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Application of Jenifer Aaker's Brand Personality Scale on *“Mobitel™
Throughent the past two decades, the developmzent of mew prodincts has been a pepular
merkefing strategy for many firms. This newfound beamd proliferation threatens fthe
survival of other recent bramds. Brand diffferemtiation is now Becomimg an imporani tactic
for combating competition m this hostile madketplacs. A viable solution for estzablishing
the distimctiveness of a brand 13 throngh brand persomality. Amnaching persomalities to
brands comtributes to a differemtiating brand identity, which can make brands move
desiralle 1o the consumer. While positioming the brand, it is importamt to trest it like a
tnmrem beimg with specific cheracieristics.

There are a lhost of brznds ont these and iff we position the bramd in a peneral mammer, it
will bacome a commodity that willl get lost im tle crowd. The only distinguishing factor
we would them have ts pricz, which would leave the task off brand identification at the
macy of market fomoes. 4 wery damgerows proposition indzed, beczuse o would
effioctively mean wery little comtmol. On the other hamd, iff the brand has a1 distinctive
 pesomaliity, it will come alive fior the consumer and endear itself to him. Tt will lhelp the
tomsamers im odemdifying with the brand’s personality teapts. 17 vouwrth is @ persomality
mucteristic of the brand. it meed not appzal only 1o youngstess. Tt could sppeal o
Everyone from six to sixty for whom being young and alive is important Similzrly. if the

 The Wm:lmn between bramd persenality and persomalities’ J,umndl iz an incisive amd
fistimrtion—tive distinction wiberein am imznimate olrject llﬂm a %'Iu;luct or & brand!
-0ll, car. or ganment is being persomified and being given a pma:nﬁiuu for betiter

tpere a1e human elements amd poople wio itam. done well im ].[EE‘ and have achieved
m::nﬁﬂlrmﬁma a celebrity or persemality stamns and whe now wanil 1o move i 1o

he meuld of 2 prodinct or @ brand which can then be idemtified and sgm]mhzmd gz 1o
Eﬂm:ﬂnﬁm&s of living, provide better servioe, and lhenoe be i im & pasition 1o give
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