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ABSTRACT

This research belongs to the field of the analysis of the consequences of congruence between brand
personality and self-image. The consequences taken into account in this study are consumer’s satisfaction
and loyalty. We will present a literature review on the study of impact of the congruence between brand
personality and self-image on the four dependant variables considered in this research: Satisfaction, attitude,

preference and behavioural intentions.
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Introduction

The saturation of markets, the congestion of the
advertising landscape, and the maturity of the
consumers towards the brands have urged
companies to go beyond the image brand to the
relation brand (Samama, 2003), in order to
preserve their market shares. Keeping their
shares in the market is linked to the level of their
customers’ faithfulness. Besides, nowadays
consumers tend, for their decisions, to rely on
the brand image as it is developed in their mind
rather than on the inherent attributes and
characteristics of the product (Dich et al,, 1990).
This turns customer loyalty into a major primary
marketing objective (Benavant, 1995;
Trinquecoste, 1996).

Marketing researchers have shown a marked
interest in the concepts and the mechanisms
which are likely to increase the understanding of
the brand-consumer relation. One of these key
concepts in relational marketing is the
congruence between the brand personality and
the consumer’s self-image. In fact, it counts
among the strategic tools which allow to
understand the analogy between the human
being and a given brand. Associating the specific
personality features to the brands allows the
consumer to express a certain conception of
himself, so as to acquire some value-enhancing,
symbolic benefits from a given consumption
(Vernette, 2003).

Our current study is situated within the
framework of the effort to understand the
impact of the congruence between the
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personality of a brand and the consumer’s self-
image on his behavior. More precisely, we will
evaluate the effect of this congruence on the
consumer’s satisfaction and loyalty to the brand.
We will first provide an overview of the state of
the research undertaken on the congruence
between brand personality and self-image,
notably in regard to the central variables of our
model, namely the consumer’s satisfaction and
loyalty. We will, then, propose a model and some
hypotheses.

Human personality and brand personality:
clarifying concepts

The human personality: the origin of the
personality of the brand.

Numerous research works have been conducted
in the field of Humanities, especially in applied
psychology, aiming at conceptualizing and
structuring the human personality according to a
number of characteristic dimensions. While not
referring to the concrete individual, this abstract
concept is inferred from the way the individual
behaves and reacts to his environment (Koebel
and Ladwein, 1999).

Personality is a psychological notion, often
presented as a stable and individualized unity of
a set of behaviors (Huteau, 1985) or as a
structure of features (Ambroise et al., 2003). The
features are defined as “tendencies to show
coherent modes of cognition, affective
perception and behavior on the part of the
individual” (Costa and McCrae, 1998); or as “a
lasting aspect of the individual personality which
influences behavior in a particular field”
(Cloninger, 1999). Taken globally, the
personality features must be perceived as stable
psychological  characteristics  which  give
meaning to human action and experience.

For many years, personality psychologists have
tried to determine the number and the nature of
the main dimensions which are necessary for the
description of the features of the human
personality. Seeing the abstract nature of this
personality, measuring its features has
constituted a research topic for researchers and
practitioners. Several types of scales have been
proposed and tested. Ambroise et al, (2003)

IBIMA Business Review 2

have mentioned the Thurstone (1953)
constitution scale, the “Cattell Personality Factor
Inventory” (1957),  “Edwards Personal
Preference Schedule” (1959), or the “Gordon
Personality Profile” (1963). More recently, most
authors have become convinced that the best
representation of the structure of the
personality features is provided by the “Big
FiveModel” (Digman, 1990; Goldberg, 1990;
1992; John, 1990; Funder, 2001).

Identifying the Big Five Model has been a crucial
discovery in psychology. Devised according to a
psycho lexical approach, this model has allowed
to unify a rich literature on the personality
features (Plaisant et al.,, 2005), and has become
the most dominant and widely used model.
Caprara et al, (1994) emphasize the fact “the
strength of the five-factor model lies essentially
in its application. This model can notably
constitute a link between personality psychology
and social psychology and equally between the
researchers and practitioners facing the problem
of personality description”. The description of
the personality features will proceed from the
five fundamental factors, known as the
abbreviation OCEAN:

-Factor “0”: Open-mindedness vs narrow-
mindedness, ie. intellectual
imagination, opening to new experiences.

- Factor “C”: Conscientious trait, i.e. orientation,
lasting behavior and mastering impulsions.

- Factor “E”: Extraversion vs introversion:
leading back to the quality and the intensity of
the relations with the environment.

-Factor “A”: Friendliness and pleasantness:
concerning the relation with others.

-Factor “N”: Neuroticism or emotional stability:
the person is balanced, optimistic, quiet and
feeling positive emotions.

curiosity,

From the human personality to the brand
personality: a metaphorical transfer

During the previous years, brands have become
more and more customized (Plummer, 1985;
Levy, 1985; Durgree, 1998; Berry, 1988). The
measurement scales developed in human
personality psychology have been transferred to
the brands. This transfer does not rely on an
explicit theoretical referent, but on a metaphor
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whereby the brand is considered as a person,
and is thus given a number of attributes which
are habitually given to individuals (Viot, 2006).

The concept of brand personality

Even though the study of the brand has been the
focus of many works, this field has not yet been
fully investigated (Ambroise et al,, 2003). In fact,
there is no agreement around the
conceptualization, the measures or the
components of this construct.

In his works, Aaker (1997) defines brand
personality as being “a set of human
characteristics associated to a brand”. The
author postulates that it can include certain
characteristics such as age, socio-economic class,
personality traits and feelings. She developed a
model of measurement of the personality of a
brand by identifying 42 features divided up
among 15 facets and 5 factors of personality:
sincerity, excitement, competence,
sophistication and ruggedness. However, Aaker’s

founding definition has often been criticized.

Viot (2006) postulates that starting from this
definition, the brand personality has become a
jumble concept. According to Azoulay and
Kapferer (2003), Aaker defines brand
personality, not uniquely as a facet of identity,
but as a much more global construct. Both
authors conceptualize brand personality as “ the
set of traits of human personality which are
pertinent and applicable to brands” . Ambroise
et al, (2003) also find this definition too global
as it can comprise some brand personality traits
which have no equivalents at the human level ;
and also because it can present some personality
features which rather correspond to social
judgments (provincial, trendy, or aristocratic).
Thus, the authors think that it is fairer to define
brand personality as being “the set of traits of
human personality associated to a brand”.

Measuring brand personality

Despite the clarifications made by different
authors concerning the brand personality,
measuring this concept has remained a study
topic for researchers and practitioners. This is

notably due to the abstract nature of the concept
and to the difficulty of validating the obtained
scales at an intercultural level.

Ambroise et al,, show that all the existing scales
for measuring brand personality have been
elaborated from human personality
measurement scales. Aaker (1997) proposed the
first theoretical model of the concept of brand
personality by determining the number and the
nature of its dimensions. This model relies on a
hierarchical approach similar to those developed
in personality psychology (Ambroise, 2004).

Ambroise et al,, show that all the existing scales
for measuring brand personality have been
elaborated from human personality
measurement scales. Aaker (1997) proposed the
first theoretical model of the concept of brand
personality by determining the number and the
nature of its dimensions. This model relies on a
hierarchical approach similar to those developed

in personality psychology (Ambroise, 2004).

Thus, in a cross-categorical framework, and
starting from the inventory of Goldberg (1990),
Aaker identifies five dimensions according to
which a brand could be described, namely,
sincerity, excitement, competence,
sophistication, and ruggedness. This primarily
North American scale has proved to be a flexible
measuring tool which is adaptable according to
the products categories (Smaoui, 2006). It has
made it possible to discriminate different
product or services (Aaker et al.,, 2001; Bauer et
al., 2000; Ferrandi et al, 1999; Koebel and
Ladwein, 1999). It has been used by different
researchers during the study of the
consequences of brand personality (Koebel and
Ladwein, 1999; Sigaw et al.,, 1999; D’Astous et
al., 2002/2003; Vernette, 2003; Diamantopoulos,
2005).

Within the same line of Aaker’s works, the scale
has been applied, tested and validated in other
cultures. Ambroise et al, (2003) have
synthesized the different transpositions of
Aaker’s scale in different cultural contexts.

These works have shown that Aaker’s scale is
transposable, totally pioneer and widely



recognized, but that it suffers a number of
failings. Its structural and semantic validity is
questioned, notably when it comes to the
generalization of the scale in culturally different
contexts (Ambroise et al., 2003).

Some authors have attempted to transpose
human personality scales on brands: Caprara
and Barbaranelli(1994,2001) have followed a
lexical approach which consists in elaborating,
within an Italian context, a scale for measuring
human personality and then transposing it to
brands. Their results are little convincing
(Smaoui, 2006). On their part, Ferrandi and
Valette-Florence (2002b) started from the list of
adjectives related to human personality made by
Saucier (1994). Their results are rather
conclusive as they find out, like Saucier, a five-
dimensional structure for the two fields of
application of the scale (Ambroise et al., 2003)

Other authors (Viot, 2003; Ambroise et al.,, 2003,
2004, 2005) have developed specific barometers
for the description of brands, as the “analogy
between human personality and brand
personality is not enough to impose on the
brand the same dimensionality which the human
personality admits” (Bahria and Bouslama,
2009).

The Viot scale displays three dimensions: pride,
conviviality, and the competence-excitement
dimension. Ambroise et al. (2004) have been
able to purify the list of the brands specific
qualifiers in order to build a measuring
barometer with a 12-facet and 33-item
structure.

On her part, Smaoui (2006) has devised a
measurement scale of brand personality which is
particular to the Tunisian context. She followed
three steps: the generation of qualifiers, the
selection of qualifiers, and the purification of the
scale. This scale has five dimensions: excitement,
sincerity, refinement, belonging and conviviality.

The congruence between brand personality
and self-image

The notion of self-image started to emerge in the
marketing field in the mid 1960’s and flourished
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in the mid 1970’s. The studies focusing on the
consumer’s behavior were interested in
clarifying the links that an individual seeks to
create between the image he has of a product
and his image of himself (Brée, 1994). These
studies refer to the theory of self-image set up by
motivationist psychologists, such as Rodgers and
Maslow, and to Freud’s work on the ego.
According to Vernette (2003), the definition of
self-image is rather tricky because it entails
taking position within a large number of
paradigms.

L’Ecuyer (1978) suggests that this definition
depends on the school of thought to whom it
belongs, and Brunel (1990) states that there are
as many definitions of self-image as there are
psychological theories. For instance, there is the
phenomenal self which is defined as an
organized configuration of self perceptions that
are accessible to conscience (Rodgers, 1959). On
the opposite, there is the non phenomenal self,
which is the main study focus of the
psychoanalytical approach and which refers to
the unconscious aspects. In social psychology,
the self is perceived as a product of society that
is through the social interactions which the
individual introjects and the way others perceive
him (Brunel, 1990).

According to L’Ecuyer (1994), the theory of self-
image refers to «the way a person perceives
himself, to a set of characteristics, personal
features, roles and values, etc. that the person
attributes to himself, evaluates -positively or
negatively- and recognizes as being part of
himself, to the intimate experience of being and
recognizing oneself despite changes».

Widely speaking, the notion of self-image is
rather close to the notion of self-knowledge
(Jamal and Good, 2001), because according to
Brunel (1990), the definition of self-image
requires a certain degree of self-knowledge. The
author postulates that in order to be able to
describe oneself, one needs to know oneself and
that conscience and knowledge cannot be
dissociated.

Later, to make things simpler, Vernette (2003)
has considered that «self-image is based on an
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individual perception that is conscious and
organized according to the way an individual
defines himself and reacts towards his
environment, while relying on his traits of
personality, his values, his abilities and his
experiences”. The author equally thinks that self-
image implies a minimum level of introspection
on the part of the individual, which should allow
him to link his feelings and/or his behavior to
this psychological organization.

The dimensions of self-image

Resermberg (1979) considers self-image as
being the total sum of thoughts and feelings
through which an individual can describe
himself as an object. Building on this, Brunel
(1990) has considered the concept of self-image
as a multidimensional variable which comprises
at the same time: a) a cognitive dimension, that
is, the ideas, images and opinions an individual
has of himself; b) an emotional dimension, that
is, the impressions and the feelings he has
towards himself; c) a social dimension, since the
concept of self-image is a setting of projection of
the others’ perceptions of the individual. In the
field of marketing, and more specifically in the
field of research on the consumer’s behavior, the
concept of self is assimilated to the image of self
in a rather diminishing way (Vernette, 2003).
The concept of self is conceived of as a
multidimensional notion involving different
facets (Zouaghi and Darpey, 2003). Researchers
have enriched this definition by identifying four
dimensions of self-image (Sirgyet al, 1997;
Jamal and Goode, 2001).

-The real self: the way an individual sees himself
(“what I think I am”).

-The dreamed self or the ideal self: the way I
would like to be (“What [ would dream to be”).
-The real social self: the way others consider me
(“what others think of me”).

-The dreamed social self or the ideal social self:
the way I would like others to consider me
(“what I would like others to think of me”).

The advantage of this approach is that it makes it
possible to figure out the interactions between
the different dimensions of the self, and to look
for congruence between the brand personality
and the consumer’s personality.

The importance of self-image in marketing
The managerial benefit of self-image is neither
recent nor exceptional. In fact, among the
individual factors accounting for the consumer’s
behavior, we find the notions of personality and
self-image. Piéron (1994) stresses the fact that
these notions are highly ranked as they
represent the integrative unity of a person,
together with the whole set of permanent
differential  characteristics and  behavior
modalities.  Self-image, which we could
theoretically substitute for human personality
(Gouteron, 2006), can fairly predict future
behaviors. It gives meaning to behavior
motivations and leads them towards certain
privileged objects, while keeping them away
from others that will be rejected or ignored.

Congruence: a crucial variable in marketing
Congruence between brand personality and
self-image

Brand personality and self-image are two
research tracks which increased our knowledge
of the relationships between consumers and
brands (Vernette, 2003). Sirgy (1982) explains
that the concept of self-image is used as a
cognitive referent in the evaluation of symbolic
elements. The consumer seeks certain
congruence between the features of a brand’s
image and the way his personality is presented
(Belk, 1988; Sirgy, 1982). In other words, the
consumer would express his self-image by
choosing brands the personality of which
appears to him close to his own personality
(Vernette, 2008).

As a matter of fact, brands have an impact on the
consumer’s behavior, for the consumer
compares his image to that of the brand,
whether implicitly or explicitly. He often sets
some imaginary relationships with it. He can
situate himself in relation to a given brand
through congruence, or lack of it, between his
own personality and that which he attributes to
a given brand (Plummer, 1985; Biel, 1993).



Congruence with self-image is perceived as the
similitude between the brand’s symbolic
attributes and the consumer’s self-image
(Munson and Spivey, 1981; Sirgy, 1982).
Zinkhan and Hong (1991) define congruence as
the degree of coincidence between advertising
expression and self-image.

Within the framework of personal musical
congruence, Galan (2007) defines congruence as
being the adequacy or the coherence perceived
between music and the consumer’s self-image.
The author suggests that it is possible for the
individual to judge the congruence between self-
image and music.

Seeing that judging personal congruence relies
on a four-dimensional concept of self, there are
equally four types of congruence as defined in
the literature (Sirgy, 1982; Helegeson and
Supphellen, 2004; Galan, 2007):

- Congruence with the real self-image: it refers to
the degree of similitude between the real self-
image of the consumer and the typical image the
consumer has of the given product.

Led by their motivation to protect their own
identity (Sirgy, 1982), individuals only consume
the products which do reflect their genuine self
(Galan, 2007).

- Congruence with the ideal image of self: it refers
to the degree of similitude between the
consumer’s self-image and the image of the
typical consumer of a given product. Behavior is
then determined by a need of self-esteem.
According to Galan (2007), reaching a certain
ideal image of oneself through the consumption
or the possession of products which are
consistent with one’s ideal self-image satisfies
the consumer’s need for self-esteem.

- Congruence with the social self-image: it
corresponds to the degree of similitude between
the consumer’s social self-image and the image
of the typical consumer. Such appropriateness
satisfies a need for social coherence which is in
fact a motivation to develop or keep attitudes
and behaviors which cohere with the way others
perceive an individual (Galan, 2007).

- Congruence with the ideal social self-image: it
represents the degree of similitude between the
consumer’s ideal social self-image and the image

IBIMA Business Review 6

of the typical consumer. Such congruence
answers the individual’'s need for social
approbation, or his need to develop a set of
cognitions (Sirgy and Su, 2000).

- Congruence with the ideal social self-image: it
represents the degree of similitude between the
consumer’s ideal social self-image and the image
of the typical consumer. Such congruence
answers the individual’'s need for social
approbation, or his need to develop a set of
cognitions (Sirgy and Su, 2000).

Congruence in the other fields of
marketing

The analysis of the literature on congruence
shows that researchers use this concept in many
fields. This has allowed for an interesting
explanation of this variable.

Congruence in sponsorship

The congruence between the sponsor and the
sponsored entity has been investigated by
numerous authors. However, the terminology
applied has not always been the same (Trendel
and Warlop, 2006). The authors talk of ‘fit’
(Speed and Thompson, 2000), of perceived
similarity (Gwinner and Eaton, 1999; Louis,
2005), of pertinence (Rogers, 2004), of a
semantic link between the sponsor and the
sponsored entity (Johar and Pham, 1999), or
they oppose a strong link between sponsor and
sponsored entity to a certain congruence
between both (D’Astous and Bitz, 1995).

Fleck (2004) defines congruence between
sponsor and sponsored entity as being the
degree to which the couple of
sponsor/sponsored entity is perceived as fitting
together. Speed and Thompson, (2000) have
introduce the attitude variable and broadly
define congruence as being the attitude towards
associating the event and the sponsor, and the
fact that this association is perceived as fitting or
well-adapted.

A condition for the success of sponsorship lies in
the existence of a logical link between the event
and the sponsor’s brand. Hence, sponsor and
sponsored entity fit together because there is a
link (Johar and Pham, 1999). This link will be all
the more strengthened if the sponsor works in a
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field that is related to the nature of the
sponsored event.

Gwinner and Eaton have established a
distinction between congruence that is based on
the characteristics of the image, and congruence
that is based on functional characteristics.
Crimmins and Horn (1996) distinguish natural
congruence from congruence that needs an
explanation through a specific communication.
Fleck (2005, 2006) studies congruence
according to two dimensions: relevance on the
one hand and what is expected from the
sponsor/sponsored entity association on the
other.

In the field of sponsorship, congruence evokes
the strength of a tie linking the sponsor and the
sponsored entity. Thus, congruence is presented
as a determinant of the sponsoring efficiency,
and as a variable that has been investigated by
many authors.

Several authors have tackled the question of the
number of dimensions this variable has. Thus,
for parsimony and simplicity considerations,
Speed and Thompson (2000) treat congruence
as a one-dimensional variable, or as a sole
construct. There are, however, many criteria
which enable us to judge the logic behind the
link between sponsor and sponsored entity.
Taking these criteria into account has led some
authors to distinguish several dimensions of
congruence (Achouri and Bouslama, 2009).

In most studies on sponsorship, congruence
between sponsor and sponsored entity is
established on the basis of functional and
symbolic characteristics, taking into account the
distinction proposed by Heckler and Childers
(1992), who depict congruence according to two
dimensions: relevance on the one hand, and
what is expected from the sponsor/sponsored
entity association on the other. Louis (2005)
talked about the similarity perceived between
the sponsor and the sponsored entity. He stated
two dimensions for similarity: it can be
functional if both entities share functional
attributes, that is, if the brand is really used by
those taking part in the event. It can also be a

similarity of image when the images of both
entities are linked.

According to Fleck (2006), both the “relevant”
and “expected” aspects of congruence are the
most interesting aspects because they allow for a
better understanding of the contradictory effects
of congruence between sponsor and sponsored
entity, and an explanation of efficiency through
the level of elaboration of the treatment of the
delivered information.

Congruence in the field of extending branding and
co-branding

Many authors have worked on the variable of
congruence in this field. According to Tauber
(1988), there is congruence when the consumer
accepts the new product as being logical and
expected from the brand, that is when the brand
conveys a sought benefit in its new category of
extension products.

While Park et al, (1991) define congruence as
being the process of categorization through
which we judge whether the product fits with its
category, Lane (2000) singles out two major
variables which intervene in the level of
elaboration: the lack of congruence or “the
measure where by a brand extension is
surprising or unexpected”, and the “fit” used in
the meaning of coherence.

As for co-branding, Park et al. (1996) postulate
that congruence is the complementarity between
the brands under three conditions:

- They have in common a set of
attributes that are pertinent but
necessarily salient.

- They differ in terms of attribute
salience, what is salient for one is not
for the other.

- The brand for which the attribute is
salient is better evaluated than the
one for which it is not.

The words used are different; they can
correspond to antecedents or to some
consequences of congruence. However, they
eventually describe the fact that two entities fit
together well: it can be the new product’s brand



and category, or two brands which are
associated over a new product.

Congruence in advertising

The notion of congruence equally appears in
advertising. It is dealt with in two fields:

- Publicizing celebrities as spokespersons:
Advertizing executives use a celebrity to benefit
from his or her fame and gain a better
memorization of the advertisement, which
entails a better recognition of the associated
brand. In this context, the authors often refer to
congruence as a tool of persuasion (Kamins and
Gupta, 1994) or to a “match up effect” (Lynch
and Schuler, 1994).

- Advertising through visual and
textual elements:

Hechler and Childers (1992) have pondered over
congruence among the visual and textual
elements of an advertisement. Congruence is
defined according to two dimensions: pertinence
and the expected side. Pertinence shows how
much the information contained in the stimulus
contributes to or hinders a clear identification of
the theme or the message. The expected side
refers to the degree to which an item or a piece
of information falls within a predetermined
scheme or a structure evoked by this theme.

The impact of the congruence between brand
personality and self-image on the consumer’s
satisfaction and loyalty: Developing a model
and hypotheses.

Many researchers have investigated the effects
of the congruence between the brand
personality and self-image on the consumer’s
behavior (Levy, 1959; Dolich, 1969; Landon,
1979; Sirgy et al, 1997; Park and Lee, 2005;
Sung et al, 2005). According to the theory of
congruence with self-image, part of the
individual’'s behavior is accounted for by the
comparison between his own self-image and the
brand’s image as reflected by the stereotype
user of the brand (Sirgy, 1986; Sirgy et al,, 1997).
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The effect of congruence between brand
personality and self-image on satisfaction:

The consumer’s satisfaction is treated as a
fundamental notion in marketing. It is defined as
the global evaluation done after a choice related
to a specific purchase decision. (Day, 1984;
Westbrook and Oliver, 1991). For Achour (2006)
satisfaction is defined as “a positive feeling a
consumer has after a consumption experience,
and springing out of a comparison between the
expectations from a product or a service and the
performance perceived from it.

Many researchers have conducted studies on the
effect of the congruence between brand
personality and self-image on the consumer’s
satisfaction. Most of these researchers have
focused on the post-purchase behavior (Sirgy,
1986; Richins, 1991; Graeff, 1997).

Concerning brand personality, Ferrandi and
Valette-Florence (2002a, 2002b) have found a
strong attraction between some human
personality features and those of the similar
brand.

According to Ouwersloot and Tudorica (2001),
companies should consider brand personality as
a tool that enables them to reach their
satisfaction objective. Chon (1990), and Jamal
and Goode (2001) have investigated the field of
tourism services, relying on Sirgy’s (1985)
congruence theory. They have studied the direct
effect of congruence with self-image on
satisfaction. A significant positive relationship
appeared to exist between the two concepts.
Park and Lee (2005) have brought to the fore
this significant positive influence of congruence
between brand personality and human
personality, when it comes to the consumers’
satisfaction towards the targeted brand.
Therefore, taking these research works into
consideration, we can state the following
hypothesis:

H1/ The congruence between the brand
personality and the consumer’s self-image has a
positive impact on satisfaction towards a brand.
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The effect of the consumer’s satisfaction
towards a brand on loyalty to this brand

Loyalty to a brand is conceptualized as being the
intention to purchase a brand or a product and
to encourage others to do so (Lau and Lee,
1999). For Walters et al,, (1989), loyalty is “the
consumer’s propensity to buy the same product
(brand) or to frequent the same shop whenever
he needs this product”. It comes out from this
definition that loyalty is a routine purchasing
behavior. It is perceived as a positive result of a
recurrent relation between buyer and seller.
Others suggest that the concept of loyalty can be
described as the attachment of some customers
to a brand (Roux, 1986). According to them,
loyal consumers are emotionally attached to a
brand and often buy it. However, according to
Achour (2006), loyalty and attachment to a
brand are not always synonyms. The author
adds that “some consumers who are loyal to a
brand are not necessarily attached to it: it is the
case of those customers who are loyal to a brand
because they have no other alternative (limited
financial resources, availability of the brand,
appropriateness of the shop where they go
shopping, etc.)”.

The literature on loyalty to a brand distinguishes
two types of approaches to this concept: a
behaviorist or operational approach which
keeps the behavioral dimension of loyalty.
According to this approach, the consumer is
loyal when he regularly buys the same brand
(Achour, 2006).Yet this approach suffers some
failings, namely the fact that it does not take into
account the attitude component of loyalty.
Following the shortcomings of the behavioral
approach, a cognitive or conceptual approach is
keenly observing the intentional side of loyalty.

This approach suggests that in order to qualify a
recurrent buyer as loyal, it is equally convenient
to be sure that he has developed a favorable
attitude towards the brand. This would single
out loyalty from others types of identical
purchase. Consequently, according to the
attitude approach, loyalty is accounted for by the
consumers’ favorable attitudes towards a
product or a brand, and is expressed through
consumption acts (Trinquecoste, 1996). This
attitude component is often measured through

attitude scales (cognitive loyalty) (Jacob and
keyner, 1973; Dufer and Moulins, 1989).

Many researchers have investigated the
relationship between satisfaction and loyalty to
a brand. They have shown that the consumers’
satisfaction towards a brand is a guarantor for
their loyalty (Magin et al., 2003; Park and Lee,
2005; Achour, 2006). Thus, loyalty could be
considered as a consequence of satisfaction
(Oliver, 1980). Besides, several researchers (Oh
and Park, 1998; Zeithmal et al., 1996) think that
the consumer’s recurrent purchase behavior is
always affected by the degree of his satisfaction
with a product or a service that he buys.

Cronin and Taylor (1992) suggest that the
consumer’s satisfaction has a significant effect
on the purchase intention of industrial services.
Bitner (1990) states that the consumer’s
satisfaction towards a given brand has a direct
effect on loyalty to this brand. Oliver (1980) and
Kotler (2000) postulate that satisfaction affects
attitudes positively. In the same context, Oliver
and William (1983) suggest that the consumers’
satisfaction affects their attitudes after their
decision, their preferences towards a brand as
well as their future intentions. Thus, the
following hypotheses could be drawn:

H2a: the consumer’s satisfaction towards a
brand has a positive effect on his attitude
towards this brand.

H2b: The consumer’s satisfaction towards a
brand has a positive effect on the level of his
preference of this brand.

H2c: The consumer’s satisfaction towards a
brand has a positive effect on his intention of
future behavior towards this brand.

The effect of the congruence between the
brand personality and self-image on loyalty
to the brand

Within the framework of brand personality,
several researchers have shown that this
variable is positively linked to the consumers’
loyalty (Fournier, 1998; Yi and La, 2002). It has
been demonstrated that the brand personality
has a significant positive impact on the attitude
of consumers towards this brand (Helgeson and



Supphellen, 2004; Ben Slimane et al, 2005;
Ambroise et al, 2005) and their future
intentions and behavior (Ambroise, 2006;
Morschett et al.,, 2007).

Many researchers have pointed at the positive
influence of the brand personality on the
consumers’ preferences towards this brand
(Sirgy, 1982; Jamal and Goode, 2001; Wee, 2004;
Ambroise, 2006). However, only a few research
works have developed research empirical
protocols to demonstrate this influence.

Moreover, several researchers have conducted
studies on the effect of congruence of the image
on the attitude of the brand’s consumer in terms
of behavioral responses (Onkvisit and Shaw,
1989; Sirgy and Samli, 1985). All of these studies
agree on the fact that the consumer prefers the
product the image of which is congruent with his
self-image. In other words, consumers only have
a favorable attitude towards a specific brand
after applying a set of personality attributes and
linking them to their self-images. According to
the image congruence theory by Sirgy (1985),
when the image of the brand is perceived as
similar to the consumer’s self-image in terms of
personality attribute types, the consumer tends
to develop a favorable attitude towards the

H3a
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brand when deciding about a purchase act, or
about buying a product again.

Govers and Schoormans (2005) and Wee (2004)
have shown that congruence between brand
personality  and personality is
significantly influential on consumers towards
the targeted brand. In other words, consumers
often prefer the brands or the products which
have a high level of congruence with self-image
(Sirgy, 1986; Sirgy et al,, 1997, Phau and Lau,
2001).

human

Relying on these different works, we propose the
following hypotheses:

H3a: Congruence between brand personality
and the consumer’s self-image has a positive
effect on his attitude towards this brand.

H3b: congruence between brand personality
and the consumer’s self-image has a positive
impact on his level of preference towards this
brand.

H3c: congruence between brand personality and
the consumer’s self-image has a positive effect
on his intention of future behavior towards this
brand.

The conceptual model and the different
hypotheses of the research are illustrated in
Figure 1.

Cognitive loyalty:
attitude towards the

Congruence
between brand
personality
and self-image

Satisfaction

H3b

brand

Emotional loyalty:
preference towards
the brand

H3c

Conative loyalty:
.| intention of future

behavior towards
the brand

Figure 1: conceptual model
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Conclusion

Although the number of articles on the
congruence between brand personality and self-
image has noticeably increased lately,
researchers still unanimously deplore the
limited amount of investigation in this topic, as
compared with the research dealing with brand
personality, for instance. This works aims at
enriching the field.

This article represents dual interest to academic
and managerial fields.

From an academic standpoint, this research aims
at a double contribution: clarifying the concept
of congruence between brand personality and
self-image on the one hand, and elucidating its
effect on the customer’s satisfaction and loyalty
to the brand on the other.

The current study wishes to show the crucial
role of the congruence variable in the
relationship between the brand and the
consumer.

From a managerial perspective, congruence
between brand personality and self-image is an
important concept which companies should take
into account in order to develop and better
manage their brand. Indeed, the existence of a
link between the brand personality and the
consumer’s self-image provides marketing
executives with the opportunity to have a
strategic tool which enables them to improve or
strengthen the mapping of their brands. This
would attract consumers who are sensitive to
the personality features displayed or who wish
to use them as a vehicle of the conception they
have of themselves.

Yet, our work did not go beyond a simple
literature review. It would be worthwhile to
develop the research empirical protocols so as to
show how the congruence between brand
personality and self-image affects the level of
consumer satisfaction and his loyalty towards a
brand.
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