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Abstract

Besides research examining consumer purchase behaviors based on the functional values of
product, a relatively small yet expanding body of literature has directed on investigating the relationships
between consumers and brands, particularly the symbolic meanings consumers might develop and
derive from their brand choices. This research focused on studying consumer behavior using the self-
image congruence theory. Specifically, the research has extended the current literature by presenting
significant empirical support regarding the influence of different types of self-image congruence in shaping
and altering brand evaluations in different situations. The research findings demonstrated that the
congruencies between consumers’ self-image and brand user-image may vary depending on the types
of products that are being evaluated by consumers. When publicly consumed products are used for
evaluation, ideal social self-image rather than actual self-image would appear to be more congruent
with brand image. However, when privately consumed products are evaluated, both actual self-image
congruence and ideal social self-image congruence are positively associated with consumer brand

evaluations.
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uni (Introduction)

Tutlgtunsdumiiunumuasauddyiduegndslunsaemuunnsmaazifisnaaliiunan o
uenmilennaudnvazlanEMuNeNnwazanU st leyiveNansiae (Aaker, Benet-Martinez, & Garolera,
2001; Auemsuvarn & Ngamcharoenmongkol, 2022; Elliott & Wattanasuwan, 1998; Hogg, Cox, & Keeling,
2000; Ngamcharoenmongkol & Auemsuvarn, 2020) IWEJE;I:U%IJWﬂﬁgﬂﬂﬁaaﬂﬁﬁlzuﬂﬂﬂmﬁuﬁﬂm SRR
wseUsslondldaesvemansarivit widwslnnmnumne@edydnual (symbolic meanings) Tiavviou
PMNANANYUVDINTIAUAT (brand image) Aina1dnme (Belk, 1988; Elliott, 1997; Sirgy, 1985a) nanfe
tuslnalailfidentouadlinanfasinyuuomsduilitunslieufoeiuior wifioneuaussmiufesis
Tuddsivenvesuilaadmeruiu linasdunisuansddndnualfinu (self-identity) (Belk, Bahn, & Mayer,
1982; Gardner & Levy, 1955; Grubb & Grathwohl, 1967) nmsiasuas s wanuwadlinunuies (self-image)
(Ball & Tasaki, 1992; Kleine, Kleine, & Allen, 1995; Levy, 1959; Markus, & Nurius, 1986; Sirgy, 1982) way
msuanseenhmuiiuiuruegluniefedestundguaulssinnlndndas (reference groups) (Bearden & Etzel,
1982; Escalas & Bettman, 2005)

VI9¥AIUFTINARDIVDINNANBAIAINY (Self-Image Congruence Theory)
miAfensiunmsnanaguilnauaznsidudiiiunniy dndugldfnundansiduilnauanieends
auduimushunsdenidnsdudsg 1 Tnefsasiululugmvonisufauius (interaction) sevinanindnual
i (self-image) ﬁuawwﬁﬂwdmiwﬁuﬁﬂﬁagﬁaumﬂéﬁlﬁﬁmﬁuﬁﬁmdn (brand user-image) (Ngamchar-
oenmongkol and Hogg, 2013; Sirgy et al., 1997) mu"?ﬁaﬁ%’mﬁﬂuﬁmﬁgﬂL%'EmasmL‘TJumqmidﬂ VAR
ADARADIVBINNANYAIAINY (self-image congruence, self-image congruity, self-congruence, and self-
congruity) kazTINEIANLADAAADITBINNANYAL (image congruence hypothesis) ANUADAAADIVOININGN YA
AAULAZANENYAIHAR S (self-image/product-image congruence) AVINABAARBIVBIHUIINALALATIAUA
(consumer-brand congruence) mmaamﬂé’amqmwé’ﬂwmﬁé‘ﬁmﬁuﬁﬂ (brand user-image congruence)
(Govers & Schoormans, 2005; Hosany, & Martin, 2012; Sirgy, 1982; Sirgy, 1985b) 1A8AUEDAAADIVD
andnwal (image congruence) taie nszvIuNsIsuisunnanualiruvesustnafunndnuains1du
fazitoungiildmsauddue (Sirgy & Su, 2000; Sirgy, Grewal, & Mangleburg, 2000)
IﬂsJ1/|qwjmmaammé’awaamwé’ﬂmﬁﬁu (image congruence theory) tagnisildlunisesuieuas
AnmsaingAnssuguslaegraniraundludnusing  fdlusasrounsdnduladie (wu siruad esdureu uay
muRslansde) uarlutimdinsinaulateduin (B anuitenels eaudesiu Anusng uwaseudursia
sonsnAudn) FsmiAderiintutunseunqunsdinuilunannuansUssanaud savidlumamsdUanuaznia
A13U3N1T (Birdwell, 1968; Chang, 2001; Chon, 1992; Ekinci & Riley, 2003; Govers & Schoormans, 2005;
Graeff, 1997; Helgeson & Supphellen, 2004; Hogg et al., 2000; Jamal, 2004; Kressmann et al., 2006;
Lee, 2004; Litvin & Goh, 2002, Sirgy et al., 1997; Solomon, 1983; Yim, Chan, & Hung, 2007) upiagnalsAny
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ngudjiseesnudenadesszninnmanvaliinureafuslaatunmanyalnsduaiiu nslivssinuiidAty

ndadpaiinisfnyiduiinifuiiesissenasrniuilusesnnuduiusvesiuslnanisensdudseld

nsuilnafiiuldiauda (Conspicuous Consumption)
Tunsfomssndnuaiuasandnumsamsvesuluiyaraduty ausdnasdennisuilnaluziuuy
fiiuldognanudn (Belk, 1988; Berger & Ward, 2010)T,mEJmamsﬁnmwudné’m%‘hﬁhdﬂﬁumamﬁmsﬁﬁmmm
uouituldnieden endnfusiannsosuunauuandsmesnvaiduannyanadulundudsauosuild
ANLAEBIN"T (Charles, Hurst, & Roussanov, 2009) el é’aﬁmwaﬁﬁmmmumLﬁuié’ashﬂ%’mau WU WA
AszaulufeTons@udn (orand names) uaz/vionsdaydnual (logos) vualng awviliinisssyiendnwal

a o 3

FAuAUNRBINSHLNEBWY naadueia 9 sxlinnuuanaaiuassindadueitu o gnasibiiulddaa
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pg19ls W leudiiivensndudvunlngnnnaenntiien Wiskansdyanvalituainateiignain Tuvaed
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[ =

& v & Y g A ) sl o <, | = a a !
dounnunduliduiiaznan uenainil dydnwaindanuasiunsdedyananiivssansainseasisuwy
Tnenly lesnndsdenndumuasnndydnualduiulaisudauinvitlus Seagvildnisueadiusazduunls
Ineaudnlngiieduinty wazazimuanudululdlunsidwuiuasinmseyunuiesiuiuslaadhmnelsd
Aaludmsunisdsdygraiivssansamtu adesienanisdunmiuld lnedauiiismeieiuasneniny
Usziivla wazliiisauwsnyprasoudraseynnadulunsnmntu uwidmuluifpuifuiulumuuiosauu
¢8 (Fisman, 2008)

NMSANYITNIUNLEASIAILI AnudenndewaInIwanyalfnuvesusinatu Janudidyse
nsuslaananduaiszsinnitltluiiasisuzuinnindeilseuiisuiunandugussinnilgluiiad (Graeff,
1996) lngmginssunisuslaafidunisuansesnisideuwaranunsaimldluiiansisaetu viliguilaedosnis
ANdenAdafuamatluawennIndewseuiisuiunginssunisusiaafiaunsovewiuldteslud
a15138d% (Auty and Elliott, 1998; Graeff, 1997; Hosany and Martin, 2012) 713 91133884 Parker (2009)
e = = s v ! = ° a v s v = A )
nanwUIsuisunTAUAUsTLANALTTuNaNs1TUZdIUIUN 4 as1AuAT lasnsaunUssLannldlunadiusn
U 4 TIAUAT NUIIANADAAADITDININANWAlFIRUTUdINaRaN1TUSEIUATIAUAUSTIAN LD Y
= i a v i ] a o ay a a
Manssazannd lnensduiUssnnildluiiansisae annsassuisanulsuniuresiauafguilnanise
asauRlalaandy 32.5% wWeilssuiisuiunsdundssianildluiidindy aunsnesuieaullsusIuses

VimuaRiusInanidensdudlalaeiaie 24.6%

fnanwalAanu (Aspects of Self-Image)

Tunanenmssuiiinumn sidednlvyludesauaonadoswesnndnuaitu THsdnynginss
fuslaalagldnmanuaisinulunannuanefiflunszuiunssuiiou sndegiagu amdnuaifinuiiusioss
(actual self-image) nMwanwaldianulugauaf (ideal self-image) NMMaNwaIFINUIINYNNBIVBIFIAN (social
self-image) nndnwalinulugauARINyLNewesdIny (ideal social self-image) (Birdwell, 1968; Ericksen,
1996; Ibrahim & Najjar, 2007; Litvin & Goh, 2003; Sirgy, Johar, Samli, & Claiborne, 1991) fiaui3 e

ANEIRAdDIBINIWANwallneTIutulAsUNISUTRIRg 1IN e eluaTTUNTTL (Grubb & Hupp, 1968; Hogg
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et al., 2000; Hosany & Martin, 2012; Sirgy et al., 1997) uranTsanwAnuLluguresifvioUssnnues
mwé’wmﬂ@hmuﬁLﬂuﬁa%ifquaﬂﬁm:iﬁimﬁ?u ndulsiasinavelulufimmadentu uilanuuanstsiy

Tngran1sAnyinsesiluunsniddonui mmdnsalieuiiuiidinnugenndestunmanuaingaud
mﬂﬂfjwmwé’ﬂwaiﬁmuiuqmma (Belch & Landon, 1977; Ekinci & Riley, 2003; Ngamcharoenmongkol & Hogg,
2013: Stern, Bush, & Hair, 1977) luvagiinansanusninsgsilusnnaisaudsenduiedin HuslnaliauEus
fasdonanfasiidamdnuaiaenndosiunmdnuaiinuesesnaniy innniwdsduriidamdnvalaenndes
funwdnwaiinueaduass 9| (Graeff, 1996; Hogg et al., 2000; Hong & Zinkhan, 1995) 91nn13AN®1U83 Graeff
(1996) wuhmstssdiunmauiussanilluiiassazvesuiinadu IWunanssnunnanudendosssing
awdnuaivesamaumifunmanuaifmilugauafinnninmdnualinauiuiei usdmiunsuseidus@ndos
Uszanilldluiidausn nduldsuransenuilliunnsefuanimiuaenademisnunmdnualiauiiniass
waznmanualinulugnuad

wenani aviuldemdssanivglunssansaldmuadlatunanseuanmnuaonadosndnyal
fnufiuviaiuazanuaenndesnwdnualinmilugauafinnnnil anuaenndesnwanualinmInLLLeses
finuuazanuaonadainmdnuaifnulugauafainuuseswesdeay esmnnsfnuidesy insiiumndu
wuianuaenndsnmdnwalinuiiuiiuasanuaenndsnmdnualinulugaueitu ddvinase

NOANTTUFUIINANINATIANUADAARDINNENYAIFINUIINYUNDIVDIFIAUUALANUABAASDININAN WAl

a

TugauaRInyuLovesdIny (Sirgy, 1982) FedsiiinTuilonvazanuisaesuiglametadenismuinusssud
LANFITULDY (Kim & Hyun, 2013)
Ao = A | Y9y 1w ' o Aao a ) L. Lo

AN undulnyilingudieganndinunifausssudaanieu (individualistic culture)
I3 1Y) v a d I .:4 o A2 a P
Juvdn wu Jaussinvesdssmanivewsnimile lnedaanyaratuiinisianudnuiniudassanuanaduy
Fafluwliunzuenaueeenin Insuanieaniiunnd kavinnusiuniusednsnavesyanasaudns (Singelis,
1994) lumenduiutiu dnvarvesdruniimusssunnuluafisiumy (collectivistic culture) Wy Tuusssy
vowszweluelonyTueen finavinnuAawazninseyiee q Mudswasulumuanuidnuasngingsuves
HoU (Aaker & Schmitt, 2001) fuslamazinnuTureunaylindniueinunguuanasig 4 Nlianuieitesiv
AUSLnA (reference groups) BsaNANIEENeRRdanwaiNns1duAY 9 Hoanseenun (Childers & Rao, 1992;
Elliott & Wattanasuwan, 1998; Englis & Solomon, 1995; Escalas & Bettman, 2005; Kleine et al., 1995) wag
AnugwgeuiiasinfulalaeialuinngWulendndariiuneitesiunisusinaiiowansaniug (Piron, 2000)
fegrutu duslapaulngdwunnbiauauladuivededuaznssithienduniedlungudinuvemuies
Juegrawnn neweridavaridudndenumnefiazviouanudnia anudsAl wavdnuzaeangunisdny
YouuaItiu (Tiwsakul & Hackley, 2012)

AT NAAINANUADAADIVININENBAIRINWNI 4 Useinn NTlsenguyanaiundndenunl iuusssy

a

' a

Yawnfleunaznguuanadinnanderuiidfausssuanuduafisiuny e1avziinaiuuansdaiu (Quester,
Karunaratna, & Goh, 2000) Ingnguyamafisnandsruiniiinusssudaaniey ssiiuseslalumuaugenndos
lupwies (self-consistency motive) wazusegslasnuanuniagilalunuies (self-esteem motive) 1NN

wsegslalusnuanuaenadeamnedeny (social consistency motive) wazussgslalunislyidsaugeusu (social
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approval motive) Fmsafuinuunguuyanaiinnandsauiiiiamsssunnudunisiimy Tasnsléngusoeig
MndsauiifaussmdaendonlumAdeiium wuiransznuanmiuaenndesnwdnualinuussini
Retesiudann loud miuaonadesesnmdnvaifnuanunewesdinuiaznBaenndoIUeIn AN Al
fnulugauaRINyuLawedny ddvSnadenisuseliunsdumeeutiatas (Sirgy, 1982; Sirgy et al., 1991)
Tuvauzfirnuaenndesueanmdnualinuanipmowesdinuuazaudonadesesnndnuaiiml ugauni
NnyNesesdInN dwmadionsUsziunsdudannnitanudenndoesnwdnualfnuiiuiaiuazaiy
aonndoosnmdnualinulugauad lungusegsandseii imusssunranduafisams (eghatuy Uszia

1Naka) (Kim & Hyun, 2013)
52108UI5N15398 (Research Methodology)

mideluedsiitnguszasdiiofinuanuduiusseninauaenadososnmdnuaifanuiunis
Ussilusdndast InolangiinieUssiamanuaenadesvesnndnuaifauiidssanenisysyiiiundnsamidld
lufiasnsnsuasndniusidldluiidns nmsinwideluadediiiniafudeyalasiimadisamiuAniiuge
wuvABUHULLHAaeBYlaY (online questionnaire survey) Biitunouisnsdmfunasmsinnalasdany
Fastaluil

Funsunisniiuaudde: luduusndudunsnsasouiwdnsusiildlumuideduduntnsus
Usziandiliflufiansisuzuazndnfusiussomiililufidiusionnymowesgitrsnidoniols (manipulation
check) Tngsoahusidugnidendusunuvemansnsiussnnildluiasisuy uazerdiugnidenidudunu
vowmdnfasiUszamililuiidni Sadunannmaduniuaidou (nitial interview) finuggnduntuaidu
wovIwAnTasii 2 fananaderindunidundnsasililuiiasisns (du seashuasderudu) uasndnsas
Aluiidiuss (e o1dity ey wasuuy)

dpanludnd 2 mnusenndesvesnmdnuaifnu {ihsuAdeazdossyledviovemaniusiusziam
AMiluianssazmiendnfamissamildluiidusmuyauuuasunuilasu lnesimsudswuvasunuiu 2 40

£%

muUsEaNNanf eanamilosa191nNsiuuud1539 (respondent fatigue) MNTUUFINTINITedB

- Aa 1 v oA v v a o saqy Yy v % v U v = = Ay
igusﬁ@%a\‘]‘qﬂﬂa‘ﬂﬂﬂ?quq'ﬂgi“ﬁﬁiaLV]@J"I%ﬂ‘UEJ‘Vi@GU@QNamﬂmmﬁlﬂiﬁul’mﬂﬂmu (@EJWﬂIW@mI%L’Ja'\IﬁﬁWﬂ UNIENa X
=

@

radui e luudyaraussiavl flyadndnuvareesls Minagddviemne fuiviodnan Binaduauinis
fayanaiiluly wordeudevosmanatiu 1 au) muaenndosmesnmdnuaiiuafaussdulnensisudioy
seinsnmdnualinmuvesiuslaa (consumer’s self-image) funmdnwalasdudfiasvieuangilinsaud
tHu 9 (brand user-image) (Grubb & Hupp, 1968) ud13sUsziumudenndoswasnndnualfmulssnnes
Tneuidsilidondiouiisussrianmdnvalimuiuiosaasnmdnuvaldaulugaueinnpme e sisem
Fafamanyanaenadasduiusiulssanuan fueiidluauised Graeff, 1996; Kim & Hyun, 2013)
gavheludnd 3 andunsussiuimedfsidendnfas (iF-a liduiteu-Guifon uaghiveu-

Wou) wazdun 4 \Junsaeunudoyanisrinuuszansmansuesiidnsinive wu e o1 el WWusu
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nsiaUsediu: msuszdiuaudenndemanmansalinuil 2 3ameiu Busnilumsinuuunideu
(indirect approach) lngamanvalnsdumuaznnanvaliinuazgninusziduueniy uazdiA1ALuAneIg
vsnmdnwalia 2 dunndumnuaenndes (Lnsann denndation wazuanmelios denndosniiue)
B9 2 Junsiauszdiuaruaenndevesnndnualfnuwuunmss (direct approach) dsieinanuduius
sewhafuilnauagamaudlusnuauaenadesesnmdnuaitufuiuueadsi (holistic) uasinissuslu
ATl (gestalt-like perception) Tnsn1suesuduiusuuvesdsuil annsavianieantaymiliedotiu
Bnsiauseduuumedould anfiy mslifiinndnvaifienaarlsiAendes (the potential application of
irrelevant images) N15lgAIALLLAINAN (the use of discrepancy scores) wagnisidngnasinisdnaula
LUUBALLE (the employment of compensatory decision rule) (Sirgy et al., 1997)

nsanwluadiildnnsiausyiiumiudenadosnmdnualdeianisianemse Tunisussdiuaany
donndarvosnmdnualianui 2 Ussnniu wiazUszinnazgnUsziiumeNnsinfienadenainnisin
s (Helgeson & Supphellen, 2004; Kim & Hyun, 2013; Sirgy et al., 1997) il HPBULUUADUNNTEABA
UsziluanuaenndesszninmdnvaivesmuieslunsazUszianuasnmdnualvesasduiitagiouangdild

a v O v o A o & o ] v A = s v oA
asduAtu 9 ngldszaunsuseuail szavu 1 (Biiuseed1ada) e 6 (Wusmeseeds)

[
[ Y '

nguAegn: MsAnwluaeildy nqudegreiildfetnd@nwiseAudigyilnanumingrdyly

= =% =2

numaMuAs Ssdeinfienamngandedilfstadelususing 4 lun evuddnuazanietesesns
UlnAsdryanwal (symbolic consumption) ﬁﬁ&iaﬂﬁjmﬂizmﬂﬁmﬂﬁ (Auemsuvarn & Ngamcharoenmongkol,
2022; Elliott & Wattanasuwan, 1998; Hirschman & Holbrook, 1982; Piacentini & Mailer, 2004) dnwoig
ma&mu%’aﬁagﬂu%uﬁﬁw (exploratory research) (Auty & Elliott, 1998; Dasgupta & Hunsinger, 2008)
anuausalunmillSeudsutunudnuidefimsnilingusegsiituin@nyimieutu (Auemsuvam
& Ngamcharoenmongkol, 2022; Enis et al., 1972; Jamal & Al-Marri, 2007; Martin & Bellizzi, 1982;
Ngamcharoenmongkol & Hogg, 2013) FaudsnsiansananuauvnausalunsufoRsu o wu madids
nauegne A wardesfaniadiusuysrana uenand namsAnufidumuinguihegteiiduindng
waznguiegaililitndnuniu wluguadwsmsnsfnuitduiusfuguemsiausssudlduandiafiy
(Keating, Martin, & Szabo, 2002)
Tngludruresvuianguiiegstugnimuadisisnisuisuiisuiunuifeiiniu (comparable
studies) (Tull & Hawkins, 1993) 9MNN1SMUNIWISIANTIUNUIEITEREIENs Tadsefiunuuiieatuly
(direct approach) ﬁ*um(ﬂsua\‘iﬂdmﬁaaﬂﬁdﬁﬁuauﬁaaﬁ?jﬂagﬁ 117 @98 (Helgeson & Supphellen, 2004;
Jamal, 2004; Jamal & Al-Mfarji, 2008; Yim et al., 2007) ﬁQﬁ?umuWQmaaﬂajuﬁaaEJN%y’w‘hﬁi’m'm 200 A39819

foiganadnsunuIdeluasedl




O1SASUSMISSSAD Trn
IduR 32 SUOAU 2565-WNUMAL 2566

N33RV TaYALAZHANTTATY (Data Analysis and Research Findings)

[
U aa

Aiinideluaseilll 265 au leslidneunuuaeunuldauysalasuiiulazgnAnesndiuiy 32 au
pamdeduauddnumisdy 233 au dnlngidumends Andudevas 56 Tanmululan Anduiosay 89
flonegedes 29 U uariiseglddnlugjsewing 15,001-45,000 v aaduesay 50 Tngludiuvesnisnsivaeu
Usznmwanduainlgdluanuide (manipulation check) wuimwansiueivng 2 Usstanilanumangaufiazidudunu
YaaHan AU UsTAN T luRa 55 L LasNANA NUSELA N LUNAIUS I I UNNSANIASIH TngsaanILngun
& o a o & o a a | a 1) a P A a a @
dusunuvesdnduannldluniaisisusiasuunanadevesssaunsuseiivegn 4.85 luvagendiuidy
) a o & ol a o ' a o a A
FrunuveINan AN lglundufmdasiuuARdgveIsTAUNTUSTEUR 4.36

TUEIUUDIAIALLUUANNEDAAADIVBINTNANYAIAIAULL HN1TIAUTHULUUNIATI BI5EAUATLULI]
A9 BAARIRIAINABAADITENINNINENYIIFINULAENNEN YOIV AUAUINETU WulAefuiung

'3

Ussifiunaudn Besvduazuuniinngs Buwansdsimunffiadensdudniu 4 1ndeiu vuidedlinisiesed
avduiuslunsfnwenuduiusseninsenudenndewasnmdnvalifmuuaznsUssiunsdus a5 1
wanIHaNITIRzRmanduRuSIEiALdenndewen wdnvelkasNsUsTRuR T AU Aranduiusi
ANTULIN LERIDIANNENTUS IUTIUINTENINAMUFDAAG BIVDINTNANWAIFIALLALNTUSEIIUATIAUA
namAe Baflanudenadesssrinanmdnualinulazndnueewausn BelvirunRfintunmsUssifiunsiaudn

T 9

A15797 1 ANENAUNUSTEMINAINEBAAR DIN N INENWAILAZNNSUSEIURTIAUAN

nandaiUsTInn g lunansn s nandauaiUszann g lundusa
AINUNUTDI aanulugauad AINUNUTRI anulugauni
NIYUNDIVDIEIAY INYUNDIVDIETIAY
MsUsEdiuns U 0.137 0.242** 0.254** 0.241*

*p < 0.05 * p <001

PINHANITANYIAENFUNUS TENTNANIUFDAAR DITDINNAN WA AIAULAZN1TUTELRUATIEUAY
ImsﬁmeﬁmﬂQ’mauLmuaaumuﬁgwmﬁaﬁLLamﬂumsNﬁ 1 A dennde eI WEN Al LTSS
uazarudenadasvasnEnvaiimulugauafnnyuuesmesdiauty fanuduiusluBeuandenisUssiiu
AR AR SeTUst il luTiansnsaruarrandausiUssuemililuiidaush

Tnedmiunanfarivssianililuianssus fifennuaenndowesnmdnualinaulugauafainimumes
yadenuwiniuiifirnudiusfunsUseiunsdudn fenduussavsanduiug 0.242 fideddymieann

Psgav .01 TuraeNnNuaanAR 89N INENEAIF ALY D39l aNuduRusSAuNSUSEEURS1AUAN



NIDA BUSINESS JOURNAL
Volume 32 (2023) : December 2022-May 2023

luduvewdndueiUssnnldluiid ity nudmeUaenAfeIueInINENBAIRIAUTLYIASIuAY
ANNARAAT BRI NENwlfInUlugANARINYNNBIvRIdIAY TAuduiusiun1sUsTliuns AuA10E19l

@ [

Jyd1Aun19a@nnnszeu .01 nedaduseansandunus 0.254 wag 0.241 suaIfu

1)

n1safusneuazasUNan1s3e (Discussion and Conclusion)

ﬂm’i%’a‘luﬂ%ﬂﬁﬁdauiaﬂummaaammﬁmmﬂwmﬂé’mé’wﬁ’u Tneluduusniiy nansideitusu
navestATeluasTunsuiHan T mmaamﬂé’awaqmwé’ﬂmﬁéf’gmuﬁuﬁaw%maﬁawqaﬂiimawgﬁiﬂﬂiu
MsUszdiudontensaudeng 9 (Belk, 1982; Chon, 1992; Graeff, 1996; Graeff; 1997; Helgeson & Supphellen,
2004; Hogg et al., 2000; Hong & Zinkhan, 1995; Ibrahim & Najjar, 2007; Jamal & Al-marri, 2007; Jamal &
Goode, 2001; Kressmann et al. 2006; Litvin & Goh, 2002; Ngamcharoenmongkol & Hogg, 2013; Sirgy et al.
1997; Stern et al. 1977)

uennil Hanslemeiduandliisiuin muaesndosasnmdnuaifnludusig 9 du Tuagiy
Ussinnmaswandasifigninnussdiudndne sniddeluadsiumandasieonidu 2 Ussinndeiu fe wansasi
Mluftanssueuazndnsneifldluiduim lnodeUssdiunnaudvesmandusiililufiassue (seavhundu)
amdnwalfnulugauainnipimesesdinuazasandesiunmdnualnausmannninndnuaifauiwiae
wanidloUsuiiunsauivomdndasiiidlufidnd (e13iu) ndunuh Manmdnualfnuiiwiasuasnmdnual
daulugauafiannunpwesisnutuaanadosiunmanuainaudn

Tnenansenuilfululufiemadeaiuiunanisinuves Graeff (1996) Sauansliifiuiauaonados
vosnmdnualinulugaueity dwadenisUssdunsaudvessdndausisuanililufiassusannnd
mudenAdeIn AN walinuALaTe egslsfin m3fnvives Graeff (1996) Tawzandnuaifmuding
ﬁmﬂﬂawhﬁ?u (individual aspects of self i.e. actual and ideal self-image) laisamnnanwalfmnuA U AL
wrluluns@nwsie (social aspects of self i.e. social and ideal social self-image)

waveanuifeiiAntudasiouliiuinduilaaiiuuldufitsthnuedluisuisuiuunsgiulae
vhluvesdsnn Sevhliuilaafienudesnmsiiasilvinuesiuiinmdnwaififdy Tng3snsvilafiasshliana

Y a o 3

wanAsznivdsinuduegivinasgiunedinuiuantosasls fanistenselindndueingeliguilnaty

a v L3

fnmdnwalinuivangan (Wooten, 1996) lagguslaaiumnliuiidevselindndniiesnseaunnanuel

Y a Y I3

vosaued linazdunslindadusiiieinguszasdnmeinulsslevdldass (nEnduivszinnililunids)

[ 1Y L3

N A o a -~ a o ¢ = a o4 Y -
salieinguizasdlulsdydnuaivsonanianiug (nndueiussinniltluiiansisue) vsens 2 eg19inu
(Krishnamurthy & Kumar, 2018)

el WelUSeuiiieuiunan1sAnwives Kim & Hyun (2013) fidnslinsnndnualfnuimuiiuanauas

L% LY v L I3 £ Y o= oA ! & Ao o L Ao

amdnualfmauiudiay wasiiuteyaludssinanvalsd ddodnlulssmanldnvurvesdinuniinusssy
Anuduafniuniwudeaiuiulsemelnedy nuianvaenrdewesnmdnualinuinudnudimananis
Uszilunsndusuinninanuaesnadesrasn nanvaldnuauiiuaauietiunansinyluasell uwindd

NUITHVRY Kim & Hyun (2013) llaAnwALLanm199898vEnaveInnuaennassnnanealfinunilnens




01SaNSUSHISSSD UM
IduR 32 SUOAU 2565-WNUMAL 2566

Usziflunnduaveswansieiluuseiandns o datunuidsluassliuiewmdndugidu 2 Ysean Ussianldly
= = A o
Nas1sauzazUsziannlgluiidig)

wanNANUE Ay uITelluiunisidiusulunisdevenssdnnuilu@mguiinaniuuaity

1%

(theoretical contributions) uAdeifuanslmiudeUsslordludafiRlunsudmsdnnisns dun (managerial
contributions) Tneinnismanadiosdinunmdnualimiluurassuvesgnéidungudming uazidening
funmemsaanavensaulidenndosiunmanuvalfnuduiuinzaunulssinnuesanSaeiie
Tnasuanuamsinuluadatiy Ioandiiudumumuasanuddamesnuaensdesesnwdnuel
shauuszLameng 1 Aildenginssuvesiuslnalumsyssdiunsidud sgndlsiny msrnauasmsimansiinm
vomAdelulssgndlimsazdniunisieanuseunsy e nuaresnisfnmidtuiiruanizianzasiv
nauvesuilanuisngu (In@nwinas Jevihen) Ussinnveandnsiu (\dluilansisuswasildludidnsn) usun
MauIaUsTIN (Jausssuaisiuvy) waylimsinUsediy (Msindssduanuaenndeuain nanualiiny
wuunenss) fadunsdmesnisidelenslivssamuesauaenadesosnindnuaifiunnite Auszan
vowmAnfasiivarnvans uaziunduitedisfinseunquinniutu fausuiuogaddunsfierldundamansy

o A

angnaunsailulgendlanly




NIDA BUSINESS JOURNAL
Volume 32 (2023) : December 2022-May 2023

References

Aaker, J. L., Benet-Martinez, V., & Garolera, J. (2001). Consumption Symbols as Carriers of Culture: A Study
of Japanese and Spanish Brand Personality Constructs. Journal of Personality and Social Psychology,
81, 492-508. https://doi.org/10.1037/0022-3514.81.3.492

Aaker, J. L. & Schmitt, B. (2001). Culture Dependent Assimilation and Differentiation of the Self: Preferences
for Consumption Symbols in the United States and China, Journal of Cross-Cultural Psychology,
32, 561-576. https://doi.org/10.1177/0022022101032005003

Auemsuvarn, P. & Ngamcharoenmongkol, P. (2022). Destination Personality: A Dimensions Analysis and
A New Scale Development in Thailand, International Journal of Tourism Cities, 12 April 2022.
https://doi.org/10.1108/IJTC-07-2021-0144

Auty, S. & Elliott, R. (1998). Social Identity and the Meaning of Fashion Brands. European Advances in
Consumer Research, 13, 1-10.

Ball, A. Dwayne & Tasaki, Lori H. (1992). The Role and Measurement of Attachment in Consumer Behavior,
Journal of Consumer Psychology, 1(2), 155-72. https://doi.org/10.1207/515327663jcp0102_04

Bearden, W. O. & Etzel, M. J. (1982). Reference Group Influence on Product and Brand Purchase Decisions.
Journal of Consumer Research, 9, 183-194. https://doi.org/10.1086/208911

Belch, G. E. & Landon, E. L. (1977). Discriminant Validity of a Product-Anchored Self-Concept Measure.
Journal of Marketing Research, 14, 252-256. https://doi.org/10.1177/002224377701400213

Belk, R. W., Bahn, K. D., & Mayer, R. N. (1982). Developmental Recognition of Consumption Symbolism.
Journal of Consumer Research, 9, 4-17. https://doi.org/10.1086/208892

Belk, R. W. (1988). Possessions and the Extended Self. Journal of Consumer Research, 15, 139-168. https://
doi.org/10.1086/209154

Berger, J. A, & Ward, M. (2010). Subtle Signals of Inconspicuous Consumption, Journal of Consumer
Research, 37(4), 555-569. https://doi.org/10.1086/655445

Birdwell, A. E. (1968). Study of Influence of Image Congruence on Consumer Choice. Journal of Business,
41, 76-88. https://doi.org/10.1086/295047

Chang, C. (2001). The Impacts of Personality Differences on Product Evaluations. Advances in Consumer
Research, 28, 26-33.

Charles, K. K., Hurst, E, & Roussanov, N. (2009). Conspicuous Consumption and Race, Quarterly Journal
of Economics, 124(2), 425-67. https://doi.org/10.1162/qjec.2009.124.2.425

Childers, T. L. & Rao, A. R. (1992). The Influence of Familial and Peer-Based Reference Groups on Consumer
Decisions. Journal of Consumer Research, 19, 198-211. https://doi.org/10.1086/209296

Chon, K. S. (1992). Self-Image/Destination Image Congruity, Annals of Tourism Research, 19, 360-376.
https://doi.org/10.1016/0160-7383(92)90090-C




01SaNSUSHISSSD UM

IduR 32 SUOAU 2565-WNUMAL 2566

Dasgupta, N. & Hunsinger, M. (2008). The Opposite of a Great Truth is Also True: When Do Student Samples
Help Versus Hurt the Scientific Study of Prejudice? Psychological Inquiry, 19, 90-98. https://
doi.org/10.1080/10478400802049860

Ekinci, Y. & Riley, M. (2003). An Investigation of Self-Concept: Actual and Ideal Self-Congruence Compared
in the Context of Service Evaluation. Journal of Retailing and Consumer Services, 10, 201-214.
https://doi.org/10.1016/50969-6989(02)00008-5

Elliott, R. (1997). Existential Consumption and Irrational Desire. European Journal of Marketing, 31, 285-296.
https://doi.org/10.1108/03090569710162371

Elliott, R. & Wattanasuwan, K. (1998). Brands as Symbolic Resources for the Construction of Identity.
International Journal of Advertising, 17, 131-145. https://doi.org/10.1080/02650487.1998.11104712

Englis, B. G. & Solomon, M. R. (1995). To Be and Not to Be: Lifestyle Imagery, Reference Groups, and
the Clustering of America. Journal of Advertising, 24, 13-28. https://doi.org/10.1080/00913367.
1995.10673465

Enis, B. M., Cox, K. K., & Stafford, J. E. (1972). Students as Subjects in Consumer Behaviour Experiments.
Journal of Marketing Research, 9, 72-74. https://doi.org/10.1177/002224377200900115

Ericksen, M. K. (1996). Using Self-Congruity and Ideal Congruity to Predict Purchase Intention: A European
Perspective. Journal of Euromarketing, 6, 41-56. https://doi.org/10.1300/J037v06n01_04

Escalas, J. E. & Bettman, J. R. (2005). Self-Construal, Reference Groups, and Brand Meaning. Journal of
Consumer Research, 32, 378-389. https://doi.org/10.1086/497549

Fisman, R. (2008). Cos and Effect: Bill Cos by May Be Right About African-Americans Spending a Lot on
Expensive Sneakers-but He’s Wrong About Why, Slate Magazine. http://www.slate.com/id/2181822

Gardner, B. B. & Levy, S. J. (1955). The Product and the Brand. Harvard Business Review, 33, 33-39.

Govers, R. C. M. & Schoormans, J. P. L. (2005). Product Personality and Its Influence on Consumer Preference.
Journal of Consumer Marketing, 22, 189-197. https://doi.org/10.1108/07363760510605308

Graeff, T. R. (1996). Image Congruence Effects on Product Evaluations: The Role of Self-Monitoring and
Public/Private Consumption. Psychology & Marketing, 13, 481-499. https://doi.org/10.1002/(SICI)
1520-6793(199608)13:5<481::AID-MAR3>3.0.CO;2-5

Graeff, T. R. (1997). Consumption Situations and the Effects of Brand Image on Consumers’ Brand Evaluations.
Psychology & Marketing, 14, 49-70. https://doi.org/10.1002/(SIC1520-6793(199701)14:1<49::AID-
MAR4>3.0.CO;2-O

Grubb, E. L. & Grathwohl, H. L. (1967). Consumer Self-Concept, Symbolism and Market Behaviour:
ATheoretical Approach. Journal of Marketing, 31, 22-27. https://doi.org/10.1177/002224296 703100405

Grubb, E. L. & Hupp, G. (1968). Perception of Self, Generalised Stereotypes, and Brand Selection. Journal
of Marketing Research, 5, 58-63. https://doi.org/10.1177/002224376800500107



NIDA BUSINESS JOURNAL
Volume 32 (2023) : December 2022-May 2023

Helgeson, J. G. & Supphellen, M. (2004). A Conceptual and Measurement Comparison of Self-Congruity
and Brand Personality. International Journal of Market Research, 46, 205-233. https://doi.org/
10.1177/147078530404600201

Hirschman, E. C. & Holbrook, M. B. (1982). Hedonic Consumption: Emerging Concepts, Methods and
Propositions. Journal of Marketing, 46, 92-101. https://doi.org/10.1177/002224298204600314

Hogg, M. K., Cox, A. J., & Keeling, K. (2000). The Impact of Self-Monitoring on Image Congruence and
Product/Brand Evaluation. European Journal of Marketing, 34, 641-666. https://doi.org/10.1108/
03090560010321974

Hong, J. W. & Zinkhan, G. M. (1995). Self-Concept and Advertising Effectiveness: The Influence of Congruency,
Conspicuousness, and Response-Mode. Psychology & Marketing, 12, 53-77. https://doi.org/10.1002/
mar.4220120105

Hosany, S. & Martin, D. (2012). Self-iImage Congruence in Consumer Behavior, Journal of Business Research,
65(5), 685-691. https://doi.org/10.1016/j.jousres.2011.03.015

Ibrahim, H. & Najjar, F. (2007). A Multi-Dimensional Approach to Analyzing the Effect of Self Congruity
on Shopper’s Retail Store Behaviour. Innovative Marketing, 3, 54-68.

Jamal, A. (2004). Retail Banking and Customer Behaviour: A Study of Self Concept, Satisfaction and
Technology Usage, International Review of Retail, Distribution & Consumer Research, 14(3), 357-379.
https://doi.org/10.1080/09593960410001678381

Jamal, A. & Al-Marri, M. (2007). Exploring the Effect of Self-lImage Congruence and Brand Preference on
Satisfaction: The Role of Expertise. Journal of Marketing Management, 23, 613-629. https://doi.org/
10.1362/026725707X2266

Jamal, A. & Al-Mfarji, A. H. S. (2008). Brand Loyalty in the Mobile Phone Market: The Role of Self-Image
Congruence and Selected Marketing Mix Elements, Working Paper, European Advances in Consumer
Research, 8, 256-258.

Jamal, A. & Goode, M. M. H. (2001). Consumers and Brands: A Study of the Impact of Self-lmage Congruence
on Brand Preference and Satisfaction. Marketing Intelligence & Planning, 19, 482-492. https://
doi.org/10.1108/02634500110408286

Keating, M. A., Martin, G. S., & Szabo, E. (2002). Do Managers and Students Share the Same Perceptions of
Societal Culture?, International Journal of Intercultural Relations, 26(6), 633-652. https://doi.org/
10.1016/50147-1767(02)00039-1

Kim, J., & Hyun, Y. (2013). The Importance of Social and Ideal Social Dimensions in Self-Congruity Research,
Asian Journal of Social Psychology, 16, 39-49. https://doi.org/10.1111/ajsp.12003

Kleing, S. S., Kleing, R. E., & Allen, C. T. (1995) How is a Possession “Me” or “Not Me?” Characterizing Types
and an Antecedent of Material Possession Attachment, Journal of Consumer Research, 22(3),
327-343. https://doi.org/10.1086/209454




01SaNSUSHISSSD UM

IduR 32 SUOAU 2565-WNUMAL 2566

Kressmann, F., Sirgy, M. J., Herrmann, A, Huber, F., Huber, S., & Lee, D. (2006). Direct and Indirect Effects
of Self-Image Congruence on Brand Loyalty. Journal of Business Research, 59, 955-964. https://
doi.org/10.1016/j.jbusres.2006.06.001

Krishnamurthy, A. & Kumar, S. R. (2018). Electronic Word-of-Mouth and the Brand Image: Exploring the
Moderating Role of Involvement Through a Consumer Expectations Lens, Journal of Retailing
and Consumer Services, 43, 149-156. https://doi.org/10.1016/].jretconser.2018.03.010

Lee, D. (2004). Image Congruence and Attitudes Towards Private Brands. Advances in Consumer Research,
31, 435-450.

Levy, S. J. (1959). Symbols for Sale. Harvard Business Review, 37, 117-124.

Litvin, S. W. & Goh, H. K. (2002). Self-Image Congruity: A Valid Tourism Theory?, Tourism Management,
23, 81-83. https://doi.org/10.1016/50261-5177(01)00065-6

Litvin, S. W. & Goh, H. K. (2003). Individualism/Collectivism as a Moderating Factor to the Self-lmage Congruity
Concept, Journal of Vacation Marketing, 10(1), 23-32. https://doi.org/10.1177/135676670301000103

Markus, H. & Nurius, P. (1986). Possible Selves. American Psychologist, 41, 954-969. https://doi.org/10.1037/
0003-066X.41.9.954

Martin, W. S. & Bellizzi, J. (1982). An Analysis of Congruous Relationships Between Self-Images and Product
Images. Journal of the Academy of Marketing Science, 10, 473-489. https://doi.org/10.1007/
BF02729348

Ngamcharoenmongkol, P. & Auemsuvarn, P. (2020), “Brand Personality: Conceptualization and Measurement”,
NIDA Business Journal, 27(November), 60-75.

Ngamcharoenmongkol, P. & Hogg, M. (2013). Consumer-Brand Congruence: Identifying and Measuring
Positively and Negatively Valued Brands, In Consumer-Brand Relationships Conference-the (R)
Evolution of Consumer-Brand Relationships, Boston, MA, May, 2013.

Parker, B. T. (2009). A Comparison of Brand Personality and Brand User-Imagery Congruence. Journal of
Consumer Marketing, 26(3), 175-184. https://doi.org/10.1108/07363760910954118

Piacentini, M. & Mailer, G. (2004). Symbolic Consumption in Teenagers’ Clothing Choices. Journal of Consumer
Behaviour, 3, 251-262. https://doi.org/10.1002/cb.138

Piron, F. (2000). Consumers’ Perceptions of the Country-of-Origin Effect on Purchasing Intentions of (in)
Conspicuous Products, Journal of Consumer Marketing, 17(4), 308-321. https://doi.org/10.1108/
07363760010335330

Quester, P. G., Karunaratna, A., & Goh, L. K. (2000). Self-Congruity and Product Evaluation: A Cross-Cultural
Study. Journal of Consumer Marketing, 17, 525-537. https://doi.org/10.1108/07363760010349939

Singelis, T. M. (1994). The Measurement of Independent and Interdependent Self-Construals, Personality
and Social Psychology Bulletin, 20, 580-591. https://doi.org/10.1177/0146167294205014



NIDA BUSINESS JOURNAL
Volume 32 (2023) : December 2022-May 2023

Sirgy, M. J. (1982). Self-Concept in Consumer Behaviour: A Critical Review. Journal of Consumer Research,
9, 287-300. https://doi.org/10.1086/208924

Sirgy, M. J. (1985a). Self-Image/Product-Image Congruity and Consumer Decision-Making. International
Journal of Management, 2, 49-63.

Sirgy, M. J. (1985b). Using Self-Congruity and Ideal Congruity to Predict Purchase Motivation. Journal of
Business Research, 13, 195-206. https://doi.org/10.1016/0148-2963(85)90026-8

Sirgy, M. J. & Su, C. (2000). Destination Image, Self-Congruity, and Travel Behaviour: Toward an Integrative
Model. Journal of Travel Research, 38, 340-352. https://doi.org/10.1177/004728750003800402

Sirgy, M. J., Grewal, D., & Mangleburg, T. F. (2000). Retail Environment, Self-Congruity, and Retail Patronage:
An Integrative Model and a Research Agenda. Journal of Business Research, 49, 127-138. https://
doi.org/10.1016/50148-2963(99)00009-0

Sirgy, M. J., Grewal, D., Mangleburg, T. F., Park, J., Chon, K. S., Claiborne, C. B., Johar, J. S., & Berkman, H.
(1997). Assessing the Predictive Validity of Two Methods of Measuring Self-Image Congruence.
Journal of the Academy of Marketing Science, 25, 229-241. https://doi.org/10.1177/0092070397253004

Sirgy, M. J., Johar, J. S., Samli, A. C,, & Claiborne, C. B. (1991). Self-Congruity Versus Functional Congruity:
Predictors of Consumer Behaviour. Journal of the Academy of Marketing Science, 19, 363-375.
https://doi.org/10.1007/BF02726512

Solomon, M. R. (1983). The Role of Products as Social Stimuli: A Symbolic Interactionism Perspective.
Journal of Consumer Research, 10, 319. https://doi.org/10.1086/208971

Stern, B. L., Bush, R. F., &Hair, J. F. (1977). The Self-Image-Store Image Matching Process: An Empirical Test.
Journal of Business, 50, 63-69. https://doi.org/10.1086/295906

Tiwsakul, R. A. & Hackley, C. (2012). Postmodern Paradoxes in Thai-Asian Consumer Identity, Journal of
Business Research, 65(4), 490-496. https://doi.org/10.1016/].jbusres.2011.02.027

Tull, D. S. & Hawkins, D. I. (1993). Marketing Research: Measurement & Method (6"ed.). New York:
Macmillan Publishing Company.

Wooten, P. (1996). Humor: An Antidote for Stress. Holistic Nursing Practice, 10, 49-56. https://doi.org/
10.1097/00004650-199601000-00007

Yim, C. K., Chan, K. W., & Hung, K. (2007). Multiple Reference Effects in Service Evaluations: Roles of
Alternative Attractiveness and Self-image Congruity. Journal of Retailing, 83, 147-157. https://
doi.org/10.1016/j jretai.2006.10.011




