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Abstract

his survey research was aimed to study: 1) relationships between consumer

T and brand personalities, and 2) relationships between brand personalities

and consumer’s perceived quality and brand loyalty. The questionnaires were used to
collect survey data from 400 male and female Bangkok consumers who are Acer or
Apple notebook users, aged 20-40 years old. The findings showed that: 1) consumer
personalities have positive relationships with brand personalities of Acer and Apple
notebooks, and 2) brand personalities of Acer and Apple notebooks have positive

relationships with consumers’ perceived quality and brand loyalty.

Keywords: Consumer personality, Brand personality, Perceived quality, Brand

loyalty, Survey research
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