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ABSTRACT

A Study on Brand Personality and Brand Identification

by Service Characteristic

Yun-Jeong Kim

Department of Business Administration
Graduate School

Cheju National University

Supervised by Professor Hyoung-Gil Kim

As competition becomes hot with the growth in service industry and
as the technology has rapidly been advanced, obtaining of priority with
use of brand in competition is raised as an important matter. This is
because it becomes more important to achieve differentiation from
competitive companies in similar service environment and because
emotional, self-expressive, and symbolic functions of brand become more
important in consumption activities.

What emphasized in terms of the recent role of brand is brand
personality and brand identification. This means that customers may
express their characteristics or egos and, as a result, take important
roles in construction of the assets of the brand. Through this, the
necessity for repurchase intention, which is the core of defensive
strategy, is suggested with dispersion of the recognition that repurchase

through maintenance of existing customers is more important compared
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to creation of new customers in case of service industry.

However, existing studies related to brand in service industry are
concentrated in the relationship between the quality of service and
customer satisfaction and generalized and connective studies focused on
brand personality, thus, brand identification shows limitation with
insufficiency.

In this respect, it was intended in this study to identify how much
contributions are made in establishment of brand personality by each
element by inputting service experience, price, advertisement, and physical
environment as the elements of service marketing mix that influences on
the characteristics of service brand according to the characteristics of
each service. And also, it was intended to identify what relationship
brand personality, which is influenced from  the service marketing mix
elements as a result, establish with brand identification that shows the
relationship between customers and brand. In addition, it was intended to
show the significant suggestions in marketing by identifying whether the
strong identification of the brand that has similar characteristics with his
or hers makes positive influence in induction of repurchase by
influencing on switching barrier in the change of service brand and what
influence 1s made in repurchase intention by switching barrier.

For this study, service industry is classified into four stages according
to the characteristics of service: experimental-emotional service, emotional
—credible service, credible-functional service, and functional-experimental
service. Also, the type of business with the most frequent customer
contact was determined for each stage and the enterprise with the
highest brand value in each service part according to the report by the

Korea Management Association were designated as the representative
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service brand for each stage. selected representative brand were Lotteria

(experimental-emotional service), CGV (emotional-credible service), Kukmin

Bank (credible-functional service), and E-Mart (functional-experimental

service).

For this, large assumptions were made as follows and each four

sub-assumptions were settled to each large assumption for verification:

experimental-emotional service, emotional—credible service, credible-functional

service, and functional-experimental service.

H; :

H, :

H;

Hy

Service experience by service characteristic will give positive influence
on brand personality.

Prices by service characteristic will give positive influence on brand
personality.

Advertising by service characteristic will positive influence on brand

personality.

. Physical environment by service characteristic will positive influence

on brand personality.

. Brand personality by service characteristic will give positive influence

on brand identification.

. Brand personality by service characteristic will give positive influence

on switching barrier.

. Brand personality by service characteristic will give positive influence

on repurchase intention.

. Brand identification by service characteristic will give positive influence

on switching barrier.

. Brand identification by service characteristic will give positive influence

on repurchase intention.
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Hio : Switching barrier (attraction of competitive company and switching
expense) by service characteristic will give positive influence on
repurchase intention (intention of recommendation, numbers of

purchase, and continuous use).

The survey for verification the assumptions of the study was carried
out by service characteristic for the four brands selected for each stage
to consumers with experience of use in Seoul and Gyeonggi—-do with use
of questionnaire papers. Especially, 15 scales, which might represent each
characteristic factor, among the 42 unique characteristics developed by
Jennifer Aaker were used as the items to assess the brand personality
of each service brand. SPSS for Windows Release 12.0 and AMOS 4.0

were used in analysis of verification data.

The result of analysis of this study was as follows:

1) It was identified that the elements of service marketing mix
influenced on brand personality at the stage of all service characteristic
stages. Especially, the largest influence was made on physical environment,
by unique and characteristic preparation of physical environment would
make customers stay service environment for a long time and would be
able to give positive influence on repurchase intention.

2) The influence of brand personality on brand identification was found
to be significant at each service characteristic stage.

3) However, the influence of brand personality on switching barrier
was found to be significant at all the stages except emotional-credible

stage.
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4) The influence of brand personality on repurchase intention and the
influence of brand identification on switching barrier and repurchase
intention also showed positive influence at all service characteristic stage.

5) It was identified that switching barrier influenced on repurchase

intention as expected.

In this study, the resulted induced from previous studies were
extended to service industry so as to identify the customers’ decision
making process that reach up to repurchase intention and a result similar
to those of previous studies was induced.

Based on such result of the study, service brand would be able to be
utilized as efficient differentiation measure through enforcement of the
elements, which are mostly influenced, among :'service marketing mix
elements for each service -characteristic. Thus, brand personality
established with various service marketing mix elements will further
reinforce the relationship with customers with elevation of identification,
thus, repurchase should be induced with utilization of it as the entering
barrier. For this, all the communication channels should be maintained
with consistency and integrated marketing communication should be
executed for more efficient approach to more customers.

In addition, the situation that only one service brand served as the
subject of analysis for each stage of service industry for study and the
situation that correlation among service marketing mix elements could
not identified as well as the problem of representation in selection of

samples are considered to be supplemented in future when additional

further studies are conducted.
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BA=AY - BUF 0.909 | 0105 |8618™ | 0.591
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l

H3-2 3 — BHA=NA 0224 | 0.043 |5.231"" | 0.254
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