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Abstract -
This paper is a study of the product type 6.A
variables and the dimensions of brand personality. 2558

The objective is to investigate and “determine
whether and how the product types affect the
dimensions of brand personality. ” Although a
number of studies specifically examining the
relationships between these two constructs is still
limited, literature review, reveals that a product type
is one important variable which could possibly
influence the dimensions of brand personality. The
product type in terms of utilitarian-symbolic product
may be the most relevant with brand personality
dimensions. If studies looked into different product
types, the results of the dimensions of brand
personality could be different. In addition, product
categorization in terms of local-global brand
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product, product-service, and consumer-industry
product may also be variables affecting brand
personality dimensions.

Keywords: brand personality, dimensions of brand
personality, product type
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