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                            Abstract

Brand Personality is one way to evaluate the reputation of a business, by assessing

how and in what way brand is recognized both internally aRd externally. Here

"identity" is defined as what the employees think ofthe business and "image" is what

the customers think ofthe business. IR many ReputatioR models identity aBd image

are thought of as being linked together and mutually dependent. If there is a causai

link then the perceptioR of customer facing employees may infiuence that of

customers. In this study the perceptions of customers and employees in a number of

`hot spring' hotels in Japan are assessed using a brand personality scale. Identity and

image are found te correlate, confirming previous studies in differeRt cultures and

suggestiRg ways in which reputation caR be in£luenced..
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Introductiofi

Today the discussion about company brand has intensified and its full importance is

startingto be recogRized. in many companies the subject has become how to build the

compaily braRd aRd how to maiRtain and increase such a compaRy asset. Brand

Personality scales assess a brand's image using humaR characteristics to describe the

brand. The purpose ofthis paper is to measure the image with regards to the outside

system (customers) and to the inside system (employees). Empirical work is reported

from a study ofthe five lodging facilities that representthe Asari Gawa Onsen, a hot

spring reso rts iR the north ofJapan. Hokkaido possesses three primary volcanic

mountajn groups. CoRsequeRtly, more than two hundred hot springs can be fouRd

throughout the prefecture. Many have outdoor baths (rotenburo) where you can enjoy

the beautiful natural surrouRdings while soakiRg in the baths.

This paper will iRvestigate how the users of Asari Gawa ORseR view the image of

the five lodging facilities and how the employees of these facilities view these

same lodging facilities as well. This work aims to verify if previous work (Davies

et al 2000) can be applied to a diflierent context in a differeRt society. In addition,

the cause of how a gap has occurred between image and identity will be

iRvestig,ated.

Literature Review:

Brand Personality Measurement was first theoretically and practically established

by the researcher J.L. Aaker with her brand personality scale, Aaker (1997).

Aaker's work was extended to include studies in other cultures where it was
                                                    '

found that di£ferent dimensioRs of braRd personaiity were more relevant than in

the origifial study in Aaker et al (2000). With this research it was found that
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Ainericans and Japanese recognize the factors

"Sincerity", "Excitement", "(]k)mpetence", "Sophistication" in common with each

other. It was also discovered that Americans uniquely recognize "Ruggedness"

aRd Japanese culture uniquely recognizes "Peacefulness" as a factor. The tab}e

below shows the Brand Personality factors that are recognized by the Japartese.

Davies et al (1999) extended the measurement ofbraRd personality to rneasure net

oniy customers' views but also the views of employees. Their scale, validated in

the UK is relevant to both image and identity. 7

factors, "Agreeableness", "Enterprise", "Competence","Chic","Ruthlessness","M

achismo" aRd "Informality" were extracted. The same factor formation came from

both the customers and employecs. Due to this fact, this method has the logical

backing ofbeing able to compare aRd evaiuate both the customers and employees

opinion of the business.

Wjth this scale it is possible for businesses to compare

iRvestigate what elements they are lacking in and then

(the cmployees and customers) are connected.

           Table 1 Research on Brand PersoRality

 image and identity and

concretely see how they

Researcher Criteria Dimension

M.R.Bai3'ickand HumanPersonality 1.Extroversion

M.K.Mount(1991) 2.Agreeable
3.Conscientiousness

4.Neuroticism

5.0pennesstoExperience

J.L.Aaker(1997) BrandPersonality 1.Sincerky

(USAModel) 2.Excitement

3.Competence
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4.SophisticatioR

5.Ruggedness

J.LAakeretc.(2000) Brandpersonality 1.Excitement
(JapaneseModel) 2.Competence

3.Peacefulness

4.Sophistication

5.Sincerit

G.Daviesetc.(2001) BraAdpersonality 1.Agreeableness

(UKModel) 2.Enterprise

3.CompeteRce
4.Chic
5.Ruthlessness

6.Machismo
7.Iiiformalit

Eva}uatien measurement n}ethod

A measurement method was adopted where the Aaker scale was used as a base

and further persoRificatieit items were added to it. The purpose for using the

persoRificatioR metaphorin this paper was to make the companies' images easy to

recognize by perceiviRg them as personality traits. It is easier to understand the

answer from respondents that have been asked questions in an abstract language.

Conforming to previous research this paper will assume the term "image" is the

organizatioR's evalua{ion giveR litom the exterRal organization (customers) and

"ideRtity" is the organization's evaluatioR given from {he internal organization

(employees).

Hypetheses

The Aaker scale is a device, which depends on research that iBcludes product

brand aRd a company's evaluation, and its uses are limited to interviews of

customers. However, it was proven by Davies et al's work that a similar scale can
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be used in interviews of employees toe. They have said there is no logical reasen

to stick to only the five factors that make up image and identity. Rather, they have

hinted that the more factors you have the more universal the scale will become

and it wi}l change and improve the analysis frame. So, with concem to the

compatibility ofthe 7 factors, extracted in this research, the following hypotheses

were 'formed.

      Ilypothesis 1: lihe Aaker scale kas reliabildy fbr both employees and

      cttstomers.

Furthermore, because these lodging facilities are places where the customers and

employees come iRto face to face contact with each other the followjng hypothesis

was formed by looking at the correlatioR betweenimage and identity.

      ltlypothesis 2.' image and identity are positii2ely cori'elated.

Questionnaire Suryey

The survey in which the Asari Gawa ORsen district was the object of study was

carried out in the winter of 2001. A survey was carried out with 11 lodging

facilities as objects. Adequate samples to compare intemal and extemal views

were obtained in 5 and the data that follows are taken from this group.

Respondents were asked to assume that the lodgiRg `had come to life as a human

being' aRd to rate its persoHality on a five poiRt scale usiRg the words from the
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Aaker scale

preliminary

words used

was used to

whole.

 as raodified for 3apan together with other words obtaiRed from

research amoilg customers aRd employees, and a search into the

to describe Onsen iR their marketing literature. The same approach

assess the image of the Asari Gawa Onsen (hot spring area) as a

                Table2 Sample Size

KorakueR Musasitei Whinkel Classe Marinhill Total

Customers 1'l8 126 147 44 148 583

Employees 15 2e 7 15 12 69
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Table 3 The compoRent Variables of 7 Factors

Gorgcousness Liveliness Competence Sincelity Simplicity Immaturity Pe2}cefulness

Sopliisticrited Fim Relieyed Mild-mallllered Childliko Feminiue
Reliable

Stylisk Open-minded FRmilyorie"ted Reserved Imltiatiire Kind
MascaliBe

Megant Energetic :rhoughtful Mod¢st Cute
Maguificent

Romalltic Ymithful Si,ncere Calm
Self-comps)sed

SM(H)th App")ackab}e Clea" Peised
Reliab}e

ExtravagaMt Aetive
lkpeRdable

Wftrm

Stllmling
Cheeitul 'rruthful

Tough

Charmi"g
Neat

Reltxxed

IIealthy

The raw data were factor analysed with variinax K)tation . Table 3 shows the

components iteins of the 7 factors that einerged (translated from Japanese). Each

factor was labelled by the author. Relial)ility analyses was conducted using

Cronbach alpha as the key measure, Table 4. Data is shown for employees aRd

customers separately and foreach lodging.
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Reliability

Table 4 Reliability score between Customer and Employee

Total

customer

Korakuen Musasitei Whinkel Classe Marihil Custorner

&employee

Gorgeousness O.9207 O.9202 O.9243 O.9l95 O.9194 e.9207 O.9216

Liveliness 08897 O.9035 O.851O O.8747 O.8629 O.9203 O.8982

Competence O.8796 O.8863 O.8676 O.8474 O.8749 O.8836 O.8529

Sincerity O.8637 O.8916 O.8480 O.8146 O.8268 O.8703 O.8752

Simplicity O.6974 O.7352 OJ651 O.53nza,.,6 C,.ip`412･ OJ331 O.7061

Immaturity O.6702 O.7205 O.7095 O.6128 O.6061 057,43 O.6449

PeacefuIRess O.6239 C.i:S.23 O.6932 O.6514 C}.`g"289 O.6373 O.6642

Tota1

employee

korakuen musashltel whlnkel classe Marihill

Gergeousness O.9166 O.8946 Q8074 O.9345 O.9332 O.9622

Liveline$s O.9306 09275 O.9027 O.9562 O.9369 O.9426

Competence O.7109 O.9012 ;::.K8C O.856e O.8902 O.9326

Sincerity O.9l22 O.9414 O.9085 O.9l73 O.9284 O.8763

Simplicity O.7390 O.7846 O.8412 O.Jr3;Is"r (}}.X.}94C O.6403

lmmattirity l],.48g7, O.5-21S. O.6758 --･
1.1･42..n,di O.3968 g.4ag`58

Peacefulnes$ O.8531 O.8931 O.7891 ･--
3.0ell;t3 O.8527 O.93l6

Generally if a va}ue exceeds O.6 or O.7 it is considered valid. As a result, with the

total customers and total employees the reliability ofthis analysis was proved with

most of the factors. I-Iowever, the analysis showed aR extremely low value in

relation to the total employees ifimmaturky factorS. IR order to fiRd the cause of

this low value, the elemeRt "immature" was taken out of the factor and reliability

was measured again. in this case the reliability rose from O.4g87 to O.6141. in

short it seems there is an ambiguity in the word "immature" so there is a problem
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in the way differcnt respondcnts interpret this word. It seems this word has

infiuenced ihc reliability with disunity.

At the Ievel ofthe individual hotel or lodgiltg a tew faclors were found that did

not satisfy thc O.6 or above score. This is espccially the case with the Classe Hotel

where the customers' reliability with the factors of ffsimplicityS aitd Tpcace of

mindg showed a score ofO.4. Furthcrrnore with regard to the employees, many of

the factors showed low values, especially with Wmkel where the values of

trimmaturityX and rrpeace of mind2 are negative. One of the reasoRs is that the

sample size was too small. Also, there arc Rot eBough items in the factors of

rrimmaturityS and rpeacc of mindS.

However from the overall data hypothesis 1 is supported.

Correlation Afialysis
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Correlation analysis was used and to determine whether or no{ there is a

corrclatioR bctween image and identity. The graph above is a plot of 35 pairs of

scores (5 companies by 7 factors). The graph below shows the average scores of

imagc aRd idcntity from all the custemers ofthe 5 compaBies. The total average

of correlation scorcs shows a value of O.949 (signnicant at the 1% levcl) and

shows a defini{e correlation but the correlation scere of each hotel was lowcr at
                      7

O.639( still significant at the 1% level). There is a tlten a delinite correlation

betwceR image aRd identity and hypothesis 2 has been accepted.

Comparison o{'image and identity in each Hetel.

i) Kourakuefin

Excluding the factors of "immaturky aRd youthfulness" the image for the

Kourakucn hotel grcatly exceeded its identity. The factor of "immaturity aRd

youthfulness", has the smallcst gap of on}y O.07 95. Kourakuen has a higher

evaluatioR from it's customcrs than it does from its owR employces. If image and
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identity are

employees'

ljnked (Davies and Chun

lieelings towards the hotel.

2002) then management need to improve their

Gorgeousness Liveliness Competence Sinoerity Simplicity Immaturity Peaoefulness

Custeraer 3.29362 3.48699 3.58487 3.872453 3.79104 2.331761 3.367521

Employee 2.657143 2.946667 3.ee8333 3.028571 3.266667 2
.
2.866667

Peacefulness

Gorgeousness

   4
  3,S

   3

   2
  1.5

   1
   .5

Liveliness

lmmaturity Competence

+Custorner
dwEtnployee

Simplicity Sincerity
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ii )Hotel Musashi Tei

With the factors of "gorgeousRess and splendedness","liveliness and

cheerfulness","capability and mas,nificence","siRcerity" no big difference was

appareRt. With the factorof "simplicity" the employees had a higher opinioR than

did the customers. It seems the employees recognized their company as a

`plain','calm' business, while the customers didn't feel the same way. With the

factors of "immaturity and youthfulness" relief aRd ts,entleness" image had a higher

value thait did identity. From the point of the customers having a higher evaluation

than the employees is probably a good result. However the elements that comprise the

fac{or "immaturity and youthfulness" are ,'childish', 'immature', and `cute' and so

the problem remains whether the people who filled out the questionRaires considered

these as positive or negative elements.

Gorgeousness Liveline$s Competence Sinoerity Simp1icky Immaturity Peacefulness

Custolner 2.991637 3.253761 3.269949 3.560212 3.596229 2.530 3.268595

Employee 2861654 3.215263 3.14375 3.410526 3.584211 2.77894 3.3l5789
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iii) Winkeru

Here most of the scores for imas,e aRd ideRtity were equal. This means that both the

customers and einployees gave a similar evaluatioR towards Winkeru. But with the

factors of "gorgeousness and splendidness" ofie can see that a s,ap has formed. IR

this case image exceeds identity. In other words the customers see Winkeru as a morc
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fashionable, elegant, and fantastic place than do the employees.

employees have to recos,nize Winkeru as a "gorgeous and splendid

for a way to improve all the values from this time.

From now on the

" place and search

Gorgeousness Liveliness Cerapetence Sincerity Simplicity lmmaturity Peacefulness

Customer 3D34014 3.33537 3.136881 3.46344 3.483796 2.73206 3.20068

Employee 2.77551 3,433333 3.270833 3.44898 3.661905 2.66666 3.28571
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iv)Asari Classe Hotel

There was no real big difference' between image and identity with the Asari Classe

Hotel. If one difference has to be mentioned with the factors of "immaturity and

you{hfuIRess" "relie£ aRd gentleness" identity exceeds image. This means that the

employees recos,nize their ho{el as `cute' and 'kind' more than the customers. On the

other hand with the factor of "liveliness and cheerfulness" image exceeds identity.

This meaRs tha"he customers thini< the hotel is a fun and intjmate place more than

the employees think so. From now on the employees should recognize their hotel as

having "liveliness and cheerfulness" and raise their identity and look for a strategy in

which they can improve al"he values.

Gorgeousne$$ Liveliness Competence Sincerity Simplicity Immaturity Peacefulness

Customer 3.l70732 3.53l05 3.244131 3511203 3.597811 2.52032 3.158537

Employee 3.133333 3.366667 3.25 3.466667 3.506667 2.68888 3.3
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V )Maiine Hill Hotel Otan.} (Hokkaido Sailor Insurance, Health and Welfare Center)

At the Marine Hill Hote} Otaru with all of the factors the values ofimage exceeded

the values ofideiltity. This is a remarl<able differeRce compared {o the o{her hotel

establishments. With the tiactors of"gorgeousness and splendidness" and "reljef and

geRtleness" the ditlfereRce between identity aRd image was particularly big at O,7.

The difference was at O,5 for the facters of"liveliness and cheerfuIRess" ,"capability
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and magnificence " ,"sincerky" . With the factors of "simplicity", "immaturity and

youthfulness" there was little difference between image aRd identity.

From the above values it is clear thatthe Marine Hill Hotel Otaru has a much higher

evaluatioR from its customers thaii it does from its own emp}eyees. Therefore while

having pride in their compaRy and also not forgettiRg to be modest the employees ef

Marine Hill Hotel Otaru must make an effort to look for a way to maintain and

improve their values for identity.

Gorgeousnes$ Liveliness Competence Sincerity SirRplicitylmmaturity Peacefulness

Customer 3.059256 3.380125 3.278583 3.54"97 3.5660682.64375 3.l98756

Employee 2.357143 2.983333 2.791667 3.03571 3.1863642.52777 2.458333
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Comparison ofin}age and identity iR Asarigawa HetspriRg Area

Respondenst were asked to ate the hot spring area as well as the hotel they were

working or staying jn. For all the factors except for ffimmaturity and youthS imas,e

exceeds identity. It looks like the customers have a higher regard for Asari Gawa

OnseR (Hot sprins,) than do the employees. There is a big difiierence between

image aRd identity with the factors of ifgorgeousness and inagnificenceS and

ffsincerityS. So, it seems that the customers more than the employees feel a sense
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of "warmth" and "refinedness" tewards Asari Gawa Onsen. Perhaps, it

necessary for the employees to feel coilfideRt tewards this evaluation from

customers and use this as the focus to decide on an improvemeRt strategy.

Table image aRd identity on Asarigawa hot spriRg hotel.

 is

the

Gorgeousness Livellness Competence Sincerity Slrr}plicity Imrnaturity Peacefulness

Clistomer 3.094788 3.37414 3.3006 3.591055 3.599807 2.56923 3.246029

Einployee 2.778955 3.l673 3.122997 3.2762l5 3.435458 2.62020 3.05882
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Conclusions

The purpose of this paper was to measure the image and ideAtity ef Asari Gawa

Onsen by usiRg a brand personality scale afid by using reliability aRd the

correlation verify whether or not it is possible to analyze the objects ofthis study

by the Davies's research method. As a result the reliability score and correlatioR

were mostly as expected. The s,ap between image and identity was investigated
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and the cause of this gap was also discussed. Forindividual hotels the sample size

is too small to demonstrate statistically significant results but the scores and the

gaps between image aRd identity were large eRough to be of concern to some

hotels. Perhaps the gaps between image and identity for the hot spring regioR as a

whole is the mest intriguing. It is possible that the customers have a glamorous

image of a vacatieR location, but emplQyees appear Rot to see the area in the same

way. in the long term this could be dangerous, as customers may start to see the

area in the same way?
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