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The purposes of this study were to study: (1) the relationship between brand
personality and users and nonusers personality (2) Attitude toward brands of users and
nonusers. Data collection was done in February 2008, through a questionnaire-based
survey of 400 sampled aged 22-45 years old living in Bangkok. The product categories

used in this survey include cell phone and cola drink.

The findirngs iltlustrated that brand personality was significantly and more
correlated with users personality than nonusers personality. Users’ attitude was
significantly different from that of nonusers. When considering in details, it was found
that users have more positive attitude toward brands than that of nonusers. Finally, the
overall results indicated that brand personality is one of the important components for
purchasing decision. Conéumers often buy produbts which consistenf with their

personality for the reason that to express their image through using brands.





