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Why do(n't) we buy Apple? The importance of personality when choosing a brand 
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Newly worked out applied research methods are constantly appearing in the field of psychology dealing with the research of consumer behavior. The results of these researches help us to explain the consumer behavior and to forecast it. The usefulness of these information is unquestionable, because via this way we can define those communicational tools of marketing that can influence the individual decision-making. The theme of my thesis –besides many psychological factors- was to find out how and to what extent does personality define the individual’s attitude toward a brand (in this case Apple).
My secondary research includes an overview of the literature of personality and brand strategy. In the primary research I used in-depth interviews, a focus group and questionnaires. Through the qualitative interviews, the main idea was to find out the preferences of choosing a brand and opinions about the brand Apple. Personality is only analyzed through questionnaires. I used the SPSS Statistics software to analyze the answers, using mostly cluster analysis and crosstabs.



