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Introduction
The word “personality” originates from the Latin word persona, which means “mask.” 

Brand personality is nothing but the personification of the brand.  It is the result of consumer’s 
experiences with the product or services that are provided. From a company’s point of view, 
brand personality is a method of communicating the benefits associated with your product, 
in terms of its attributes or of its connotations of status. Companies also use brand personality 
to distinguish the brand from competitors which is essential in today’s competitive market. 
Teimouri1 et.al (2016) investigated the relationship between Brand Personality and Customer 
Loyalty. The obtained results revealed that there is a significant relationship between brand 
personality dimensions and customer loyalty. Karjaluoto et.al (2016) studied how do brand 
personality, identification, and relationship length drive loyalty in sports. The study developed 
and tested a new conceptual model on consumer loyalty in the sports team context and shed light 
on how sports team personality affects its fans’ identification with the team and the formation 
of fan loyalty, from the perspective of fans’ relationship length. Maria et.al (2015) investigated 
Brand personality and purchase intention. The results found regarding purchase intention are 
important, as they can be used to identify those personality brand dimensions that appear to be 
most important in explaining consumer preferences. Ahmed et.al (2015) examined an extension 
of Aaker’s brand personality model from an Islamic perspective. Islamic brand personality model 
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may help marketers effectively differentiate Islamic brands such as Islamic banks. It may also 
reinforce advertising techniques/tools to attract a large Muslim consumer market. This paper 
was one of the early attempts to see brand personality from an Islamic perspective. Gordon 
(2015) investigated the utilization of brand personality and brand personality appeal. The study 
demonstrates the utility of using branding in social marketing services, which to date has been 
under-utilized. A new and alternative factor structure for BPA is provided, and future research 
is recommended to further examine BPA in this and other contexts. Veronica (2015) introduced 
Tripartite Personality Congruity theory focused on industry professionals. Previous studies 
exclusively focused on the match between visitor’s personality and destination personality (Sirgy 
& Su, 2000; Usakli & Baloglu, 2011) assessed the congruity between TIPs’ self-assessed personality, 
their perceived brand personality of Macau as a destination as well as the brand personality of 
their tourism/hospitality-related organizations. Jin Su et.al.(2015) used Aaker’s brand personality 
framework to empirically investigate the personality of sportswear brands and the impact of 
brand personality on brand equity. Ahmad et.al (2015) investigated the mediating effect of brand 
satisfaction on the relationship between brand personality and brand loyalty. The findings indicate 
that brand personality and brand satisfaction appear to have a positive and significant relationship 
with brand loyalty. Moreover, brand satisfaction was found to be a mediator in the relationship 
between brand personality and brand loyalty. Xiao et.al (2013) investigated the effect of brand 
personality and consumer ethnocentrism on perceived quality and purchase intentions in China’s 
sportswear market. He  (2012) aims to fill in new evidence related to theoretical explanations on 
how the perception of sincerity, excitement and sophistication relates to attitude towards the 
different kinds of brand extensions, namely, horizontal extension and vertical extension. Angelina 
et.al (2012) investigated the predicting roles of extension naming strategies and categorical 
fit on the transfer of brand personality from a parent brand to its extension brand. Extension 
naming strategies include direct and indirect naming, while the categorical fit is the similarity 
between an extended product and its parent brand’s cognitive category. Ismail et.al (2012) aims 
to address the gap between brand personality and brand image on brand love by developing a 
causal model incorporating brand love, brand personality, brand image and word of mouth 
(WOM) to investigate the relationships among them. Erdogmus et.al (2012) identified the role of 
functional (perceived quality) and symbolic brand associations (personality congruence and brand 
prestige) in creating brand loyalty in the ready to wear sector from the perspective of Generation 
Y consumers. Perpelkin et.al (2011) aims to better understand the effectiveness of differentiating 
via developing a unique corporate brand personality in the pursuit of customer trust. Long-Yi 
(2010) explored the relationship between consumer personality trait, brand personality and brand 
loyalty. The study emphasized the importance of brand loyalty for a company. Hosany et.al 
(2006) examined the relationship between destination image and destination personality. Results 
indicate that destination image and destination personality are related concepts and the analysis 
reveals that the emotional component of destination image captures the majority of variance on 
destination personality dimensions. Tudorica (2001) explored the mechanism that builds brand 
personality with the help of advertising and integrated advertising models with the theory of 
brand personality. Ackerman et.al (1997) reviewed the development of the modem paradigm for 
intelligence assessment and application and considers the differentiation between intelligence-
as-maximal performance and intelligences- typical performance. They reviewed theories of 
intelligence, personality, and interest as a means to establish potential overlap. Consideration of 
intelligence-as-typical performance provides a basis for evaluation of intelligence-personality and 
intelligence-interest relations. Evaluation of relations among personality constructs, vocational 
interests, and intellectual abilities provides evidence for commonality across the domains of the 
personality of J. L. Holland’s (1959) model of vocational interests.
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Compatibility between Brand Personality and Human Personality
Aaker’s pioneering work in brand personality has generated considerable research in 

practising marketing strategies. In this sense, brand personality is conceptualized as brands 
possessing humanlike traits. The personified brands come to have animated traits. In this paper, 
an attempt has been made to conceptualize brand personality from the perspective of brand 
characteristics and human personality. This dynamic conceptualization rests upon the matching of 
brand characteristics and personality traits of the consumer. 

Methodology 

Statement of the Problem 
Among the various functional areas of an organization, marketing is the most important and 

crucial to handle by the managers. The success of any brand depends on the marketing strategy 
adopted by the marketing managers. In order to attain success, the brand managers of Indian 
industry follow different marketing strategies. Among those, branding is one of the important 
tools. Without Branding, customers were impossible to identify the identity, extensions and 
brand personality. This study made an attempt to scrutinize the concept of brand personality 
with special reference to face cream brands, especially cosmetic industry. This study addresses the 
following issues. 1. What is brand personality? 2. What are the dimensions of brand personality? 
3. How brand personality influences the human personality of a face cream brand user? 4. How 
are brand personality models evaluated? This makes the researcher conduct a scientific enquiry of 
studying the brand personality and its impact on the human personality of face cream brand users 
in Tiruchirappalli. 

Objectives of the Study 
 To understand the models of brand personality and human personality.
 To propose the multi-dimensional and structural model that evaluates the impact of brand 

personality on human personality.

Pilot Study 
A draft questionnaire was prepared to evaluate the brand personality and its impact on the 

human personality of face cream users. The questionnaire consists of three different set of 
questions: personal and demographic (13), brand personality (42), human personality (20). The 
conceptual questions are given at Likert scale of one to five and the questionnaire was issued to 
the face cream users randomly to collect primary information from the respondents. The draft 
questionnaire was structured and retained for final data collection.

Sampling Framework 
Sample survey was done for evaluating the brand personality and its impact on human 

personality based on purposive sampling method. In this manner, the users of face cream 
products are considered as a sample for this study.
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Determination of sample size 
In order to determine the sample size the following formula was used:

Where n = sample size
Z= the standard normal variate (1.96) at 95% confidence level
e= the allowable sampling error at 5% level 
s= standard deviation (0.446) of raw brand personality score computed from the pilot study.

Instrumentation and Data Collection 
After the pilot study, the draft questionnaire was retained for the final data collection 

that composed of three sections.  The first section includes questions regarding personal and 
demographic information of the respondents. The second section includes questions regarding 
brand personality under five dimensions such as sincerity (11), excitement (11), competence (10) 
sophistication (5) and ruggedness (5). The third section includes questions regarding human 
personality under two dimensions, extroversion (10) and introversion (10). 

Data Analysis 
After final data collection is over, a computerized data analysis was done with the help of 

Statistical Software namely SYSTAT 13, IBM SPSS 23 and IBM AMOS 23.  At first, researcher 
checked the Reliability Statistics. Tukey’s Test of  Non-Additivity, a Univariate test of normality 
such as Shapiro-Wilk, Anderson-Darling and Multi-variate test of normality namely Mardia’s 
Skewness, Mardia kurtosis and Henze-zikler tests were applied. In stage two, simple frequency 
tables were prepared which visualize the brand related factors such as the purpose of skin care 
usage, nature of the brand, a period of skincare usage, the frequency of changing face cream brand, 
brand discrimination and the reason for switching the face cream brand in future using IBM SPSS 23. 
Finally, structural equation modeling was fitted using IBM AMOS 23 with five dimensions of Brand 
personality such as sincerity, excitement, competence, sophistication, ruggedness and its impact with 
the two human personality dimensions such as introvert and extrovert.

Data Analysis
Table 1: Test of Reliability- Tukey’s Test for Non-Additivity and Hotelling’s T-Squared Test on 

Brand Personality and Human Personality

Concept Factors
Number Of 

Items
Reliability 
Statistics

Tukey’s Test For 
Nonadditivity

Hotelling’s T-Squared 
Test

Cronbach’s Alpha F P-Value F P-Value

Brand Personality

Sincerity 11 0.681 1.327 0.527 1.296 0.232
Excitement 11 0.679 4.514 0.712 4.451 0.000
Competence 9 0.684 3.910 0.126 3.384 0.001
Sophistication 6 0.646 3.808 0.511 3.463 0.005
Ruggedness 5 0.520 4.802 0.806 4.576 0.001
Overall 11 0.679 - - - -

Human Personality
Extrovert 10 0.636 3.567 0.784 2.858 0.003
Introvert 10 0.570 7.366 0.278 6.925 0.000
Overall 20 0.754 - - - -



Volume 2  Issue 2  2017 AJM

21Amity Journal of Marketing ADMAA

Table 2: Test of Uni-variate Normality

Dimensions Items

Face Cream Brand

Indian International Pooled

Sw 
Test*

Ad Test* Sw Test* Ad Test* Sw Test*
Ad 

Test*

Sincerity

Down to earth 0.872 7.425 0.891 5.036 0.886 11.727
Family 
oriented 0.900 5.739 0.909 4.640 0.905 10.210

Small town 0.908 5.127 0.906 4.765 0.908 9.798
Honest 0.891 6.957 0.894 5.297 0.896 11.650
Sincere 0.901 5.532 0.896 5.331 0.899 10.812
Realistic 0.898 5.598 0.893 5.430 0.896 10.970
Wholesome 0.900 5.795 0.893 4.979 0.900 10.328
Original 0.898 5.573 0.897 5.414 0.900 10.670
Cheerful 0.876 7.015 0.888 5.608 0.883 12.465
Sentimental 0.864 7.348 0.858 6.869 0.862 14.058
Friendly 0.889 5.913 0.884 5.268 0.887 11.169

Excitement

Daring 0.902 5.297 0.903 4.758 0.906 9.436
Trendy 0.901 5.590 0.909 4.695 0.909 9.757
Exciting 0.893 5.582 0.890 5.175 0.894 10.432
Spirited 0.891 5.884 0.890 5.329 0.892 11.063
Cool 0.882 6.430 0.904 5.297 0.899 10.677
Young 0.898 5.542 0.886 5.329 0.894 10.703
Imaginative 0.892 6.002 0.888 5.470 0.890 11.473
Unique 0.890 5.924 0.885 5.684 0.891 11.044
Up to class 0.890 6.627 0.896 4.921 0.894 11.268
Independent 0.901 5.252 0.905 4.539 0.904 9.667
Contemporary 0.895 5.691 0.877 5.675 0.889 11.077

Competence

Reliable 0.897 5.562 0.903 4.941 0.901 9.918
Hardworking 0.906 5.239 0.905 4.696 0.906 9.918
Secure 0.877 6.784 0.909 4.554 0.896 10.741
Intelligent 0.900 5.568 0.905 4.863 0.904 10.168
Technical 0.914 5.367 0.891 5.701 0.907 10.569
Corporate 0.884 6.231 0.888 5.548 0.888 11.464
Successful 0.894 6.139 0.890 5.650 0.892 11.771
Leader 0.903 5.545 0.887 5.651 0.897 11.008
Confident 0.903 5.088 0.892 5.323 0.903 9.773

Sophistication

Upper class 0.883 6.264 0.909 4.370 0.898 10.185
Glamorous 0.904 5.543 0.903 5.123 0.906 10.340
Good looking 0.898 5.564 0.881 5.949 0.892 11.298
Charming 0.874 7.654 0.876 6.631 0.877 13.936
Feminine 0.866 7.569 0.890 5.477 0.879 12.740
Smooth 0.895 5.833 0.855 7.277 0.879 12.653

Continued...



Volume 2  Issue 2   2017AJM

22 Amity Journal of MarketingADMAA

Ruggedness

Outdoorsy 0.886 6.101 0.876 6.019 0.883 11.854
Masculine 0.901 5.098 0.901 4.978 0.903 9.796
Western 0.865 7.362 0.873 6.146 0.870 13.339
Tough 0.912 4.974 0.894 5.566 0.907 10.107
Rugged 0.892 5.791 0.877 5.817 0.888 11.096

Extroversion

Sociable 0.879 6.175 0.851 7.083 0.867 13.072
Competitive 0.889 5.794 0.888 5.297 0.889 11.076
Energetic 0.897 5.351 0.907 4.677 0.904 9.680
Stubborn 0.905 5.308 0.885 5.494 0.900 10.284
Inventive 0.872 7.350 0.878 6.150 0.876 13.353
Practical 0.882 7.350 0.885 5.446 0.883 11.962
Self-confident 0.868 7.124 0.878 5.807 0.873 12.937
Disorderly 0.896 5.475 0.900 5.071 0.899 10.382
Disorganized 0.893 5.646 0.882 5.668 0.889 11.286
Curious 0.884 6.651 0.857 7.207 0.873 13.577

Introversion

Conventional 0.903 5.620 0.898 4.676 0.905 9.677
Silent 0.899 5.543 0.915 4.669 0.910 9.739
Withdrawn 0.899 5.366 0.906 5.221 0.905 10.138
Calm 0.885 6.311 0.911 4.344 0.900 10.249
Sympathetic 0.893 5.994 0.893 5.138 0.894 11.070
Forgiving 0.895 5.981 0.894 5.738 0.895 11.652
Organized 0.857 8.528 0.873 6.745 0.868 14.749
Orderly 0.897 5.436 0.899 4.736 0.900 10.003
Tense 0.890 5.978 0.869 6.460 0.883 12.120
Fearful 0.851 8.915 0.854 7.385 0.854 16.027

Table 3: Test of Multi-variate Normality

Construct
Test 

Name
Indian International Pooled

Coefficient P-Value Coefficient P-Value Coefficient P-Value

Brand 
Personality

Mardia’s 
Skewness 708.286 0.000 369.989 0.000 1,825.908 0.000

Mardia’s 
Kurtosis 1,956.147 0.000 2,028.356 0.000 6,307.420 0.000

Henze 
Zirkler - 0.000 - 0.000 - 0.000

Human 
Personality

Mardia’s 
Skewness 613.802 0.000 75.997 0.000 2,002.801 0.000

Mardia’s 
Kurtosis 1,973.953 0.000 446.696 0.177 4,074.102 0.000

Henze 
Zirkler - 0.000 - 0.000 - 0.000
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Table 4: Personal and Demographic profile of Face cream Brand users

Factors Categories N (%)

Gender
Male 88 (28.8)

Female 218 (71.2)

Age

10-15yrs 16 (5.2)
15-20yrs 56 (18.3)
20-25yrs 175 (57.2)
25-30yrs 32 (10.5)

Above 30yrs 27 (8.8)

Qualification

High school 8 (2.6)
Higher Secondary 23 (7.5)

UG 62 (20.3)
PG 210 (68.6)

Others 3 (1.0)

Occupation

Government Sector 42 (13.7)
Private Sector 48 (15.7)
Professional 38 (12.4)

Self Employed 49 (16.0)
Not applicable 129 (42.2)

Annual Income

Below 50000 68 (22.2)
50000-1 Lakh 50 (16.3)
1-1.5 Lakhs 40 (13.1)
1.5-2 Lakhs 28 (9.2)
2-2.5 lakhs 15 (4.9)

Above 2.5 lakhs 15 (4.9)
Not applicable 90 (29.4)

Number of Family members

2 30 (9.8)
3 41 (13.4)
4 95 (31.0)
5 81 (26.5)

Above 5 59 (19.3)

     (n=306 ) ()-Percent n=No of observations
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Table 5: Frequency table

CATEGORIES N

Anti-aging 34 (11.1)
Moisturizer 61 (19.9)
Serum 41 (13.4)
Face Treatments 38 (12.4)
Sun Screen 32 (10.5)
Body and skin treatments 7 (2.3)
Fairness Cream 51 (16.7)
Other Creams 42 (13.7)
Indian 167 (54.56)
International 139 (45.44)
Less than 1 year 93 (30.4)
1 to 3 90 (29.4)
More than 3 67 (21.9)
Above 3 56 (18.3)
Once in every month 41 (13.4)
1 to 3 months 88 (28.8)
3 to 6 months 46 (15.0)
More than 6 months 40 (13.1)
None of the above 91 (29.7)
Price 28 (9.2)
Fragrance 51 (16.7)
Packaging 63 (20.6)
Quantity 62 (20.3)
Advertisements and Promotions 37 (12.1)
Availability 17 (5.6)
Brand attributes 48 (15.7)
Price 28 (9.2)
Fragrance 51 (16.7)
Packaging 63 (20.6)
Quantity 62 (20.3)
Advertisements and Promotions 37 (12.1)
Availability 17 (5.6)
Brand attributes 48 (15.7)
Innovation 84 (27.5)
Low Price 94 (30.7)
Offers and Discounts 65 (21.2)
Availability 63 (20.6)
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Figure 1:  Path Diagram shows the Impact of Brand Personality on Human Personality of Indian 
Brands 

(Model 1 – Constructs are uncorrelated)

Figure 2: Path Diagram shows the Impact of Brand Personality on Human Personality of Indian 
Brands

(Model-2 Constructs are Correlated)
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Table: 6 Result of Structural Equation Modeling of Brand Personality and its Impact on Human 
Personality of Indian Brands when constructs are correlated

Construct Path Indicators
Path

Coefficient
Standard 

Error
Critical Ratio P-Value

Sincerity

→ Honest 0.510 - - -
→ Down to earth 0.552 0.231 5.053 0.00
→ Family oriented 0.366 0.200 3.735 0.00
→ Small town 0.365 0.196 3.725 0.00
→ Sincere 0.400 0.204 4.047 0.00
→ Realistic 0.481 0.212 4.709 0.00
→ Wholesome 0.477 0.201 4.644 0.00
→ Original 0.465 0.217 4.443 0.00
→ Cheerful 0.447 0.237 4.159 0.00
→ Sentimental 0.256 0.237 2.607 0.009
→ Friendly 0.321 0.219 3.202 0.001

Excitement

→ Contemporary 0.528 - - -
→ Daring 0.294 0.160 3.378 0.00
→ Trendy 0.405 0.164 4.403 0.00
→ Exciting 0.239 0.165 2.749 0.006
→ Spirited 0.477 0.172 5.049 0.00
→ Cool 0.259 0.161 3.015 0.003
→ Young 0.420 0.171 4.546 0.00
→ Imaginative 0.376 0.157 4.160 0.00
→ Unique 0.459 0.171 4.863 0.00
→ Up to class 0.538 0.174 5.523 0.00
→ Independent 0.542 0.180 5.484 0.00

Competence

→ Reliable 0.456 - - -
→ Hardworking 0.499 0.226 4.646 0.00
→ Secure 0.428 0.216 4.264 0.00
→ Intelligent 0.623 0.257 5.237 0.00
→ Technical 0.492 0.210 4.506 0.00
→ Corporate 0.388 0.216 3.833 0.00
→ Successful 0.349 0.196 3.626 0.00
→ Leader 0.346 0.194 3.564 0.00
→ Confident 0.629 0.261 5.245 0.00

Sophistication

→ Glamorous 0.543 - - -
→ Upper class 0.469 0.201 4.744 0.00
→ Good looking 0.653 0.210 5.985 0.00
→ Charming 0.568 0.201 5.477 0.00
→ Feminine 0.360 0.194 3.777 0.00
→ Smooth 0.493 0.185 4.951 0.00

Continued...



Volume 2  Issue 2  2017 AJM

27Amity Journal of Marketing ADMAA

Ruggedness

→ Outdoorsy 0.608 - - -
→ Masculine 0.443 0.148 4.726 0.00
→ Western 0.295 0.148 3.254 0.001
→ Tough 0.552 0.146 5.561 0.00
→ Rugged 0.358 0.146 3.961 0.00

Extroversion

→ Competitive 0.413 - - -
→ Sociable 0.323 0.252 3.285 0.001
→ Energetic 0.320 0.243 3.168 0.002
→ Stubborn 0.462 0.263 3.914 0.00
→ Inventive 0.478 0.288 3.859 0.00
→ Practical 0.460 0.272 3.781 0.00
→ Self-confident 0.432 0.281 3.722 0.00
→ Disorderly 0.316 0.241 3.066 0.002
→ Disorganized 0.214 0.229 2.239 0.025
→ Curious 0.511 0.299 4.028 0.00

Introversion

→ Silent 0.166 - - -
→ Conventional 0.322 1.060 1.776 0.076
→ Withdrawn 0.064 0.551 0.703 0.482
→ Calm 0.341 1.174 1.774 0.076
→ Sympathetic 0.302 1.024 1.734 0.083
→ Forgiving 0.476 1.560 1.844 0.065
→ Organized 0.571 1.761 1.858 0.063
→ Orderly 0.372 1.290 1.789 0.074
→ Tense 0.369 1.292 1.775 0.076
→ Fearful 0.477 1.450 1.837 0.066

Sincerity →

Brand personality

0.050 - - -
Excitement → 0.051 - - -
Competence → 0.044 - - -
Sophistication → 0.053 - - -
Ruggedness → 0.059 - - -
Extrovert →

Human 
personality

0.041 - - -
Introvert → 0.016 - - -
Brand Personality → 0.102 - - -
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Figure 3: Path Diagram shows the Impact of Brand Personality on Human Personality of 
International Brands 

(Model 1 – Constructs are uncorrelated)

Figure 4: Path Diagram shows the Impact of Brand Personality on Human Personality of 
International Brands

(Model 2 – Constructs are Correlated)
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Table 7: Result of Structural Equation Modelling of Brand Personality and its Impact on 
Human Personality of International Brands when constructs are correlated

Construct Path Indicators Path
Coefficient

Standard 
Error

Critical 
Ratio P-Value

Sincerity

→ Honest 0.476 - - -

→ Down to earth 0.490 0.261 4.204 0.00

→ Family oriented 0.227 0.190 2.334 0.020

→ Small town 0.326 0.207 3.202 0.001

→ Sincere 0.374 0.222 3.498 0.00

→ Realistic 0.493 0.233 4.393 0.00

→ Wholesome 0.295 0.210 2.956 0.003

→ Original 0.445 0.217 4.036 0.00

→ Cheerful 0.318 0.202 3.154 0.002

→ Sentimental 0.394 0.250 3.711 0.00

→ Friendly 0.450 0.249 4.073 0.00

Excitement

→ Contemporary 0.271 - - -

→ Daring 0.451 0.507 2.906 0.004

→ Trendy 0.145 0.301 1.524 0.128

→ Exciting 0.498 0.595 3.002 0.003

→ Spirited 0.289 0.384 2.451 0.014

→ Cool 0.122 0.270 1.341 0.180

→ Young 0.341 0.446 2.626 0.009

→ Imaginative 0.442 0.498 2.935 0.003

→ Unique 0.455 0.525 2.932 0.003

→ Up to class 0.473 0.549 2.986 0.003

→ Independent 0.463 0.508 2.998 0.003

Competence

→ Reliable 0.344 - - -

→ Hardworking 0.384 0.390 3.020 0.003

→ Secure 0.413 0.378 3.180 0.001

→ Intelligent 0.416 0.376 3.178 0.001

→ Technical 0.416 0.395 3.062 0.002

→ Corporate 0.439 0.431 3.216 0.001

→ Successful 0.387 0.377 2.975 0.003

→ Leader 0.297 0.341 2.649 0.008

→ Confident 0.486 0.426 3.326 0.00

Sophistication

→ Glamorous 0.437 - - -

→ Upper class 0.513 0.342 3.809 0.00

→ Good looking 0.364 0.299 3.122 0.002

→ Charming 0.601 0.367 4.087 0.00

→ Feminine 0.247 0.272 2.264 0.024

→ Smooth 0.429 0.349 3.518 0.00

Continued...
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Ruggedness

→ Outdoorsy 0.409 - - -

→ Masculine 0.297 0.211 2.980 0.003

→ Western 0.522 0.288 4.189 0.00

→ Tough 0.312 0.221 2.856 0.004

→ Rugged 0.378 0.259 3.362 0.00

Extroversion

→ Competitive 0.361 - - -

→ Sociable 0.561 0.497 3.570 0.00

→ Energetic 0.290 0.332 2.143 0.032

→ Stubborn 0.285 0.353 2.051 0.040

→ Inventive 0.455 0.397 2.981 0.003

→ Practical 0.421 0.400 2.814 0.005

→ Self confident 0.456 0.453 2.684 0.007

→ Disorderly 0.312 0.329 2.402 0.016

→ Disorganized 0.156 0.299 1.425 0.154

→ Curious 0.499 0.511 2.812 0.005

Introversion

→ Silent 0.369 - - -

→ Conventional 0.338 0.409 2.670 0.008

→ Withdrawn 0.199 0.302 1.714 0.087

→ Calm 0.226 0.333 2.019 0.043

→ Sympathetic 0.504 0.493 3.211 0.001

→ Forgiving 0.254 0.348 2.143 0.032

→ Organized 0.369 0.426 2.660 0.008

→ Orderly 0.467 0.479 3.015 0.003

→ Tense 0.212 0.332 1.917 0.055

→ Fearful 0.311 0.389 2.343 0.019

Sincerity →

Brand personality

0.047 - - -

Excitement → 0.027 - - -

Competence → 0.034 - - -

Sophistication → 0.043 - - -

Ruggedness → 0.040 - - -

Extrovert →
Human 

personality

0.036 - - -

Introvert → 0.037 - - -

Brand Personality → 0.101 - - -



Volume 2  Issue 2  2017 AJM

31Amity Journal of Marketing ADMAA

Figure 5: Path Diagram shows the Impact of Brand Personality on Human Personality of Pooled 
sample

(Model 1 – Constructs are uncorrelated)

Figure 6: Path Diagram shows the Impact of Brand Personality on Human Personality of Pooled 
sample

(Model 2 – Constructs are Correlated)
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Table 8: Result of Structural Equation Modelling of Brand Personality and its Impact on 
Human Personality of Pooled sample when constructs are Correlated

Construct Path Indicators
Path  

Coefficient
Standard 

Error
Critical 
Ratio

P-Value

Sincerity

→ Honest 0.470 - - -
→ Down to earth 0.480 0.183 6.074 0.00
→ F a m i l y 

oriented
0.313 0.146 4.486 0.00

→ Small town 0.354 0.152 4.909 0.00
→ Sincere 0.385 0.161 5.184 0.00
→ Realistic 0.465 0.167 6.078 0.00
→ Wholesome 0.403 0.157 5.454 0.00
→ Original 0.472 0.166 6.016 0.00
→ Cheerful 0.415 0.169 5.433 0.00
→ Sentimental 0.335 0.182 4.595 0.00
→ Friendly 0.388 0.174 5.151 0.00

Excitement

→ Contemporary 0.410 - - -
→ Daring 0.369 0.165 5.070 0.00
→ Trendy 0.305 0.153 4.402 0.00
→ Exciting 0.353 0.173 4.905 0.00
→ Spirited 0.407 0.169 5.404 0.00
→ Cool 0.205 0.140 3.216 0.01
→ Young 0.400 0.175 5.320 0.00
→ Imaginative 0.397 0.164 5.337 0.00
→ Unique 0.450 0.178 5.753 0.00
→ Up to class 0.503 0.188 6.121 0.00
→ Independent 0.505 0.186 6.134 0.00

Competence

→ Reliable 0.423 - - -
→ Hardworking 0.450 0.190 5.604 0.00
→ Secure 0.410 0.178 5.382 0.00
→ Intelligent 0.542 0.203 6.240 0.00
→ Technical 0.461 0.184 5.587 0.00
→ Corporate 0.410 0.190 5.195 0.00
→ Successful 0.363 0.169 4.836 0.00
→ Leader 0.336 0.166 4.620 0.00
→ Confident 0.561 0.215 6.285 0.00

Sophistication

→ Glamorous 0.500 - - -
→ Upper class 0.496 0.175 6.222 0.00
→ Good looking 0.541 0.175 6.639 0.00
→ Charming 0.574 0.178 6.848 0.00
→ Feminine 0.331 0.157 4.568 0.00
→ Smooth 0.465 0.170 6.034 0.00

Continued...
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Ruggedness

→ Outdoorsy 0.514 - - -
→ Masculine 0.376 0.125 5.402 0.00
→ Western 0.390 0.134 5.518 0.00
→ Tough 0.461 0.127 6.189 0.00
→ Rugged 0.366 0.132 5.221 0.00

Extroversion

→ Competitive 0.379 - - -
→ Sociable 0.423 0.246 4.976 0.00
→ Energetic 0.304 0.201 3.780 0.00
→ Stubborn 0.383 0.218 4.292 0.00
→ Inventive 0.453 0.244 4.662 0.00
→ Practical 0.450 0.244 4.599 0.00
→ Self confident 0.452 0.255 4.600 0.00
→ Disorderly 0.332 0.208 3.970 0.00
→ Disorganized 0.193 0.191 2.639 0.008
→ Curious 0.503 0.278 4.810 0.00

Introversion

→ Silent 0.255 - - -
→ Conventional 0.333 0.425 3.278 0.001
→ Withdrawn 0.136 0.282 1.875 0.061
→ Calm 0.276 0.381 2.991 0.003
→ Sympathetic 0.387 0.469 3.412 0.00
→ Forgiving 0.385 0.470 3.323 0.00
→ Organized 0.480 0.562 3.468 0.00
→ Orderly 0.421 0.517 3.436 0.00
→ Tense 0.291 0.404 3.007 0.003
→ Fearful 0.409 0.478 3.332 0.00

Sincerity →

Brand 
personality

0.046 - - -
Excitement → 0.040 - - -
Competence → 0.041 - - -
Sophistication → 0.049 - - -
Ruggedness → 0.050 - - -
Extrovert →

Human 
personality

0.038 - - -
Introvert → 0.025 - - -
Brand Personality → 0.102 - - -

Discussion
Table 1 exhibits the test of reliability, Tukey’s test of Non-additivity, Hotelling’s T-Squared 

test of variables and dimensions of brand personality such as sincerity, excitement, competence, 
sophistication, and ruggedness on Indian, international brands and both the aspects as pooled 
items. The dimension of human personality such as extroversion and introversion and both brand 
personality and human personality as overall for Indian, international brands and both the aspects 
as pooled items. The result of reliability shows the items under brand personality and human 
personality are highly consistent. Hence, it shows that the items are reliable for conducting the 
further analysis. The result of Tukey’s test of Non-additivity emphasizes the use of the arithmetic 
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mean to all the conceptual items are meaningful. The result of Hotelling’s T- Squared test confirms 
that the conceptual items are different from one another and it conveys exact and respective 
meaning to the users of Indian, international brands and both the aspects as pooled items. Table 
2 describes the results of univariate normality of five dimensions in brand personality such as 
sincerity, excitement, competence, sophistication, and ruggedness on Indian, international brands 
and both the aspects as pooled items. The two dimensions of human personality such as introvert 
and extrovert were considered for Indian and international brands and both the aspects as 
pooled items. Shapiro- Wilk test and Anderson-Darling test were conducted to test the univariate 
normality. The result shows that it departs from Normal distribution. Therefore, it is assumed that 
the variables follow a univariate normal distribution. Table 3 describes the results of multivariate 
normality of brand personality such as sincerity, excitement, competence, sophistication, 
and ruggedness on Indian, international brands and both the aspects as pooled items. The two 
dimensions of human personality such as introvert and extrovert were also considered for Indian 
and international brands and both the aspects as pooled items. Mardia’s Skewness test Mardia’s 
Kurtosis and Henze Zirkler test was conducted to test the multivariate normality. The result 
shows that it departs from Normal distribution. Therefore, it is assumed that the variables follow 
a multivariate normal distribution. Table 4 reveals the distinct variation between the personal and 
demographic profile of Indian and international face cream brand users. Considering the users 
of Indian and Indian and international brands majority of the respondents are female. Majority 
of the respondents were in the age group of 20 – 25 years. Considering the occupation, majority 
of the respondents were in the not applicable category are not in applicable category (students 
and housewives)for annual income. Considering the number of family members, majority of the 
respondents have a maximum of 4 members in their family. Table 5 exhibits the details of face 
cream brand related factors of Indian and international face cream brand users. Regarding the 
purpose of skin care usage, majority of the respondents were using moisturizer. Considering 
the nature of the brand, majority of the respondents were using Indian brands. Regarding the 
period of skin care usage majority of the respondents were using the brand for less than one 
year. Considering the frequency of changing face cream brand, majority of the respondents has 
mentioned none of the above (no change). Regarding the reason for preferring the face cream 
brand, majority of the respondents have stated packaging. Considering the brand discrimination, 
majority of the respondents have stated packaging. Regarding the reason for switching to other 
brands in the future, majority of the respondents have mentioned low price. 

Indian Brands

Model 1 
Model 1 (Constructs are uncorrelated) of the path diagram visualizes the result of structural 

equation modeling of brand personality and its impact on the human personality of Indian 
brands. The result shows that the dimensions of brand personality such as sincerity, excitement, 
competence, sophistication and ruggedness, have a full positive impact towards the human 
personality of Indian brands. The model is also supported by the strong goodness of fit index. In 
sincerity, realistic and down to earth have a highly positive impact.  In excitement, trendy and 
independent has a highly positive impact on excitement. In competence, confident and intelligent 
has a highly positive impact on competence.  In sophistication, charming and good looking has 
a highly positive impact on sophistication. In ruggedness, masculine and tough has a highly 
positive impact on ruggedness.  In extrovert, inventive and curious has a highly positive impact 
on extrovert.  In introvert, organized and forgiving has a highly positive impact on the introvert. 
In overall, the impact of brand personality, towards human personality is strongly measured. 
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Regarding brand personality, sincerity, excitement, competence, sophistication and ruggedness 
has a significant approach towards the brand personality of Indian brands in which sincerity has a 
highly positive significant approach towards the brand personality of Indian brands. Considering 
human personality, extrovert and introvert has a significant approach towards the human 
personality of Indian brands in which extrovert has a highly positive significant approach towards 
human personality. From the result derived, brand personality has a significant approach towards 
the human personality of Indian brands.

Model 2
Figure 1 and Table 6 of the fitted model 2 (constructs are correlated) visualizes the structural 

equation modeling of brand personality and its impact on human personality Indian brands. The 
result shows that the dimensions of brand personality such as sincerity, excitement, competence, 
sophistication and ruggedness, has a full positive impact towards the human personality of 
Indian brands. The model is also supported by the strong goodness of fit index. In sincerity, 
honest and down to earth has a highly positive impact on sincerity. In excitement, up to class and 
independent has a highly positive impact on excitement. In competence, intelligent and confident 
has a highly positive impact on competence. In sophistication, charming and good looking has 
a highly positive impact on sophistication. In ruggedness, tough and outdoorsy has a highly 
positive impact on ruggedness. In extrovert, inventive and curious has a highly positive impact on 
extrovert. In introvert, fearful and organized has a highly positive impact on the introvert. Overall, 
the impact of brand personality towards human personality is strongly measured. Regarding 
brand personality, sincerity, excitement, competence, sophistication and ruggedness has a 
significant approach towards the brand personality of Indian brands in which ruggedness has a 
highly positive significant approach towards brand personality. Considering human personality, 
extrovert and introvert has a significant approach towards the human personality of Indian brands 
in which extrovert has a highly positive significant approach towards human personality. From 
the result derived, brand personality has a significant approach towards the human personality of 
Indian brands. 

Model selection for Indian brands
Among the two models fitted for Indian brands to evaluate the impact of brand personality on 

human personality, the researcher selected and finalized model 2. It is parsimonious and feasible 
to study the correlation between brand and human personality. This selection is done based on the 
comparison of AIC of both the fitted models and the minimum AIC is achieved by the fitted model 
2 (3468.017). Hence, model 2 explains the true picture of the evaluation of the human personality 
and its effect on the brand personality of Indian brands.

International Brands

Model 1
Model 1 (Constructs are uncorrelated) of the path diagram visualizes the uncorrelated 

structural equation modeling of brand personality and its impact on the human personality of 
international brands. The result shows that the dimensions of brand personality such as sincerity, 
excitement, competence, sophistication and ruggedness have a full positive impact towards 
human personality. The model is also supported by the strong goodness of fit index. In sincerity, 
cheerful and down to earth has a highly positive impact on sincerity. In excitement, unique and 
exciting has a highly positive impact towards excitement. In competence, reliable and confident 
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has a highly positive impact on competence. In sophistication, smooth and charming has a highly 
positive impact on sophistication. In ruggedness, outdoorsy and western has a highly positive 
impact on ruggedness. In extrovert, competitive and sociable has a highly positive impact on 
extrovert. In introvert, orderly and sympathetic has a highly positive impact on the introvert. 
Overall, the impact of brand personality towards human personality is strongly measured. 
Regarding brand personality, sincerity, excitement, competence, sophistication and ruggedness 
has a significant approach towards the brand personality of International brands in which 
ruggedness has a highly positive significant approach towards brand personality. Considering 
human personality, extrovert and introvert has a significant approach towards the human 
personality, of International brands in which extrovert has a highly positive significant approach 
towards human personality. From the result derived, brand personality has a significant approach 
towards the human personality of International brands.

Model 2
Figure 2 and Table 7 of the fitted model 2 (constructs are correlated) visualizes the correlated 

structural equation modeling of brand personality and its impact on the human personality 
of international brands. The result shows that the dimensions of brand personality such as 
sincerity, excitement, competence, sophistication and ruggedness have a fully positive impact 
towards human personality such as introvert and extrovert. The model is also supported by 
the strong goodness of fit index. In sincerity, down to earth and realistic has a highly positive 
impact on sincerity. In excitement up to class and exciting has a highly positive impact on 
excitement. In competence, corporate and confident has a highly positive impact on competence. 
In sophistication, upper class, and charming have a highly positive impact on sophistication. In 
ruggedness, outdoorsy and western has a highly positive impact on ruggedness. In extrovert, 
curious and sociable has a highly positive impact on extrovert. In introvert, orderly and 
sympathetic has a highly positive impact on the introvert. Overall, the impact of brand personality 
towards human personality is strongly measured. Regarding brand personality, sincerity, 
excitement, competence, sophistication and ruggedness has a significant approach towards the 
brand personality of International brands in which sincerity has a highly positive significant 
approach towards brand personality. Considering human personality, extrovert and introvert has 
a significant approach towards the human personality of International brands in which introvert 
has a highly positive significant approach towards human personality. From the result derived, 
brand personality has a significant approach towards the human personality of international 
brands.

Model selection for International brands
Among the two models fitted for international brands to evaluate the impact of brand 

personality on human personality, the researcher selected and finalized model 2 is parsimonious 
and feasible to study the correlation between brand and human personality. This selection is done 
based on the comparison of AIC of both the fitted models and the minimum AIC is achieved by 
the fitted model 2 (3463.273). Hence, model 2 explains the true picture of the evaluation of the 
human personality and its effect on the brand personality of International brands.  

Pooled Analysis
Model 1 (Constructs are uncorrelated) of the path diagram visualizes the uncorrelated 

structural equation modeling of brand personality and its impact on the human personality of 
the pooled sample (both Indian and international brands). The result shows that the dimensions 



Volume 2  Issue 2  2017 AJM

37Amity Journal of Marketing ADMAA

of brand personality such as sincerity, excitement, competence, sophistication and ruggedness 
have a fully positive impact towards human personality. The model is also supported by the 
strong goodness of fit index. In sincerity, realistic and down to earth has a highly positive 
impact on sincerity. In excitement, young and independent has a highly positive impact on 
excitement. In competence, confident and intelligent has a highly positive impact on competence. 
In sophistication, good looking and charming has a highly positive impact on sophistication. In 
ruggedness, outdoorsy and tough has a highly positive impact on ruggedness. In extrovert, 
curious and inventive has a highly positive impact on extrovert. In introvert, organized and 
forgiving has a highly positive impact on the introvert. In overall, the impact of brand personality 
towards human personality is strongly measured. Regarding brand personality, sincerity, 
excitement, competence, sophistication and ruggedness has a significant approach towards the 
brand personality of pooled analysis (Indian and International brands) in which sincerity has a 
highly positive significant approach towards brand personality. Considering human personality 
extrovert and introvert has a significant approach towards the human personality of Indian brands 
in which extrovert has a highly positive significant approach towards human personality. From 
the result derived, brand personality has a significant approach towards the human personality of 
pooled analysis (Indian and International brands).

Model 2 
Figure 3 and Table 8 of the fitted model 2 (constructs are correlated) visualizes the correlated 

structural equation modeling of brand personality and its impact on human personality pooled 
sample (both Indian and international brands). The result shows that the dimensions of brand 
personality such as sincerity, excitement, competence, sophistication and ruggedness have a 
fully positive impact towards human personality such as introvert and extrovert. The model is 
also supported by the strong goodness of fit index. In sincerity, original and down to earth has 
a highly positive impact on sincerity. In excitement, up to class and independent has a highly 
positive impact on excitement. In competence, intelligent and confident has a highly positive 
impact on competence. In sophistication, good looking and charming has a highly positive 
impact on sophistication. In ruggedness, tough and outdoorsy has a highly positive impact 
on ruggedness. In extrovert, orderly and organized has a highly positive impact on extrovert. 
In introvert, orderly and organized has a highly positive impact on the introvert. Overall, the 
impact of brand personality towards human personality is strongly measured. Regarding brand 
personality, sincerity, excitement, competence, sophistication and ruggedness has a significant 
approach towards brand personality of pooled analysis (Indian and International brands) in which 
ruggedness has a highly positive significant approach towards brand personality. Considering 
human personality, extrovert and introvert has a significant approach towards the human 
personality of International brands in which extrovert has a highly positive significant approach 
towards human personality. From the result derived, brand personality has a significant approach 
towards the human personality of the pooled sample (Indian and International brands).

Model selection for Pooled sample
Among the two models fitted, for the Pooled sample to evaluate the impact of brand personality 

on human personality, the researcher selected and finalized model 2, is parsimonious and feasible 
to study the correlation between brand and human personality. This selection is done based on the 
comparison of AIC of both the fitted models and the minimum AIC is achieved by the fitted model 2 
(3678.672). Hence, model 2 explains the true picture of the evaluation of the human personality and 
its effect on the brand personality of a Pooled sample of Tiruchirappalli district. 
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Conclusion
Brand personality is a topic largely debated nowadays among both scholars and practitioners.   

The concept of brand personality finds its way through human characteristics or traits attributed 
to a brand. Brand personality is important from the standpoints of both consumers and companies 
of face cream. It helps consumers to choose the desired goods or services, and companies to 
consolidate their market presence and increase their revenues. This study revealed the brand 
personality’s impact on human personality among Indian and international face cream brand 
customers towards the cosmetic industry.  If the level of brand personality perceived by customers 
is high in face cream brands, then this, in turn, affects the human personality of the customers. 
This study has contributed to extending the brand personality and human personality framework 
of Indian and international face cream brands. One point of general agreement is that in a highly 
competitive market, face cream brands are of particular importance in catalyzing consumption 
and eventually increasing producer’s and marketer’s revenues. Face cream brands attract 
customers by helping them to distinguish among the goods and services available on the market. 
This is why the branding process is the essence for the functioning of market-oriented economies. 
The findings of this Brand personality is important to cosmetic brands because it has the ability 
to create rich experiences for the face cream users, which plays a crucial role in developing 
or building a face cream brand. In addition, due to enormous innovation and competition in 
the cosmetic industry of the Indian and international brands, the manufacturers must adopt a 
dynamic view of brand experience in manufacturing face cream brands. In order to develop 
the brand personality of face cream brands, brand managers must gain some understanding of 
emotional clients regarding their personality while buying face cream brands. Finally, while 
designing the marketing strategies, marketers need a tool for measuring the brand personality. 
The best known and widely used such instrument is the five-dimensional brand personality 
framework, developed by Jennifer Aaker. In spite of a number of criticisms, Aaker’s model 
remains the main and most practical instrument for evaluating the brand personality which is 
used in this study.
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