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Study investigates the transference of brand characteristics, specifically perception of likeability, onto individuals.  Through a series of

experiments, it tests if brand likeability increases perception of individual wearing the brand.  Findings indicate that brand

characteristics do not improve individual’s likeability.
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EXTENDED ABSTRACT
Brand extension literature indicates perceived characteristics 

of existing product/brand combination transfer, to certain extend, to 
a new product/brand combination.  We aim to understand if brand 
perceptions transfer to the individual that uses the brand.  Specifi-
cally, we study if individuals wearing a t-shirt with brand perceived 
as likeable (not likeable) may become more (less) likeable.  In other 
words, can the brand transfer its likeability and enhance individual’s 
appearance or likeability?

From an economics perspective, consumers that purchase a 
good such as clothing are looking for a benefit of wearing it, and 
they are willing to pay a cost to get this benefit. Form a psychologi-
cal perspective, consumers buy brands that improve their personal 
self-esteem. Self‐esteem is an important motivational drive for con-
sumption involving both the acceptance and rejection/avoidance of 
symbolic goods. However, self-esteem gains have been until now a 
subjective added value that brands have not been able to demonstrate 
or capture. It has been found that physical attractiveness is positively 
correlated with self-esteem (Mathes & Kahn, 1975), therefore brands 
that can increase appearance could have a positive influence on peo-
ples self-esteem.

Previous research has shown that overall ratings of attractive-
ness are created by diverse components such as facial beauty, body 
attractiveness, dress attractiveness or dynamic expressive style (Rig-
gio, Widaman, Tucker, & Salinas, 1991).  This research explores how 
the interaction effect that exists between two of these components 
(facial beauty and attractiveness of dress) becomes of particular in-
terest in the field of marketing where psychological advances need 
to be incorporated. For example, advances have been made in un-
derstanding physical attractiveness (Berscheid & Walster, 1974) and 
how interpersonal attraction is created (Huston & Levinger, 1978) 
but more research is needed to understand how this physical attrac-
tiveness is related to brands. Beauty perception is related to the phys-
ical characteristics of the human body, but it could also be enhanced 
by clothing (Fan, Yu, & Hunter, 2004). Perceptions of attractiveness 
are important because they can have an effect on how people are 
judged in terms of employment, social opportunities, friendship, 
sexual behavior and marriage (Perrin, 1921).

When someone wears a branded t-shirt or other kind of cloth-
ing, there is an “association transference” (De Mooij, 2013) between 
the person and the brand. Transference occurs when the knowledge 
acquired in one type of situation influences the performance of other 
(Postman, 1971). Thus a branded t-shirt may transfer its qualities, 
including likeability, to a person. 

We tested our premise using young Colombia consumers.  Both 
young men and women are more fashion oriented than older counter-
parts (Evans, 1989) as well as more sensitive to fashionable products 
or brands (Thompson & Haytko, 1997).  Pre-tested brands based on 
levels of likeability were selected.  A white t-shirt was selected as 

a clothing item to be evaluated because it its helps to reduce non-
physiognomic cues (Malpass & Kravitz, 1969).  In a series of pre-
tests, we selected pictures of individuals based on level of likeability.  
Study 1, a 2 (likeable brand on t-shirt/unlikeable brand on t-shirt) 
x 1 (plain t-shirt) indicate that likeable brand on t-shirt is more ap-
pealing than plain t-shirt and that unlikable brand on t-shirt is less 
appealing than plain t-shirt.  Study 2, a 2 (attractive/unattractive) x 
2 (man/woman), x 3 (likeable brand on t-shirt/unlikeable brand on 
t-shirt/plain t-shirt) indicate that attractive individuals wearing like-
able brand are nor more attractive than when wearing a plain t-shirt.  
Attractiveness did not diminish when wearing t-shirt with unlikeable 
brand. Similarly, the type of t-shirt worn did not affect level of at-
tractiveness for those perceived to be less attractive.

While our findings are not conclusive, they indicate that brands 
worn may transfer some of their characteristics to the wearer but 
likeability is not one of them.  Perhaps, the brand worn enhancement 
on wearer is not enough to increase perceptions of attractiveness but 
signals that wearers has some sense of fashion and belongs to group 
that has a high opinion of such brand.
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