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Abstract

Brand personality is a concept to personalize a brand. Certain customers may connect their emotion,
feeling and characters to a brand personality, thereby increasing consumption demand. This article reviews
the recent literature associated with evaluating brand personality. The results are presented in two aspects:
background of brand personality, and brand personality evaluation. The findings suggest that the brand
personality is of an important role in creating a brand. It is likely that the customers may connect themselves
to a product presented with a brand personality; thus, a business may use the created brand personality to
categorize its customers to respondto customers’ need. Therefore, the concept of brand personality may
be interestingly used to increase business competition.

Keywords: Brand, Brand Personality, Brand Personality Scale, Consumption of Sign
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f9mge nsglilanunsandalaiiiesnaiuniudenis
U3lnn Bsaenndesiundnguasiuasguniuiiszyii ile
duiniusinaudesitindsianas wimndumiiusunamin
9rdisnAranas (Smith, 2003) ﬁwmaﬁ dlenesnan
ssuauihaudulanlmanufivislunededniui
wils Fesinldnaneuunuiiduan Tunstl guasseniads
mansinitddlugatuilldguisifauduudovie
dudduiianunsanaunulyd waidutadedug fdwans
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soudlaifinmauRenamnssutuluglalugig
U A.A. 1750-1850 walulaglunisudndsdinnuinivii
9819520157 Usingnisaildawaliiaudrdindie
lupaadudtuwiunnn weuadify Ao duvuulsiu
Tunsuanilansiasauinlidudifisnangn Jedewalyi
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fetu gsRaddlimnudidyiumaiuUiinunisadn
Sudswalidunuseniheanas wenand lugaiduusn
veensUiRgnamnssugsnadeliimugdn guslaadl
wainssunsuslaailiuanssdu Taeuesin fuslna Ae
wavuiReviedanudeinsdudiidnvasimilontu
fadu Audnfindniilanevauseduilnafiiuayy
JefidnvaziRediuuazlilinnuvainuaty (Tunia
dnsavie, 2509) Wy sausmlesalannaiiniifiesds e
lLiflnaidnwaziivernvans uidensudnluyTunmn
Foiliduumsnananmasuagriilssosuduiuels
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Slommauiiismnesiamauguilaaly
ausauslaald dud1dsarnnsavnsladiuiuuin
odlsfinnu Wleguslnalivstloniandudud fuilna
arlifesnisdodudndn aunirdudiueglaanunsa
Taeuldnenuarfulsslonildaosvasdudty
MUARUAT (NI WA wae awan Fiudany, 2553)
wenanil ifleduiliAundiieudeinislunisuilan
fuslnadslianunsauslnadudldodromndu fafy
WUINNINITAEIN (marketing concept) Asldsuaau
aulaifleflgshvaranunsosmnedudldifuiu

wulAan1en1seatnaglindALAUTTIAY
FrunsnanuInniInIsean uwuadaddanunsald
wilvdaymnisudedudn Sudunaannisndnild
wwsesdnsidiundn (capital-intensiveproduction) (Ssass
SugnsIug, 2546) Ing Kotler waz Keller (2015) a5une-
1 wnAemsnsaainazulsdusaaiiiedaguilan
sondungu uaznandudifienovausinusionis
voaffuslnaluusasngu el nsutsdupanaslfinnst
A9 iy Lﬂmsﬁmmﬁmam% Ao ilnm Jwia w3e
qummwuwmqq ma’i&mﬂmmmaﬂsvﬁmmmam Ao
Aov 3R 07g ine n1sAnwviSpTuTy (Nuttavuthisit,
2011)
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dnaulatevesfuslnauinniinisudsdaunaialngld
InausinsUsERINSManssiina 12N
fnmsfnwiRgiuyranamvesuilnadivssynd
Tdynagafia Wy cuves Birdwell (1968) ARnw A
mnuveuslaafuniadenlunisusinadua wlins
Anunillallfszyamimadnninlaense wiflduans
Tiiudn Juslanaznevauessolondnualvesdud)
wansAnuiuansariiiussnieinuread es
sneuduaziInuvesaeus viseidunuduiugsEning
yranamvessnewiiuguilne deaenndesiunsfing
94 Lee (2009) flodued fuilnaagidndifuaudid
UAANNINEDAASDITUYUATNNITNYBIRULEY
fn3vinnsinaninanunungyeayadnain
ot Ao Plummer (1985) flosunedh nsiiiuslan
fingAnssuvienevausseduduanesiuiy faen
Fnwarniayadnnmdiuaneaiu daunisfneives
Dolich (1969); Sirgy (1982); ag Westfall (1962) lsogune
1 yadnamvesuilaedwranan1siui anuilanela
swdsginssumasuilaa fudu msldyadnninues
duslaaduinaeilunisudaduilan Sadianumunean
winnmsiusngalagldinaainiauseansenansvse
giimans 1lesnlulliudsfuslnamungingsy nng
wisnguguilnamudnuazynannndaduisnsiten
Tgn19n1smain (Nooradi & Sadeghi, 2015)
euvsguslamidungusine audnuaypdnnm-
W §3NTMTUNGANTIUNSUSLAAYRIEUSINA Sudina
Tgsfaanunsafimuanagnsnienisnainbaedned
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Uslenlldaoaususlnndayae (sien)’ andudiunis
U3lnARINaEENI1 NMSUSLAATNARY Y (consumption
of sign)* ImEJQ’U‘%Im%uammmmemmﬂéﬁuﬂhu
nsuslaadum
nsuslaafiinnnindselomnildaosfiuiaees
audndu Wumsuilaafifuniarusudunsmenn
(Baudrillard, 1968) 1wy fuslnaderusifiosonis
wanslvidiuin ldlaguagunin viensulseyuemmsi
Wosomnsnshulssusuunaihlumeunsdadinusoulal
(social media) e lWEpusuF e dunuiigusuasil
sedfu uenandl fuslareadedudifniuifuiiouans
iy wivselevildansvasdudiiugalivunasiny
(MU WA Wag duaY AuTanu, 2553) Faths nng
UslnAldedyausdadunmsusinannuvanesuiiaaaudu
uwssal Bedsnaliianunsanisuslaalaodslifidndain
wonaNii fefimsfinuduiieduedeniuyadnam
QJU%Iﬂﬂ WU Mulyanegara, Tsarenko, a¢ Anderson
(2007) #iodued yaAnamwasiUslaRTidnwAIEsuAS
ansuazlivduudasine Sudwnaligsfaamnsold
Usglenlananvagdnanld uimnyadnaindianng
goulmlituns avdwaligsialiionalivselomian
yadnanluniswusdiunaialaegrediusednsan
name gataenadesulsdumanaesafuilendnaud
novaussiayadnnmvesiuilnaiudsundasly 53ia
Jellanansaliyadnainlunisutsdunanld Wesan
Liaunsodwinedudlvivunasneuiiyndnnimues
Fuslamaziudsundas 1T infiduvesdudonadana
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Tuitgn
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1968; Shank & Langmeyer, 1994) 5@8LMQ§§GL5@MW
Lidaaudn yadnnmvesduilaadulladoiidmasie
woAnssuuslnavely

hunansanulidarudiaiu Plummer (1985)
Ipaueransin®i191 WeNIINUARNNMUBIEUIINAKRY
Unnisnandsanunsaasnayainamnsduai (brand
personality) I¢ nanafie dumaunsadyadnainds
Auslaa uazanunsaadslviaenndesiuyninninues
Auslnald d3u Aaker (1997) 88ungdn gsiamsliiany
dAyivuAdnn e auAIInnIaglvin LAty
fuypdnamveagiuilag iesanyadnnwuesnsaud
annsadwaligusinafiaaufianelals ¢uideves
Aaker, Benet-Martfnez, iag Garolera (2001); Lee (2009);
uay Mulyanegara wagany (2007) lassunglumuimnig
Weniudn YASNNMRSIAUAT A NENYBIENYMEIANIE
mayadnamvesiuslaniideslesiunsdud

Mesuieifuyadnamasdudyinlinsuin
Auenanunsadyadnamiguieiuguslaa lngguslan
mmm%’qﬂﬁﬂmwmﬁuﬁwLﬁaLLamﬁ%waﬂﬁa
{uilna Fadumsuslaniilifedosiuussloniltasy
witdunisuilanauvanevesyadnaniiudsegly
AUAN (NMYIU WANI Lae duEY AiuIuny, 2553) uay
nsuilnaduaziintu Wedudndyadnnwaenndos
fudsiifuslnadosnisazdoansredsay (Aaker, 1997)

wena Nl Plummer (1985) o3unedn A AU
feuilndidssiufuslan Tunifindnwauesingg ves
Auslapanuisailudnuwasvesnsndudlameuiu
agnlsiinu adumuaziaiuilnaoileuuansaiv
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Huaeilaifidin fedu wiyednnmesaudagadiei
yadnamvesuslaaiiedla wayadnnImmnsaunn
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ldanunsathdnwuryadnameesiusiaaldesuieiu
nsaUMLABg19ATUNIU (Aaker, 1997)
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ATIAUALATYATNANYBIRUILIAA Fip N13SUTUATNNIN
voufuslaniuansetiu SaRnanandnvasiumnediu
vojuslnn Suldun dnwaignenienin siruni Anuide
wazdnuazynagienans (Aaker, 1997) vauriinissus
qﬂﬁﬂmwmwauﬁﬂLﬁ@ﬁﬂﬂﬂﬁé’mﬁuﬁ‘ﬁy’qmwwLLaz
msdenvesiuilnafifiensaudiiu (Plummer, 1985)
W asduelald dydnwel amdnualzsia Yemng
nMsdns g wien1sdeansiutemneigg (Wee,
2004)
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Hglviguslaraunsanansdyyeiiuuainamla ag
E:J:'U%Iﬂﬂﬁ]z‘U%Lﬂﬂﬁmm%%BQQﬂﬁﬂﬂﬁwﬁﬁiuﬁuﬁ’l A
dawaligsiaannsadiedudildifiuty uardana
sonatlsrutinnulfiuieulunisutsturosgsna
et yrannmnsauiIatuuunAedifienuddouay
fuselevilannsenisainansidum

nudAQUAaINMWASIFUAMANIASIQ
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Plummer (1985) lananifisiuifnuainain
adudn Tagedunein andufenaidnvaruanadiu
Wy Snwaziiuais dmds vielanuuvantn Fady
Snwaigsinag vesyadnaImmsnAud uenani win
fuslansdniinadudidug dynrdnaimnsidud
#9AAROINUYATNAINTDINULEY FxdINallAnAIY
fianelatu udlumenduiu mnfuilnaddnd asdud
fiyrdnnmliaenndeaiumues Aazdwmaliduslaal
FurounsIAua (Mulyanegara et al., 2007)
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uAnFAaLAnI AU IilemoUAUDIAINFBINITTDS
fuslnn (Keller, 1993) uonanil yadnnImmsaudn
FudunTesdiefivroimuanagnslinsaudndam
LANANSTY LaggsnaealdyadnnimnsidudiLile
a¥1annuduiiusfatuguilaald (Guevremont &
Grohmann, 2013)
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ASIAUAT UuNEDY MTlRAUBNNYINd Yanwalue
51U Famneaudn uenanguilanazuilan
Usglonildaosvosduiu duslnadauslanninumng
vosdydnvalfiuddluiidudsie wieeranaidlei
AustaalilauslaaiiseUselovildaosvesdud uiay
u3laaaumneduyainniweesdudiiy fedl nng
U3lnaAdunEnenuyAanamagnelilian1suiiang
oedlaififiduan (Mayaun ufmm uay auge vl
2553) nanfte fuslnaftenadedudtulyel uidudifu
fislogAutanunsaliaenlsifin

ogalsfin anuvsneynanAMATIELAI Sung
wag Tinkham (2005) lenanunduuadnainmsidud
Alailsdenloamsdudiindusifuilan uisinns@nw
nanstulduandliiiuin yadnnwesidudiiiaanu
Lﬁ'm%’aaﬁ’uﬁaﬁﬁim WU NMSANWIYOY Aggarwa ey
McGill (2007) iszyin dnwaizyadnamwesguilaa
ansanulunsdula visenisdnyives Patterson,
Khogeer, Wag Hodgson (2013) ﬁﬁmmqﬂaﬂmwmﬁuﬁw
N meednuaE AN NUeIUILNAlUATIAUA YTe
dnuvazfideulosiunmdudi ieadregudnuasiiem
wAngAuF L mInelifiauuans1s9nns ALY
nanfe yrdnanludusndudnvuzniadnineives
fuslaeidenlosiuaud Taeduslanazliannumune
UPANNINLANTIFUA

Tuhueufieniu Malik waz Nacem (2012) la
AUV YIYARNAMATIAUATIN vunefn1sius
YAFNAMEUIIAA (human personality) fifdonsdusi
Tnednfionuiiaenndesitu Su(2015) flesunedr yadnam
ATIAUAT A N1TYTANINITANNIVBMIIAUA L ULLNDY
vesffuslnaierfuasiinsaudnduuasdeiing1audi
aSuneeinu (dentity) veansnAuAnT

agdlddn nsdnvimanetuldianumnaneves
yAann Mg IduALIlukwInIafiediu widmsu Aaker
(1997) Widnle1med1adniandt yainaImAsIEUAN
winefie ngudnuazynanamuesuilaaiiiisides
fuasaud Tasanumnevesyadnamildzun-
feuegneniiannns wagvilvinisAnwmaneFuiead
YATNNINATIFUA IIANUNNNIEYDIYATNNINATIFUA
FreAuneTuty (Azoulay & Kapferer, 2003)
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douwnAnyadnamnsaumiEulasunueaule
Usznudgmitaunsainyadnnmesdudlavseld
TunsiinansAnewes Malhotra (1981) wansliidiuin
annsaiaunAnifeItudnu yana uaznsdudls
Tnge19ATIZRLUUTANe@ILUT (multivariate) uwagnis
a1anpswydiA (multidimensional scaling) ¥aufins
Anwdndugiieatuysdnamesaudluvoedy duu
THuesianuuilanzia (ad-hoc scales) sulsznausig
NAUYARNAIN 20-300 YAGNAMN Wil 91nmsTinnmsin
wuutemeialiiadedademildaeanis Jelau
SasuUSUNTEeTInAILTiBInSInIBuen (external
validity) st mnldunmsiauuuemziafunsiaudn
Juuenuiloarndumdivinnsinen Aenelifiaany
Lﬁaqmuﬁmwaﬁamiswmmuﬂaﬂmwmwﬁuﬁwﬁ
gneiasla (Aaker, 1997)

unsindndnuaznis Ao wnsinyadnnin
Wdasedalafunnudonann uwiilosainunnsindd
Toguszasdiiietayadnaimveaguilan Liilinsin
ypdnamvasduilaenss Je1alivnsauiiazldia

q

YABNAMYBINTIAUM UNTENINTANYIVEY Aaker
(1997) lfAnwAeafunisinypdnammsdudilngnss
TngELAINNTTIUTIENYALNIIYARNNINIINTATY
uvae Ao 1nsTan1edningt wmsanienisaanaii
MAVING waeN1U{UR iauﬁamﬂmﬁ%’a@mmmw
Taglinguidmneszyyadnanmisleinfsmsdud Tag
wUatszianvesdudduduifiiuddydnvel dudn
fthulslondldaes uarAudnfiiuiinisdonnumane
wazdsslowdldaos auldyndnamitedu 309 yadnaw

feu1 Aaker (1997) lddoansdnuazianis
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naudmingealvideyadmiuudazasaunvseusas
nquidudivay Aaker (1997) Faesurelvinguidivang
dladn lildsdsfnwnsduivienguaudiladuiivey
wazvelinguiivanednfensdudduseanduaud
Tuusaznause ielirsiuudmiuudazynannimay
nszlinaARANYTYAANNIN $1udU 114 Sy
n&aIntu Aaker (1997) ﬁﬂé’ﬂwquﬂﬁﬂmwﬁz
144 dnwaz TUnm3nanduius (coloration matrix)
Tnglenisaiiaseiiade (factor analysis) A835LATIEN
p9AUTENaUNAN (principal component analysis)
saanyuunuFeds varimax aulddiAvesyasinam
$1uau 5 ngu Ao yadnnmaidle Ausu Tarwannse
Tivsilszdu uaziduuds Tnousagidfiandulseans

M13199 1 gazidunvesliiuAinnMATIEUM

woaW1909ATIULIA (cronbach’salpha) Aiw 0.93 0.95
0.93 0.91 uag 0.90 Auddy eftedrfinnudemiulu
izﬁ"uzjﬂ (Hair, Black, Babin, & Anderson, 2010) Tagly
NTIATIENDIAUTENBUTIBUSY (confirmatory factor
analysis) siodugunanisane

Aaker (1997) dewuugounis 3113 250 4 TUd
nausegaiteiudeya udldsunuuasunundudumn
$1uau 180 yn viseAnTuderay 72 FemnFouliien
fusnsnisdsnduresuuvasununslusuddialy
wdr Fomaiudeyaluadilfidnmmanounduiias
ANYNGIIINNITHATISANUD @ns0dudussnUsznau
4 5 nullél utdnumzmeypBnnmaninde 42 dnwo
Feseauidunnamisned 1

HAyAan W ANYULIRNILNYATNAIN
fayadnnmasla AnAu (down-to-earth) $nAsAUATY (family-oriented) FonsauUgNY (small-
(sincerity) town) Fodng (honest) a33la (sincere) finnu Judedls (real) duszlovi

(wholesome) fiifunuusaiia (original) aynauus e (cheerful) soulun
(sentimental) \Juding (friendly)

fRyASNNIMLIAUA
(excitement)

flaundviinne (daring) 1hase (trendy) Ufuudu (exciting) ﬁm’]mjaﬁu
(spirited) sanLBey (cool) fimuduausulvl (young) ¥193uauinis
(imaginative) flilonanwalivosnuios (unique) viuads (up-to-date) lumvesdies
(independent) saua3le (contemporary)

fRyadnnmilANETD
(competence)

UTeiie (reliable) vduduuds (hard working) suma (secure) aann (intelligent)
fimulisaviey (technical) SpuluesAns (corporate) MUsyauAudIsa
(successful) finaandugi (leader) Sulalunuies (confident)

fryednamlnusiisyeu

Y

(sophistication)

=

152aU (upper class) 13N (glamorous) @a (good looking) fiL&ut (charming)

= 1

fianugeuleumieusnd (feminine) oung (smooth)

IR RGN
(ruggedness)

goufanssulanluu (outdoorsy) WinudednTuwuugvie (masculine) gaee
(western) ud9un34 (tough) AR (rugged)

fiun: Aaker (1997)
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Tl inyadnnmasndua wu n1sAnwIves Kim, Han,
ua Park (2001) IAEIFUHANTENUYBIYARNA AT IALAN
AOAUANARDAIIAUAT N1SANYIVBY Ang taz Lim
(2006) LAgafuANELTUSsEnINUsELANAUA Y
UYAANNINATIAUAT N15ANYIVEY Kim, Magnini, way
Singal (2011) AeafUNANTENUYBIYARNAMATIALA
AR3IUDTMNT N5ANYIUDY Balaji hag Raghavan (2011)
Fosnsdeansyadnamasidud mMsAnwives Parker
(2009) 384 ANNABAAGDIVBIYARNANATIAUAAY
amdnwalfld nsAnwives Polyorat (2011) ey
answavesdfyndnainnsidunissiondnyal
AsAufuarnsdeansuuundeUIn wagn1sAnw
Y99 Moy Walesw way 130 AunszUding (2550)
WRerfuyadnamasaudvessuinns 1us

dmsuluvszmalng wun1sAnwifiiuunfe
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nduwANAiY a1 dung1 Geuens uazamz (2009)

01sa1sUinUSHIS
‘ 96 ‘ Executive Journal

lmnudAyiuyAanammnYlinveuywd e Aaker
(1997) Wimnudayiuynannmvesmywdiiannsoly
funsaudnldiviniu dwsuusadudeliudstomnils
nannldagullumsnsdi 2

ezl Aaker (1997) IfaBungUsziiunisidonles
fayadnamnsduaiuyadnamvesuslanadn 46
YAANAINATIEUAUTENBUMBUAGNNINEAR1 oY
3 ffusn Ao 93dla Ay uazdiauanunsn Taeidy
yadnnmisldidluduilnauasasaudn dauyadnnm
AIAuUA 2 {7 dewfe AyAdnamuuUlivmsiiseay
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Huauefifyndnamesaudfifluguilnawiniu v
AfAyAanMAsIALUATRS Aaker (1997) Usznause
yaanamluiaguslaauasyadnninlussdud il
auiiulian wiinsduiezadneduilaadieddaiang ws
n31Audiuflionadiyadnnmnuseniamiiouduilon
16 msgmnasdudfidnuvasyadnainynusens
willouguilaauds Aludndudesasaunasinyadnnm
yosnsIAuAIeY Femnigiioudssdedannufiui
wasTayAinansIaudiues Aaker (1997) Hufinau
RETRETIY



AranturesiSsuiBeaonadasiunanisinudnuatstufiseydn insTayainamasaudves Aaker
(1997) Wusasiaiianuiileanss fanudesiugs uaziinrwausalunisulanaguszansidivene (Austin,
Siguaw, & Mattila, 2003) wenani SufuinasTaildsumuion Lﬁ'aﬁﬂmﬁ'mﬁ’uuﬂﬁﬂmwmﬁuﬁw (Capraraetal.,
2001) wazshlUliusslowilaiamainnsuazmsisenanlnenumsenevndusaunninhluld (Azoulay &
Kapferer, 2003; Milas & Mlaci¢, 2007; Parker, 2009) LLazﬁﬂUiﬂﬂQﬂﬂiﬁﬂdaﬂﬁﬂ 5,519 ﬂ%ﬂ 1u Google scholar w
Fuil 16 uns1em 2558 dwFudeRnuiufiatiuayuyadnninnsdudves Aaker (1997) louandllunised 3

P = Ny Y v a a v
M990 2 ﬂ’]ﬁﬂﬂi‘:ﬂﬂi@lLLﬁlQuﬂaﬂﬂqwmﬁanﬂqmaﬂ Aaker

ANSANY m@;waﬁﬁmé’m
Asadollahi uazmniy (2015); fedinmetausssudelailildluanigowsn
Bosnjak wagAe (2007)
Heine (2009) ffosndasleldfuausaud Aaker llladnw
Kuenzel waz Phairor (2009) 1asindanuenuiuld

Sweeney Wag Brandon (2006); Geuens (2009) | Afyadnnmasiduanlignsies

A13197 3 MIANNATUAYUYATNNINATIFUAIVBS Aaker

N3ANYI WAHATIARAY

a

AuANANYY Aaker donmdaiiuiiiyadnamguslan

Caprara kagany (2001) J J
adunsianlasuanuiey

X
3

Austin UagAng (2003) fianuneanss danuderiugs uazinuausalunis
wlaraguszunaidmane

Azoulay Ua¥ Kapferer (2003); Milas Husmstaitins@nvdumnhluldsayadnnm
wag Mlacic (2007); Parker (2009) ATIAUA
unasu

ynannmasdudidunnasiifiaanmsfissuunuien Aanudfyiunsisdinvesnsdnondins
UffRgnanunssy yaannmasdudidunnniisadulifuslaaianisuslaaiisnndiensdndumanisnim
fuagteliAnnsuilnaeglififadide ssiadeldfuusslovinnmsdminedud windudiguslnaivield
UstloniSsannsalivsslondldfin uudayadnnwasdudldsuamuioueshaunsvaneislusivnisues
mamsmane dmiusnesinyadnamasaumnildsuanuiouuszneuse 5 7 Ae 93408 Undiudu fanuannsa
Tigisgdiu uazidiuuds Inefdnvazamzmsuainan 9119u 42 Snvalz 9INNIMUMWITIaNTsunUd Insnw
vaneBuilldugadn innstayadnamdsnanildanselildluniensd oglsiny wnsiayadnninesaudiil

&, o aa A A vy ~ Y a ~ 9 i o a a Y oavy = a
LUuu’]mﬁ'ﬂ@VINﬂrﬂNmﬁ@ﬂ@lﬂ Lu@ﬂ'{]’]ﬂllﬂ']i@’maﬂLLa31]ﬂ']TEJ'E]ll5UQQﬂ'ﬂ']lnC‘]5’3G]U]ﬂaﬂﬂ'TWmﬁanﬂ’]Wi@?\ﬂﬂﬂqiﬂﬂﬂqau

Ui 36 adufi 2
nsnpiAN-Sud1AY 2559

97|



Jolauanu:audzms

nsAnwINIATines Aaker Smnuwmnnzausionisunlldinuadnanesidudivesdudnlaegaainvae
dmfunmsumussansaflusianeiafinnmsliunasyaannmnsaudluuiundu wu msliinesiayaannm
pAum LA usasUssan mslduunAayaannmanaudluidasussma nisliyadnamnsaudduuiundu
Alalldaud mesiayadnamasduduuuingg wvnansinwyadnannsdudludagiuleudaduaimgi
danasiayAinAMATIFUAMULALBNENAYRIYARNNMATIALAT TINTaMTUsEgnAlTUAGNANATIAUAN W

-

ussyYnsy

nenay wales1y, way 150 funsedunng. (2550). YaannImnTIAUAIY95WIANIT: NTERNYINIARY TN
WBeNimile (18UNNTIT8). VOULAU: AMSINGINITIANIT UNTINYIGEVDULAU.

MR Wi, Wa ang Fudunu. (2553). mesIsuisinAnmguiiasygmansnsidesiudeaising
(Rurindafl 2). ngamwa: amda,

J5354R yage. (2556). msiSeuniunIssuFuaannmmsiduRvIwiouy seiin “1ed%” Ay “a3u”
UaLBNSWAYOIYRANAIM “ARI AaNFUI IllNenI5UFURABANINATIAUAYITE N IAUA
(M3ANYBaTLUTYYIUIMITTINNMINTTR, UNINLREVIULAL).

HunTanl dnseiie. (2549). anasluivanamnssuinuessu: nsdlAnwinasadedeoy. Tu §59d @ (un.),
wEgImuavayaussaudey (1.81-126). nganwe: To.Lod. WILRUEA.

USvied waggduns. (2557). M55UzYAann e sIaumeund nTalfing: Ussynslume unaiie 991in
guaTIv571 (M3AnwdassUSayanuimsgsiaumdudin, umingdeveuunu).

WysInTal VOULAN. (2557). msUSeuieunIssuiynann masIaua1vessumvansenae “malnlasa”
uaz “0ng” (MsAnwdaszUIyaIuIMsgInaumUiadin, inInerdeveuunnu).

Asudgyr 01ANsU. (2557). MTUSEUTIEUNITSUFURGNAINATIFUAIS IuMIsFasenIN “TidnTnidumes”
uay “wIgduns” (MIANWIBaTEUSUNIUTMITINMTMNN, UNINGIREVDULAL).

SeassA susnIwug. (2546). yudamusssy Jasssuluszuunuieulan. ngunna: drdnfiuiudvw.

Aaker, J. L. (1997). Dimensions of brand personality. Journal of Marketing Research, 34(3), 347-356.

Aaker, J. L., Benet-Martfnez, V., & Garolera, J. (2001). Consumption symbols as carriers of culture:
A study of Japanese and Spanish brand personality constructs. Journal of Personality and
Social Psychology, 81(3), 492-508.

Aggarwa, P., & McGill, A. L. (2007). Is that car smiling at me? schema congruity as a basis for evaluating
anthropomorphized products. Journal of Consumer Research, 34(4), 468-479.

Ang, S. H., & Lim, E. A. C. (2006). The Influence of metaphors and product type on brand personality
perceptions and attitudes. Journal of Advertising, 35(2), 39-53.

Asadollahi, A., Hanzaee, K. H., Abdolvand, M. A., & Reshadatjooh, H. (2015). The new brand personality
model in IRAN. International Journal of Scientific Management & Development, 3(2), 838-843.

Austin, J. R., Siguaw, J. A., & Mattila, A. S. (2003). A re-examination of the generalizability of the Aaker

brand personality measurement framework. Journal of Strategic Marketing, 11(2), 77-92.

N

01sa1sUinUSHIS
‘ 98 ‘ Executive Journal



/

Azoulay, A., & Kapferer, J. N. (2003). Do brand personality scales really measure brand personality?
Journal of Brand Management, 11(2), 143-155.

Balaji, M. S., & Raghavan, S. (2011). Communicating brand personality-The moderating role of human
personality. Great Lakes Herald, 5(2), 24-36.

Baudrillard, J. (1968). The system of objects (J. Benedict, Trans.). London: Verso.

Birdwell, A. E. (1968). A study of the influence of image congruence on consumer choice. The Journal
of Business, 41(1), 76-88.

Bosnjak, M., Bochmann, V., & Hufschmidt, T. (2007). Dimensions of brand personality attributions:
A person-centric approach in the German cultural context. Social Behavior and Personality:
an International Journal, 35(3), 303-316.

Brody, R. P., & Cunningham, S. M. (1968). Personality variables and the consumer decision process.
Journal of Marketing Research, 5(1), 50-57.

Caprara, G. V., Barbaranelli, C., & Guido, G. (2001). Brand personality: How to make the metaphor fit?
Journal of Economic Psychology, 22(3), 377-395.

Dolich, I. J. (1969). Congruence relationships between self images and product brands. Journal of
Marketing Research, 6(1), 80-84.

Fulcher, J.(2004). Capitalism: A very short introduction (P. Lerdratanachai, Trans.). Bangkok: Openworlds.

Geuens, M., Weijters, B., & De Wulf, K. (2009). A new measure of brand personality. International
Journal of Research in Marketing, 26(2), 97-107.

Goldberg, L. R. (1993). The structure of phenotypic personality traits. American Psychologist, 48(1), 26-34.

Guévremont, A., & Grohmann, B. (2013). The impact of brand personality on consumer responses to
persuasion attempts. Journal of Brand Management, 20(6), 518-530.

Hair, J. F., Black, W.C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis. New Jersey:
Pearson Education.

Heine, K. (2009). Using personal and online repertory grid methods for the development of a luxury
brand personality. Electronic Journal of Business Research Methods, 7(1), 25-38.

Helgeson, J. G., & Supphellen, M. (2004). A conceptual and measurement comparison of self-congruity
and brand personality. International Journal of Market Research, 46(2), 205-233.

Keller, K. L. (1993). Conceptualizing measuring and managing customer-based brand equity. Journal
of Marketing, 57(January), 1-22.

Kim, C. K., Han, D., & Park, S. B. (2001). The effect of brand personality and brand identification on
brand loyalty: Applying the theory of social identification. Japanese Psychological Research,
43(4), 195-206.

Kim, D., Magnini, V. P., & Singal, M. (2011). The effects of customers’ perceptions of brand personality
in casual theme restaurants. International Journal of Hospitality Management, 30(2), 448-458.

Kotler, P., & Keller, K. L. (2015). Marketing management. Upper Saddle River, New Jersey: Pearson.

Kuenzel, S., & Phairor, K. H. (2009). A short scale for measuring brand personality. Retrieved
January 1, 2016, from http://www.duplication.net.au/ANZMAC09/papers/ANZMAC2009-448.pdf

J

Ui 36 adufi 2
nsnpiAN-Sud1AY 2559

199



/

Lee, J. W. (2009). Relationship between consumer personality and brand personality as self-concept:
From the case of Korean brands. Academy of Marketing Studies Journal, 13(1), 25-44.

Malhotra, N. K. (1981). A scale to measure self-concepts, person concepts, and product concepts.
Journal of Marketing Research, 18(4), 456-464.

Malik, M. E., & Naeem, B. (2012). Aaker’s brand pesonality framework: A critical commentary. Journal
of Basic and Applied Scientific Research, 2(12), 11992-11996.

Marx, K. (1890). Das capital volume 1 (M. Eamwara, Trans.). Bangkok: Terathat.

Milas, G., & Mlacic, B. (2007). Brand personality and human personality: Findings from ratings of familiar
croatian brands. Journal of Business Research, 60(6), 620-626.

Mulyanegara, R. C., Tsarenko, Y., & Anderson, A.(2007). The big five and brand personality:
Investigating the impact of consumer personality on preferences towards particular band
personality. Journal of Brand Management, 16(4), 234-247.

Nooradi, M., & Sadeghi, T. (2015). The relationship of personality traits and demographic characteristics
with the performance of samsung mobile phones brand. International Journal of Management,
Accounting & Economics, 2(8), 838-845.

Nuttavuthisit, K. (2011). Consumption and marketing: The Asian perspectives and practices. Bangkok:
Sasin Graduate Institute of Business Administration of Chulalongkorn University.

Parker, B. T. (2009). A comparison of brand personality and brand user-imagery congruence. Journal
of Consumer Marketing, 26(3), 175-184.

Patterson, A., Khogeer, Y., & Hodgson, J. (2013). How to create an influential anthropomorphic
mascot: Literary musings on marketing, make-believe, and meerkats. Journal of Marketing
Management, 29(1-2), 69-85.

Plummer, J. T. (1985). How personality makes a difference. Journal of Advertising Research, 24(6), 27-31.

Polyorat, K. (2011). The linfluence of brand personality dimensions on brand identification and
word-of-mouth: The case study of a university brand in Thailand. Asian Journal of Business
Research, 1(1), 54-69.

Shank, M. D., & Langmeyer, L. (1994). Does personality influence brand image? Journal of Psychology,
128(2), 157.

Sirgy, M. J. (1982). Self-concept in consumer behavior: A critical review. Journal of Consumer Research,
9(3), 287-300.

Smith, A. (2003). The wealth of nations. New York: Bantam Dell.

Su, N. (2015). US-based hotel brand personality (Doctoral dissertation, Washington State University).

Sung, Y., & Tinkham, S. F. (2005). Brand personality structures in the United States and Korea: Commmon
and culture-specific factors. Journal of Consumer Psychology, 15(4), 334-350.

Sweeney, J. C., & Brandon, C. (2006). Brand personality: Exploring the potential to move from factor
analytical to circumplex models. Psychology and Marketing, 23(8), 639-663.

Wee, T. T. T. (2004). Extending human personality to brands: The stability factor. Journal of Brand
Management, 11(4), 317-330.

N

01sa1sUinUSHIS
‘ 100‘ Executive Journal



Westfall, R. (1962). Psychological factors in predicting product choice. Journal of Marketing, 26(2),
34-40.

Translated Thai References

Arkomdhon, P. (2014). A comparison of brand personality perception of book store between
“Se-Ed Book Center” and “Naiin” (An independent study for the degree of Master of
Business Administration, Khon Kaen University). (in Thai)

Boontos, N. (2013). A comparison of brand personality of ready-to-drink green tea between “Oishi”
and “Ichitan” and the influence of Mr. Tan Passakornnatee’s personality on the perception of
brand personality of these two brands (An independent study for the degree of master of
business administration, Khon Kaen University). (in Thai)

Chatuthai, N. (2006). Adorno and cultural industry: The case study of popular music. In T. Senakham
(Ed.), The review of popular music (pp. 81-126). Bangkok: OS Printing House. (in Thai)

Kaewthep, K., & Hinwiman, S. (2010). Literature reviews of theorists associated with political, economy,
and communication studies (2™ ed.). Bangkok: Pharbpim. (in Thai)

Khonteng, P. (2014). A comparison of brand personality perception of retail store between “Tesco
Lotus” and “Big C” (An independent study for the degree of Master of Business Administration,
Khon Kaen University). (in Thai)

Polyorat, K., & Tuntabundit, V. (2007). Brand personality of banks: The case study of the northeast
of Thailand (Research Report). Khon Kaen: Faculty of Management Science Khon Kaen
University. (in Thai)

Prasujan , P. (2014). Brand personality of Amway case study: The population of Mueang district at
Ubonratchatani province (An independent study for the degree of Master of Business
Administration, Khon Kaen University). (in Thai)

Thanapornpun, R. (2003). Cultural capital and cultural in world capitalism. Bangkok: Matichon.

(in Thai)

Ui 36 adufi 2
nsnpiAN-Sud1AY 2559

101



	03_กองบก
	04_01_อรณิชา
	05_02_สุกฤตา
	06_03_กนกวรรณ
	07_04_ปฐมาพร
	08_05_ธันยกร
	09_06_นภาพร-สืบพงศ์
	10_07_ยุทธชัย-สมนึก-สุนันทา
	11_08_ศรัณย์, ก่อพงษ์
	12_09_ทีฆะทัศน์
	13_10_ธัญลักษณ์, ปิยธิดา
	14_11_ทรงพล
	15_การเตรียมต้นฉบับ



