ality can differ from country to country. These differences el
reflect cultural dissimilarities in basic valu

Korean and USS. cultures exhibit different
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Geico Insurance commercials as a'n orl
from the perspective of three prc:hlst((};l
modern world. The television show de
the entire season. :

In sum, brand personality h

1 interested in
fessionals, who are 1'ntc ned
markets.”! Humanizing a brand emp

consumers who they are.

—“——-_

ffbeat commentary on eth;_ﬁc prejudice
ic guys trying to make thc{r Way in the
buted in fall 2007, but didn’t suryjy,

as long held the attention of marketing pro.
«striking the right chord” with their targe,
play a more central role j,

the consumer’s life, potentially allowing consum(:r?Ch to project a desirable
aspect of him or herself.’? Research has demonstrated that cor,lsumell? e
brands not only for their functional benefits, but also EOL their symbolic rlolcs.
Brand personality dimensions can affect consumer be z;)vxordas a result of
sclf-expressive needs expressed when consumers choose brands representing
an extension of their actual or ideal-self concepts. Furthermore, brandslarc
also capable of affecting consumers’ self-concepts. Recent research provides
evidence that a brand’s personality can be transferred to consumers. Specifically,
when consumers think about “sincere” brands, they view themselves as more
agreeable. When consumers consider “competent” brands, they see thf:mselves
as more sophisticated.”? This is particularly true for consumers who believe that
their personalities are fixed and cannot be improved by their own efforts; they
use brands to signal their positive qualities to themselves and others.”? These
findings highlight the extraordinary power of brand personalities. Not only
do consumers choose brands because they want to underscore some aspect of
who they are or who they want to be, but—to some extent—brands also make

blODal Perspectives

Brand Personalities Differ by Country

heritage, wher
a brand's person- S A
Research shows th

es. F i
or example, Perceive powerfy| glo

values, whi

abre reéﬂe:ted in the way the two cou ntries view thweh gr]ne L\geercci:det: Beg il

rands. AN
_ In Western cultures, consumers emphasize emotional Efands to be more |ikeable, S0
independence, privacy, autonomy, and individua| needs, ‘9 than do Americans, US.c
Westef”_elrs tend to focus on self-reliance, hedonism, and Paslvethe SaMe set of by
competition. Americans in particular value Individualism 75 |, "199ed, and traditional than g K
contrast, East Asian cultures tend to value emotional depen. global marketers are clear i
den_ce, group harmony, cohesion, and the collective over hasa One-size-fits-g| pers
the individual, Koreans in particular draw on their Confucian "Hethat a brands Persona

ch Isti
aracteristics of each country’s culture
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OBJECTIVE @ Cognitive Factors

One critical difference between the social sciences (e.g., consumer behavior)
and the natural sciences (e.g., biotechnology) is that the former recognizes
the importance of cognitive personality variables, those personality
ttjaits that describe an individual’s mental responses to objects. Individual
differences in cognition can explain how consumers respond differentially
to various marketing activities. Earlier in the chapter, we learned that high
self-monitors, individuals who are sensitive and responsive to social cues,
constantly change and adapt their behavior to match the particular social
situation. Conversely, low self-monitors behave more consistently across
various situations. Similarly, locus of control describes the extent to which
an individual possesses internal or external reinforcement beliefs. Individuals
with an external locus of control believe that their outcomes are controlled
primarily by fate, luck, or more powerful factors.”® Consequently, their
behaviors seem to vary almost randomly across situations. Individuals with an
internal locus of control, however, believe that they are masters of their own
destinies and so, are more likely to behave in accordance with their internal
states, i.e., opinions, beliefs, and attitudes.””

In contrast to multiple trait theory, cognitive approaches often identify one
particular cognitive trait relevant to consumers’ beliefs, attitudes, and inten-
tions regarding products and services. Traits labeled as “needs” generally
reflect consumers’ desires or tendencies to engage in specific mental activities.
Three of these motivational traits—need for cognition, need for humor, and
need for cognitive closure—are discussed next.

Need for Cognition

Just as there are situational differences that enhance consumers’ motivations
to carefully evaluate persuasive messages, personality differences can also
affect consumers’ processing motivation in persuasive situations. Need for
cognition (NFC) measures an individual’s natural tendency to engage in
and enjoy effortful cognitive activities. Specifically, individuals high in NEFC
are more intrinsically motivated to engage in effortful cognitive analyses than
are those individuals low in NFC.”® Research shows that consumers who
score high in NFC focus primarily on the product-relevant information in
an advertisement. Motivated to evaluate the cogency of the message, these
consumers are relatively unaffected by irrelevant background appeals, such
as celebrity endorsements. On the other hand, consumers who score low in
NEFC pay attention to ancillary message cues, such as celebrities and attractive
people in the ad. Related research reveals that when presented with unfamil-
iar brands, the attitudes of high NFC individuals are based on evaluation of
product attributes, while those low in NFC develop attitudes based on simple
peripheral cues.” '

Need for cognition can also explain consumers’® Internet preferences.
Research evaluating individual differences in web usage shows that those high
in NFC use the Web to SCaI:Ch for product information, current events and
news, and for general education purposes. In contrast, web users low in NFC
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high in NEC, who enjoy thinking I:(in)
bridge, crossword puzzles, Sudo‘ u f\}FC
rational appeals, while tho:s‘c low l‘n. e
tive exercises and who think carefully | |
more by emotional appeals.* ol suidelines o hblic policy o

Need for cognition can provide hel vities to improve public heale ¢
who have embraced the use of'mark(’:tmg actly ¢ study shows that high NEQ
preventing the spread of HIV infection. A recen

; : fe sexual
individuals develop a better understanding of the risks of unsa condyct

: : us comic strip) formg,
; e a written (vers .
when the information is presented in alts of another study P

4 82 Rcs
The opposite is true for those low in NFC in reducing addictive behavyigy
strated the usefulness of need for cognition 1n I >
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especially when their NFC was high. This finding was cons pre-
vious studies demonstrating that incrcascd.lcvcls of BINENALIONO process 3
persuasive communication are associated with more critical appraisals of thy;
communication.

Need for Humor

Humor is such a key ingredient in social communication that it is unusual to
witness a casual conversation in which jokes and other humorous stimulj are
not attempted. Similar to the need for cognition, individual differences in an
individual’s need for humor play an important role in the processing of per-

suasive communications. Need for humog (NFH) represents an individual’s
tendency to crave, seck out, and enjoy humor

N Oiiilfff by lelgcmay aan on-off switch” regarding consumers’
- People high in are motj \ .
rather than peripheral otvated to process 1ssue-relevant ad claims

eucs, so their NFH may pe switched “off” during mes-
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if they do not antici-
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closure promotes epistemic ffiZz'ng o

dency to attain closure quickly, even if g,
freezing. Seizing refers to the ten failing to carefully consw!cr all sides of o,
means oversimplifying an issu¢ Or 4 he tendency to maintain closure ag lon
issue. Alternatively, freezing refers to ¢ losed-minded or unwilling to consjdg,
as possible, even if this _mcal?s bCII-lgISJFCC‘Somc are strongly motivated to
other options, People differ in the:lr f overlooking important qualifiers gy
i qUi:llldy # th\i/iﬁill(gotooéclibcrate carefully for long periog,
imiting conditions; others arc 8 iR
l;?]tlltmcg A appearing indecisive or to lack ciélfgi;é(g §f it;:ltloiss also
differ in the extent to which they increase or 'diclrcaConccrns -about :I:ljcc sure
increases the motivation to attain closure quic (if e “rHFY
and the long-term consequences of one’s actions decrea attain
doslgzgilile?garch shows that the degree to which_PﬂCc 13 Pﬁf ceived to pre-
dict quality (the price-quality heuristic) is ovcrcstlmatc-d.w eln consumers’
NFCC is high. For people with a heightened NFCC, attaining ¢ OSUFCIQU{CkIy
and perpetuating that closure are paramount. Fo:: thcsc? consumcr'S,HSC CC'tlvcly
focusing on belief-consistent information ar}d ignoring potentially discon-
firming evidence promotes closure because it allows one to rcconﬁrrp and
maintain preexisting beliefs.® Research also reveals that when t.hc attributes
of a brand under consideration (target brand) cannot be readily compared
to a previous brand (referent brand), evaluations for the target brand suffer,
particularly if a consumer has a high NFCC.* Need for cognitive closure also
provides insights into criminal investigations. Recent evidence suggests that
criminal investigators with high NFCC are less likely than those low in NECC

to acknowledge observations that are inconsistent with their hypothesis about
a given crime.”®

In short, the need for cognmitive

Chapter Summary

Self-concept is the totality of an individual’s
thoughts and feelings about him or herself,
including role identities, personal qualities, and
self-evaluations. Role identities represent the
various positions that consumers occupy in society.
Personal qualities involye personality traits, or
tf:ndcncies to behave in a certain way across
similar situations. Self-evaluations are constructed
when consumers consider the strength of t
performances in various roles,
self-evaluations comprises self-e
the overall evaluative componen

The self-concept can be broke
dimension

heir
The sum of g
steem, which ig
t of sclf-concept.
n down into two
s—the actual versus ideal, each with
two parts. The actual self-concept represents how

consumers perceive themselves, while the actual

public-concept embodies others’ true perceptions
of a consumer. The idea] self-concept describes
how_ consumers would like to see themselves, and
the ideal public-concept represents how consu-
ers would like others to see them.

Self-concept is iImportant to marketers because
soREumershiselfiperceptions 'influence their att-
tudes ‘toward products and subsequent purchas
bchawqr. If marketers want consumers to recil
something abovut their brands, they should
St acntl:l:all:lons that are consistent .Wll]
o e oala 'self-concepts. Alternative \,
e goals inyolye creating positive attld
communicatcg-esfabout. their brands, they shot!
consumerg 1oy DALON that is congruent Wit

rs’ ideal self-concepts, The relationshi?
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