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Abstract

Drawing on the theory of uniqueness and stereotyping research, we propose and test a
conceptual model linking consumers’ need for uniqueness (CNFU) and stereotypical
perceptions of brand buyers on consumer-brand identification (CBI). Our findings
show that CNFU is positively related to CBI as is the brand buyer stereotype in terms
of competence. Moreover, CNFU is found to be a stronger predictor of CBI than
perceptions of brand buyer competence. Implications for fostering CBI are considered
and future research directions identified.
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