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Consumers’ Perception towards Clothing Brand Personality:

The Cases of Grayhound and Playhound
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Abstract

The research studied consumers’ perception towards clothing brand personality, by
exploring Greyhound brand and Playhound brand. The relationships between consumers’
demographics and the marketing communication and their perception towards the clothing brand
personalities were examined. Two hundred questionnaires were distributed to participants who
had used these two clothing brands before. The result showed that participants had the moderate
perception towards brand personality influenced by marketing communication. Both Greyhound
and Playhound were, likewise, perceived as an exciting brand. Similarly, those whose occupation
and income were different had disparities in their perception towards these clothing brands.

Further to these, consumers’ perception towards Greyhound brand was similarly shaped by the
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factor of gender. No matter what the brand is, how much it costs, where it is placed, and how it
is promoted, these were associated with the perception towards the Greyhound brand. The
Playhound brand was, however, associated with price of the marketing communication concerning

price and distribution places.
Keywords: Perceptions, Brand Image, Brand Personality, Greyhound, Playhound
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