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BY
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CONSUMER PERSONALITY 
Learning Outcomes

· To Recognize how Personality Reflects Consumers’ Inner Differences.
· To Understand how Freudian, Neo-Freudian, and Trait Theories Each Explain the Influence of Personality on Consumers’ Attitudes and Behaviour.
· To Appreciate how Personality Reflects Consumers’ Responses to Product and Marketing Messages.
· To Fathom how Marketers Seek to Create Brand Personalities-Like Traits.
Marketers have for a long time tried to appeal to consumers in terms of their personality characteristics. They have intuitively felt that what consumers purchase, when and how they consume are likely to be influenced by their personality factors. For this reason the marketing and advertising people have frequently depicted specific personality traits or characteristics in their marketing and advertising messages.

The study of personality has been approached by theorists in a variety of ways. Some have emphasized the dual influence of heredity and early childhood experiences on personality development, others have stressed broader social and environmental influences and the fact that personalities develop continuously over time. Some theorists prefer to view personality as a unified whole, others on specific tasks.

Personality can be defined as those inner psychological characteristics that both determine and reflect how a person responds to his or her environment. The inner characteristics are those specific qualities, attributes, traits, factors and mannerisms that distinguish one individual from other individuals.

Nature of personality

a) Personality reflects individual difference-Due to the different individual characteristics, no two individuals are alike, however many individuals may be similar in terms of a single personality characteristic but not in terms of others. Personality is a useful concept because it enables us to categorize consumers into different groups on the basis of one or even several traits. If each person were different in terms of all personality traits it would be impossible to group consumers into segments.
b) Personality is consistent and enduring-a sibling who comments that her sister has always cared a great deal about her clothes from the time she was little is supporting that personality has both consistency and endurance. Both qualities are essential if marketers are to explain or predict consumer behavior in terms of personality. Marketers cannot change personalities to conform to their products but they can attempt to appeal to the traits.

Even though consumers’ personalities may be consistent their consumption behavior could vary because of the various socio-cultural, psychological, environmental and situational factors that influence behavior.

c) Personality can change- an individual’s personality may be altered by major life events such as marriage, birth of a child, change of job/profession. An individual’s personality changes not only in response to an abrupt event but also as part of a gradual maturing process. There is also evidence that personality stereotypes may change over time e.g women’s personality has seemed to become more masculine due to changing roles of women today. Traditionally women would stay home and take care of children but today this occupation has changed.

Personality traits

The human brain is divided into the left and right hemisphere. The left hemisphere specializes in logical, analytical, sequential processes while the right hemisphere does the intuitive, emotional, visual thinking.  This is further subdivided into the cerebral and limbic centers. This is not new and basically every personality system since the early Greeks (first written record) has used four basic temperaments or personalities. These are Choleric, Sanguine, Melancholic and Phlegmatics.
You have one temperament or a combination of two (not three).
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Choleric(Right Cerebral): These people are usually quite good at 

idea generation and in making "quantum leaps" necessary to 

brainstorm and solve difficult problems. They usually see things 

others don't and in a team situation often say, "Let's look at this 

problem in a different way."

Sanguine(Right Limbic): People with a strong dominance in this 

quadrant maybe excellent facilitators in the group process. They 

regard interpersonal skills as their strongest and they supply the 

"glue" that keeps the group working harmoniously together. In a 

team situation they often ask, "What do you think of the idea?"

Melancholic(Left Limbic): These individuals may be excellent in 

defining the problem and in assisting with implementation. They 

may also pursue the problem with a vengeance once it is set into 

motion. In a team situation they often ask, "How does this idea 

apply to our situation?"

Phlegmatic(Left Cerebral): People with a strong dominance in this 

quadrant can be very good at helping to define and analyze the 

problem. In a team situation they often say, "Let's check this out to 

see if it's feasible to implement."

Four main types


Buckingham ( 2002)
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Choleric

Likes authority

Confident

Firm

Enjoys challenges

Problem solver

Bold

Goal driven

Strong willed

Self reliant

Persistent 

Takes charge

Determined

Enterprising

Competitive

Productive

Purposeful

Adventurous

Independent

Controlling

Action oriented 

Sanguine

Enthusiastic

Visionary

Energetic

Promoter

Mixes easily

Fun-loving

Spontaneous

Creative-new ideas

Optimistic

Infectious laughter 

Takes Risks

Motivator

Very verbal

Friendly

Enjoys popularity

Likes variety

Enjoys change

Group oriented

Initiator

Inspirational 

Melancholic

Enjoys instructions

Consistent

Reserved

Practical

Factual

Perfectionistic

Detailed

Inquisitive

Persistent

Sensitive 

Accurate

Controlled

Predictable

Orderly

Conscientious

Discerning

Analytical

Precise

Scheduled

Deliberate 

Phlegmatic

Sensitive feelings

Calm

Non-demanding

Avoids confrontations

Enjoys routine

Warm and relational

Adaptable

Thoughtful

Patient

Good listener 

Loyal

Even keeled

Gives in

Indecisive

Dislikes change

Dry humor

Sympathetic

Nurturing

Tolerant

Peace maker 

Personality characteristics


Theories of personality

1) Freudian theory-Sigmund Freud’s psychoanalytic theory of personality is one of the cornerstones of modern psychology. This theory was built on the premise that unconscious needs or drives especially sexual and other biological are at the heart of human motivation and personality. Freud constructed his theory on the basis of patients’ recollections of early childhood experiences, analysis of dreams and the specific nature of their mental and physical adjustment problem.

Id, Superego and Ego

Based on his analysis Freud said that human personality consists of id, superego and ego.

Id was conceptualized as primitive and impulsive drives e.g. Basic needs of thirst/hunger for which one seeks immediate satisfaction without concern for the specific means of satisfaction.

Superego is conceptualized as the individuals’ internal expression of society’s moral and ethical codes of conduct. The superegos role is to see that the individual satisfies needs in a socially acceptable way. It is a brake that restrains or inhibits the impulsive forces of id

Ego is the individual’s conscious control. It functions as an internal monitor that attempts to balance the impulsive demands of the id and the socio cultural constraints of the superego.

According to this theory an adults personality is determined by how well he/she deals with the crises that are experienced while passing through each of these stages.

Researchers who apply this theory to study consumer personality believe that human drives are largely unconscious and that consumers are primarily unaware of their true reasons for buying what they buy. These researchers tend to see consumer purchases as a reflection and an extension of the consumers own personality. Consumers appearance, possessions, grooming, clothing, jewelry are reflections of individual personality.

	Snack foods
	Personality trait

	Potato chips
	Ambitious, successful, high achiever, impatient

	Nuts 
	Easygoing, empathetic, understanding, calm, even tempered

	Popcorn 
	Takes charge, pitches in often, modest, self confident but not a show off

	Meat snacks
	Generous, trustworthy, tends to be overly trusting

	Cheese curls
	Principled, fair, proper, great integrity, plans ahead, loves order

	Snack crackers
	Rational, logical, shy. Contemplative, prefers time alone


2) Neo-Freudian personality theory- freud’s colleagues disagreed with his contention that personality is primarily instinctual and sexual in nature. Instead, these neo-Freudians believed that social relationships are fundamental to the formation and development of personality.

· Alfred Adler viewed human beings as seeking to attain various rational goals – called style of life. He also placed much emphasis on the Individuals making effort to overcome feelings of inferiority- by striving for superiority

· Harry Stack stressed that people continually attempt to establish significant and rewarding relationships with others. He was concerned with individual’s efforts to reduce tension such as anxiety.

· Karen Horney was also interested in anxiety. She focused on the child-parent relationships and the individuals desire to conquer feelings of anxiety. She proposed that individuals be classified as aggressive, compliant and detached.

· Compliant individual – move towards others, desire to be loved, appreciated

· Aggressive – move against others- desire to excel and win admiration

· Detached – move away from others- desire independence, self reliance

Marketers use these classes to position their products by providing an opportunity to be any of the three.

3) Trait theory

This theory departs from the qualitative measures that characterize freud and non freudian theories e.g personal observations, experiences,dream analysis and projective techniques. It focuses on the measurement of personality in terms of specific psychological characteristics called traits. A trait is any distinguishing  relatively enduring way in which one individual differs from another. Trait theorists are concerned with the construction of personality tests that enable them to pinpoint individual differenced in terms of specific traits.

· Selected single trait personality tests – which measure just one trait like self confidence- are used in consumer behavior studies.

· Tailor made personality tests measure such traits as

· Consumer innovativeness – how receptive a person is to new experience

· Consumer materialism – degree to which a consumer is attached to worldly possessions 

· Consumer ethnocentrism – consumers likelihood to accept or reject foreign made products 

· Trait researchers expect personality to be linked to how consumers make their choices ; and the purchase of a broad product category, than to a specific brand 

Personality & Consumer Diversity

Marketers need to understand how personality influences consumption behavior to better understand consumers and to segment and target those consumers who are likely to respond positively to their product or service communications

Personality traits that provide insights about consumer behaviour include consumer innovativeness, dogmatism, social character, need for uniqueness, optimum stimulation level, sensation seeking, variety-novelty seeking

a) Consumer innovativeness-Consumer innovators are those likely to be the first to try new products, services or practices. The market response of innovators is a critical indication of the eventual success or failure of a new product. The measure provides important insights into the nature and boundaries of a consumers willingness to innovate. Eg positive relationship between innovative use of the Internet and buying online

b) Consumer Dogmatism-Is a trait that measures the degree of rigidity that individuals display toward the unfamiliar, and toward information that is contrary to their own established beliefs. High dogmatism (closed minded) – approaches the unfamiliar defensively, with discomfort, uncertainty – prefer to choose established products. Tend to be more receptive to ads for new products that have an appeal from an authoritative figure. Marketers use celebrities and experts in new product offerings to make it easier for the noninnovators to accept the innovations. Consumers who are low in dogmatism (open minded) – prefer innovative products to established alternatives

c) Social character-Trait ranges from inner-directedness to other directedness. Inner directed consumers rely on their own inner values or standards in evaluating new products. They tend to be consumer innovators. Other directed people tend to look to others for direction on what is right, hence less likely to be innovators

Application; Inner directed consumers prefer ads that stress product features and personal benefits – enabling them to use their own values and standards in evaluating products.

Other directed consumers- prefer ads that feature an approving social environment, hence are easily influenced to think in terms of social approval of a potential purchase 

d) Need for Uniqueness -Some people seek to be unique. They do not conform to others expectations or standards either in possessions or appearance is to be avoided. They are not concerned about being criticized by others hence receptive to making unique choices 

e) Optimum Stimulation Level (OSL)-Some people prefer a simple uncluttered and calm existence (low optimum stimulation levels), others prefer novelty, complexity and unusual experiences. High OSL levels are linked with greater willingness to take risks, try new products, be innovative, seek purchase related information than low OSL. The relationship between consumer’s lifestyle and their OSL levels is likely to influence their choices of products and how they manage their time  

f) Sensation seeking (SS)-This trait is  characterised by the need for varied, novel and complex sensations and experience, the willingness to take physical and social risks for the sake of such experience. 
g)  Variety-Novelty seeking –there are different types of consumer variety seeking. 

· Exploratory purchase behavior-switching brands to experience new and possibly better alternatives)

· Vicarious exploration- securing information about new or different alternative then consider it

· Use innovativeness- using an already adopted product in a new or novel way

High variety seeking consumers are likely to be attracted to brands that claim to have novel features or multiple uses. Consumers with high variety seeking score tend to search for marketers offering a diverse product line. Consumer innovators differ from noninnovators in personality orientation – helps marketers select target segments and design distinctive promotional strategies for specific segments

Cognitive personality factors

Consumer researchers have been increasingly interested in how cognitive personality factors influence various aspects of consumer behavior. Two cognitive traits are useful in understanding selected aspects of consumer behavior: need for cognition and visualizers verses verbalizers.

a) Need for Cognition-Measures a persons craving for or enjoyment of thinking. Consumers with high NC are more attracted to product related information or descriptions, process the information and have higher ad recall while those with low NC are more attracted to the background or peripheral aspects of an ads eg the cartoon, model. Need for cognition play a role in an individuals use of internet for product information, news, learning. This gives marketers insight in creating ads messages and appeal to a particular groups NC

b) Visualizers versus Verbilizers-some people seem to be open to and prefer the written word as a way of securing information whereas others are more likely to respond to and prefers visual images or messages as sources of information. Hence personality researchers classifies consumers into two:

· Visualizers – prefer visual images or messages as source of information and products 
· Verbilizers – prefer written or verbal information eg a question is asked then a detailed description or explanation is provided as answer to attract verbilizers 

Consumption & Possession Traits

a) Consumer materialism – the extent to which a person is considered materialistic. It is the personality trait that distinguishes between individuals who regards possessions as essential to their identities and lives, and those for whom this is secondary. 

· Materialistic consumers value acquiring and showing off possessions. 

· They are particularly self centered and selfish. 

· They seek a lifestyle full of possession. 

· However, their many possessions do not give them greater personal satisfaction.

Materialism has been linked with advertising and researchers have suggested that in the US there has been an increasing emphasis on materialism in the print media, however, the level of materialism varies from one country to the next. Marketers should therefore avoid exporting a successful marketing mix to another country.

b) Fixated Consumption Behavior- with respect to buying or possessing objects fixated behavior is normal and socially accepted behavior. Fixated consumers frequently display their possessions and share with others who have similar interests. 

· They have deep interest in particular object or product category
· Willing to go extra mile to secure more varieties of the product of interest

· Dedicate considerable amount of time and money searching out (hunting) the product

This profile of the fixated consumer describes many collectors, hobbyists or enthusiasts. The traits that portray the fixated consumer reveal a person who is not only enduringly involved in the object category but also deeply involved in the process of acquiring the product. 

c) Compulsive consumption behavior-This is abnormal behavior - an addiction, out of control. Their actions have damaging consequences to them and to those around them. These kinds of behavior include: Gambling, uncontrolled shopping, drugs, eating disorders and alcoholism.

Compulsive buying can be controlled or possibly eliminated through some kind of therapy or clinical treatment.

Brand Personality
Consumers prescribe to the notion of brand personality that is they attribute various personality-like traits or characteristics to different brands in a wide variety of product categories. Brand personality provides an emotional identity for a brand and encourages consumers to respond with feelings and emotions towards the brand. Research has shown that a strong, positive brand personality leads to more favorable attitudes towards the brand, brand preference, higher purchase intentions and brand loyalty and is a way for consumers to differentiate among competing brands.

In brand personification marketers try to recast consumers’ perception of the attributes of a product into a human like character. Many consumers express their inner feelings about a product in terms of their association with known personalities. Identifying consumers current brand personality links and creating links for new products are important marketing tasks

A brand personality framework that reflects extensive consumer research has been developed and defines personality in 5 terms: Sincerity, Excitement, Competence, Sophistication, Ruggedness

The framework suggests 5 dimensions of a brands personality

· Sincerity – down to earth, honest, wholesome, cheerful

· Excitement –daring, spirited, imaginative, up to date

· Competence – reliable, intelligent, successful

· Sophistication- upper class, charming

· Ruggedness  - outdoor, tough

Product personality and Gender-A product personality often endows a product with a gender. Knowledge of perceived gender of a product enables marketers to select visuals and text copy of various marketing messages
Personality & Geography-Employing geography in a products name creates a geographic personality eg Kitui honey, Mwea Pishori, Mumias sugar. Important is whether the location and its image add to the products brand equity

Personality & Color- Consumers tend to associate personality factors with specific colors. Red- exciting, hot; yellow- caution, novelty, warm; black- power, authority, sophisticated; white- pure, goodness, refined.

Review questions

1. How would you explain the fact that, although no two individuals have identical personalities, personality is sometimes used in consumer research to identify distinct and sizeable market segments

2. Constrast the major characteristics of the following personality theories: Freudian theory, non-Freudian and trait theory. In your answer illustrate how each theory is applied to the understanding of consumer behavior.
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Choleric (Right Cerebral): These people are usually quite good at idea generation and in making "quantum leaps" necessary to brainstorm and solve difficult problems.  They usually see things others don't and in a team situation often say, "Let's look at this problem in a different way."









Sanguine (Right Limbic):  People with a strong dominance in this quadrant maybe excellent facilitators in the group process.  They regard interpersonal skills as their strongest and they supply the "glue" that keeps the group working harmoniously together.  In a team situation they often ask, "What do you think of the idea?"  
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 Choleric



Likes authority

Confident

Firm

Enjoys challenges

Problem solver

Bold

Goal driven

Strong willed

Self reliant

Persistent 

Takes charge

Determined

Enterprising

Competitive

Productive

Purposeful

Adventurous

Independent

Controlling

Action oriented 

 Sanguine



Enthusiastic

Visionary

Energetic

Promoter

Mixes easily

Fun-loving

Spontaneous

Creative-new ideas

Optimistic

Infectious laughter Takes Risks

Motivator

Very verbal

Friendly

Enjoys popularity

Likes variety

Enjoys change

Group oriented

Initiator

Inspirational 

 Melancholic



Enjoys instructions

Consistent

Reserved

Practical

Factual

Perfectionistic

Detailed

Inquisitive

Persistent

Sensitive 

Accurate

Controlled

Predictable

Orderly

Conscientious

Discerning

Analytical

Precise

Scheduled

Deliberate 

 Phlegmatic



Sensitive feelings

Calm

Non-demanding

Avoids confrontations

Enjoys routine

Warm and relational

Adaptable

Thoughtful

Patient

Good listener 

Loyal

Even keeled

Gives in

Indecisive

Dislikes change

Dry humor

Sympathetic

Nurturing

Tolerant

Peace maker 

Personality characteristics
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