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The Relationship Between Brand Per sonality and Conaumer
Per sonality of Undergraduates

GENG Cong'?, CHEN Yi— wen'
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Abstract: In order o figure out the relationship betveen brand personality and consumer personality of under-
graduates, this research translated and revised Aaker’ sBrand D mension Scales, and then adopted the BDS and Big
Five Peronality Scales o 116 undergraduates After analyzing the data by correlation analysis and ANOVA, reaults
showed that conamer personalities of undergraduates were positively asociated with the brand personalities which
they like in three dimensions, and therewere obvious differences between preferences of brand personality anong dif-

ferentmajors At the end of thispaper, the discussion and analysis of outcomes based on the situation of China and
undergraduateswere p rovided
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