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Abstract: This paper presents a review of brand personality studies in Brazil, Russia, India, China and
South Africa (BRICS) by applying a systematic literature review. Taylor and Francis, Google Scholar,
Emerald, and ScienceDirect were the databases utilized in this review. A total of 46 articles covering a
period from 2003 to 2022 were used as data source. The study used the deductive research approach
and analyzed data using content analysis method. The study revealed that quantitative research
approach, convenience sampling technique, structural equation modeling and the Big Five human
personality framework have dominated brand personality research. The color of the product package,
the shape of the product package, sensorial image and corporate image, perceived effectiveness of
celebrity endorsement, power distance belief and business competence are antecedents of brand
personality. The majority of studies established that self-congruency mediates the relationship
between brand personality and other consumer and brand related variables. It was confirmed that
ethnocentrism, country of origin image, self-image congruence and corporate-brand credibility
moderate the relationships between brand personality and other consumer and brand related
variables. The majority of studies support that purchase intention is the consequence of brand
personality. It is recommended that brand management practitioners and stakeholders should fully
utilize the factors that influence brand personality to differentiate themselves from their competitors.
The study further recommends the use of non-probability sampling techniques, qualitative techniques

and country-specific brand personality measurement scale in future studies.
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Introduction

The need to find means to differentiate from
competing brands is increasing. Consequently,
marketers are striving to differentiate their brands
from numerous competing brands (Saeed et al.,
2022). In looking at brand perceptions and
differentiation, brand personality has been
considered as one of the most important symbolic
characteristics that works as a fundamental element
in differentiation strategy (George & Anandkumar,
2018; Japutra & Molinillo, 2019). Brand personality
is defined as the set of human characteristics
associated with a brand (Aaker, 1997). In the 1950s,

marketing literature acknowledged the influence of
personality traits in describing firms, products and
brands. In the 1980s, researchers proposed the
utilization of personality and its measurements in
brand personality studies (Carvalho, et al.,, 2021).
Aaker (1997) published an article which considered
brand personality as a unique construct. The author
discussed the theoretical framework of brand
personality, developed the measurement scale of
brand personality and discussed inferences about
the symbolic use of brands. Nowadays brand
personality has become a dominant element in
marketing research (Giroux et al., 2017).
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Despite the broad body of literature about brand
personality, there is still no consensus amongst
scholars about a common definition and
operationalization of the concept (Radler, 2018).
Previous studies noted that, its theoretical
foundation has been deemed equivocal (Avis et al.,
2012), brand personality construct has generated
disagreements about its theoretical foundations and
the applications of its dimensions across diverse
contexts (Freling et al., 2011), and that the measure
of brand personality constructs is still not clear
(Azoulay & Kapferer, 2003).

Radler (2018) pointed out that, “literature is
fragmented and characterized by a diverse range of
theories, models and constructs used to
conceptualize, operationalize and apply brand
personality, which has resulted in unsystematically
conducted research.” Moreover, scholars have
utilized various theories, methods, contexts and
measures in this domain. Diversity in the
approaches to studying brand personality research
makes it difficult for scholars and practitioners to
reach definite conclusions (Saeed et al.,, 2022).
Consequently, only a few scholars have endeavored
to integrate the present brand personality research.

For example, Radler (2018) conducted a bibliometric
review from 1995 to 2016 while utilizing Web of
Science articles to ascertain brand personality
research streams and to endorse potential areas for
further research. Similarly, Llanos-Herrera and
Merigo (2019) applied the bibliometric review from
1995 to 2017, using Web of Science articles to
describe the features of brand personality research.
However, these reviews focused on a single
database (Web of Science), leaving other databases
which receive numerous articles regarding brand
personality. A review by Carvalho et al. (2021) dealt
with only two databases: Web of Science and
Scopus within five years of production. Contrarily,
the review in this study used four databases: Taylor
and Francis, Emerald, Google Scholar and
ScienceDirect to fill this gap.

The area of brand personality is still growing, a
trend which calls for further review to ensure that
brand personality studies will move in the right
direction. Hence, there is a need to have consistent
and honest reexaminations (Cooper, 2012). Zupic
and Cater (2015) pointed out that the mapping of
the scientific knowledge ought to be done
periodically, which enables further research to be
linked to the existing knowledge. This will also help

to synthesize the literature on broadly examined
areas, enabling theory development, research paths
identification and further viewpoints propositions
(Snyder, 2019). Lim et al. (2022) revealed a need for
future reviews as they offer rapid and all-inclusive
knowledge of particular areas of research. They also
indicate research gaps and give suggestions where
future studies can advance.

Heeding this call, this study reviewed literature on
theories used in brand personality studies, contexts,
methods and characteristics of brand personality
including antecedents, mediators, moderators and
consequences focusing on Brazil, Russia, India, China
and South Africa (BRICS) countries. BRICS is an
acronym for the grouping of the world’s leading
emerging economies, namely Brazil, Russia, India,
China and South Africa. Reviewing the state-of-the-
art brand personality construct in the BRICS is of
paramount importance as the role of BRICS in the
global governance system is steadily increasing (de
Kock, 2015). Additionally, Scussel and Demo (2019)
called for an investigation of brand personality in
emergent countries such as those of BRIC due to the
necessity of understanding the consumption of
consumers in these countries. BRICS countries have
also emerged as significant consumer markets,
hence it is important to gauge information regarding
consumer’s brand personality perception in these
countries. Interestingly, BRICS countries are
becoming sources of influential research on brand
personality (Carvalho et al., 2021).

This review contributes to the field of brand
management by enlarging the understanding of
relationships between brand personality and other
customer and brand-related variables. It also
contributes to the body of branding and brand
management literature by unveiling the past,
analyzing the present research and presenting
detailed and more specific guidance for further
research (Paul & Criado, 2020).

Literature Review

Brand Personality

The symbolic usage of brands is possible as
consumers habitually infuse brands with human
personality traits (Gilmore, 1919). Brand personality
has gained attention by scholars since the seminal
article of Aaker (1997). In the article, the author
likened brand personality with Big Five human
personality measures. The “Big Five” human
personality forms the theoretical foundation of
brand personality. According to Davies et al. (2018),
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human personality dimensions include extraversion,
agreeableness, conscientiousness, neuroticism and
openness. Aaker (1997) argued that the three
dimensions of brand personality viz. Excitement,
Competence and excitement are similar to the Big
Five human personality  dimensions i.e.
agreeableness is similar to sincerity as all capture
the notion of warmness and reception, extraversion
resembles with excitement as all indicate the idea of
friendliness whereas conscientiousness is likened to
competence as they both connote accountability,
reliability and safety.

However, Aaker et al. (2001) applied the five
dimensions (competence, ruggedness, excitement,
sophistication and sincerity) in studying brand
personality in Spain and indicated that only three
dimensions viz. excitement, sophistication and
sincerity suited for studying brand personality in the
Spanish culture. The two dimensions namely
ruggedness and competence were not suitable for
studying brand personality in Spain. Hence
peacefulness and passion were applied instead
ruggedness and competence respectively. On the
other hand, Kim et al. (2012) utilized Korean Sports
consumers and found that only four of Aaker's
brand personalities i.e. competence, ruggedness,
excitement and sincerity applied to Korean culture
and two new personalities were identified
(creativity and energy). A study by Yang and Cho
(2002) in Korea found cute dimension to be suitable
for studying brand personality instead of
competence. It can be deduced from the studies
reviewed that the measurement scale by Aaker
(1997) is not suited for studying brand personality in
various cultures. Therefore, some scholars have
opted to develop country-specific brand personality
measurement. For example, Bosnjak et al. (2007)
constructed the German brand personality scale,
Milas and Mlacic, (2007) developed the Croatian
brand personality scale whereas Smith et al. (2002)
created the Dutch scale. Besides, the widely
accepted definition that was coined by Aaker (1997)
has been criticized by including various socio-
demographic features such as gender and age in
addition to personality trait (Bosnjak et al. 2007;
Eisend & Stokburger-Sauer, 2013). Hence, more
studies are needed to develop a universally
accepted definition.

Methodology

This study applied the Theoretical-Context-
Characteristics-Methodology (TCCM) to do a holistic
analysis. This method has been applied in previous

studies (Chen et al., 2021; Hassan et al., 2022;
Mandler et al., 2021; Paul & Rosado-Serrano, 2019).
Data used in this study was obtained from four
online databases: Google Scholar, ScienceDirect,
Emerald and Taylor and Francis just like in previous
studies (Vlahovic-Mlakar & Ozretic-Dosen, 2022).
Each of these data bases has some advantages.
Google Scholar, for instance, returns all-inclusive
results over other databases (Chen et al., 2021). The
Emerald database has increased variability of
published brand personality articles. Taylor &
Francis, on the other hand, is one of trustworthy
publishers that produce all-inclusive articles
(Levinson & Amar, 1969).

The study used the content analysis approach to
classify content of the reviewed articles. According
to Krippendorf (2013, p.24), content analysis is a
“technique for making replicable and valid
inferences from texts (or other meaningful matter)
to the contexts of their use.” This study utilized a
three-stage approach by Denyer and Tranfield
(2009) and Moher et al. (2009) in mapping and
selecting articles for review. The first stage in the
analysis was data mapping in which designated
keywords were used to search appropriate articles
for inclusion. The keywords used were Brand
Personality, Brand Personality AND BRICS, Brand
Personality AND Brazil, Brand Personality AND
Russia, Brand Personality AND India, Brand
Personality AND China as well as Brand Personality
AND South Africa. The researcher searched the
keywords across article titles, abstracts, keywords
and the text to establish the most appropriate
studies for inclusion. The study involved articles
published in English from 2003 to 2022.

The second stage was to refine the search results,
where the early search from the databases
generated 658 articles. Amongst those, 350 were
duplicates, not in English, proceedings, theses,
dissertations, book chapters or books and hence
were excluded from the review. After screening, it
was also found that 308 articles either did not have
full scripts or brand personality or BRICS was not
their main topic. Furthermore, 262 articles were not
appropriate to the topic i.e. they did not comprise
both brand personality and BRICS as the core topic
of study. Applying the inclusion and exclusion
criteria, a total of 46 articles were retained for
review.

The third stage encompassed the assessment of the
articles and finishing the review list. The articles
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were then read across

keywords,

the titles, abstracts,
background information, theoretical
approach, contexts used, characteristics
(antecedents, mediators, moderators and
consequence), results, discussion and implications,
and areas for future research. The study utilized the
MS Excel worksheet for coding the gathered
information from the articles that were reviewed.

Results and Discussions

This section presents the findings of the study. More
specifically, it offers answers to the research
problem related to the state of brand personality
studies in BRICS in terms of theory utilized, journal
distribution, country of research and methodologies
applied. It also unveils the antecedents, mediators,
moderators and consequences of brand personality
in BRICS.

State of Brand Personality Research in BRICS
Countries

A total of 46 articles included in this study were
published in thirty-seven journals. More specifically
nineteen (19) articles were published in nine (9)
journal as follows: Journal of Tourism Management
(3), Journal of Marketing Communication (2),
Brazilian Administrative Review (2), Asian Academy
of Management Journal (2), Journal of Business
Research (2), Asia Pacific Journal of Marketing and
Logistics (2), Journal of Retailing and Customer
Services (2), Journal of China Tourism Research (2)
and Sustainability (2). The rest 28 journals received
one article. These findings connote that brand
personality researchers chose to publish their
articles in the Journal of Tourism Management,

Journal of Marketing Communication, Brazilian
Administrative  Review, Asian Academy of
Management Journal and Journal of Business

Research, Asia Pacific Journal of Marketing and
Logistics, Journal of Retailing and Customer Services,
Journal of China Tourism Research and
Sustainability.

Distribution of Brand Personality Research in
the BRICS Countries

The majority of brand personality studies in the
BRICS countries were conducted in China (19)
followed by India (11), Brazil (8), South Africa (4)
and Russia (4). These findings suggest that China is
extensively participating in brand personality
research compared to other BRICS countries. The
findings also imply that China is the main
contributor to brand personality research followed

by India and Brazil. South Africa and Russia seem to
be less involved in brand personality research.

Distribution of Brand Personality Research by
Year of Publication

There has been an increase in studies regarding
brand personality in the BRICS. The findings show
that there was only one paper each year published
regarding brand personality in the BRICS from 2003
to 2010. However, the number of articles published
increased in 2011 and 2012 when two and three
articles were published respectively. The year 2017
received twice the increase of articles published
amounting to 6 articles. However, the following year
(2018) experienced a decrease in number of articles
published where only three articles were published.
The peak of publications was the year 2019 when 7
articles were published. These findings imply that
the brand personality topic is gaining more
attention from scholars in the BRICS. However,
there were a decrease of published articles in 2020
where only 4 articles were published and in 2021
and early 2022 where only 2 and 1 articles were
published, respectively.

Theories Used By Brand Personality Studies in
BRICS

Theories are utilized to conceptualize and expound
a set of systematic clarifications of phenomena and
intricate behaviors (Thomas, 2017). Therefore, it
was good to establish theories used by different
scholars to address the brand personality construct.
The study reveals that the majority of studies (19
articles) applied the Big Five human personality
framework by Aaker (1997). Previous researchers
had adopted this theoretical framework to measure
the brand personality of tangible and intangible
products including beverage brands (Upadhyay &
Agrawal, 2014), tourism (Matzler et al.,, 2016;
Morrish et al., 2017), utilitarian brands (Ahmad &
Thyagaraj, 2017), country brand (Mariutti & Giraldi,
2020), putin brand (Beale, 2018), mobile handsets
(Khandai et al., 2015), automobile (Wang & Yang,
2011), Celebrity endorsement (Dissanayake &
Weerasiri, 2017) and political brand (Jain et al.,
2018).

On the other hand, the theory of self-congruity was
applied by six articles (Hou et al.,, 2019; Li et al.,
2019; Liu et al., 2019; Pradhan et al., 2014; Shezi,
2022; Wang et al., 2009). This theory posits that
consumers like to select brands with a perceived
image that is consistent with their self-concept
(Sirgy, 1982; Sirgy & Su, 2000). In the case of brand
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personality studies, this theory suggests that the
stronger the match between the perceptions of
consumers regarding brand personality and their
personality, the higher the possibility of
recommending the brand. The study also reveals
that three of the articles (He, 2012; Li et al., 2019;
Wang et al., 2018) applied the categorization theory
to study brand personality in the BRICS. For
example, Li et al. (2019) used the theory of
categorization to determine the relationship
between brand personality and brand loyalty and
established that favorable perceptions of brand
personality contribute to the development of
positive attitudinal loyalty which in turn arouses
behavioral loyalty.

The theory of reasoned action (TRA) was applied by
two studies (Kakati & Deorah, 2019; Wang & Yang,
2008) to gauge the perceptions of consumers

regarding brand personality. The theory assumes
that the behavior of individuals can be anticipated
from behavioral intentions, attitudes and subjective
social norm influences (Becker & Gibson, 1998).
Using this theory, Kakati and Deorah (2019) found
that the failure of local brands to have a significant
relationship with any personality dimension
suggests that they may lack an appropriate
positioning strategy for which consumers are not
capable of narrating mainly to any specific
personality dimension.

Furthermore, the theory of social identity was used
by various scholars in search of consumer's
perceptions of brand personalities. This theory
proposes that individuals group themselves into
various social classes to aid their definition of their
own self (Tajfel & Turner, 1985).

Table 1: Theories Used in Reviewed Articles

Theory used Studies Frequency
Gestalt theory Pantin-Sohier et al.(2005) 1
Theory of Reasoned Action Kakati and Deorah (2019), Wang and Yang (2008) 2

Hou et al. (2019); Li, et al. (2019); Liu et al. (2019); Pradhan et
Self-congruity theory al. (2014); Shezi, (2022); Wang et al. (2009) 6
Goal derived theory He (2012) 1
Categorization theory [He (2012); Li, et al. (2019); Wang et al. (2018) 3
Conceptual coherence theory He (2012) 1
McCracken’s meaning transfer
model Pradhan et al. (2014) 1
Celebrity endorsements Pradhan et al. (2014) 1
Malhotra scale Pradhan et al. (2014) 1
Social comparison theory Haryanto et al. (2016) 1
Brand attachment theory Huang et al. (2017) 1
Construal level theory Wang et al. (2018) 1
Flow theory Mao et al. (2020) 1
Social identity theory Mao et al. (2020) and Shezi (2022) 2
Indigenous scale He (2010) 1

Ahmad and Thyagaraj (2017); Banerjee (2016); Beale (2018),

Chu and Sung (2011); Dissanayake and Weerasiri (2017);

Fortes et al. (2019); Jain et al. (2018); Khandai et al. (2015);

Kim and Zhao (2014); Lin and Huang (2012); Mariutti and

Giraldi (2020); Matzler et al. (2016); Morrish et al. (2017);

Muniz and Marchetti (2012); Supphellen and Grgnhaug

(2003); Tong & Li (2013); Upadhyay and Agrawal (2014);
Big Five human personality Wang and Yang (2011).
framework 19
Not mentioned a theory Jana and Das (2017); Maciel et al.(2013); Prayag (2007) 3
Used other scales Deventer (2021); Dias et al. (2020); Kong et al. (2020); 4

Venkateswaran (2020)

Personalities' identification with a brand community
and the positive perceptions resulting from

belonging to a certain brand community can affect
their associations with the brand. Mao et al. (2020)
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and Shezi (2022) used the theory of social identity in
an attempt to establish the perceptions of
consumers  towards brand personality in
smartphones and sports industries, respectively.

In their study, Mao et al. (2020) found that brand
personality and brand identity directly or indirectly
influenced the purchase intention of consumers
toward brands. Shezi (2022), on the other hand,
established that successfulness and sincerity
dimensions were statistically significant and hence
impacted team identification amongst premier
soccer league teams. Table 1 reveals the theories
and studies that utilized each theory.

The majority of brand personality studies in BRICS
favored the Aaker (1997) theoretical framework of
five dimensions of brand personality (Sincerity,
Excitement, Competence, Sophistication, and
Ruggedness). A review by Saeed et al. (2022) also
found similar findings. Aaker (1997) theory is the
most expressive and most acknowledged one in the
brand personality literature. This supports the fact
that the measurement scale by this author is a valid
measure of brand personality (Davies et al., 2018).
Despite the fact that this theoretical framework has
been applied by the majority of researchers, the
same is not suitable to all cultures as it was
developed from the USA population.

Context Perspective

Context is defined as the subset of physical and
conceptual positions of interest to a certain entity
(Pascoe, 1998). The TCCM method regards contexts
as surroundings that form the research setting (Paul
& Rosado-Serrano, 2019). This study grouped
contexts into two categories namely offline and
online contexts. The offline context refers to studies
that collected data through face-to-face while the
online context refers to studies that gathered data
through normal online means such as emails,
websites (Matonya, 2022). It was found that the
majority of published articles (76%) used offline
contexts while the remaining (24%) articles applied
online contexts. This implies that brand personality

researchers preferred face-to-face exchanges
between the researcher and the research
participant.

Characteristics Perspectives

The next portion synthesize the constructs studied
and their relations to brand personality. In
particular, it presents the antecedents,

consequences, mediators and moderators of brand
personality in the BRICS.

The Antecedents of Brand Personality in BRICS
This review identified seven antecedents of brand
personality, including the color of the product
package, the shape of the product package,
sensorial image and corporate image, perceived
effectiveness of celebrity endorsement, power
distance belief and business competence. Through a
series of experiments, Pantin-Sohier et al. (2005) in
Russia found that the color of the product package
and the shape of the product package are
antecedents of brand personality. Sensorial image
and corporate image were also identified as
antecedents of brand personality by Prayag (2007)
in South Africa and Upadhyay and Agrawal (2014) in
India, respectively. On the other hand, the
perceived effectiveness of celebrity endorsement
(Dissanayake & Weerasiri, 2017), power distance
belief and business competence (Venkateswaran,
2020) exerted influence on brand personality traits.
Only six studies out of 46 dared to find out the
variables that have an impact on brand personality.
This is a gap that needs to be filled by future
research. Identifying factors that have impact on
brand personalities is important, particularly for
managers who want to differentiate themselves
from their competitors (George & Anandkumar,
2018; Japutra & Molinillo, 2019). Therefore, there is
an opportunity for future research to explore
potential antecedents such as brand experience,
customer satisfaction, sales promotion, perceived
value, brand reputation and brand awareness,
which were not included in the reviewed literature.

Mediators of Brand Personality in BRICS

Mediators of brand experience were also noticed in
the reviewed articles. These mediators can be
grouped into one broad category of relational
theme. This theme encompasses perceived quality,
brand trust, brand attitude, brand self-congruity,
Intimacy (consumer—brand, and brand—consumer),
brand familiarity, flow experience, brand social
categorization and attraction personality. Out of 46
articles, only ten included mediators. Some
mediators appeared in more than one study. For
example, self-congruity appeared in three studies
(Huang et al., 2017; Liu et al., 2019; Matzler et al.,
2016) whereas the rest of the mediators were
determined in only one study. This paucity of
information  regarding mediators of brand
personality calls for further research in this area.
Including mediators in research helps to go beyond
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studying a simple relationship between two
variables for a fuller picture of the real world. These
variables are especially important to consider when
studying  complex correlational or  causal
relationships between variables. Potential
mediators, for example, between brand personality
and other brand related constructs such as brand
evaluation, brand trust, brand relationship and
brand preference, can be investigated by future
research. These include brand association, brand
attachment, consumer trust and brand knowledge.

Moderators of Brand Personality in BRICS

This review identified few studied moderators of the
relationship between brand personality and its
consequences. The recognized moderators emerged

Consumer-related moderator (consumer
ethnocentrism) was applied by Supphellen and
Grgnhaug (2003) in Russia. Three moderators
(country of origin image, self-image congruence
with company-brand personality and corporate-
brand credibility) were found in the company-
related moderators. Wang and Yang (2008) in China
revealed that the country of origin moderated the
link between brand personality and purchase
intention. On the other hand, Wang et al. (2009) in
China pointed out that self-image congruence with
company-brand personality moderates the link
between company-brand personality and purchase
intention. Furthermore, Wang and Yang (2011) in
China showed that corporate-brand credibility is a
moderator variable between brand personality and

into two themes, namely

consumer-related

purchase intention.

moderators and company-related moderators.

Table 2: The consequences of brand personality in the BRICS

Consequences

Study

Brand evaluation
Low-ethnocentric consumers
Purchase intention

Attitude toward downward brand
extension

Attitude toward far brand extension
Brand trust

Brand affect

Brand attitude

Brand relationship

Brand preference

Brand self-congruity

Ideal self-congruity

Destination loyalty

Brand social categorization tendency
Brand equity

Intimacy (consumer-brand)
Intimacy (brand-consumer)
Temporal distance

Brand loyalty

Political brand

Customer brand awareness
Customer perceived quality
Brand love

Affective loyalty

Brand experience

Local milk brand

Global brand

Customer relationship perception
Attraction loyalty

Customer satisfaction

Bank identification

Team identification

Supphellen and Grgnhaug (2003)
Supphellen and Grgnhaug (2003)

Lin and Huang (2012; Mao et al. (2020); Pradhan et al. (2014); Wang et al.

(2009); Tong & Li (2013); Wang and Yang (2008)
He (2012)

He (2012)

Kim and Zhao (2014)

Kim and Zhao (2014)

Pradhan et al. (2014)

Haryanto et al. (2016)

Banerjee (2016)

Liu et al. (2019); Matzler et al. (2016); Pan et al. (2017)
Pan et al., 2017

Jana and Das (2017); Kong et al. (2020); Pan et al. (2017)
Wang et al. (2018)

Ahmad and Thyagaraj (2017)

Jana and Das (2017)

Jana and Das (2017)

Jain et al. (2018)

Liu et al. (2019); Venkateswaran, (2020)
Jain et al. (2018)

Fortes et al. (2019)

Tong and Li (2013), Ha and Janda (2014)
Fortes et al. (2019)

Li et al. (2019)

Hou et al. (2019)

Kakati and Deorah (2019)

Kakati and Deorah (2019)

Dias et al. (2020)

Kong et al. (2020)

Venkateswaran, (2020)

Deventer (2021)

Shezi (2022)
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The general observation regarding the reviewed
articles is that scholars have paid less attention to
studying brand personality and other consumer-
related and brand-related variables which can
strengthen or weaken the relationships between
brand personality and its consequences. This trend
calls for more studies to search for the moderators
of the link between brand personality and other
variables such as customer satisfaction, purchase
intention, brand loyalty and brand love.

Consequences of Brand Personality in BRICS
The reviewed articles came up with several brand
personality consequences. Table 2 reveals that six
studies (Lin & Huang, 2012; Mao et al., 2020;
Pradhan et al., 2014; Wang et al., 2009; Tong & Li,
2013; Wang & Yang, 2008) support that purchase
intention is the consequence of brand personality.
Three of the studies (Liu et al., 2019; Matzler et al.,
2016; Pan et al., 2017) confirmed that self-congruity
is influenced by brand personality.

Table 2 further shows that the loyalty of customers
toward brands and various products is created by
brand personality traits (Jana & Das, 2017; Kong et
al., 2020; Li et al., 2019; Liu et al., 2019; Pan et al.,
2017; Venkateswaran, 2020). In other words, if
someone wants to make customers loyal to a brand
or certain product, the person should pay more
attention to personalities embedded in that
particular brand or product. Brand personalities
have significant impact on brand-related variables
such as brand trust (Kim & Zhao, 2014), brand
preference (Banerjee, 2016), brand equity (Ahmad
& Thyagaraj, 2017), brand love (Fortes et al., 2019)
and brand experience (Hou et al., 2019), to mention
just a few. It was also found that the customer-
related variables like customer satisfaction
(Venkateswaran, 2020), customer relationship
perception (Deventer, 2021) and customer brand
awareness (Fortes et al., 2019) are consequences of
brand personality. Moreover, the study revealed
that, brand personality influences the majority of
brand-related and customer-related variables.
Consequently, this construct can be used by
managers and other stakeholders to differentiate
their brands from competitor’s brands.

Methodological Perspective

This review also looked at the methodologies used
in the published articles. It reveals that various
sampling techniques, analytical methods and
approaches have been utilized while gauging
information about brand personality and its

antecedents, mediators, moderators and

consequences.

It was found that slightly more than a third of the
articles (39%) used convenient sampling while 35%
did not mention the sampling techniques. Hence,
this becomes not easy to recognize what kind of
sampling techniques utilized by some of the
published articles. The lack of transparency in
sampling techniques was also witnessed in top-tier
diverse international psychology articles (Scholtz et
al., 2020). This prevents readers from examining the
quality of sampling techniques utilized in the studies
(Fisher & Sandell, 2015) and hampers replication of
the studies (Trafimow, 2015). This habit increases
the prevailing replication crisis (Open Science
Collaboration, 2015). On the other hand, random
sampling occupied 11% of sampling techniques
applied followed by snowball sampling technique
with 7%. Other sampling techniques included
judgmental (4%), Quarter (2%) and purposive
sampling (2%). These findings imply that the
dominant sampling technique applied by brand
personality studies is convenience sampling. This
may be because convenience sampling is faster and
easier to implement. However, this type of sampling
is not without limitations. One of its limitations is
that convenience samples are not certainly
representative of the population in question, hence
hindering generalization of the findings (Staetsky,
2019).

Moreover, the studies utilized quantitative and
gualitative research approaches. The study reveals
that the majority of the reviewed articles (85%)
were quantitative, 11% used a qualitative research
approach whereas the remaining articles (4%)
utilized mixed approach. This implies that the
quantitative approach is the main research
approach used by brand personality scholars
followed by the qualitative approach while the
mixed approach is less used. Therefore, this study
calls for the use of mixed methods in brand
personality. This is because the mixed method
encompasses two overriding research categories
which can counterbalance the inadequacies of one
single method and provide more reliable and valid
research findings (Hafsa, 2019). The mixed method
also offers a chance to realize a holistic view of the
phenomenon under search by integrating the
results from quantitative and qualitative inquiry
(Tashakkori & Newman, 2010).
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Furthermore, various analytical methods have been
used. For instance, structural equation modeling
(SEM) was used by 16 articles regarding brand
personality in the BRICS. Twelve articles used SEM-
AMOS, two articles used SEM-Smart PLS and two (2)
applied SEM without stipulating the type of SEM
used. Six articles also applied exploratory factor
analysis (EFA) and confirmatory factor analysis (CFA)
as a means to examine validity and reliability.
Multiple regression analysis was utilized by eleven
11 articles, thematic analysis by two, and
hierarchical regression analysis by two. Other
analytical methods such as discourse analysis,
content analysis and ANOVA were applied by one of
the article. The use of SEM and Regression analysis
as analytical tools may be caused by the fact that
most studies are quantitative in nature, which aims
at establishing the causal relationship between the
variables. Quantitative methods are preferred by
researchers because they can alleviate individual
bias (Savela, 2018) and provide a chance for
replication of the research over time as they use
standardized approaches (Taherdoost, 2022).
Despite their advantages, quantitative studies do
not provide an in-depth understanding and
information regarding the studied objects because
of their fundamentally reductive nature of
classification (Savela, 2018; Taherdoost, 2022).
Other reviews such as of Saeed et al. (2022) also
found limited use of qualitative methods in brand
personality studies. Thus, future studies may pay
more attention to qualitative techniques in
gathering information. These may include in-depth
interviews or focus group discussions. Qualitative
methods can offer an in-depth understanding of the
antecedents, mediators, moderators and
consequences of brand experience.

Conclusions and Recommendations

The study concludes that the “Big Five” human
personality framework by Aaker (1997) is the
dominant theory in the study of brand personality in
BRICS. Furthermore, the majority of brand
personality scholars prefer to disseminate their
research findings through the Journal of Tourism
Management. China is the major contributor of
brand personality studies in BRICS. Convenience
sampling, quantitative approach, offline context and
Structural Equation Modeling Techniques
dominated brand personality studies. While only
few brand personality scholars bother to study
about the antecedents, mediators and moderators
of brand personality, the majority of researchers

concentrated on finding the consequences of brand
personality.

Based on the conclusions, it is recommended that
scholars should use country-specific measure of
brand personality as the measurement by Aaker
(1997) was mainly for the US population. Since only
few researchers have dared to search on the
moderators of the relationship between brand
personality and other customer and brand related
variables, this study recommends that future studies
search for moderators of the link between brand
personality and other constructs. It is also
recommended that future studies should consider
probability sampling techniques, qualitative
approach and online platforms such as social media
to gather information on what brand personality is
perceived in this context.
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