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(Abstract)

As the competition becomes more severe, the importance
of brand confidence is coming to the front mainly because
there has been a tendency of the customer for choosing a
product or service in conjunction with the confidence. The
concept of brand personality has formed as a result of
various efforts for establishing a differentiated and confident
brand image. The brand personality is regarded a useful
mean for meeting objectives of a comporation for
establishing a distinctive brand identty as well as
customers for expressing their self-image. In line with the
growing importance of the brand personality, researchers
have attempted to measure it by various methods.
However, most of researches were based on verbal and
guantitative methods which take a long period of time and
lots of efforts to analyze their results. Such methods also
have limitations for visualizing the results. In this vein, this
study aims to develop a new visible brand personality
measurement system by utilizing the purpose-designed
avatar.

Major findings of the study are as follows: Firstly, the
avatar can be an effective mean for visualizing the brand
personality. As the avatar can visualize the personalities of
human-beings through facial expressions, clothing, attitudes
and movements, a specially designed avatar can express
the brand personality. Secondly, types of the brand
personality can be segregated into distinctive seven classes
and such classes are used as guidelines for developing
specially designed brand personality avatars. Thirdly, the
purpose-designed brand personality avatar can be an
effective mean for measuring the brand personality as a
result of various tests for the validity. In conclusion, avatar
can be a more powerful tool than language for measuring
the brand personality.

(Keyword)
Brand Personality, Avatar
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