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In our post-modern era, the brand is perceived more than a simple means of identification of the
producer and a tool of differentiation and distinctiveness. From the consumer’s angle, it is seen as a
partner in a deep, affective and long-lasting relationship that reflects his personality, values, social
status, ideology, world view to match with this new perception, managers should infuse their brands
with distinctive traits that match with the current and potential customers’ needs and identification
desire. This research goes in this stream of studies that focus on brand personality and its ability to
create, develop and maintain a strong consumer-brand tie. The findings showed that Private Labels’
personality is capabe enough to generate trust and attachment in the Tunisian context.
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INTRODUCTION

The several social, ideological, economic and political
changes that the whole world has known have greatly
influenced many domains theoretically and operationally.
Marketing is one of those diverse disciplines that were
affected by those mutations. In fact, a simple observation
of the marketing thought and practice reveals that it was
oriented towards a new philosophy deeply grounded on
relational aspect that considers the consumer-brand
relationship as a continuous and enduring emotional
exchange (Aaker, 1997; Fournier, 1998). Therefore, “the
ultimate goal of marketing” has become the generation of “an
intense bond between the consumer and the brand” (Hiscock
2001, pl). Hence, the personalized and individualized
management as well as the one to one marketing appeared
to hold all those changes and highlight the consumers’ new
brand assessment and perception.

Apart from the emergence of those new ways to deal with
the customer and allow companies to meet consumers’
evolving needs and desires, many scholars are
concentrating their efforts on the search of efficient means
to attract new customers, retain them and gain their
loyalty. This search is justified by the inability of the classic
techniques of attraction based only on the emphasis on the
brand’s quality and the utilitarian functions to guarantee
the corporations’ prosperity and success (Van Reckom. J.,

Jacobs. G and Verlegh. P.W.J; 2006). As a matter of fact,
today’s customers are no more faithful to a unique
reference group that can influence their choices and tastes
but they belong at the same time to many groups even
having divergent and antagonist values and goals which
harden the marketing managers’ responsibility and incite
them to find out new ways to intrigue and stimulate the
customer” attention.

The focus on an enduring and persistent emotional
relationship is the focal point of this new stream of
marketing researches. The studies following this vision
showed that the customer and the brand are active
partners (Fournier, 1998), their bond is a series of reciprocal
emotional and values exchange. In fact, the new consumers
do not accept anymore a tie that considers them as simple
receivers or passive party (Samama, 2003). Moreover, such
studies noticed that brands are more than a simple mark of
differentiation in a store full of competitive ones as they are
considered by postmodern customers as a means of self-
expression and identification for which they show respect,
trust, attachment and love (Belk, 1988; Brown, 1997;
Fournier, 1998; Ambroise, 2006; Albert; Merunka and
Valette-Florence,2007)  Thus, the  customer-brand
relationship is henceforth an affective one that must be
apprehended and examined from a new angle.
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In fact, a common point between all the well-known
brands is that they succeeded to create distinct and unique
personalities in the eyes of their consumers (Van Reckom.
J.; Jacobs. G. and Verlegh. P.W.J; 2006). Thus, the brand is
no more considerated as a mute entity but on the contrary
it seems to have, like any human being, a life style, values,
an identity and exclusive personality traits. In other words,
the brand has become a vital entity through which
consumers convey messages about their tastes, values,
social class and so forth to their surroundings.
Consequently, the brand anthropomorphization and
personality “has come to the forefront of marketing thinking”
(Blyth, 2007, p284) and its understanding became the
subject of a substantial and notable interest among
marketing theorists and practitioners.

The study in hand follows this research stream that focuses
on BP and examines the nature and the depth of customer-
brand relationships. Particularly, it addresses two
questions. First is to which extent the BP influences the
relationship that customers have with a particular brand?
In other words are the BP traits able to affect positively the
development and the evolvement of the brand trust (BT)
and brand attachment (BA) feelings? Second, what is the
role that brand sensitivity (BS) may play in the relationship
BP- BT and BP-BA? The objective is to know if BS may
intensify the relationship between BP and the aforesaid
concepts.

The article is structured as follows: First, we start with the
literature review that presents the research concepts.
Second, we expose the methodology and finally we present
and discuss the results.

LITERATURE REVIEW
Brand personality

For a long time, the attention of many scholars was paid to
the analysis and the conceptualization of human
personality and to which extent it influences the choice and
the consumers’ reactions towards specific brands but little
interest was devoted in consumer behavior to brand
personality.

The first people who have used this concept were the
marketing practitioners more precisely the advertisers but
its emergence in the theory dates back to 1958 when
Martineau (1958, p144) defined it as “all the non-material
cues of a product” that are able to distinguish the latter from
its competitors in the consumers’ eyes. Apart from their
physical (material) and functional aspects, brands are
viewed as encompassing some human personality traits
and “consumers do choose them the same way they choose their
friends” (King, 1970, p144).

In this research stream, researchers endeavored to define
the concept as “the set of symbolic attributes” (Plummer,
1984), “the character of a brand” (Seguela, 1982) and the
materialization of the brand image using words generally
attributed to human beings (Keller, 1993) but no attempt to

measure it was done till 1997 when Aaker developed a
theoretical framework of brand personality construct in
which the following definition was presented “...a set of
human characteristics associated with a brand” which means
that when choosing a brand, the consumer infuses human
traits into brands. In fact, the notion of brand personality is
extremely important in crowded and mature markets
where quality is no more a privilege and is taken as
granted and revolutionary features of products are
difficult to create and when created they are easily imitated
by rivals.

Although the fame of the Aaker’s brand personality
definition, it was criticized. For instance, Ambroise et al
(2006) claimed that the main weakness of the definition is
that it comprises some traits that are exclusive to brands
and have no equivalent in human personality. According
to those authors, in order to facilitate to the consumers the
projection of their own traits on the brand, all the non-
common features between brand personality and the
human one must be eliminated or at least decreased. To do
so, Ambroise et al (2006) presented an alternative
definition where brand personality is “...a set of traits of
human personality associated with a brand”.

Brand attachment

The concept of attachment as many relational concepts
used in marketing research literature finds its sources in
the interpersonal psychology, the first studies focused on
the relationship mother-child as a compulsory base “to
grow up mentally healthy”  (Bowbly,1951, p765), love
relationships (Hazan and Shaver, 1994) and friendship
links (Weis, 1988; Trinke and Bartholomev, 1997). Those
relations are characterized by feelings of affiliation and
proximity that can be transferred according to many
psychologists and researchers (Csikszentmihlyi and
Rochberg Halton, 1981; Belk, 1992; Richins, 1994) to
materials and objects. This transposition to objects
interested a lot of scholars who tried to understand the
nature of attachment to possessions (Csikszentmihalyi and
Rochberg-Halton, 1981; Bloch et Richens, 1983; Wallendorf
and Arnould, 1988; Belk, 1992; Richens, 1994) and the value
and the expressive function of consumption in the
customers’ eyes.

The concept of attachment was finally transposed to
brands in the nineties when the number of researches on
brand equity increased and “branding a product is projecting
it in a symbolic universe and associating it not only with tangible
and intangible benefits but also with ideas, emotions and values”
(Heilbrunn, 1997, p1974). It is indispensable to mention
that the customer is not related or attached to the object
and its mere utility but to the mysterious and symbolic
benefits taken from its possession and use the same
psychological ones taken from knowing a star or a famous
person.

Brand attachment (BA) is a crucial and essential concept in
explaining the type and the depth of the relationship
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customer-brand, not only, for scholar but also, for
practitioners and managers who endeavor to restrain their
customers in a market characterized by fierce competition
and mass communication. Several definitions of
attachment have been suggested but they all emphasize its
psychological, emotional and affective components.

According to Cristau (2001, p13), BA “is a enduring
psychological, emotional and interactive relationship between the
customer and the brand where the affective grade is expressed by
dependence and friendship characteristics”. This definition
stresses on the emotional aspect of the attachment and
highlights that the brand attachment consists on the
simultaneous conjunction of dependence (the customer
relies on the brand to fulfill his/her requirements, needs,
desires and to carry out their expectations) and friendship
(mutual concessions, give and take, sacrifices to satisfy the
partner and shared benefits)

A second definition was presented by Heilbrunn (2001,
p10) in which the attachment refers to “the intensity of the
emotional and the affective link between customer and brand”,
this definition is based on a transposition of the
interpersonal attachment in social psychology to the world
of brands. A third definition was presented by Lacoeuilhe
(2000) in which the attachment is considered as a
psychological variable, independent of a purchase context
and does not lean on the extrinsic or intrinsic features of
the product, this psychological variable is expressed
through a long and inalienable affective reaction towards
the brand.

Brand Trust

One of the most important concepts used to examine the
depth of brand-individual relationship is brand trust that
gained a great interest among marketing scholars. This can
be explained by the evolving number of crisis and
unethical practices used by some firms. In this regard,
Bainbridge (1997, p13) asserted that “a trustworthy brand
places the consumer at the center of its world and relies more on
understanding real consumer needs and fulfilling them than the
particular service or product. It is not merely responsive, but
responsible”.

According to Romaniuk and Bogomolova (2005), trust is a
“hygiene” factor that all the competing brands must have
in order to be more competitive. It is a positive reputation
validated by a third party in a long-term relationship (Bloy,
1996). Trust does exit “when one party has confidence in an
exchange partner’s reliability and integrity” (Morgan and
Hunt, 1994, p23). BT refers to the ability of the brand to
satisfy all the customer’s requirements and to live up to
any promises. Aside from needs satisfaction and promises
fulfillment, the brand trust is the result of successful past
interactions with the brand. BT has been also defined as
“the willingness of the average consumer to rely on the ability of
the brand to perform its stated function” (Chaudhuri and
Holbrook, 2001, p13, 14).

A recent research undertaken by Ballester and Munuera
Aleman (2002, p12) defines BT as “a feeling security held by
the consumer in his/her interaction with the brand, that it is
based on the perceptions that the brand is reliable and responsible
for the interests and welfare of the consumer. “Thus, BT is a
belief in the brand based on both the credibility of the
company broadcasting this brand and the importance that
it gives to the consumer satisfaction. According to Gurviez
(1999, p20), BT, from a consumer view, is “the presumption
that the brand, as a personified entity, commits itself to produce
a predictable reaction (behavior) consistent with the customer’s
expectations and to support this orientation in the future with
benevolence”

Brand Sensitivity

The importance of this concept is in no case inferior to the
importance of the precedent concepts. In fact, it seems
obvious that if a customer who does not pay any attention
to brands cannot be attached emotionally to any one of
them despite all the marketing efforts, a customer who
considers the brand a simple name pasted on the
packaging of a brand and bases their choice on rational
factors cannot even think about trust.

Kapferer (1992) tried to shed light and explain the
importance of BS in the consumer behavior research as
well as its motives and consequences for consumers and
companies’ brand management approaches and strategies.

The concept was defined as a psychological variable that
involves different components such as:

e The importance given to the brand in the decision-
making process.

e The loading of the brand compared to the other
product attributes.

e The importance attributed to the brand in the
information research.

e The order of the brand acquisition as a piece of
information

According to the author, brand sensitivity does exist when the
customer insists to know the brand name and that this piece
of information influences deeply their purchase decisions and
plays a crucial role in their choice and the way they compare
the offered brands and the available alternatives as well as the
amount of sacrifices that they are able to do.

RESEARCH METHODOLOGY

Research Objectives

Despite the tremendous number of studies that examined
the relationship brand-consumer, the impact of brand
personality on this delicate tie through its positive
influence on many relational variables, the marketing
literature suffers from a lack of studies devoted to the
Retailer-brands- Consumer bond. In fact, the majority of
scholars and practitioners were interested by the Private
Labels Consumer’s Profile, their perceived quality, the
consumers’ satisfaction with them.
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One of those rare researches that examined the relationship
Distributor Brands’ Consumers was the Cristau and
Lacouilhe (2008) one that treated the impact of brand
attachment on brand loyalty. But a gap is still exist concerning
the personality of those brands and how it helps in the
creation and the evolution of the tie Private Labels-
Consumers. In the light of the absence of researches treating
the role of brand personality in this tie, the current study is
indispensable and imperative in order to fill in this hole.

The main objective of this research is to examine the impact
of the different BP traits on the consumer-brand
relationship through their impact on BT and BA.
Moreover, the study aims to find out the consumer’s
characteristics that may influence this relationship.
Particularly, the study aims to:

o Identify the extent to which the BP concept is able to
stimulate the development and the maintaining of a
strong and deep consumer-brand relationship. In
other words, this will allow to find out if previous
studies findings are consistent in a particular non
Western (Tunisia) context.

e Find out the ability of BS to influence positively the
impact of BP traits on the RB-consumer relationship.
By achieving this objective, we try to find some
answers to the question: to which degree the consumer
brands sensitivity (CBS) level affects the relationship
between RBP and BA and RBP-BT?

Research Hypotheses

The revolutionary concept of brand personality succeeded in
many countries in creating faithful customers who have
resisted and refused all the competitive offers, stuck by their
brands and developed an enduring and strong relationship
with them. This influence of brand personality on consumer-
brand relationship will be apprehended by the influence of
brand personality on one hand on brand attachment and on
the other hand on brand trust or brand confidence. This idea
is summarized in the first hypothesis that postulates that:

H: :It influences positively the brand trust (BT)
H: :It influences positively the brand attachment (BA)

According to Gouteron (2006), the BS plays a crucial role in
deepening the impact that BP has on BA and BT. His
research demonstrated that some dimensions of the brand
personality have a strong influence on the brand trust
especially for people who are strongly sensitive to brands
but the study rejected the mediator role of BS between BP
and BA. The test of the role of BS on the relationship
consumer-brand will be examined in the current research
as it was tested in a French context in the feminine Ready-
to-wear sector. This positive influence is presented in the

following hypothesis:

Hs: Brand sensitivity influences positively the relationship
BP-BT
Ha: Brand sensitivity influences positively the relationship
BP-BA

The conceptual model

The conceptual model guiding this research is depicted in
the following figure. The proposed model draws from
Gouteron (2006) study in the ready-to-wear sector in the
French context.

Brand Sensitivity

Brand

H3 H1
/ Trust
Brand

Personality H4
L\g)\‘ Brand

Attachement

Figure 1: The conceptual model
The variables operationalization

In order to measure the retailer brands personality, the
sacle that was developed by Trabelsi (2010) in a Tunisian
context and that is composed of three factors (Excitation,
Fallacious character and Modernity) and 14 items was
used. After having compared the different scales that were
developed in the francophone context, the unidimensional
scale of Lacoeuilhe (2000) will be used in this research
thanks to the consistency that it proved when used in many
studies such as in Gouteron (2006) article, in Smaoui (2008)
and many other researches as well as its reliability that was
calculated by both the Cronbach’s Alpha (0.830) and the p
de Joreskog (0.890). The scale of Gurviez, Korchia (2002)
with eight items will be used in the current research; this
conception presents Brand Trust as a tridimensional
construct composed of 8 items distributed upon the three
factors (Credibilty, Integrity and Benevolence). Finally, the
unideimensional scale of Kapferer and Laurent (1992) was
used to assess brand sensitivity.

The sample and data collection method

As it is impossible to get a nominative and exhaustive list
of all the Retailer Brands consumers in Tunisia, the
research was spread on the area of Big Tunis among 256
consumers using a convenience method. Questionnaires
were given to participants in order to be filled in.

RESEARCH RESULTS
The Scales Reliabilty and Fiability

After having coded and seized the data that was presented
by the 256 questionnaires, the analysis began and took into
account some predefined objectives and universally well-
known criteria. The results for BP gave the same structure
of the original scale with a satisfactory and good reliability
level (Cronbach’s Alpha is 0.777). The exploratory factorial
analysis revealed a bidimensional structure of the BT
concept which is different from the original scale that was
developed by Gurviez and Korchia (2002). Concerning the
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BA variable, the performed procedure revealed an
excellent reliability rate that reaches 0.880 when calculated
by the Cronbach’s Alpha without the removal of any item
of the five original ones which proves the consistency as
well as the robustness of the Lacoeuilhe (2000) scale. The
Kapferer and Laurent (1992) scale of BS also stuck to its
original structure composed of only one dimension but it
lost two of its five original items as they do not correlate at
all with the generated factor. The loss of some items of this
scale is not also new; in fact in the research of Joel Gouteron
(2006), the final structure was composed of only four items.

The application of the Confirmatory Analysis (CA) on the
structure of the RBP scale that is composed of 14 items
distributed on three factors; excitation, modernity and
fallacious character furnished an acceptable and
satisfactory adjustment quality (GFI O.888; RMSEA 0.083;
NFI 0.836; Normed X2 3.201). Concerning the BA
measurement instrument, the application of the
confirmatory analysis gave a dreadful adjustment quality
that seems to be influenced by the third item of the scale
which is “I'm very linked to this (these) brand(s)” that
presented a t-Student (Critical Ratio) inferior to 1.96.
Consequently, the latter was removed and a second
Confirmatory Analysis was run. The retained structure
after this modification presents a good adjustment quality
as barely all the indices reached the critical levels (GFI
0.979; RMSEA 0.081; NFI 0.988; Normed X2 4.315). BT
confirmatory analysis gave a satisfactory output (GI 0.886;
RMSEA 0.091; NFI 0.912; Normed X2 4.867). Finally, the
brand sensitivity BS scale kept all its items and presented a
satisfactory adjustment quality (GFI 0.994; RMSEA 0.042;
NFI 0.966; Normed X2 1.453)

Concerning the reliability and validity of scales, the
realized tests indicate that for reliability almost all the
studied scales are reliable since they posted excellent
values largely superior to 0.7 which means that despite the
population change, the measurement instruments are able
to reproduce barely the same measures. Concerning
convergent validity, all the scales and factors are able to
reproduce almost the same results despite the change of
the format measure.

Table 1: Reliability and convergent validity

Scales and P of P of Convergent
Dimensions Joreskog Validity
Excitation 0.691 0.501
Modernity 0.687 0.749
Fallacious Character 0.583 0.370
Brand Personality 0.772 0.513
Credibility 0.756 0.621
Integrity 0.821 0.715
Brand Trust 0.887 0.668
Brand Attachment 0.762 0.554
Brand Sensibility 0.959 0.851

The Hypotheses Test

The test of the conceptual model was done through the
Structural Equations Method. The results are presented
below:

Ha: The first hypothesis assumes a positive impact of BP on
the relationship brand-consumer through its impact on BT.
This Hypothesis is verified as the following table shows. In
fact, a retailer brand that is perceived to be exciting, young
(0.210, p< as expected the more a distributor brand is seen
as fallacious, incompetent and deceiving, the less the trust
feeling is to be developed as trust is built on credibility,
benevolence, frankness and expressed respect.0.05) and
modern (0.783, p<0.05) stimulates the creation and the
development of a relationship built on trust.

Table 2: The structural model output related to the first
hypothesis

Unstandardized | Critical| P
coefficients ratio
Trust«— Excitation 0,210 3,622 | 0,000
Trust— Modernity 0,783 11,242 | 0,000
Trust« Fallacious -1,500 -2,831 | 0,005

H:: In regarding to the second hypothesis, it postulates the
existence of a positive BP influence on the relationship
brand-consumer through its impact on BA. This
hypothesis is also validated in the current context and for
RB. In fact, a brand is trusted and seen as credible and
honest as it is exciting, beautiful, young (0,150, p=0,000),
modern and serious (0,340, p=0,000). Results that cohere
with Gouteron (2006) findings despite the use of a different
BPS, different brands and sector in his research.

Table 3: The structural model output related to the second
hypothesis

Unstandardized | Critical | P
Coefficients Ratio
Attach« Excitation 0,150 3,703 | 0,000
Attach— Modernity 0,340 7,258 | 0,000
Attach« Fallacious -1,570 -2,923 | 0,003

Hs: Before proceeding to the third and fourth hypotheses, it
was compulsory to divide the sample into two groups
(highly sensitive/ weakly sensitive). This was done through
the Quick cluster method. The results of the Quick Cluster
gave two groups composed of 154 consumers judged to be
sensitive and 102 not as the following table shows:

Table 4: The quick cluster output

Cluster Number of cases | Percentage of cases
in each cluster in each cluster
Cluster 1: 154 60,16
Strongly Sensitive
Cluster 2: 102 39,84
Weakly Sensitive
Total 256 100
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For the third hypothesis, the table below shows firstly an
insignificant impact of fallacious character on BT for the
first population (p=0.642> 0.05) and another insignificant
positive impact of excitation on trust for the same
population (p=0.187>0.05) which means that for strongly
brand sensitive consumers, modernity, elegance and
seriousness matter and determine the creation and the
development of a trust feeling toward this brand. On the
contrary, for the weakly brand sensitive consumers,
everything matter and every detail influences the creation
of confidence feeling, they pay attention to many factors at
the same time, excitation, beauty, modernity and
seriousness and if a brand is judged to be deceiving, this
will definitely prevents the birth of trust. Overall, the
brand Sensitivity seems to play a moderating role in the
relationship brand personality- brand Trust as the results
of the two populations are not alike and every type of
consumers laid their confidence on exclusive factors.

Table 5: The structural model output related to the third
hypothesis

Groupl: Group 2:
Strongly sensitive Weakly sensitive
Unstandardized CR P |Unstandardized CR P
coefficients coefficients
Trust— 0,012 0,187 0,852 0.39 3,896 0,000
Excitation
Trust— 1,132 9,667 0,000 0.74 6,551 0,000
Modernity,|
Trust— -0,033  |-0,464| 0,642 -1.11 -2,552/ 0,011
Fallacious

Ha: this hypothesis refers to the impact of the consumer
brand sensitivity profile on the relationship between
perceived retailer brands personality and brand
attachment. Unlike the precedent hypothesis (H3), this one
was not validated as the table shows.

Table 6: The structural model output related to the fourth
hypothesis

Groupl: Group 2:
Strongly sensitive Weakly sensitive
Unstandardized CR P |Unstandardized] CR P
coefficients coefficients

Attach« 0,081 2,184 0,029 0.18 2,5971 0,009
Excitation

Attach« 0,483 6,080/ 0,000  0.480 |5,539| 0,000
Modernity

Attach« -0,1 -2,319 0,020 -1.371 |-2,826/ 0,005
Fallacious

DISCUSSION, LIMITATIONS AND FUTURE RESEARCH
AVENUE

This research is to a certain extent new in Tunisia as it takes
in charge to analyze the retailer brands personality and the
impact that it could play in developing and maintaining a
long-term relationship with the store and the brand itself.
The results that were presented above tie with those of
previous studies undertaken for national brands and
ordinary ones. The research in hand highlights that the

more the brand’s traits are clear in the consumers’ mind
and subconscious, the more they are ready to give the
brand a chance to be tried and why not later on adopted
and included in the routine basket. In fact, brands with
well promoted distinctive characteristics are more likely to
attract potential consumers to build a tie with.

Retailer brands in Tunisia are to certain level new and not
seen as equal to the well-known brands. The Tunisian
consumer is getting now used to the fact that Retailer
brands can be classified into diverse categories going from
one having a modest quality to products that surpass many
famous brands well-established in the Tunisian market. In
fact, by contacting the communication manager of
Carrefour in 2016, he informed us that even strategically
the diverse categories are not managed equally. From a
merchandizing angle, La marque N°1 (the first to be
marketed in Tunisia in the late 2008) which is cheap, with
so simple packaging is always put at the botton linear
which is the last option for consumers who have a limited
budget or perceive the product category as not worth to be
invested highly in. On the contrary, the new brands that
are released simultaneously in France and Tunisia, which
are expensive and do have extremely studied and
glamourous packaging with a high quality are put just in
front of the consumers’ eyes on the highest linear.

As we worked in an exploratory context, our study have
some limitations. First, the participants were unfamiliar
with the notion of Brand personality and saw it as a strange
topic and sometimes ironic that they tried to botch. Second,
the precocity of the treatment of the Distributor Brands’
Personality, attachment and trust gave also birth to many
other problems during the survey. In fact, many people do
ignore the existence of those brands; others were ready and
better prepared to give their opinions about their quality,
their packaging as well as expressing and showing their
satisfaction levels. Finally, the survey took place in the
hypermarkets (Carrefour, Géant, Champion) which could
influence the respondents” answers who were shopping and
had not much time to devote to questionnaires especially
about new brands that they do not know very well.

Despite those limits but this research have several bnefits.
First, the knowledge of the perceived brand’s personality
is a vital piece of information that helps the managers
know the strong and distinctive points of their strategic
weapons and hence maintain and strengthen them as well
as their weaknesses that must be overcame. Consequently,
the Distributor brands” managers become able to adjust
their positioning strategy and wished personality to those
perceived by their customers. Second, the Retailer brands’
managers can lean on the research’s results to know exactly
the perceived personality facets that influence the most the
creation and the evolvement of trust and attachment
feelings. Finally, the retailer brands’ managers can use the
generated personality scale to know the personality of
every broadcasted brand and use the results in their
advertising campaign. Thus, their future advertising axe
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won't be grounded on the mere advantageous
quality/price ratio or the attractive cost-benefit one but on
more realistic and reliable information taken directly from
the customers’ mouths and minds.

Finally, this research opens the door for posterior and
subsequent researches that can be mentioned as follows. First,
it will be interesting to examine other brand personality
consequences as brand loyalty and see to which extent a
brand with strong and attractive personality traits can
prevent the customer from switching to another competitive
brand. Second, the knowledge of the brand personality
consequences and ability to stimulate, create and develop a
brand-customer relationship is vital and important but the
knowledge of the factors and reasons that influence the brand
anthropomorphization is of a huge importance too. By
knowing the motives that let the customer look at a brand as
a human being, the managers become able to manipulate
them and hence approach their fixed personality to the
consumers’ perceived one. Third, It seems also advantageous
to study the brand personality concept outside the B to C
context and examine in a B to B one to which extent
professional purchasers personify brands and if this concept
is still exist, does it maintain its influential power on the
relationship brand-customer. Finally, in a research aiming the
identification of a relational chain leading to loyalty, Aurier
and al (2001) have demonstrated that trust comes before
brand attachment, hence, it will be beneficial in a posterior
research to add to the current conceptual model a tie linking
confidence to attachment and make sure empirically of the
existence of such causality.
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