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Abstract

Brand personality is one of the important parts of brand asset management,
which also a means to make difference with another brand. So it’s meanful to
understand the distance on brand personality between Chinese and aboard for Chinese
brand construction. In view of consumers’ perceived, we choiced 20 brands in 3 kinds
of product category, and used questionnaire method to research 251 current master
students to find out the difference of the brands and its perceived, and find out the key
factors which influence the brand personality perceived.

There are the conclusions of this research: first, aboard brands are more
distinctive than Chinese brands on different dimension of brand personality, even in
the different product catagories; second, the perceived of brand personality are not
keenly felt, just on the intermediate level, but aboard brands are more unique than
Chinese brands, there are 7 key factors influence the perceived, such as corporation
image, AD style, package, origin, product attributes, sponsor and price. What’s more,

we discussed the results and gave some suggestions for this area in future.
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