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The purposes of this study were to study : (1) the relationship between actual self-
congruence and brand preference and satisfacﬁon (2) the relationship between ideal self-
congruence and brand preference and satisfaction (3) the relationship between social self-
congruence and brand preference and satisfaction , and (4) the relationship between ideal social
self-congruence and brand preference and satisfaction in both privately consumed product and
publicly consumed product. Questionnaires were used to collect data from 400 working people aged
20-45 years old in Bangkok. Sunsilk and Nokia were the two brands used in this study to represent

the privately consumed product and publicly consumed product, respectively.

The results showed that

(1) In privately consumed product, samples had the highest score in ideal self-congruence
and significantly different from social self-congruence.

(2) In publicly consumed product, samples had the highest score in actual self-congruence
and significantly different from both social self-congruence and ideal social self-congruence.

(3) Selfcongruence in all dimensions had significant and positive correlation with brand

preference and brand satisfaction.
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