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Consumer-brand encounters have been shown to elicit behavior congruent with the brand’s positive traits. However, the impact of a

brand’s negative traits (e.g. arrogance) is unclear. Apple can make me creative, but can Abercrombie make me arrogant? More so, can

brand traits influence consumers’ downstream behaviors (positive and negative)?
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Future research will investigate how the positive and negative dimensions of a brand’s personality interact. For example, if consumers 
are uncertain about the options in a choice set, we hypothesize they will focus more on negative personality traits. We also believe that 
negative personality traits may help to find stronger support for brand-self congruity effects. This study fills up the gap between brand 
personality and brand avoidance, by demonstrating that a brand not only has positive personality traits but also negative brand personality 
traits. This study contributes to the anti-consumption and consumer-avoidance research by exploring the phenomenon of negative brand 
personality and brand avoidance, this study also contributes to the measurement research by building the first measurement for negative 
brand personality. 
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Research has documented that consumers are influenced by brands that they encounter (Ferraro et al. 2009). In general, brand 
influence on behavior has been explained through a motivational account in which the brand’s traits activate an underlying goal, which 
subsequently elicits goal-directed consumer behavior (Fitzsimons et al. 2008). This is possible when the brand is associated with a goal 
that represents a desirable end-state (Sela & Shiv 2009). Although extant literature documents robust findings across positive traits, the 
influence of negative brand traits has yet to be explored. Furthermore, the potential effect on downstream behavioral intentions has not 
been addressed. We explore these two important areas of interest in our research.

Brands may have positive trait associations (e.g. upper-class: Calvin Klein) or negative trait associations (e.g. arrogance: Abercrombie). 
Although consumers may be influenced by brands through goal-activation, this account is limited to desirable outcomes and does not 
explain the influence of brands with negative trait associations. A possible explanation is semantic priming, in which exposure to a brand 
subsequently elicits congruent behavior which is not restricted to desirable outcomes (Sela & Shiv 2009). 

Beyond the immediate effect of brand exposure, the downstream effect on behavioral intentions is not well understood (Chartrand et 
al. 2008). In the current research, we propose that brands may influence consumers even when the end-state is not desirable. Importantly, 
we suggest that brand exposure may influence consumer perceptions of their own traits. In three studies using real brands, we suggest 
that brands may influence consumers through trait priming, and show that this influence may impact downstream behavior. 
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Study 1 was designed to test if brands associated with specific traits can influence both self-trait perceptions and downstream 
behaviors, even when the respondent does not possess chronicity for the given trait. Respondents participated in a 3(brand: Calvin Klein, 
Gap, Timberland) x 2(time: pre and post brand exposure) mixed design study. Brands were pre-tested for associated traits: Calvin Klein: 
up-to-date, successful, and upper class; Gap: down to earth, honest, and reliable; Timberland: outdoorsy, tough, and rugged. Respondents 
first filled out a self-reported personality trait index adapted from Aaker’s brand personality scale (1997); then they began an ostensibly 
unrelated study, guised with the intent to “Get to know the undergraduate student.” Respondents imagined that they were planning to 
get dressed for the day and were shown a picture of a closet from which they would take their clothes; their clothes for the day were a 
t-shirt and jeans branded with Calvin Klein, Gap, or Timberland depending upon the experimental condition. Subjects then indicated their 
plans to engage in various activities including pro-social behaviors and, finally, completed the self-reported personality trait scale again.

Analysis revealed that, as expected, brand consumption significantly impacted downstream behavioral intentions. Respondents were 
asked to indicate the activities that they were likely to engage in from a diverse list which included pro-social behaviors (volunteering, 
community service), prestigious behaviors (shopping in prominent neighborhoods, vacationing in exclusive places), daring behaviors 
(bungee jumping), and everyday behaviors (spending time with family, cleaning). Importantly, significant results were concentrated in 
the area of pro-social activities. 

After imagining the consumption of Calvin Klein and Timberland (versus Gap), respondents rated themselves significantly more 
likely to engage in behaviors such as volunteering (Calvin Klein: p<.05; Timberland: p <.01) and performing community service (Calvin 
Klein: p<.05). Respondents’ increased likelihood of engaging in pro-social behaviors suggests that trait adoption has ramifications 
beyond the consumption domain and reveals an alternative way of influencing consumers to adopt pro-social behaviors. While neither 
Calvin Klein nor Timberland actively promote community service or volunteering, respondents were significantly more likely to do so 
after consuming these brands versus Gap, a brand that does engage in social marketing. 

Study 2 was designed to illuminate the process by which downstream behavioral intentions are influenced (as shown in Study 1) 
and to establish that consumers can be influenced by negative traits. We offer evidence that impact on downstream behaviors is due 
to trait priming and not goal-activation due to the undesirable outcomes elicited by negative trait influence. Respondents participated 
in a 4(brand: Calvin Klein, Timberland, Everlast, Abercrombie) x 2(time: pre and post brand exposure) mixed design study. The two 
negative brands introduced in this study were pretested for trait associations. Everlast: lethargic, old-fashioned; Abercrombie: arrogant, 
deceptive. The procedure was identical to that of Study 1.

Analysis illustrated that consumers can be influenced by negative traits and that they may elicit undesirable downstream behaviors. 
After imagining consumption of Abercrombie, Everlast, or Timberland, subjects were significantly more likely than those who consumed 
Calvin Klein to joke about someone’s appearance (Abercrombie: p<.01, Everlast: p<.05, Timberland: p<.01), to make fun of others 
(Abercrombie: p<.05), to skip school (Abercrombie: p<.05, Everlast: p<.05), and to lay on the couch all day (Abercrombie: p<.05). 
Of further interest, the measure of several self-reported negative personality traits (deceptive, lazy, selfish) varied between pre and post 
brand exposure such that respondent’s rated themselves significantly lower post exposure. We expect that this is due to social desirability 
effects. We plan to run Study 3 to address this issue.

A proposed Study 3 will be nearly identical to Study 2, with the addition of a cognitive load task after the pre-exposure personality 
trait inventory. We expect that in the cognitive load condition, respondents’ ability to adjust their self-reported negative traits post -brand 
exposure will be diminished, resulting in post-traits that may be consistent with behavioral intentions, thereby supporting our process 

In three studies, we expect to demonstrate that consumers may be influenced by brands that have both positive and negative trait 
associations and that these associations may result in important downstream behaviors. Our work aims to add to the growing understanding 
on how incidental brand influences alter human behavior. 
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Sharing the Reward or Blaming the Failure:  
The Moderating Role of Self-Brand Connection on Attitude towards the Brand 
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Extended Abstract
Imagine that Susan and Jenny would like to purchase a Gucci handbag. Susan has just received a job promotion and decides to 

reward herself shopping. Jenny, instead, has just learned that the promotion she was hoping to have didn’t go through; to cheer herself up, 
she decides to do some shopping. Will these differences in the psychological contexts that prompt the purchase decision be reflected in 
Susan and Jenny’s attitude towards Gucci? Will it vary depending on the extent to which they feel connected to the brand? The purpose 


