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Abstract

The purpose of this study was to identify the impacts of brand and organizational identification on job
satisfaction among kitchen and F & B employees of deluxe hotels. Questionnaires were distributed to 460
employees in the food and beverage departments of 11 deluxe hotels in Seoul. A total of 398 questionnaires were
used for analysis (86.5%). Statistical analyses were completed using SPSS Win (12.0) to perform descriptive
analysis, reliability analysis, t-tests and ANOVA. The results of the study showed that brand identification was
higher with F & B employees than kitchen employees (p<0.01), and was also higher for employees of international
brand hotels than local brand hotels (p<0.05). Further analyses revealed that brand identification affected
organizational identification, and both types of identification, especially brand identification, had strong impacts on
job satisfaction. In conclusion, employee brand identification should be recognized as one of the most important
factors of human resource management in the foodservice industry.

Key words : deluxe hotel, brand identification, organizational identification, job satisfaction

.M £
BA=Y ‘EF BogA E= wAsF 159 AE
ol qulaE AWen WA AFH TR

Corresponding author : Mi-Kyung, Choi, Research Institute of Food &
Nutritional Science, Yonsei University, 134 Sinchon-dong,
Seodaemun-gu, Seoul 120-749, Korea

Tel : 02-2123-4276

Fax : 02-363-3430

E-mail : chmikyung @hanmail.net

- 401 -

A% o, &0, B4, 4, gAR], e 21589 =¥
22 A99E 4 YT (American Management Association
2005), Bt} y2 u2E nAEo] §F EBERATY
ojgolvt 23, 3 BT F& FJAL W dvtge=
ZHIAA He J4s ZFY F AthBerry LL 2000).
dutxor uAqe] 5 HAS g His 2 BA
=] Z49A A3 5 93l ZA = =H(Aaker DA
1996), o128 g #3 L& BAE=FYA](brand identification)
2tal Jtth(Fournier S 1998). B E=FAAlE= ‘5F

FFze) Fo8A A23W A352007)



122 5.9

At
o

F5d 4

o

g da AA e A B AT LR F
E = AEHEYLA ol E(Ashforth BE$} Mael F
19892 2HE] AZHYTE ol= FAtie EAHES o]&
st alg Frlste AEE 9nsin BERER I
I uTEA R Q1] ARG FollA AAE HESH
A FAAI = A FEY EAFGEE dste
EAEZ Z851A " th(Fournier S 1998).

AAZ Lee TH §(2004) ¢ AT A& BERE 7Rl

Al 249 g E2F FHES 54 THEN FFS
XA dohs 235 B3 BA=EFIAIL 349 H
=9 F5E dEge U5 2 £ Udeg RAFY
1, Del Rio AB 5(2001)7 Lee DD(2003)2] <T-ollA]
£ 2747 2A=9) ojuA7t AN E5E BAES o
A 343 =S YA Ao vehd o AUtk

A A9} 2 MulE A9 FS MulEes 2
544 2Ad7 FYA BF FAQAAE 297
oEE FAAEe] HASE F olddT AL g
ook ahd, 1Ee] AulZ A ANE o Bol A
AY AR BESS AN 59 £5F JRASE
FolxjA] AtHBerry LL 2000, Jacobs R 2003, Barlow I
¢} Stewart P 2004). wizbA FALHo] Wiet 71 B
W 7 50 VFY FHBYE &olatA st
5283 gAE, A7 BA, A 571584, "=
Z7F 6 B3 TAMY FAREUES FFAINL Yot}
Ae 3¢ digt AMuls F2& MAXNIA o
(Barlow J9} Stewart P 2004).

3R, ZZ =Y A|(organizational identification):= LA]
AFT ASE LA I FHE, ZIFLAA Z
G4 MU £F A A A (organizational identity)3I} &
#9E Bgoz A5 23 W) FRoIE 343
J&-S uXA FrHAshforth BES} Mael F 1989, Mael
F¢} Ashforth BE 1992). T3 £A199 ZIAEAA)
Aees 234 23 29% 2J0] @ Aol
2 Ao 2 veltil(Bergami M3} Bagozzi RP 2000),
ZHE5LA7 FF FH4EL 24 JYERH "oyt
A 28& €58 JAE Z2A JHe AL=Z Yey
thKahn WA 1990). ©]¢} Zo] ZZFAA= FAHL
ARuEHY Fa JdPAFE BAEA JFAY #
ol 9o Fa% 242 AFFHIAL JuiDick RV &
2004, Ravasi D¢} Rekom JV 2003).

o] B3 a A #2378 A35.(2007)

g Ba=.z

AEANZL RS A 9B

HAEFAAS 2HTIAE AHEY sdMEe 2
AgelA 2o g e Ade e
I 3 FZ0 QoAE AE G2 HEeZ HITF
HokSirgy MJ 5 1997, Helgeson JG2} Suppheilen
M 2004). s}AT F 7HA g BF FAL AFEURS
F HTE AR A, YA AHALE
o dejAe ddte] Fag ez d|EAL EF
MA8AFH 2384 KT AZ =7 23 of
& HES PF dFE A Aoz vebd v 3l
o(Yu TY & 2002) BERAE=EFUAIL LA E
FE v AR d3dnh ol Zo] R 1A
FAH A B FH9 FQa4do] F4H
A= BT-5a, 4548 dTte PEd 4ot
HAE ez & A7K(Yi YIS La SA 2004)l A
A9 BAZFANI} 2AY ARV 27 %
& &350 Y dFES A ALE UEhrx
stRoy, 2 tiido] Y dA Jdeor FFHAT
53] BAl=e] 943 JHA7t S8 ALR AR
UE AAAA S AN S BAEFAA
o g d5-7F AFsiet

metx B AFoxs YA T B Ui
FAHE ol =rt Hlad w2 ZAeE ¥ =
g A58 4FE WHeE FAd BA
AEdA mAs T} BA=-x3
S A GFE PG EN B
A8 45T A BEALE HelZ, AHUA
JAAAB o A AAFE AFSFLR T

o 1o
2
ol

rlo 32
o o ro

. ek

1. ZAICHaE 2 7|2t

B dATE HAE &4 5 17 389 45289 F
AHEE tidez ZAAIEATE dulEAbE 20059 44
8UNE 4€ 102744 & 1§ T¥ 1329 AL 508
£ dgez AAHAT & A BdFE 9 HY
FeHe Bgstd Z2 & HF, A §xE T F
20053 49 13943H 49 21971A) 29 A4 E 1F
s 433 d=F 5 1§ 59 TR ASE-EE A
FAME 4609 dgoE AAFHATHEEE 30~507).
SHEE JFE-ZIAFA B F AR IFAS
Adstd AP HEE Sl H4E FY a¥8 & Ads

- 402 -



A3

AT, BB WEA SRAS APz F AY 4yt
28 MEFAN A F2E FoAY. SEAE
Z 40257 BSHQI, AT 48RS Ak 398
7} RH) AFESATHESE §74%, O §F 86.5%)

-ItII-

o

Lz

I'-I[I

ZAUE #
\_—-o?—:]_/‘]“ ‘sEe] B s 23 THYE

01 HAe AR AR FYstx 2 F3L Sigry
MJ E(1997)0] 7LD TE QTSN ALSH(Lee
DD 2003, Helgeson JG$+ Supphellen M 2004) A 4HH
Aol GGl digt 37kA & FEES £ BIsto
Agatd Tl ZZEQA|= Ashforth BES} Mael F(1989)<]
A3l A ZAA](social identification)ol] tidt A& Fx
st ‘2ol &9 7 gl 2F sl AAS=
AdAF EBe &R Fosta 2 FYA FH9

7}a @o] AMEEE Mael F9 Ashforth BE (1992)9]

HEg £7 2e8e O] FFoE FPsAh
4RUE 2PETE Smith PC 59699 A7 7]

% Z|E(JDI: Job Descriptive Index)®} O’Brien GE<}
Dowling P(1980), Lacy WB 5(1983), Park BR3} Cho
MH(2002), Manning ML $(2005) 59 Q714 A&
@ 24 £78 Fuslel E AT EA% 2AGI
A 4 nekstel 18] FBo2 SIHAT

HASFAAN, ZHFLA, JFIF 23 =7 ¥
AE 53 AEZ WS SR, 14 ALY =7
£ ANEAE B AEe) gojo) ARy Y AIE
9 BHEES e T 3 a5

A A& SPSS Win(12.0)& A&t 71&EA &
A, AT FAZ(Cronbach’s alpha Al$ =73), t-test,
ANOVAE AAsId 1, BA=FUA Y ZAFAAEH=
fAF Aol did SHo] olRjFong F w9
7970 eg=d ¥l BT E 4 AFs At

22 QRIRAE AASAT JY ATEANA BT
=7 @E FAFTE grb =79 FANE HEE
AZE 9siAE= AMOS(Analysis of Moment Structure,

508 ol gstel FAH 2ABAL Atk

m, Zap 3 na

1. ZAHHAQ| 2lBiAbEt
24 gAY Qe ARge] d@ WEed A

- 403 -

IR

-39 - $8H 123

Table 10] A1 Hle 2o} FAo] 658%°02 A4
(31.2%)9l wls) ®kil, AHL 30~394 47.7%, 304
ol3} 332%, 40t o4 17.8%%oldeH JEX
(51.5%)9] w)go] u&A47.2%)°] Hlal <kt FhTh
A Z Lo A Fo] 585%2 A B, FUAF 27.4%,
d2lg ¥ #33F ool 115%2 Ueygy ZEHEA

Table 1. General characteristics of respondents

Percentage
Category Frequency

(%)
Male 262 65.8
Gender Female 124 312
No response 12 3.0
Under 30 132 332
A 30~39 190 477
g 40 and more 71 17.8
No response 5 1.3
Single 188 472
Marital status ~ Married 205 51.5
No response 5 1.3
Staff 233 58.5
Chief 109 27.4
Position Assistant manager 38 9.5
Manager and higher 8 20
No response 10 2.5
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
Job status Contract worker 76 19.1
Part-time worker 9 2.3
No response 36 9.0
Brand origin Local 148 372
International 250 62.8
Under 4 yr R 23.1
Years of 4 yr ~ under 8 yr 112 28.1
working for the 8 yr ~ under 12 yr 83 20.9
present company 12 yr and more 89 224
No response 22 55

Mean(yr)£SD 7.95+5.67
Total years of Under 4 yr 74 18.6
working for the 4 yr ~ under 8 yr 90 226
foodservice 8 yr ~ under 12 yr 90 22.6
industry 12 yr and more 121 30.4
No response 23 58

Mean(yr)£SD 9.34+6.08
Total 398 100.0
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Table 2. Validity and reliability analyses for brand & organizational identification measures

Jtem Factor Cronbach’s
1 2 alpha
When 1 talk about this hotel, I usually say ’we’. 0.770
When someone criticizes this hotel, it feels like a personal insult. 0.760
Organizational If a story in the media criticised this hotel, I would feel embarrassed. 0.753 0.8715
identification I am very interested in what others think about this hotel. 0.745 '
When someone praises this hotel, it feels like a personal compliment. 0.711
This hotel’s successes are my successes. 0.669
Brand The personality of this hotel is consistent with my personality & values. 0.884
identification I am quite similar to the typical employee of this hotel. 0873  0.8215
The image of the typical employee of this hotel is congruent with how I see myself. 0.656
Eigen values 3524 2407

% of variance

39.159 26.748

Cumulative % of variance

39.159 65.907

daze)Tes A A237A A3E52007)

- 404 -



2) 22 £

ZAF gAY Aw o) @2 Jg 3 2F5Y
Al gz Fold] W@ BA AsK(Table 3), 408 o3
ATod B Agd w8 22 ZATIAE BYT
(p<0.05), FLF o] AolA Aol B3 (p<0.01) E&

oz yehgon, A-28RA ZAQe] ZFA
A0 HlEE<00D), AFHe) wAFHS g
(P<0.05) ZAFYA7} L Ao UL, 23
EQ9A o7t YYY Y BAE Y Yoz
S99 Hol7} gl Aoz JEyt =
g 2RAY<005)% A4JA A 27

rglg
4
2

-89 125

e Aoz

tlo
N

2 77 2AFdAN ¢ °¥(+)91 F&
ettt E335d FAEE ddeE2 @ Kim MJ
(1996)8} ATolM = = _kg g AS R
E547 gataEol 2B 7HE & dFS T
@ AQsde 3L Hula ngH A= =
Z.‘%—?J_Al of B2 IFE UAE AL yed b A

, Lee KP9} Jeong SI1(2003)9] ATl FEU ZA

el AaE, A @ SRR, A4 2
4 9 2xa 9A 59 Wil £A5UNA 9BL
NXe Aoz Yehd H]— gith. T3 Hwang MH

@003)8] AFAAL 5W BAAL ARUACL w

Table 3. Brand identification, organizational identification and job satisfaction by general characteristics of employees

General characteristics . }.3rand. + 'Orga?lzatl.onzi] Job satisfaction”
identification identification

Gender male (n=262) 3.32+0.34 3.338+0.71 3.54+0.69
female (n=124) 3.37+0.70 3.92+0.68 3.56+0.59

(n=386) t-value -0.407 -0.596 -0.259
Under 30 (n=132) 3.35+0.77 3.84+0.75° 3.5610.61
Age 30~39 (n=190) 3.29+0.82 3.86x0.71° 3.50+0.70
40 and more (n=71) 3.48+0.77 4.11x051° 3.71+0.63

(n=393)  F-value 1.422 4239 2.642
Marriage Single (n=188) 3.3310.79 3.8610.73 3.5510.66
Married (n=205) 3.37+0.79 3.9410.67 3.57£0.66

(n=393) t-value -0.395 -1.221 0.273
Staff (n=233) 3.29+0.80° 3.78+0.71* 3.47+0.65°
Position ~ Chief (n=109) 3.33+0.78 4.02+0.68° 3.62+0.64°
Assistant manager and higher (n=46) 3,68:0.71° 423+052° 3.91+0.56"

(n=388)  F-value 4707 10.736" 9,744
Department Food & Beverage (n=209) 3.46+0.73 4.06+0.60 3.65+0.57
Kitchen (n=162) 3.23:0.84 3.74+0.75 3.48+0.72

(n=371)  t-value 26737 4455 2.532
Under high school (n=28) 3.23+0.85 3.9610.64 3.50+0.74
Education  College (n=241) 3.3110.76 3.87+0.67 3.51+0.62
University and over (n=115) 342+0.84 3.94+0.79 3.66+0.69

(n=384) F-value 1.029 0.402 1.993
Job status Regular worker (n=277) 3.37+0.77 3.95+0.65 3.57+0.64
Contract worker & Part-time worker (n=85) 3.27+0.81 3.76+0.78 3.53+0.67

(n=362) t-value 0.964 2.024° 0.499
Brand origin Local (n=148) 3.22+0.76 3.9610.69 3.46+0.63
International (n=250) 3.43+0.80 3.86+0.70 3.62+0.66

(n=398) t-value 2.581" 1.398 2447

Period of working in the present company (y1)® 0.043 0.118" 0.049

Total period of working in the foodservice industry (yr) 0.049 0.153" 0.087

" Mean=SD(1: strongly disagree 5: strongly agree)
¥ correlation coefficient

" p<005 7 p<0.01 " p<0.001
*® Tukey’s multiple comparison

The total numbers of respondents are different between categories because the data of ‘no response’ were excluded at these analyses.
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Table 4. Simple regression analysis of brand identification on organizational identification

Independent variable Unstanda'rdlzed Std. error Standarfhzed t-value
coefficients coefficients
Brand identification 0.524 0.036 0.595 14716
R’ = 0.354, Adijusted R* = 0.352, F-value = 216.560"
™ p<0.001
Table 5. Multiple regression analysis employee identification on job satisfaction
Independent variable Unstanda'rdlzed Std. error Standarq1zed t-value
coefficients coefficients
Brand identification 0.538 0.021 0.649 25460
Organizational identification 0.342 0.024 0.364 14.2707
R* = 0.834, Adjusted R* = 0.833, F-value = 992998

" p<0.001
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