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The Difference of Hotel Brand Personality Perceived by F&B and Kitchen Employees
between Local and International Deluxe Hotels in Seoul

Mi-Kyung Choi
Research Institute of Food & Nutritional Science, Yonsei University, Seoul, Korea

Abstract

The purpose of this study were to measure brand personalities of deluxe hotels in Seoul, and to identify the difference of brand
personality between local and international hotels. The questionnaires developed for this study were distributed to 460 employees
in kitchen and F&B departments of 11 deluxe hotels in Seoul. A total of 398 questionnaires were used for anaylsis(86.5%) and
the statistical analyses were completed using SPSS Win(12.0) for descriptive analysis, reliability analysis and t-test, and AMOS(5.0)
for confirmatory factor analysis. The results of this study showed that deluxe hotels have brand personalities relatively strong at
‘affection’, ‘sophistication’, ‘competence’ demensions, and there was a significant difference by hotel nationality. The brand
personality scores of international brand hotels perceived by employees were high at the ‘excitement’(p<0.001),
‘sophistication’(p<0.001}), and ‘competence’(p<0.01) dimensions, whereas local hotels were considered more obedient(p<0.01).
Overall, it could be a key factor for successful brand management that establish a distinctive brand personality, and a localized
brand personality measure will lead to more desirable decision making.

Key Words : deluxe hotel, hotel nationality, brand personality, brand personality measure
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<Table 1> General characteristics of respondents

Category Frequency  Percent(%)

Male 262 65.8

Gender Female 124 31.2

No response 12 3.0

Under 30 132 332

30~39 190 47.7

Age 40 and more 71 17.8

No response 5 1.3

Single 1838 47.2

Marriage  Married 205 515

No response 5 1.3

Staff 233 58.5

Chief 109 274

Position Assistant manager 38 9.5

Manager and higher 8 2.0

No response 10 25

Food & Beverage 209 525

Department  Kitchen 162 40.7

No response 27 6.8

Under high school 28 7.0

) College 241 60.6

Education University and over 115 289

No response 14 35

Regular worker 277 69.6

Contract worker 76 19.1

Job status Part-time worker 9 2.3

No response 36 9.0

Nationality ~ Local 148 37.2

of Hotel  International 250 62.8

Under 4 yr 92 23.1

Period of 4 yr ~ under 8 yr 112 28.1

workingin 8 yr ~ under 12 yr 83 209

the present 12 yr and more 89 224

company  No response 22 55
Mean(yr) +SD 7.95+5.67

i Under 4 yr 74 18.6

Total p er'1od 4 yr ~under 8 yr 90 22.6

of working g yr ~ under 12 yr 90 22.6

in the ) 12 yr and more 121 30.4

foodservice NO reSpOms 23 58

dust o response 5.

RS Nean(yn +SD 934+ 6.08

Total 398 100.0
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<Table 2> Model fitness of brand personality measure

r? df CFI 1FI RMSEA
550.96 156 0.902 0.903 0.080
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<Fig. 1> Standardized regression weights for brand personality
measure
=% 5<(.001
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<Table 3> Reliability coefficients for brand personality measure

<Table 4> Overall brand personality of deluxe hotels

Correctedi Cronbach’s
Item tem-totalc alphaif ~ Cronbach’s
orrelation item deleted alpha
Masculine 0.1888 0.9251
Tough 0.2836 0.9231
Honest 0.6289 0.9154
Cheerful 0.6705 0.9145
Down-to-earth 0.6622 0.9146
Wholesome 0.6142 09158
Reliable 0.7222 0.9134
Intelligent 0.6463 0.9151
Successful 0.6356 0.9153
Charming 0.6394 09151
Upper-class 0.5980 0.9161
Daring 0.6176 0.9158
Imaginative 0.6799 0.9143
Up-to-date 0.5342 0.9178
Spirited 0.6887 0.9142
Courteous 0.6486 0.9149
Generous 0.6318 0.9153
Obedient 0.4206 0.9200
Self-sacrificing 0.6172 0.9157
Warm-hearted 0.5586 0.9170
0.9203
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Brand personality?

|
|
: —e— Hotel A

- =% = Hotel E @ Hotel F

I

— & - Hotel B

Sophistication

—-4-—Hotel C
+-- Hotel G

Dimension Item (Mean=+SD)
Masculine 2.99+0.98
Ruggedness Tough 3.15+0.99
Average 3.07+0.89
Honest 3.53+0.97
Cheerful 3.39+0.93
Sincerity Down-to-earth 3.45+£095
Wholesome 3.53+0.88
Average 3.47+0.75
Reliable 3.53+0.94
Competence In telligent 3'?9 +0.89
Successful 3.57+0.92
Average 3.53+0.76
Charming 3.49+0.99
Sophistication Upper-class 3.58+1.03
Average 3.53+0.88
Daring 3.31+0.88
Imaginative 3.39+£0.94
Excitement Up-to-date 3.43+1.09
Spirited 3.52+0.90
Average 3.4140.78
Courteous 3.69%+0.96
Generous 3.48+0.97
Affection Qb.edicn.t‘. . 37t 0'97/
Self-sacrificing 3.62+0.94
Warm-hearted 3.58+1.00
Average 3.57+0.76
4 1: strongly disagree 5: strongly agree
Ruggedness
15
Affection <~ > Sincerity
Excitement = .~ Competence

Hotel D

2 A7IEE (p€0.00D),

A (p<0.001),

<Fig. 2> Brand personality of international chain deluxe hotels

5 (p<0.0DA

o} o7 A o7t T AOR eI A 7H gu e
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Ruggedness

BeEaN

Excitement <.

—&— Hotel H

. Sincerity

Sophistication

—-&-— Hotel |

e HO tE| J

 Competence

e Xen

<Fig. 3> Brand personality of local brand deluxe hotels

<Table 5> Difference of Brand personality of deluxe hotels by
hotel nationality

Brand personality?
] ) (Mean=+SD)
Dimension Item - t-value
Local  International
(n=148)  (n=250)
Masculine 293+0.89 3.03+1.03 -1.089
Ruggedness Tough 3.124+0.92 317+£1.02 -0.446
Average 3.02+0.82 3.10+094 -0.887
Honest 3.54+093 3524100 0.223
Cheertul 320093 351+092 -3.217*
Sincerity ~ Down-to-earth  3.36+1.00 3.510.93 -1.478
Wholesome 3.48+092 356+085 -0.925
Average  3.394+0.79 352+0.73 -1.654
Reliable 3.48+0.97 3.56+093 -0.802
Intelligent 3344096 3.58+0.84 -2.500*
COMPEENCe g ccessful ~ 3.36£0.89 3604092 3,495
Average 3.3940.83 3.61+0.70 -2.617*
Charming 3271097 3.624098 -3.420*
Sophistication Upper-class ~ 3.24+1.06 3.78+0.96 -4.963™*
Average  3.26+£0.89 3.70+£0.83 -4.830
Daring 3062082 345+0.80 -4.412%
Imaginative ~ 3.07%£0.88 3574093 -5.324**
Excitement  Up-to-date 296+£1.05 3.71£1.02 6956
Spirited 3374088 3.61+0.90 -2.639*
Average 3124072 359+0.76 -6.205***
Courteous 3771095 3.65+097 1.213
Generous 3524095 3471098 0.511
) Obedient 3.66+£0.86 3.35+1.00 3.230*
Affection g1t Gacrificing 3674092 3594095 0817
Warm-hearted 3.68+0.90 3.53+1.05 1.522
Average  3.65+0.72 3.52+0.78 1.79%4

¥ 1; strongly disagree 5: strongly agree
*p<0.05, **p<0.01, **p<0.001

S A} S

il
el

m
o

oMt sEe) Aol e Ao Uehith A e
2 KA (p0.0D, AFOILF (p<0.05), GEAolF
(p0.000). ‘s Fo|c¥ (p0.0D), TEFAH (p(0.00D, ¥
o] HolT}’ (p(0.001), “HfRo|Tf ( (p<0.001), 7|3t
(p<0.0D), FAlSITY (p<0.001)2] ol o] th=2] 3=l 2
W o] oA o R gt Ao g vt Fu 2 3
& wEA oL} (p<0.0)4] N FEo ATt f-o)H oz 75t v)
38 VL SSRI0E YN BT A 9L G

o 28 XS 2otk A% AL Aelst grne v
7H* 5ol oo oA sEo] =y A4y FElof v =S gt
& U AL o= ElE sl Aol I APy BHYe

_qu: Fl

'T—\’: —d— CH
Bel Jlo2 PHEch 9 AW AU HAs AN FES

N
rr
poy
o
jud
gy
n
=
ox
mlo
o ox
it
x
ol
:?_L
iy
4
30
lo
fljo
H
2
g

B>
)
m
oy
l-oll
s}
lo
=
o
|
U
(T
)
I
>
).
AN
5
ol
e
s

2
=)
in
o X |
oX
1o
20
o
wfu
ol
N
N
o
i,
=
rlr
il
lo
Ko
m
il

}{] r{% iz Mo

WOz R x
T
24

o Hir
©
1
-
i
o

)
9{_5
BN
2
|o
il

. ri.: (1
ﬂ
i)
lI
%
n
=)
o,

ok
o
o
&
o r
or
>
g
2
4o
1o
s
£
m
=
ox
s

e

K

L o

Ui e

2 30 R
e &7
J_QM
H)’mﬂl
[o
l-ﬂi
jﬂm&
I+

. T
=N i
o T
r‘:‘l'>irlr
o o
U~

olf

1

N
=

= oo Jo

§En_4 H/Ho]
S5 Aoy of A

o] 2o 4| = E’%‘“Xl

N
H
-n
2
2
_r;

ki
tlo fot
L
10

oX oZ
J
_l

- S U L A

ol
=
=
N
N
ol
}:1
2 :lo
2o
o
n@
¢
B
40
1o

r% flo
<P

e
rin

©
H, oon

o
Im il

H

32

.41

1.
Bjie
-3

m =

T
s
o

i
kolf ELJ

o) HalE A AL
glo] ff AHAY SElof ulg
Aol S A4y 5
He A YL A 2
sElo) HUE A £ 4] o

1%
O
of
pash
o
=4

,c}%

N,
2,
O,
T
£
In
=
%

i
i

o WL
_‘>~1_( [0
*
K ;-Q mi
%%rﬂ
E—Q o
i
He
o X
o
1o %
o
o by
o (2
BN
1«;
> f

>
ok
fd

o ™
N
E
il

Am

A e A
ox
o

=
)
o
}O{(
ey
1o
on rir
Ho o
. of
oX 3
min) =
N
o X
flo Mo
1
fo
o
=
ox I ¥2

n)
ok
i
)

£

[

=

o
=
2
jo -

m
i e
foi
n
1o
ne
rz
)
(2,
s
]
I
=L
oX o
tlo d
o
[



70 SBEAEEEULEEE  Vol.21, No.1(2006)

© Aeu, A B Aok Al 1T o, & A
o] Aib= Bl 7] g7h kol Hik AR S AARIH. &,
Z 7

s

rr
L
ox

e

e

o

e

oot
ia

AN S5, A A9 g AR e, u
s, eFAHoIt

LB AolTy | BAo] A4S ol gk B2 A
& BT ARHOR BANE 4 Gk YEEL, 51T S
A oS- Fat o] B 5 oS A0 BHHDE oY &
Yol QoIAE T 1A 7o) B33 SAshHE HE A
Qla} Bt apt Kek vhgle] Wast A0 Hedn,

ool Zuks FHd 2 o, T8 HUE Ao 9lof HA=
e 2O RN HAE M SN HHEHHS 255 U 5
Sl A0 gebEich S ) Ee) BT Ay A7 o]
A B S A A o] FAdk 2] 2 Wl A

1.

UER 4= Qli= S olste] aelofzlA] Ak stfstol 271 &
A& 53l o B AR BE5T - Qlojob & A0 R Afgdr,

1) Keller KL, Strategic Brand Management: Building,
Measuring, and Managing Brand Equity, 2nd ed, Prentice
Hall, NJ, 2003

2) De Chernatony L, Drury S, Segal-Horn S, Building a
services brand: Stages, people and orientations, The Service
Industries Journal, 23(3): 1-21, 2003

3) Berry LL, Cultivating Service Brand Equity, Journal of the
Academy of Marketing Science, 28(1): 128-137, 2000

4) Berry LL, Lampo SS, Branding labour intensive services,
Business Strategy Review, 15(1): 18-25, 2004

5) Aaker JL, Dimensions of brand personality, Journal of
Marketing Research, 34: 347-356, 1997

0 A7, B g {3 gFFade) wd g+
ATt 490 29-53, 2000

7) Aaker DA, Building strong brands, The Free Press, NY, 1996

8) Siguaw JA, Mattila A, Austin JR, The brand-personality

Fa

)

scale: An application for restaurants, Cornell Hotel and
Restaurant Administration Quarterly, 40(3): 48-55, 1999

9) Aaker JL, Benet-Martinez V, Garolera J, Consumption

symbols as carriers of culture: a study of Japanese and
Spanish brand personality constructs, Journal of Personality
and Social Psychology, 81(3): 492-508, 2001

10) Wee TTT, Extending human personality to brands: The
stability factor, Brand Management, 11(4): 317-330, 2004

11) Diamantopoulos A, Smith G, Grime [, The Impact of brand
extensions on brand personality: experimental evidence,
European Journal of Marketing, 39(1): 129-149, 2005

12) Kim CK, Han D, Park SB, The effect of brand personality
and brand identification on brand loyalty: applying the
theory of social identification, Japanese Psychological
Research, 43(4): 195-206, 2001

13) Park JY, Choi IH, Jang KS, The Influence of Self - Congruity
between Brand Personality and Self - Image on Attitude
Toward Brand, Korean Marketing Journal, 3(2): 92-114, 2001

14) Yoon TH, An application of the brand personality scale to
restaurant brands, Toursim Research, 18(3): 211-230, 2004

15) Yi YJ, La SA, Internal branding: Investigating the influence
of employees’ brand identification on employee satisfaction
and CS activities, Korean Journal of Marketing Research,
19(3): 81-112, 2004

16) Park KS, Bang MG, Park GS, A study of brand-personality
and brand loyalty in food service industry, Culture &
Tourism Research, 6(1): 283-299, 2004

17) Ha DH, Consequences of hotel brand personalizy:
Focussed on perceived value, customer satisfaction,
perceived quality, and behavioral intentions, Korean
Journal of Hospitality Administration, 13(3): 59-80, 2004

18) Lee HS, A study on the relationship with hotel’s brand
personality, brand trust, and brand loyalty of the hotel
enterprise - Focused on deluxe hotels in Busan, Tourism &
Leisure Research, 17(1): 97-118, 2005

19) Cho WS, A study on the impact of hotel brand personality
to loyalty, Tourism Research, 19: 221-242; 2004

20) Seo WS, Lee JY, The gap between employees and

customers’ recognition of hotels’ brand personality in

Korea, Hotel & Tourism Research, 5(3): 103-117, 2004

WA, AMOS F2URA BREA, GdolE24, A

£, 2004

22) Hair JF, Anderson RE, Tatham RL, Black WC, Multivariate
data analysis, 5th ed, Prentice Hall, NJ, 1998

21

~—’

(2006 12 9 F=, 200617 22 32 xHEH)



