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Abstract

T The purpose of this study were to study: 1) the relationship of actual
self-congruence to brand preference and purchase intention
2) the relationship of ideal self-congruence to brand preference and purchase
intention and 3) the relationship of brand personality and consumer personality
congruence to brand preference and purchase intention in both publicly and
privately consumed product. Questionnaires were used to collect data from 400
working people aged 21-45 years old in Bangkok. Mobile phone and soap were
two products used in this study to represent publicly and privately consumed

product, respectively.

The results showed that

1) Self-congruence in two dimensions had significantly positive
correlation with brand preference and purchase intention. When considering in
details, it was found that actual self-congruence level of publicly consumed
product is higher than that of privately consumed product.

2) Brand personality and consumer personality congruence had
significantly positive correlation with brand preference and purchase intention.
When considering in details, it was found that brand personality and consumer
personality congruence level of publicly consumed product is higher than that of

privately consumed product.
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Tag Sirgy, Grewal 18 Mangleburg (2000)
YBulanaameiuaueai 4 53 fo 1) smanual
S uReafuaues (Actual self-image) 2) MNanyal
Reafunedlugaund (deal self-image) 3) nmdnyal
RerfuAeIN1dIAY (Actual social self-image)
waz 4) mmdnvalifertuauesmadinnlugaund
(Ideal social self-image) Aol lumsetinenazmamsal
wpAnssuvesduilan uded1elsAannininns
d2ulne) (Belch & Landon, 1977; Dolich, 1969;
Graeff, 1996; Hong & Zinkhan, 1995) WnagfAny1
mRaReTauealy 2 dandn fe D uRaRuT
WS ufeafuAues (Actual self) 2) LuIRAREIRY
aueIlugauAa (Ideal self) (Govers & Schoormans,
2005) 1W51zMsH RN T UAue sae My
warefiaszmldasasaniiuldsundada

(Baumeister, 1998, as cited in Govers & Schoormans,
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Y
arulvigy (Hosany & Martin, 2011) A9 UINNIAAIA
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(Symbolic meaning) iaunIn e doesdaUIAA

sasmsustsrduiiusua:nsiosun UA 5 aoun 2 2555 .99
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Aervuauwedluiinaie 18 Fanamanysives
dusTnauazasidudidonndosnuiedinane
WANIINUDIGUT 1A (Parker, 2009)

T au3sesruiuunidny1seanny
aoandoaluauieanaznaniiivodldifui
ANuEDAnADIRUIYHIIMINANYaivesduT InaLaz
FuidanadongAnisudusian 1y anuiurey
APATIAUM (Brand preference), anudaladonsdud
(Brand purchase intention), ANyanelanons1dum
(Brand satisfaction), A2UENHUABATIAUA
(Emotional brand attachment), NAUARADATITUA
(Brand attitude), ANANAADATIAUAT (Brand
loyalty) (Gover & Schoormans, 2005; Hong &
Zinkhan, 1995; Jamal & Al-Marri, 2007; Malér et al.,

2011; Parker, 2009; Sirg et al., 2008) fam13199 1

d' Ay A & = = o A A o A k4
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Authors Study settings

Dimensions of self concept

Type of scale Dependent variables

Studies in marketing

Birdwell (1968)
Dolich (1969)
Landon (1974)

Belch and Landon (1977)

Malhotra (1988)

Hong and Zinkhan (1995)

Ericksen (1996)
Sirgy et al. (1997)

Quester et al. (2000)

Ekind and Riley (2003)

Back (2005)

Kressmann et al. (2006)
He and Mukherjee (2007)

Jamal and Al-Marri (2007)

Ekind et al. (2008)
Han and Back (2008)

Ibrahim and Najjar (2008)
Kwak and Kang (2009)

Studies in tourism
Chon (1992)
Litvin and Goh (2002)

Litvin and Kar (2003)
Kastenholz (2004)

Beerli et al. (2007)

Automobile
Various Products
Various products
Various products
Houses

Automobile and shampoos

Automobile

Various: products and services

Functional and status
related products
Hospitality services

Hospitality services
Automobile
Retailing

Automobile
Hospitality services
Hospitality services
Retailing

Sports merchandise

Tourism
Tourism

Tourism
Tourism

Tourism

Actual self

Actual self; ideal self
Actual self; ideal self
Actual self; ideal self;

Actual self; ideal self; sodal self

Actual self; ideal self

Actual; ideal self
Actual self

Actual self; ideal self

Actual self; ideal self

Social self; ideal self
Actual self; ideal self

Actual self; ideal self; sodial self;

ideal sodial self
Actual self
Actual self; ideal self

Social self; ideal sodial self

Actual self; ideal self
Actual self; ideal self

Actual self; ideal self

Actual self; ideal self

Actual self; ideal self
Actual self

Actual self; ideal self

Semantic differential
Semantic differential
Likert scale
Likert scale
Semantic differential
Likert scale

Semantic differential
Likert scale

Likert-type scale
Semantic differential

Likert scale
Likert scale
Likert scale

Likert scale
Likert scale
Likert scale
Likert scale
Likert scale

Likert scale

Semantic differential;
Likert scale

Likert scale

Semantic differential

Semantic differential

Brand ownership

Product preference

Purchase intention

Purchase intention

Product choice

Product preference; purchase intention;
memory

Product preference; purchase intention
Brand preference; consumer satisfaction;
brand attitude; choice

Product evaluation

Satisfaction; attitude; service quality;
and purchase intention

Satisfaction

Brand loyalty;

Satisfaction; perceived value; loyalty

Satisfaction; brand preference
Satisfaction; attitudes; intention to return
Consumption emotion; loyalty

Attitudes

Perceived quality; purchase intention

Satisfaction
Interest to visit; likelihood of visitation

Satisfaction

Intention to recommend;
intention to retum
Choice

a
ny:

Hosany, S. & Martin, D. (2011). Self-image congruence in consumer behavior.

Journal of Business Research, p. 2. doi: 10.1016/j.jbusres.2011.03.015
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ADUNUN8YUDVAIIWEaAAdBVIUAULED
(Self-congruence)

ﬂﬂllﬁ’ﬂﬂﬂélﬂﬂuﬁlmﬂﬂ (Self-congruence,
Self-image congruence, Self-congruity, Image

<3 = = a a
congruence) WunszuiumsdTeumeuniaaninen

.

=

FAINU1DI N1TTOANABINIIANUAA (Cognitive)
1 [V 4 9y a aa
FENIMNAN YA vIRVT InaluiAa199 (Actual
self, ideal self, social self, ideal social self) uazmwﬁﬂyaf
ATIAUM (Brand image) MNEnuais LM (Store image)
@ < IYq 9 a v . .
mwaﬂym@%mmum (Brand-user image) (Sirgy
etal., 1997)
IUIAEINUN Berkman uazame (1997)
a 1 k2 a 42‘ d'
9511971 ANINADAAADIIUAULIDY VSINAVULND
o L4 9 A Y [ [ o 9
muanbaivesdusInndeandesiummanyaivefly
Fd
A318UA (Brand-user image) Iagansanavyld
09: an a d‘ % d! [ L4
naly 4 TAveuuIAANeINUALIBY FInINanyal
Jq ¥ a v = [l o rd
VOIRIFATITUA HUIWDI LV VOINNIININAN Y
Tagilvesaunldasidudi uaziidnyazlndifes
fUYAANAINATIAUAT (Brand personality) 1§199910
2 v v
uuafaieaesiiitneadesiudnyuzynana 1w
P o 7 Y a v 9 A
Youypd uanmanyalvesdldandudizniulin
4 oA g ! ydq v A v o
yanadgadeunnvedavesdnlsaduaniynas
~ 1 Y a a Y
Tunumaemsasyaannmanaualuning

9 1
nanua Tuvagiyaannmasidud mneds mssug

u
4

o [ 4 a
MNIIWNINVATOININENBaIaT UM Tasainse
%“mhué’ﬁ%m?rm (Celebrity spokesperson), Ejumﬁw
A31aUAY (Product endorser) HALAIUBDUTNINFU

(Animated characters) (Govers & Schoormans, 2005;

@ td

Parker, 2009) 154 A NENHaivaAUNIHI0 Porsche

< o o <& '
ﬁ’t’) !ﬂu*ﬂuiﬂﬂﬁwi]fgﬂﬁl «dﬁwmuﬂﬂauanmmm

I o Y] 1 o
lﬂuﬂuﬁﬂﬂﬁﬂ%iyﬂﬂ (Actual self-image) UIREINY

o g a a a g
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& A dyl Y
VOIAULDY FUTUNNTZUIUNITHI ANVADANA DY
TuauIe (Self-consistency) HATHNIIATIVINHIN
n v 1 <] % % A nm ya 1
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A o [ = i ~ Y
auealanyuzyuAeInuAuNozlsso Porsche
[ o’/‘ T a YA a d’l
aavghinansagaladingdnssuniidoe
ieenInmMsnsziaenandaudaiuyuueiiue

& 2 1 )
Aaued FaFennszuIuiin anvliadeandecluauies
(Self-inconsistency )

Ed
UONINH Hawkins Hazame (2004) §414
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1@anumunIn 1 NoFu1en aAnuasandedluaueg
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Usznevlldslnsaadieiiugiu 2 odsde 1) mwanual
AULDY (Self- image) HaY 2) MNdnualas1audi
(Brand image) (Parker, 2009) Iﬂﬂéﬂ?jﬂﬂﬁlgﬁﬂﬂh
= dy a Y A % 4 2 AN
wanelaasFoduAlinInanyaldonndodrise
AtERUMNENYalveInLed Taammzed1Baaua
Aq v A 7 ) A Y Aa
o1 (Conspicuous product) LAZ FUMANANUHUG
A o o o . A 9 =
LT YANYY (Symbolism product) INDAENOUN
FA
amdnvaivesuealulfae dafumminmsaaa
9 % o a Y Yy Y
501N MNanyalvesdumM Iniaudenndeod
o [ 4 1 Y Y a <3 a
nummanysivesnguiihuield dusinanvzinae
= L a4 4

aNnunanelaazFe U

Tuvaiz Solomon (2011) AT 1NeaANN
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M31zmMIVsTaaveanus1iuiinnuneIve st uns

Y < ] o :II Y Aa =8 o
Tianunueaueudusdanin AUADSInAvNn

gY



3 ' 9
LEAINIABANGITEHINAIAUVB I AL TN TO
& ° A v
FINNUVVIDBUTEIANUTEAAZGEIIUALIB (Self-

< ' c!yQ g
congruence model) AU NTZVIUMSTIAATUIIN
ATNADANADINNAINAR (Cognitive) TEHANAMANHE

a [ ts I~
YoIAUA (Product attributes) HANNANHIIVOIUT A

(Consumer’s self-image)

sasmsUstsrduiiusua:nisiosrun U 5 ouun 2 2555 ... 101

guiuanuaeandosluauos  Wu1ena
= = [ 1 [ 4 Y a

MaFemneuniusznitenndnyaivesduilng

. 1Y o £ a 9

(Consumer self-image) 1La$ﬂ1waﬂymmmé'°l%mmuﬂ1

(Brand user-image) FIHANANMTHBUNS DEOANADINU
< < Yy A a o ada A

naziluusagelavguilnamaiauaang anuauYel

= a X a9y oz 9
ﬂ’ﬂiJW\inﬂﬁ] NIDBOTUN L’IJLIGIH

UHUMNA 1 UAAIANUTNINUT T2 INWUIAANEINUALDIAZNINENEAIATIAUM

Product
brand
image Relationship

between self-

concept and

Consumer brand image

self-

image

=1 Seek products and

Reinforces self-concept

Behavior Satisfaction
Purchase
brands that contributes
improve/ to desired self-

maintain self-

concept

concept

fn: Hawkins, D. 1., Best, R. J., & Coney, K. A. (2004). Consumer behavior:

Building marketing strategy (9" ed.). New York: McGraw-Hill, p. 427.
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mammaaialuilegiiv msiziemsuslaaduam
A a 9 =* [ o 4
N3oUIMIAITaTENoURIMNaNYAIvoInDlA
(Self-expressive) AU InATindondumndonndos

AUNMNENHRIVDINUID

4

= v W o a dy Yo

dnnuinmsaaraaiusaiiuulaailulgiuns
HNEIUANA (Market segmentation) LAZMTYNA LKL
anduditinmanvaivesdldasidudiilu

o o . A Y Yy
19Nan¥al (Brand user-image) e lviaeandaoaniy
ngudusTnaiihmaneld (Aaker, 1996; Sirgy et al.,
= A P 9
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a A a A Y 3o 1 G a B
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1994; Siguaw, Mattila, & Austin, 1999)
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1 A v a 9 :/I .
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choice) (Plummer, 2000) 1H99INYAANNINATIAUA
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(Belk, 1988, Sirgy, 1982, Ramaseshan, & Tsao 2007)
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YOIYAANNINATIAUAT  (Product- personality
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Aaganuauly (Attraction) TasoguuUNUFIUYD

'
a

2 nuHan Ao 1) AIQAAINA1(Opposites attract)
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