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Introduction 
The concept of brand personification as an element of the brand 

communication process aligns with research focused on the significance of 
brand personality as a factor of competitive advantage. This issue arises from 
the increasing importance of non-functional attributes of goods and services 
in decision-making processes and the unification of brand functionalities 
within specific product categories. Brand personification helps build strong, 
often emotional, relationships with customers, stand out in the market, shape 
identity, and ultimately influence consumer market behaviors. It is also 
important that personified brands are better able to communicate with 
customers, as it is easier for them to convey their message and values, which 
become part of the consumers' identity, affecting their lifestyle. 

In a broader context, this issue pertains to the development of the 
enterprise, understood as a long-term process of targeted and coordinated 
changes aimed at adapting the organization to an ever-changing 
environment. Market dynamics, ubiquitous information noise, and other 
communication dysfunctions pose challenges to effective brand 
communication. The purpose of this consideration is to draw attention to the 
need for conducting research that allow for the verification of the feedback 



 
 

loop of information sent through brand personification and to derive 
application-oriented conclusions from this foundation [1]. 

Brand Personification  Sender's Assumptions and Receiver's 
(Consumer's) Perspective 

Contemporary research results demonstrate that the most important 
resources of an organization are intangible assets, including its brand. Due to 
the increasing uncertainty, volatility, and complexity of the environment in 
which economic entities operate, the solutions that have been implemented 
so far in the area of market value enhancement require comprehensive 
redefinition or replacement with new concepts [2]. The use of brand 
personification can be a highly beneficial strategic solution, enabling the 
development of the organization. 

The issue of brand personification should be regarded as an element of 
brand strategy management, with particular emphasis on marketing 
communication and shaping relationships with consumers. As one of the key 
categories in marketing, the brand is related to the psychology of consumer 
behavior, consequently, considerations about it are interdisciplinary, crossing 
into the fields of psychological and social sciences [3].  

Brand strategy sets the directions for implementation, management, or 
modification of the brand [4]. Due to the diversity of approaches to brand 
strategy, it can take various forms, focusing on key aspects. Companies often 
create concepts that distinguish three main reference points for brand 
positioning, which are consumers, competition, and the brand itself, i.e., the 
core, personality, and brand value. A brand perceived as a person answers 
questions like "who would [the brand] be if it was a person?" or "what values 
would it represent?" [5].  

Diverse approaches to defining the concept of personification can be 
found in many publications [6, 56]; [7, 57]; [8, 43]; [9, 3]; [10, 908]; [11, 16]. The 
terms presented there ("ontological metaphor", "source domain", 
"anthropomorphism", "metaphysics", "metaphor") somewhat refer to the 
ability to create new images of reality using characteristics traditionally 
attributed to humans. Understood as such, personification creates broad 
opportunities in marketing activities to reinforce messaging and thus express 
messages in a non-literal but clear and easy-to-understand manner. 



 
 

In the concept of brand personification, products associated with it are 
often depicted as co-performers of a specific activity [12, 157]. In addition to 
associating personified characters with products, there is also frequent 
personification of entire enterprises, indicating that they "compete" with 
competitors or "think" about consumers' needs on a holistic level. 
Furthermore, personification can extend to individual aspects of 
organizational functioning, for example, a range of optional innovative 

personified, being just one component of the entire organization [13].  
Organizations undertake various activities aimed at personifying their 

brands, including building appropriate narratives and storytelling, using 
language and communication tone tailored to specific target groups, 
including the use of metaphors and allegories, creating semiotic signs that 
relate to certain categories of people, and shaping visual identity. These 
initiatives are ultimately perceived and interpreted by their recipients, whose 
impressions, perceptions, imaginations, and various intellectual processes 
determine how the brand is perceived [14]. Therefore, the character 
ultimately personified by the company's brand may differ significantly from 
the actual way consumers perceive it. 

A common factor binding every brand personification process is 
cultural identity, which strongly influences human decision-making [15]. 
Analyzing the process of brand personification allows for the creation of a 
visual message that creatively and appropriately conveys the brand's ideas 
within a given social space. The technique of personification enables brands 
to communicate their essence to consumers in a familiar way, shaped 
evolutionarily through participation in various social interactions. Perceiving 
a brand in human terms significantly facilitates the process of defining 
consumer needs that it can satisfy, leading to increased visibility and 
reaching the appropriate market segments [16]. 

In the literature on brand personification, discussions and research 
focus particularly on how companies want to be perceived by their 
environment and how they can create a character that represents their 
identity (brand hero [17], product personification [12], brand identity as the 
identity of its creator [18], creating an image based on a color palette [19]). 



 
 

The enterprise, associated with human traits, is treated as a member of 
society. It becomes an individual entity, psychologically similar to a human 
being, providing greater opportunities for building relationships on the 
customer-seller level. "In Aristotle's view, a human is a being whose 
ontological structure contains the purpose of its existence" [20,12], therefore 
by endowing the personified brand character with characteristics typical of 
humans, following Aristotle's philosophy, a purpose is also given to it, such 
as influencing consumers' subsequent purchasing decisions. 

An important research gap can be identified in studying the social 
resonance of these actions, which involves recognizing how consumers 
perceive the brand not from the perspective of the entity creating it, but from 
the perspective of the receiver. Understanding this issue is particularly 
important for businesses operating on subscription and membership 
principles, for which relationships with consumers extend beyond one-time 
transactions and have long-term and continuous characteristics. Brands are 
increasingly seeking to modify their relationships with consumers, 
transforming them from one-way transactions to interactions based on 
cooperation and reciprocity. Research suggests that such an approach brings 
benefits in the form of increased engagement and customer loyalty. However, 
to achieve this, the brand must be perceived as a real and authentic entity, 
enabling customers to establish more personal relationships with it [21]. 

Social resonance is associated with the cognitive and psychological 
processes of the individual, who perceives and interprets imposed content 
through internal filters and cognitive processes, resulting in an individual 
interpretation of specific content. Due to the similarity of contemporary 
visual messages or their lack of originality, it becomes necessary to imbue 
such promotional messages with deeper values to avoid their 
homogenization [22]. 

Brand personification can occur even when an organization does not 
actively engage in creating a brand hero. This is because, regardless of the 
intentions and actions related to creating their brands, economic entities 
cannot exist without "consumer minds" [23]. Ultimately, it is in these minds 
that the subjective process of brand personification takes place for each 
recipient, which depends on a variety of internal and external variables. 



 
 

Modern approaches to brand personification emphasize interactions 
with consumers on social media, giving it a new, lively dimension [24]. The 
hypermedial model of marketing communication signifies the intensification 
of two-way information exchange, where users of various communication 
platforms, such as social media, while being recipients of messages, also 
become creators of published content. This means that they become active 
participants, and often even creators, of actions taken within the scope of 
companies' marketing communication [25]. 

Essential aspects are the layers of creating a personified brand, 
including brand personality (which involves assigning human traits to the 
brand) [26], brand narrative (creating a consistent brand story that enables 
consumers to identify with the brand), and social interactions (active 
participation of the brand in dialogue with users, for example, on social 
media platforms) [27]. Discussions on brand personification in marketing 
literature mainly focus on brand personality [3]. A deeper analysis of other 
layers of brand personification would help to better understand how this 
strategy is applied in practice, how it affects brand perception by consumers, 
and what determinants influence the effectiveness of brand personification in 
social media. 

In academic discussions, the prevailing view is that in the brand 
creation process, a particularly crucial issue is the coordination of individual 
elements and processes aimed at building an integrated brand, which 
ultimately leads to increased market competitiveness [28]. In order to more 
fully meet consumers' needs, defining the psychological values that the brand 
is to provide to consumers seems equally important. Through the process of 
brand personification, brands seek to create in the minds of recipients an 
object that extends beyond functional offerings, allowing for emotional 
engagement and association with specific values from a non-market 
perspective [29]. This is particularly significant for young consumers, for 
whom their needs, emotions, and values exert a key influence on purchasing 
decisions, rather than the purchasing power they possess [30].  

Marketers attempt to elicit anthropomorphic reactions from consumers 
by drawing on fairy tales and folklore in their promotional efforts. The most 



 
 

almost all currently known and applied characters developed and introduced 
into marketing practice become significantly less appealing to consumers 
because they are predictable and low engaging. The response to this issue is 

and 

anthropomorphism but in a more effective manner [31]. Some researchers 
emphasize the need for studies focusing on the human dimension of the 
brand, highlighting that the concept of the brand should be reanalyzed as a 
human persona [32]. 

An alternative approach to exploring the human dimension of a brand 
is the concept of Firm of Origin (FOO), understood as the expression of the 
human component of the brand, enhancing its value and rooted in the 
attitudes and behaviors of the people creating the organization. This 
dimension of the brand significantly impacts its value, becoming a factor 
influencing consumers' purchasing decisions concerning both luxury brands 
and standard products [33]. Other research efforts attempt to determine the 
impact of brand experience on its personality in terms of demographic 
characteristics such as gender, race, or generation, which allows for the 
assessment of consumer perception of the brand and the formulation of 
conclusions for further communication strategy development [34].  

Research Challenges 
A significant challenge in building brand relationships with consumers 

is gaining and maintaining their trust. In the case of global brands, consumers 
tend to trust them if they are proponents of globalization itself. However, the 
marketing literature lacks research results on the perception of global brands, 
particularly considering the division into different industries, as well as the 
verification of changes in brand trust depending on the channels of 
communication and distribution with the environment. Such information 
would significantly contribute to improving brand strategy management 
processes [35]. 

1. Effective brand communication with the external environment is 
possible if the language used by the brand is understandable to the audience 
and consistent with the way it is perceived by them. Hence, there is a need to 



 
 

verify the methods of brand personification and in relation to consumer 
perception, as this allows for the preparation of theoretical foundations for 
the successful implementation of brand personification in the market [5].  

2. A personified brand constitutes a business and competitive 
advantage for a company [36]. However, since the reception of messages 
promoting the brand is a highly individual act, there arises a need for a more 
precise analysis of brand communication with environmental elements, 
especially consumers, to ensure its consistency and effectiveness [37]. 

The above issues are the subject of a forthcoming doctoral dissertation 
titled "Brand personification as an element of the process of shaping customer 
relationships with streaming platform brands." The doctoral dissertation will 
focus on how selected brands of international streaming platforms are 
personified by Polish consumers. Joint research conducted by the team of 
authors aims to identify the actual nature of the social resonance 
phenomenon associated with the promotional messages emitted by the 
brand, as well as the related cognitive and psychological processes of the 
individual, who perceives and interprets the imposed content through 
internal filters and cognitive processes, ultimately resulting in their 
individual reception. 
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