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Developing Tourism Destination Brand Scale Using the BPS
- An Application to the City Brands -
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ABSTRACT

This study developed a tourism destination brand scale using the Brand
Personality Scale(BPS). Based on the previous literature, in particular from
Aaker’s BPS, 29 items of destination brand personality scale was developed.
Data used in the analysis were gathered from two metropolitan cities in
Korea: Seoul and Busan. A total of 336 samples evaluated two city brands:
Hi Seoul and Dynamic Busan. The findings revealed that destination brand
personality was consisted of 3 dimensions such as sincerity, excitement,
attractiveness. Results also showed that the 3 dimensional destination brand
personality scale was reliable and valid. Furthermore, the respondents’ level
of awareness on the attractiveness and sincerity of a city brand made a

positive impact on their intention to revisit and recommendation.

sHA20{(Key words) : BPS(Brand personality scale),
ZIZSEX|(Tourism destination),
SHX|HE=(Destination brand),
HHM=IHM(Brand personality),
TAIEEE(City brand)
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221(slogan) 8] FE Tl 222 = A oltH(Hem & Iversen, 2004: ©]
F&, 2006). weEbd BAAEAE HrHE A7 AAHJ] Hob 1’\‘3“«] 7H“L°
AR k] HlwE EF Bz dA) %] et} /AR
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of HEAEol e s F= AR WXt Ekinci & Hosany, 2006). 4
2 Western Australia®] 74-F #gAdl tigt 2=l A IS Sl 272
o] AA AFJAZA 9] o|n|A] F&HI} g T P JA] FUMe Aoz YE
YoHCrockett & Wood, 2002).

2 ot e o
N

Churchil(1979; 1999)3} Zaichkowsky(1985)9] A& A &3] (a8 1
I 2 G e NUHAE AH 8T

AgATFe 2AE S8l FHE %@-Z]E%Eﬂ*é NS 34T e H=
FEe APstke she Dot B dFddAe 359 FE5 98 Aaker
(1997) 7} Altet BPS 4270 %—78'5(} 7} o]818] (1997), Morgan & Prichard
(2002), Crockett & Wood (2002), Santos(2004), Ekinci & Hosany
(2006) T Aol AHEE FAA| Bl =o|n|z| g A z]o|n]|z] WM F 17t

)
o] 545 el 55 (Aaker, 1997) T = 2% 5 SAAHA =T <]



e

= O ===
440 52 FE3)
H=ol =gl
SHISHEML2 JHE L SHO TSt
O RAL
hd
azy= za
Aaker's(1996) 420 BPS &= +
SHA2HE L8 A0 LEE OHE £4
UHE EtgE B}
MBI 2E 2SS0 WEEE ST Ot
¥ 1% HERE UE
OllHl = A} (Pilot Study)
SN QoI
A2 & 24M: Coefficient alpha
¥ < | =zaam
o Xt &l
SN QoI
v
| 33 o = -
SElEe oft HERS UH
O™ A (stability): Parallel-form reliability
L= 22t (internal consistency): Coefficient alpha
e Bt 2 AEE HAS
l—
BOoIN QoA
JIE BHEX S
PERYUIAL ONLE HEQ 2R HE(HS2T) A0l
o olntE 24
% 1) Az JHE oAl
3. 1A =434
= o 5 o 5 2= byl )
AAEE 49 T WA 399 DY AT DFER ARNES T4
- - Y - -
H FEE0] WFEAABANEY JHY MR A A g

SEIEESE:



MEA Fr7he A & & O dAze A4S B & content
validity) & #1& stazk OPﬁiD}(Zamhkowsky 1985: A+, 1998

e BREE H7kE T3 dEss AMSSte] AAl BRAEAEE fitew
WFEAA A= el JAAE7} =a Ao dAs e #3s A wg 2 o
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otd A5 AREste] AHE il sl AAg R0 RRE AEE FF
e SAlZ, 2 AFlA+ Hi Seoul, Dynamic Busan’, Tt’s Daejeon’,
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You', ‘Ace Yongin' & $Eluzte] tEA] 8/ SRAHAE T (HEZ,
2006) =& AAZ(e|RA, 2004), #BA F A Y] FR T aelE] A%
H 5 HA=R AL 'Hi Seoul # §4t] ‘Dynamic Busan'& tldoz &
ZARE AT ARl AlEE dEss A8l 22 W&o RE g5 A7t
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Fl F2 F3 value FA) % a

F1 A4A

s} .802

kst 791

RS R=t .788

Akt .783 6.617
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2217 7o 2= Aaker(1997)9] A7 FYsA FA TR & AHESI L
™ Varimax 215 Adgsle] 991& FE3190th KMOAIS7}E 917, Bartlett's 7
3759 chi-square#te] 4357.613(p=.000) 2.2 Yeh} 80849 91-&
ST QIEAZA T, (& 1)9F 2ol 2170 &5l tiste] 3709 aQlo] FE5
Ak 3709 afleo] YehllE Sk Al 57.09%01H e 5o a9l A
2 50 o] o= et SRl 3719 821 Z47te] W8 9 Aaker(1997)¢]
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Churchill, 1999: Hari et al., 2006).
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£ gold 27 3 A B v A w2 AEEAEO 70) de AeE v
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Wedelt 79 — 368
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*p €0.05 **p €0.01

BERY] APre x*=215.355(df=71, p=.000), GFI=.939, AGFI=
910, NFI=.923, CFI=.946, RMSEA=.0672 Yeh} tAgez 7|%<
FENTNE AL B o] AotE AFngo] 4L o] JFAAS Al
= Atk AT, PR EAE NG A T ulEA (EESAS
=471, t=4.177, p=.000)7 &P (FEFsHHF=.131, t=2.270, p=
.023)¢] #FAe] Yool Fogt JgE nX e Aoz Yepton, d34
(FF3A5==-.017, t=-.164, p=.870)2 PF o] J&& v)xA| & A

I

i



A+

L
R

Az}

1

©
pal

= Jepgr}. ol

4) F=x).

o

i
aLr

Al

V. A2 2 AR

2 UePgtH(

ABAEAYS] 2

-
[¢]

] &

©

°] 26.2%

s
a

o

3]

= yehst. 5

[e)
237

o
o
o
N

0

o7

N

AR, A

b chest g

o

e

=

Aol A¥tE

=

o
Sihy

AABA=AN 374 A

Hr

=

B
L

=
T

7]

L

.

1}

i A7 7]

9

pod

3l 4

o]
o 9

=

[¢)

1o 2g Wz,

Id

A1 BHEH 7ol AREE AR =S

A 2l A2

o]

L

pu

1

©
pal

FHoz noZg

Crockett & Wood(2002)

H| 2} ol o

£ o274 Fole] o9
24 P

ol w

o

=
T

A7l
7Fsstl &

A= h

Ekinci & Hosany(20086),

A€ 3749 A & i

7

o
=2



of & 914 sjot W ohe}, AT Y T BYRAX S A v

a7k bse At 3 0AE Bse] W B9 AT BA4 Base
7 A8 73 okl v AT G AN £33 2849 B o}
A% AR 9 AT I2AR2Y el oA 9 slo2 e

2 A7 WAL NS ERFEUAQ Ao BEFES ASPTHE A
20 S AT B8 T R BABAER BPARTE Aol B AF
ZAlel] ALSE T EAlS) HETL B e A 2 A7) dAR 2 5 9l
o et B el A% dusely] ANt § gad B8 F278e A
g0l Bad Aoz BEs, 2 A4S A ¥ ohje} FAEA 5O &
o A F45 A7 SR ourh 9s Ao gddt

A7G7(1998). 2= /MAEE 5o FuderdE. Fausadt,, 9(1), 37-52

A835(2006). FaBEFHo A AGBdE vpAR Y B4 A AN, 4,
35-51

%@%(2006). ‘Dynamic Busan’ EHE QA =9} o5 =7te] #HA . IulAgde]A
T, 11(3), 45-63

e - A H?(2009 WA A9 ojwA gk HA =] AA A A
AT, 21(1), 65-85

o7 - 29Z(2007). BAIENE 271 QAL £AS} o|u]A] Pt ©HE &

A Al £22 Colorful DAEGU'E T4 22. "A614 e=#3

Sdedtes ERENE,, AFetn, 457-469

ORI (2004). =A] o|W]A] THE g EA B A AT 1 A EABAE )
TE FASE. AR =8, Adg

olfrA - 2Hdeb(2002). BAE Hade|E-HAlE A
Hlo] g2zt Atelel het B 3 fepAR ATy, 17(3), 1-33

olFE(2006). A1 Bl Ao AA S} Wy A2, AR, 4, 17-34

o[e3](1997). F= #FA] on|A] SH=e) /W TAFEATF,, 20(2), 80-95
_(2001). @ BFEAA] BA= FES 913 BAlC A Pt dF AT TH
Bty 25(3), 171-192

o|dA(2005). TR7IYe] BA= 714, A1E], faee] BADT ¢ FAAYG Sl
& salez T gAdT,, 17(1), 97-118

-
b
&

o



BPSE o]-&3 #3544 Hals X AL 17

A7 - F98(2003). o #F BAE o|m]x] H A 93 viAE A3 TG EA
T, 15, 191-217

St (2005). WFEHAZA Y ti7, AEAHY] BalE sadejee] g 5 Ax
Ao et A TEF - AT, 17(4), 99-118

A E - 0]52(2008). %&W Bales) o] wgA]olm| Ao mlX| = Gl Hek AT
FagATAE,, 22(1), 5-18

ZF58(2005). A °ﬂ"1ﬂ«l A" o g FLEANE A

7. TAFEATF,, 29(2), 255-276

Aaker, D. A.(1996). Building Strong Brand, New York : Free Press.

Aaker, J. L.(1997). Dimensions of Brand Personality. Journal of Marketing
Research 34, 347-356

Caprara, G. V., Barbaranelli, C. & Guido, G.(2001). Brand Personality :
How to Make the Metaphor Fit?. Journal of Economic Psychology, 22,
377-95

Chon, K.(1990). The Role of Destination Image in Tourism : A Review and
Discussion. The Tourist Review, 45(2), 2-9

Churchill, Jr. G. A.(1979). A Paradigm for Developing Better Measures of
Marketing Construct. Journal of Marketing Research, 16, 64-73.

(1999). Marketing Research : Methodological Foundations
(7th edition). FL: Dryden.

Crockett, S. R., & Wood, L. J.(2002). BrandWestern Australia : Golidays of
an Entirely Different Nature, in Morgan. N. Pritchard, A. & Pride,
R.(eds.), Destination Branding : Creating the Unique Destination

iin
b

Q91| &g

re

e

Proposition Oxford : Butterworth-Heinemann, 124-147

Echtner, C. M., & Ritchie, J. R. B.(1991). The Meaning and Measurement
of Destination Image. The Journal of Tourism Studies, 2(2), 2-12

(1993). The Measurement of Destination

Image : An Empirical Assessment. Journal of Travel Research, 31(4),
3-13

Ekinci, Y., & Hosany, S.(2006). Destination Personality : An Application of
Brand Personality to Tourism Destinations. Journal of Travel
Research 45, 127-139

Fournier, S.(1998). Consumer and Their Brands : Developing Relationship

Theory in Consumer Research. Journal of Consumer Research, 24,
343-373.



Gartner, W.(1989). Image Formation Process. Journal of Travel and
Tourism Marketing(2/3), 191-215

Hair, Jr. J. F., Anderson, R. E., Tatham, R. L. & Black, W. C.(2006).
Multivariate Data Analysis (6th edition), Prentice Hall, New Jersey:

Hem, L. M., & Iversen, N. M.(2004). How to Develop a Destination Brand
Logo : A Qualiatative and Quantitative Approach. Scandinavian Journal
of Hospitality and Tourisi#(2), 83-106

Heylen, J. P., Dawson, B., & Sampson, P.(1995). An Implicit model of
consumer behaviour. Journal of Market Research Society, 37(1),
51-67.

Hong, J. W., & Zinkhan, G. M.(1995). Self Concept and Advertising
Effectiveness : The Influence of Congruence. Conspicuousness, and
Response Mode, Psychology and Marketing, 12(January), 53-77

Keller, K. L.(1993). Conceptualising, Measuring and Managing Customer
Based Brand Equity. Journal of Marketing, 57, 1-22

Kim, C. K., Han, D. C., & Park, S. B.(2001). The Effect of Brand
Personality and Brand Identification on Brand Loyalty : Applying the
Theory of Social Identification. Japanese Psychological Research,
43(4), 195-206.

Kolb, B. M.(2006). Tourism Marketing for Cities and Towns - Using
Branding and Events to Attracdfourists. Oxford : Butterworth-
Heinemann

Kotler, P., & Armstrong, G.(2006). Principles of Marketing (11th International
edition). New Jersey : Prentice Hall.

Kotler, P., & Gertner, D.(2006). Country as brand, product and beyond : a
place marketing and brand management perspective in Morgan. N.
Pritchard, A. and Pride, R.(eds.), Destination Branding @ Creating
the Unique Destination Propositi€xford : Butterworth- Heinemann,
40-56

Malhotra, N. K.(1988). Self Concept and Product Choice: An Integrated
Perspective. Journal of Economic Psychology, 9, 1-28

Morgan, N., & Pritchard, A.(2002). Contextualising Destination Branding,
in Morgan. N. Pritchard, A. & Pride, R.(eds.), Destination Branding:
Creating the Unique Destination Proposijtfmiord : Butterworth-
Heinemann, 11-41



BPSE ol &3F #3EAA] vale HrpEe] /it 19

Mowen, J. C.(1990). Consumer Behavior (2nd edition). New York : Macmillan

Phau, 1., & Lau, K. C.(2000). Conceptualising Brand Personality : A Review
and Research Propositions. Journal of Targeting, Measurement and
Analysis for Marketin8(1), 52-69

Pike, S.(2002). Destination image analysis- a review of 142 papers form
1973-2000. Tourism Management, 23, 541-549

Santos, C. A.(2004). Framing Portugal Representational Dynamics. Annals
of Tourism Researcl31(1), 122-138

Sekaran, U.(2000). Research Methods for Business (3rd edition). New York
© Wiley

Siguaw, J. A., Mattila, A., & Austin, J. R.(1999). The Brand-personality
Scale : An application for Restaurants. Hotel and Restaurant
Administration Quarteri#0(3), 48-55

Venable, B. T., Rose, G. M., & Gilbert, F. W.(2002). Measuring the Brand
Personality of Non-profit Organizations. in proceedings of Annual
Association for Consumer Resear€lt, Atlanta : ACR

Yoon, T. H., & Lee., D. C.(2005). An Experimental Study of Brand
Personality Importance Using Conjoint Analysis. Journal of the
Korean Data Analysis Societpf2), 387-397

Zaichkowsky, J. L.(1985). Measuring the Involvement Construct. Journal of
Consumer Research2(Dec.), 341-52

Zinkan, G.D., Haytko, D., & Ward, A.(1996). Self-concept Theory. Journal
of Marketing Communicatijo(1), 1-19

20094 79 302 H+
20094 108 272 1AHMAIRIE
2009d 11€ 162 zSHAE & AKRY S



