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Abstract

Today’s consumption is getting more complicated than before in that consumers
also consume the abstract meaning of the product in addition to its functional benefit.
One marketing concept that is gaining more popularity is brand personality as the creation
of human personality in a brand may influence consumers’ consumption decision. Brand
personality is conceptually related to the sociological concept of sign consumption which
argues that consumption decision also results from the abstract meaning of the product.
Based on literature review, this article proposes that the consumption of sign and brand

personality are conceptually related. As a consequence, the studies in brand personality
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may also draw from the consumption of sign. Furthermore, this article also proposes the
guideline for marketers to create or manage brand personality based on the concept of
sign consumption.
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AAUAMIlvessEMANIYE fio R (Good Appearance) thy Austnpanansadlalarudyays
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2015b)
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