SELF AND SELF IMAGES


Consumers have a number of enduring images of themselves.  These self-images or “perceptions of self”, are very closely associated with personality in that individuals tend to buy products and services, and patronize retailers, with images or “personalities” that closely correspond to their own self-images.

One or Multiple Selves


Historically, individual consumers have been thought to have “a single self” – and to be interested in products and services that satisfy that single self.  However, research indicates that it is more accurate to think of the consumer in terms of a multiple self or multiple selves. 


The change in thinking reflects the understanding that a single consumer is actually quite likely to act quite differently with different people and in different situations.  For instance, a person is likely to behave differently at a school, college, house, friends house, relatives house, cinema theatre, etc.


The healthy or normal person is likely to be a somewhat different person in each of these different situations or social roles.  In fact, acting exactly the same in all situations or roles is likely to be a sign of an abnormal or unhealthy personal behaviour.

The Makeup of the Self-Image


Consistent with the idea of multiple self-images, each individual has an image of himself or herself as a certain kind of person, with certain traits, habits, possessions, relationships and ways of behaving.  


Individuals develop their self-images through interactions with other people; initially their parents, then other individuals or groups with whom they relate over the years.


Products and brands have symbolic value for individuals, who evaluate them on the basis of their consistency (i.e., congruence) with personal pictures or images of themselves.  Some products seem to match one or more of an individual’s self-images; others seem totally alien.  It is generally held that consumers attempt to preserve or enhance their self-images by selecting products with “images” or “personalities” they believe are congruent with their own self-images, and avoiding products that are not.

Kinds of self-images:


A variety of different self-image constructs have been identified in the consumer behaviour literature.  One popular model depicts four specific kinds of self-image:

(i) Actual self-image: Ex: how consumers in fact see themselves

(ii) Ideal self-image: Ex: how consumers would like to see themselves

(iii) Social self-image: Ex: how consumers feel others see them

(iv) Ideal social self-image: Ex: how consumers would like others to see them

Other research has identified a fifth type of self-image, 

Expected self-image: Ex: how consumer expect to see themselves at some specified future time.  The expected self-image is somewhere between the actual and ideal self-images.  It is somewhat like a future-oriented combination of “what is” (the actual self-image) and what consumers would like “to be” (the ideal self-image)

The Extended Self


Modification or changing of the self by which consumers use self-altering products or services to conform to or take on the appearance of a particular type of person (ex: a biker, a physician, a lawyer, a professor etc).

Altering the Self


Sometimes consumers wish to change themselves — to become a different or “important” self.  Clothing, grooming aids, and all kinds of accessories (ex: cosmetics, jewellery) offer consumers the opportunity to modify their appearances and thereby to alter their “selves”.  In using “self-altering products”, consumers are frequently attempting to express their individualism or uniqueness by creating a new self, maintaining the existing self (or preventing the loss of self) and extending the self (modifying or changing the self)

