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released with limited accompanying information.
Despite this lack of information, high person-
ality congruence may still be perceived. This
phenomenon has been observed in situations
where very little information is provided about
a newly launched product: only the product
image is available to aid in decision-making. In
this circumstance, consumers who have less in-
formation about the product may perceive high
personality congruence between their self-image
and the product image. In contrast, more in-
formation allows easy categorization of high-
tech products. In this situation, personality
congruence is not used for product evaluation
and decision-making. The perceived level of
personality congruence may therefore differ de-
pending on the amount of information released,

The large number of emerging high-technology
products and rapid pace of the industry have
resulted in a lag in research on consumer re-
sponse to the many new technologies available
in today's markets. Human personality inter-
action has been studied widely, but few studies
have investigated the relationship between hu-
man personality and product personality through
the use of the Brand Personality Scale (BPS)
(Aaker 1997). The purpose of this paper was
to investigate the concepts of self- image and
product personality, the amount of information
released about a product, consumers’ desire for
that information, and the relationships between
these concepts and consumer preference. We
examined whether high congruence between

self-image and product personality can have a
positive influence on preference. In addition,
consumer information processing may be exe-
cuted in a compensatory (weighing all alter-
natives to form an overall impression of the
product) or non-compensatory (choosing among
alternatives according to a single most im-
portant attribute) manner. This study inves-
tigated consumer processing and information
matching, determining the compensatory or
non-compensatory nature of its execution uti-
lizing the BPS. The type of information proc-
essing involved in the associations among self-
image, product personality, and product prefer-
ence (compensatory or non-compensatory) was
also examined. Various levels of information
provision were investigated. Finally, we de-
termined the influence of self-image and prod-
uct personality on preference depending on
consumers’ need for closure (NFC).

II. Conceptual background and
hypotheses

2.1 Personality Congruence

Products are characterized in the minds of
consumers in response to available information.
For example, they may perceive Oil of Olay
products as “gentle” or Holiday Inn services as
“cheerful” because of the way these products
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and services are depicted in advertisements.
Consumers then reflect upon their own self-
image, which may include actual self-image,
ideal self-image, social self-image, and ideal
social image (Sirgy 1982), and attempt to rec-
oncile that image with the perceived charac-
teristics of the product. Consumers prefer a
specific product because they see themselves
as similar to the kind of people that are gen-
erally thought to use it (Sirgy 1982). This
concept is called self-congruence, and it is de-
fined as the match between self-image and
product image (Sirgy 1986). The objects we
possess reflect our identities (Belk 1988): they
symbolize the individual, communicate meaning,
and express the self (Grubb and Grathwohl
1967). The intentions behind a purchase thus
relate to self-expression.

Marketers create images for their products so
consurmers can relate or form attachments to
these products in relation to their own self-
image. To a certain degree, women can buy
cosmetics to reflect how they would like to ap-
pear rather than what they actually look like.
Consumers often buy products that are per-
ceived to relate to their own self-concept
(Graeff 1996). For example, convertible owners
are perceived as more active, impulsive, and
dominant in their behaviors compared to owners
of compact and standard model cars (Westfall
1962). Individuals can define themselves by
choosing products with particular image associations.
Previous research has indicated that self-image
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congruence can affect consumers’ product pref-
erences (Ericksen 1996, Dolich 1969, Grubb and
Huppo 1968). Owners of one brand of automo-
bile identify more strongly with those who own
an automobile of the same brand compared to
those who own a different brand (Grubb and
Huppo 1968). We communicate with others by
expressing ourselves through the personalities
of the products we buy, which in turn enhance
our self-image. Therefore, products are symbols
through which we portray ourselves to others
(Solomon 1983).

In today’s society, products are designed for
more than functional utility., Consumers asso-
ciate with them in various ways through dif-
ferent forms of perceived congruence between
themselves and the product image. Congruence
between the product image and a consumer's
actual image has a positive influence on con-
sumer preference, purchase intention, and sat-
isfaction (Birdwell 1968, Dolich 1969, Levy
1959, Malhotra 1981, Sirgy 1982), Greater con-
gruence between the product image and a con-
sumer’s actual self-image results in a positive
attitude toward the product (Sirgy 1982, 1985).
Consumers who felt that a product symbolized
them reported more attachment to the object
than those who felt that the product did not
symbolize them (Kiesler and Kiesler 2005).
Consumers want to sustain and improve their
self-concept through the products that they
purchase or intend to purchase,

Ogilvy (1983, p.14) stated that “products, like



people, have personalities”. Individuals prefer
brands whose personalities are closely related to
their own self-image (Schiffman and Kanuk 2000).
Consumers express themselves by choosing
brands whose personalities are congruent with
their own personalities (Sirgy 1982, Kassarjian
1971). They seek products whose personality
harmonizes with the way they present themselves,
Brand personality influences consumer prefer-
ence and self-expression (Belk 1988) and is re-
lated to the concept of the ideal self (Malhotra
1988).

This discussion of the conceptual background
about the relationship between consumers’ per-
sonalities and brand personality leads to the
following hypothesis:

H ! Personality congruence will have a pos-
itive influence on consumer preference,

2.2 Compensatory and Non-compensatory
Information Processing

Different decisions require investment of dif-
ferent amounts of cognitive effort (Wright 1975).
Compensatory information processing involves
weighing of the differences between data so as
to form an overall product impression ( Anderson
1973). Compensatory decisions are rational de-
cisions that involve identifying a complete set
of attributes and assigning relative importance
to each attribute, On the other hand, non-

compensatory information processing does not

require systematic collection of all the relevant
information. Non-compensatory information
processing requires choosing among alternatives
according to a single most important attribute
(Broder and Schiffer 2003). When consumers
are less acquainted with a product category,
they make non-compensatory decisions. When
less information is available, consumers may
prefer non-compensatory information processing,
which allows elimination of alternatives without
examining all attributes, Due to the lack of in-
formation about the brand personality of the
product, specific personality traits may be easily
assumed through this less demanding process
(Wright 1975). Of the five items on Aaker's
(1997) Brand Personality Scale (BPS), a con-
sumer may not consider all five dimensions
(compensatory information processing) when
making a decision about the product, but may
select only one or a few dimensions, For ex-
ample, a newly launched product may be per-
ceived as high in competence compared to the
other brand personality dimensions. Non-com-
pensatory information processing enables for-
mation of perceptions of personality congruence
even at the first moment of exposure to newly
launched products and even in cases where
less information is available,

Solicited or unsolicited exposure to more in-
formation about a product over time results in
greater information processing of all attributes
(Wright 1975). In this setting, more effort is
required to achieve personality congruence,
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Consumers tend to be more meticulously in-
volved in purchase decision-making when they
consider all five brand personality dimensions
(sincerity, excitement, competence, sophisti-
cation, and ruggedness). This greater consid-
eration lowers preference level, The addition of
novel attributes to highly complex products
leads to a lower evaluation due fo the negative
learning cost (Mukherjee and Hoyer 2001, Im
2012) required to become more acquainted with
the new features. Thus, lower brand person-
ality congruence leads to more elaborate proc-
essing (Sujan 1985), which leads to lower
preference. Thus, the following hypothesis is
put forward:

H»: Personality congruence will have a greater
influence on preference when consumers
use non-compensatory information proc-
essing rather than compensatory information
processing.

2.3 Categorization and Inference

Previous studies have shown that when faced
with a new product, consumers use categories,
form inferences, and make decisions based on
gained information (Murphy and Ross 1994,
Gregnan-Paxton and John 1997). The ability
to classify objects into pre-existing categories
and make inferences is cognitively economical,
as it saves consumers the effort of having to
judge each object (Huber and McCann 1982).
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For evaluation of products, initial category
membership can be explained by the prototype
theory of categorization (Rosch and Mervis
1975), which suggests that all categories have
a prototype, or a set of average attributes that
most members of the category possess. The
degree of similarity of a new product to this
prototype determines its initial categorization. The
prototype theory suggests that people conceptu-
alize a mental representation of the category
based on personal experience and then use it as
a reference point to determine category membership.

Another important predictor of initial catego-
rization is typicality. Typicality is determined
by the number of attributes that an object
shares with other objects in a category. The
greater the typicality of a new object in rela-
tion to an existing category, the more likely it
is that the objct will be categorized as a
member of that category (Rosch and Mervis
1975, Loken and Ward 1990).

However, new high-technology products of-
ten have attributes that are not associated with
pre-existing categories. These products may be
related to formerly unknown or disparate cate-
gories, or the information available about them
may be limited. The relationships among per-
sonality congruence, categorization, and inference-
making therefore depend on the amount of in-
formation that is available about these products.
Consumers are frequently exposed to new
products through information provided to them
via various media, Initially, a limited amount of



information may be available for newly launched
products. This initial amount of information
provides the basis for further inference, Judgments
and decisions about categorization and inferences
may change as more information is gained over
time,

In the consumer inference literature (Kardes,
Posavac and Cronley 2004), two basic in-
ference processes about products are described:
induction, or generalizing from specific in-
formation to general conclusions, and deduction,
or interpreting specific conclusions from general
principles or assumptions (Beike and Sherman
1994, Mass, Colombo, Sherman and Colombo 2001).
Inductive inferences are formed when consumers
use given specific information about a product’s
attributes, They may draw general conclusions
about personality congruence and come up with
an overall evaluation, Further, the information
used as a basis for inference is classified as ei-
ther stimulus-based or memory-hased. Stimulus-
based inductive inferences are formed when
the product category is unfamiliar, and con-
sumers have little prior knowledge or experi-
ence on which to base a decision. In contrast,
memory-based inductive inferences occur when
the product category is familiar because of in-
tegrated knowledge or experience gained over-
time (Kardes, Posavac, and Cronley 2004).

Because this study focuses on specific prod-
uct attribute information, only inductive in-
ferences are addressed here. However, we as-
sume that the information used as the basis for

inference will be both stimulus- and memo-
ry-based depending on the amount of in-
formation provided. Information integration theory
informs our analysis in this respect. Initially,
when less and/or a limited amount of in-
formation is released for new products and no
prior evaluation of the product is stored in
memory, overall evaluation through a simple
algebraic rule such as adding, averaging, or
multiplying (Anderson 1981, 1982) can be useful
for stimulus-based inference. On the other hand,
when a new product is placed into a pre-existing
category early in the evaluation process, newly
learned product attributes will either strengthen
or weaken the relationship between personality
congruence and categorization inferences,

If minimal information is provided about a
product, consumers may or may not perceive
personality congruence. When new information
is inconsistent with their former inferences,
consumers may perceive differences between
their own personalities and brand personality,
A schema incongruity between the new prod-
uct and its category may occur in the form of
personality incongruity, Incongruity prompts
arousal: cognitive elaboration occurs in order to
resolve the incongruity (Meyers-Levey and
Tybout 1989). Incongruity resolution occurs ei-
ther through assimilation of new information
into the initial category, or by sub-typing into
a new category (Susan and Bettman 1989).
While a moderate level of incongruity may be
resolved through increased cognitive effort, ex-
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