
 

BAB V 

PENUTUP 

 

A. Pendahuluan  

Bagian ini membahas kesimpulan, implikasi manajerial serta rekomendasi 

yang dapat diberikan kepada pihak-pihak terkait dari hasil penelitian. 

Keterbatasan penelitian juga diuraikan pada bab ini. 

 

B. Kesimpulan 

1. Profil responden 

Responden dalam penelitian ini berjumlah 279 dengan karakteristik usia 

sebagian besar responden termasuk kelompok remaja yakni sebanyak 

58,78% dan sisanya (41,22%) adalah kelompok dewasa awal, profil 

responden berdasakan karakteristik jenis kelamin menunjukkan bahwa 

52% responden adalah perempuan dan 48% adalah responden laki-laki, 

dan berdasarkan tingkat pendidikan terakhir ditunjukkan bahwa 47,67% 

responden memiliki pendidikan terakhir SMA/Sederajat, 11,11% 

responden berpendidikan D1/D3, 39,43% responden berpendidikan 

terakhir S1 dan sisanya yakni sebanyak 1,79% responden memiliki tingkat 

pendidikan terakhir S2. 

2. Hubungan antara karakter kepribadian, kepribadian merek dan loyalitas 

merek. 
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a. Kegembiraan memiliki hubungan positif signifikan dengan ekstraversi 

dan dengan keterbukaan. 

b. Kompetensi memiliki hubungan positif signifikan dengan ekstraversi, 

dengan keramahan, dengan kesadaran dan dengan keterbukaan. 

c. Kedamaian memiliki hubungan positif signifikan dengan stabilitas 

emosi dan memiliki hubungan negatif signifikan dengan ekstraversi 

dan dengan kesadaran.  

d. Ketulusan memiliki hubungan positif signifikan dengan keterbukaan. 

e. Kecanggihan memiliki hubungan positif signifikan dengan 

ekstraversi, dengan keramahan, dengan kesadaran dan dengan 

keterbukaan serta memiliki hubungan negatif signifikan dengan 

stabilitas emosi. 

f. Loyalitas merek memiliki hubungan positif signifikan dengan 

ekstraversi, dengan keramahan, dan dengan kesadaran. 

g. Loyalitas merek memiliki hubungan positif signifikan dengan 

kegembiraan, dengan kompetensi dan dengan kecanggihan. 

3. Hubungan antara karakter kepribadian (ekstraversi, keramahan, kesadaran) 

dengan kepribadian merek (kegembiraan, kompetensi, ketulusan) 

a. Ekstraversi, keramahan dan kesadaran memiliki hubungan secara 

simultan dengan kegembiraan sebesar 18,4% dan sumbangan 

hubungan positif signifikan terbesar adalah ekstraversi. 
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b. Ekstraversi, keramahan, kesadaran memiliki hubungan secara simultan 

dengan kompetensi sebesar 25,8% dan sumbangan hubungan positif 

signifikan terbesar adalah keramahan. 

c. Ekstraversi, keramahan dan kesadaran tidak memiliki hubungan secara 

simultan dengan ketulusan. 

Ekstraversi memiliki hubungan positif signifikan dengan kegembiraan, 

keramahan tidak memiliki hubungan yang signifikan dengan ketulusan, 

dan kesadaran tidak memiliki hubungan yang signifikan dengan 

kompetensi. 

Kesimpulan akhir menemukan bahwa hubungan positif signifikan 

antara karakter kepribadian (ekstraversi, keramahan, kesadaran) dengan 

kepribadian merek (kegembiraan, kompetensi, ketulusan) tidak 

sepenuhnya didukung, atau hipotesis pertama tidak sepenuhnya didukung. 

4. Pengaruh karakter kepribadian (ekstraversi, keramahan, kesadaran, 

stabilitas emosi dan keterbukaan) terhadap loyalitas merek 

a. Ekstraversi, keramahan, kesadaran, stabilitas emosi dan keterbukaan 

memiliki kemampuan sebesar 6,6% dalam memprediksi loyalitas 

merek. 

b. Ekstravensi memiliki pengaruh positif dan signifikan terhadap 

loyalitas merek. 

c. Keramahan tidak memiliki pengaruh yang signifikan terhadap 

loyalitas merek. 
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d. Kesadaran memiliki pengaruh positif dan signifikan terhadap loyalitas 

merek. 

e. Stabilitas emosi tidak memiliki pengaruh yang signifikan terhadap 

loyalitas merek. 

f. Keterbukaan tidak memiliki pengaruh yang signifikan terhadap 

loyalitas merek. 

Penelitian ini menemukan bahwa hanya dua dimensi dari karakter 

kepribadian yang memiliki pengaruh positif signifikan terhadap loyalitas 

merek Blackberry yaitu ekstraversi dan kesadaran atau dengan kata lain 

bahwa karakter kepribadian berpengaruh positif signifikan terhadap 

loyalitas merek tidak sepenuhnya didukung. 

5. Pengaruh kepribadian merek (kegembiraan, kompetensi, kedamaian, 

ketulusan, kecanggihan) terhadap loyalitas merek. 

a. Kegembiraan, kompetensi, kedamaian, ketulusan dan kecanggihan 

memiliki kemampuan sebesar 17,4% dalam memprediksi loyalitas 

merek. 

b. Kegembiraan memiliki pengaruh positif dan signifikan terhadap 

loyalitas merek. 

c. Kompetensi tidak memiliki pengaruh yang signifikan terhadap 

loyalitas merek. 

d. Kedamaian tidak memiliki pengaruh yang signifikan terhadap 

loyalitas merek. 
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e. Ketulusan tidak memiliki pengaruh yang signifikan terhadap loyalitas 

merek. 

f. Kecanggihan memiliki pengaruh positif dan signifikan terhadap 

loyalitas merek. 

Penelitian ini menemukan bahwa hanya dua dimensi dari kepribadian 

merek yang memiliki pengaruh positif signifikan terhadap loyalitas merek 

Blackberry yaitu kegembiraan dan kecanggihan atau dengan kata lain 

bahwa karakter kepribadian berpengaruh positif signifikan terhadap 

loyalitas merek tidak sepenuhnya didukung. 

 

C. Implikasi Manajerial 

Konsumen dengan karakter kepribadian yang berbeda memiliki perbedaan 

persepsi terhadap kepribadian merek. Hal ini menyatakan bahwa konsumen 

dengan karakter kepribadian yang berbeda akan memiliki hubungan positif 

yang berbeda dengan kepribadian merek. Penelitian ini juga menemukan hal 

yang sama dengan pernyataan bahwa pengguna Blackberry yang berbeda 

karakter juga memiliki hubungan positif dengan dimensi yang berbeda pada 

kepribadian merek Blackberry.  

Seperti yang dikutip dalam Lin (2010), merek yang sukses adalah merek 

yang mampu membangun sebuah kepribadian merek yang berbeda dan harus 

sangat berbeda dari merek lain untuk membuat konsumen melihat 

kepribadian merek dan melihat sebuah bentuk hubungan yang kuat dengan 

merek. Hal ini menunjukkan bahwa sebenarnya Blackberry belum mampu 
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menciptakan sebuah kepribadian merek yang sukses. Dalam hubungan antara 

karakter kepribadian dengan kepribadian merek masih terdapat hubungan 

yang sama yaitu kompetensi dengan ekstraversi dan kompetensi dengan 

keramahan. Kompetensi bahkan tidak memiliki hubungan signifikan dengan 

kesadaran dan antara ketulusan dengan keramahan ditunjukkan hubungan 

yang negatif signifikan. 

Penelitian ini juga menemukan bahwa loyalitas merek Blackberry tertinggi 

dipengaruhi oleh kegembiraan dan kecanggihan dalam kepribadian merek. 

Hal ini berarti bahwa Blackberry harus memperkuat citra merek yang sudah 

ada dan menanamkan citra merek tersebut kedalam benak pengguna berupa 

kegembiraan dan kecanggihan dengan maksud membangun kepribadian 

merek yang konsisten bagi Blackberry. Dengan demikian Blackberry dapat 

mengelola para pengguna setia Blackberry serta dapat memanfaatkannya 

sebagai alternatif cara untuk menarik para pelanggan baru. 

Dalam penelitian sebelumnya yang dilakukan oleh Metzler et al., (2006) 

ditemukan bahwa hanya ekstraversi dan keterbukaan dalam karakter 

kepribadian yang memiliki pengaruh positif terhadap loyalitas merek. 

Sedangkan Lin (2010) menemukan bahwa keramahan dan keterbukaan dalam 

karakter kepribadian memiliki pengaruh positif terhadap loyalitas merek. 

Temuan dalam penelitian ini menverifikasi kedua penelitian sebelumnya 

bahwa ekstraversi dan kesadaran juga dapat mempengaruhi loyalitas merek. 

Hal ini menunjukkan bahwa seseorang dengan tingkat ekstraversi dan 

kesadaran tinggi juga dapat mempengaruhi dan mengembangkan loyalitas 
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merek untuk produk-produk smartphone. Temuan dalam penelitian ini dapat 

melengkapi kesenjangan literatur penelitian sebelumnya. 

Kepribadian merek tidak hanya memainkan peranan penting tetapi juga 

memiliki pengaruh besar pada kinerja perusahaan. Dengan pendekatan 

pemasaran perusahaan dapat menyampaikan kepribadian merek perusahaan 

kepada konsumen dengan memperkuat citra merek disetiap benak konsumen, 

menyampaikan kepribadian merek secara intensif dan membuat kepribadian 

merek dapat dipercaya serta diakui konsumen. Pada akhirnya konsumen dapat 

mengembangkan hubungan dengan merek dan akan mempengaruhi loyalitas 

konsumen akan suatu merek. Pembentukan kepribadian merek yang berbeda 

dapat menambah nilai pada merek perusahaan.  

Kepribadian merek yang berbeda dapat meningkatkan loyalitas merek. 

Kepribadian merek Blackberry sangat berbeda dalam hal kegembiraan dan 

kecanggihan. Keunggulan dalam dimensi kegembiraan dan kecanggihan 

harus terus dijaga untuk tetap selalu berbeda dan konsisten untuk menjaga 

pelanggan lama untuk tetap setia serta menarik pelanggan baru. 

Penelitian ini juga menunjukkan bahwa dimensi ekstraversi dan kesadaran 

dari karakter kepribadian berpengaruh positif signifikan terhadap loyalitas 

merek Blackberry. Hal ini berarti bahwa strategi pemasaran dapat dirancang 

perusahaan untuk fokus menargetkan orang-orang yang termasuk dalam 

dimensi ini sebagai konsumen baru perusahaan serta menjaga loyalitas 

konsumen lama dengan dimensi yang sama. 
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Penggunaan kepribadian merek yang menguntungkan perlu terus 

dilakukan perusahaan untuk mempertahankan berbagai jenis konsumen. Hal 

ini dapat perusahaan lakukan dengan melakukan studi riset pemasaran untuk 

memahami karakter kepribadian konsumen dan preferensi konsumen ketika 

melakukan pembelian. Dengan demikian perusahaan dapat membentuk 

kepribadian merek sesuai dengan keinginan pelanggan dan dapat menarik 

loyalitas pelanggan akan merek yang ditawarkan. 

 

D. Keterbatasan Penelitian 

Peneliti menyadari bahwa pada penelitian ini memiliki banyak 

keterbatasan. Keterbatasan itu tentunya berimplikasi pada kelemahan hasil 

penelitian. Secara teknis, penelitian ini hanya menggunakan sampel yang 

tergolong kecil (279 responden). Hal ini tentu saja tidak representatif dengan 

jumlah mahasiswa pengguna Blackberry yang ada di Yogyakarta yang 

sesungguhnya. 

Secara teknis, banyak variabel yang mampu memberikan pengaruh 

terhadap loyalitas merek pada industri smartphone. Pada penelitian ini 

peneliti hanya menggunakan variabel karakter kepribadian dan kepribadian 

merek sebagai variabel prediktor untuk loyalitas merek. Berdasarkan hal 

tersebut peneliti menyarankan pada penelitian berikutnya yang sejenis agar 

dapat menambahkan atau menggunakan variabel lain dalam memprediksi 

loyalitas merek seperti variabel jenis produk, kepuasan, gender, pasca 

pembelian, purna jual, kesadaran dan lain-lain. 
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Secara teknis pula penelitian memiliki cangkupan sampling yang kecil 

yaitu hanya terbatas pada wilayah Yogyakarta. Sudut pandang pengguna 

Blackberry yang diteliti adalah dari wilayah sekitar Yogyakarta, sedangkan 

wilayah lainnya tidak tercakup. 

Penelitian ini juga terbatas pada industri smartphone saja. Hal ini 

berpengaruh pada apakah penelitian ini dapat diterapkan pada industri 

lainnya. Maka perlu dilakukan penelitian selanjutnya dengan industri yang 

berbeda seperti otomotif atau sebagainya. 

Keterbatasan penelitian lainya adalah pada adanya permasalahan dengan 

hubungan beberapa dimensi karakter kepribadian pengguna (stabilitas emosi 

dan keterbukaan) dengan kepribadian merek Blackberry (kedamaian dan 

kecanggihan) yang tidak kasat mata untuk dianalisis oleh perusahaan 

smartphone. 

Dalam prakteknya, variabel karakter kepribadian merupakan variabel yang 

sulit untuk diukur. Hal ini dikarenakan untuk mengukur karakter kepribadian 

seseorang diperlukan riset berkala untuk mengetahui secara jelas tentang 

kepribadian seseorang. Hal ini juga menjadi tantangan bagi perusahaan dalam 

meningkatkan penjualan dengan menganalisis lebih dalam karakter seseorang 

dan kebutuhan akan smartphone sebelum mengeluarkan produk-produk 

Blackberry terbaru. 
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E. Saran 

Rekomendasi yang dapat diberikan untuk peneliti selanjutnya yang tertarik 

dengan bidang ini antara lain: 

1. Mengubah merek dan produk smartphone dengan merek dan produk 

sejenis. Hal ini bermaksud untuk membandingkan satu sama lain sehingga 

pada nantinya akan ditemukan hal-hal baru.  

2. Mengubah variabel dalam penelitian ini dengan variabel lain. Dalam 

menciptakan loyalitas merek, ada banyak variabel lain selain karakter 

kepribadian dan kepribadian merek. Peneliti selanjutnya dapat meninjau 

literatur lain dan berbeda dalam variabel yang mempengaruhi loyalitas 

merek. 

3. Dalam penelitian selanjutnya, peneliti dapat mengganti industri dengan 

industri lain yang tidak sejenis. Peneliti dapat menerapkan model yang 

sama dengan industri yang berbeda. 

4. Bagi peneliti selanjutnya yang tertarik dengan menggunakan model 

penelitian yang sama diharapkan untuk menggunakan sampel dan populasi 

yang lain.  
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UNIVERSITAS ATMA JAYA YOGYAKARTA  
PROGRAM PASCA SARJANA 
MAGISTER MANAJEMEN 

 
 
Dengan hormat,  

 

Dalam rangka penyusunan tesis saya diprogram Magister Manajemen 
Universitas Atmajaya Yogyakarta, dengan kerendahan hati memohon 
bantuan kepada Anda untuk meluangkan waktu guna mengisi kuesioner ini 
sebagai penelitian saya dengan judul: Pengaruh Karakter Kepribadian dan 
Kepribadian Merek Terhadap Loyalitas Merek: Studi Empiris Pada 
Perspektif Pengguna Blakberry 

 
Ketepatan dan keakuratan pengukuran variable-variabel yang ada 

dalam penelitian ini akan sangat tergantung pada kebenaran dan kejujuran 
Anda dalam pengisian jawaban yang didasarkan pada situasi sesungguhnya 
yang terjadi. Data yang telah diperoleh akan dijaga kerahasiannya serta 
digunakan semata-mata untuk penelitian ini. 

 
Demikian permohonan ini saya buat, atas partisipasi dan kesediaan 

Anda dalam mengisi kuesioner ini saya ucapkan terima kasih.  
 

 
 
 

Hormat saya 
 
 
 

Aaron Jali Getty 
 
 
 

A. Karakteristik Responden 

 

Berilah tanda silang (X) pada setiap jawaban yang anda pilih 

 

1. Nama Responden  :...................... 

2. Nomor mahasiswa/ID  :...................... 

3. Umur   : ..................... 

4. Jenis Kelamin: 

a. Laki-laki 

b. Perempuan 

5. Tingkat pendidikan Anda saat ini: 

a. D1/D3 

b. S1/ D4 

c.  S2 

d.  S3 

6. Jenis Blackberry yang digunakan/sebelumnya pernah 

dimiliki .............................................................(silakan diisi) 
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B. CONSUMER PERSONALITY TRAIT SCALE  
Petunjuk: 
Menurut pernyataan mengenai Karakter Kepribadian berikut 
ini, saya melihat diri saya sebagai seseorang yang....... 
(Lingkari angka yang paling sesuai dengan Karakter Kepribadian Anda dari 
masing-masing pernyataan berikut ini) 

No Pernyataan Sangat Tidak 
Setuju 

 Sangat Setuju 

Extroversion (Ekstraversi) 

1 ...banyak bicara 1 2 3 4 5 6 7 

2 ...sering tercadangkan/sering tersisih* 1 2 3 4 5 6 7 

3 ...cenderung diam * 1 2 3 4 5 6 7 

4 ...memiliki kepribadian yang tegas 1 2 3 4 5 6 7 

5 ...kadang-kadang menjadi pemalu*  1 2 3 4 5 6 7 

6 ...penuh dengan energy 1 2 3 4 5 6 7 

7 ...membangkitkan antusias banyak 
orang 

1 2 3 4 5 6 7 

Agreeableness (Keramahan) 

8 ...sangat membantu dan tidak egois 
terhadap orang lain 

1 2 3 4 5 6 7 

9 ...secara umum mempercayai segala 
sesuatu 

1 2 3 4 5 6 7 

10 ...dapat menjadi ‘dingin’ dan 
menyendiri* 

1 2 3 4 5 6 7 

11 ... perhatian dan baik untuk hampir 
semua orang 

1 2 3 4 5 6 7 

12 ...cenderung mencari kesalahan orang 
lain* 

1 2 3 4 5 6 7 

13 ...memulai pertengkaran dengan 
orang lain* 

1 2 3 4 5 6 7 

14 ...memiliki sifat pemaaf 1 2 3 4 5 6 7 

Conscientiousness (Kesadaran) 

15 ...terkadang ceroboh* 1 2 3 4 5 6 7 

16 ...cenderung tidak teratur*  1 2 3 4 5 6 7 

17 ...pekerja yang handal 1 2 3 4 5 6 7 

18 ...cenderung malas* 1 2 3 4 5 6 7 

19 ...tekun sampai tugas selesai 1 2 3 4 5 6 7 

20 ...membuat rencana dan 
menjalankannya 

1 2 3 4 5 6 7 

21 ...mudah terganggu* 1 2 3 4 5 6 7 

Neuroticism (Stabilitas Emosi) 

22 ...santai, menangani stres dengan 
baik* 

1 2 3 4 5 6 7 

23 ...sering khawatir, tidak tenang 1 2 3 4 5 6 7 

24 ...tetap tenang dalam situasi yang 
tegang* 

1 2 3 4 5 6 7 

25 ...mudah merasa gugup 1 2 3 4 5 6 7 

26 ...tertekan/depresi 1 2 3 4 5 6 7 

27 ...mudah murung 1 2 3 4 5 6 7 

Openness (Keterbukaan) 

28 ...bernilai seni, berpengalaman dalam 
estetika 

1 2 3 4 5 6 7 

29 ...memiliki sedikit minat pada seni* 1 2 3 4 5 6 7 

30 ...canggih dalam seni, musik atau 
sastra 

1 2 3 4 5 6 7 

31 ...ingin tahu tentang berbagai hal  1 2 3 4 5 6 7 

32 ...cerdik, seorang pemikir yang 
mendalam 

1 2 3 4 5 6 7 

33 ...inventif/pandai menciptakan atau 
merancang 

1 2 3 4 5 6 7 

34 ...lebih suka pekerjaan yang sifatnya 
rutin* 

1 2 3 4 5 6 7 

35 ...suka berrefleksi, merenung, 
bermain dengan ide-ide 

1 2 3 4 5 6 7 

Ket: * = reverse item 
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C. BRAND PERSONALITY SCALE 
Petunjuk:  

 
Berdasarkan sifat-sifat dari Kepribadian Merek berikut, 
Blackberry adalah merek yang.... 
(Lingkari angka yang paling sesuai dengan penilaian Anda mengenai 
Kepribadian Merek Blackberry dari masing-masing pernyataan berikut ini) 

No  Sifat-sifat Sangat tidak 
Mengambarkan 

 Sangat Mengambarkan 

Excitement (Kegembiraan) 

1 Banyak bicara: 
menyenangkan, optimis 

1 2 3 4 5 6 7 

2 Kebebasan: positif, 
kontemporer, bebas 

1 2 3 4 5 6 7 

3 Membahagiakan: 
bersahabat, lucu 

1 2 3 4 5 6 7 

4 Energik: berjiwa muda, 
bersemangat  

1 2 3 4 5 6 7 

Competence (Kompetensi) 

5 Terpercaya: konsisten, 
bertanggung jawab, tangguh 

1 2 3 4 5 6 7 

6 Determinasi: percaya diri, 
bermartabat 

1 2 3 4 5 6 7 

7 Telaten: maskulin, gigih  1 2 3 4 5 6 7 

Peachfulness (Kedamaian) 

8 Kelembutan: damai, 
pemalu, sopan 

1 2 3 4 5 6 7 

9 Bersahaja: dependen, 
kekanak-kanakan 

1 2 3 4 5 6 7 

Sincerity (Ketulusan) 

10 Kehangatan: ramah, 
bijaksana 

1 2 3 4 5 6 7 

Sophistication (Kecanggihan) 

11 Elegan: kemewahan 1 2 3 4 5 6 7 

12 Stylish: bergaya, canggih 1 2 3 4 5 6 7 

D. BRAND LOYALTY SCALE 
Petunjuk: 
 
Menanggapi pernyataan mengenai loyalitas merek Blackberry 
berikut ini saya.....  
(Lingkari angka yang paling sesuai dengan penilaian  Anda terhadap Loyalitas 
Merek Blackberry dari masing-masing pernyataan berikut ini) 

No  Pernyataan Sangat Tidak 
Setuju 

 Sangat Setuju 

1 ...akan membeli merek Blackberry ketika 
membeli smartphone 

1 2 3 4 5 6 7 

2 ...berniat untuk tetap membeli merek 
Blackberry 

1 2 3 4 5 6 7 

3 ...akan terus berkomitmen terhadap merek 
Blackberry 

1 2 3 4 5 6 7 

4 ...bersedia membayar lebih mahal untuk 
merek Blackberry daripada merek 
smartphone lainnya. 

1 2 3 4 5 6 7 
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Abstract
Purpose – The purpose of this study is to explore the relationship of consumer personality trait, brand personality and brand loyalty.
Design/methodology/approach – The convenience sampling method was used to collect primary data. A total of 400 adult consumers were
interviewed who looked round or bought toys and video games in Taipei City Mall, and 387 effective questionnaires were collected; the effective
response rate was 96.75 per cent. Regression analysis was adopted to test hypotheses.
Findings – The major findings were: a significantly positive relationship between extroversion personality trait and excitement brand personality;
a significantly positive relationship between agreeableness personality trait and excitement brand personality, sincerity brand personality
and competence brand personality; competence and sophistication brand personality have a significantly positive influence on affective loyalty;
competence, peacefulness and sophistication brand personality have a significantly positive influence on action loyalty; agreeableness and openness
personality trait have a significantly positive influence on affective loyalty; agreeableness and openness personality trait have a significantly positive
influence on action loyalty.
Research limitations/implications – The restriction on selecting countries and brands, and the restraint of the sampling coverage present
limitations. The paper verifies that consumers with different personality traits will have different cognizance towards brand personality, which can also
be applied to the toy and video game industries. The paper proves that a distinct brand personality can appeal to more brand loyalty. It shows that
agreeableness and openness of personality traits have a positive influence on brand loyalty.
Practical implications – The paper highlights the value of brand personality that benefits a company. It emphasizes the importance of brand loyalty
for a company. Consumers who register in agreeableness and openness are the target audience for BANDAI.
Originality/value – The extra value of the paper is to link the theory and practice, and explore the relationship of consumer personality trait, brand
personality and brand loyalty.

Keywords Personality, Brand identity, Brand loyalty

Paper type Research paper

An executive summary for managers and executive

readers can be found at the end of this article.

Introduction

Nowadays in the trend towards fewer children and population

aging, the ages of the customer group who play with toys are

going to expand upward and downward from 0-100. Many

outstanding stylish toys have been designed to attract office

workers aged from 30-40, even to the more affluent 50 þ age

group. It seems that the toy industry will not be able to survive

if they do not include these adults as their core targets

consumers. Therefore, the toy industry has to keep digging

out what adults want then satisfy their innermost desires. The

situation is the same as in the video game industry. According

to the video game player population distribution in the USA

in 2006, the consumer group aged between 18 and 49 was still

the majority, taking up to 44 per cent of total sales.

Nevertheless, the players aged below 18 and over 49 have

also been increasingly emphasized recently. Toy and video

game industries are intimately interrelated. Many toys and

video games are the extension from cartoon animation or

movies, and Japan is the main representative. Japan exports its

toy and video game products in great numbers to Taiwan and

the total sales ranked the number two among Taiwan’s toy

importers in 2006.

Distinct brand personality plays a key role in the success of

a brand. It leads customers to perceive the brand personality

and develop a strong connection to the brand (Doyle, 1990).

A brand personality should be shaped to be long-lasting and

consistent. Besides, it should also be different from other

brands and meet consumer’s demands (Kumar et al., 2006).

Hence, the consumers of those toys and video games are like

the brand spokespersons and become the basis for suppliers to

build brand personality. With the specific brand personality,

consumers of varying personality traits will be attracted and

their brand preference will then be further developed. In

addition, a company can maintain a good relationship with

customers through its brand personality (Aaker and Biel,

1993).

Because brands have their own particular personalities,

consumers may treat brands as real human beings. In this

case, consumers will expect the people’s words, attitudes,

behavior or thoughts and so on to meet their respective
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personality traits (Aaker, 1996). Consumers may likely use

the brand and products in line with their own personality

traits, in other words, all the marketing activities are aimed at

having consumers believe and recognize a brand personality,

and reinforcing the communication between the brand and

the consumer (Govers and Schoormans, 2005), in order to

enhance the brand’s loyalty and equity.

Brand personality has become a widely discussed issue in

recent years. It has been emphasized in many brands and

products, including durables goods, consumables goods,

entertainment and luxury goods, and so on (Kumar et al.,

2006; Govers and Schoormans, 2005; Mengxia, 2007).

However, only a few toy and video game brands are used as

the marketing researches target of brand personality. Thus,

try to cover the gap of the literature is the first motivation of

this study. Consumers may have their own preference for the

brand and product in compliance with their brand personality

and personality traits or their own concepts (Govers and

Schoormans, 2005). However, in fact, brand preference only

involves in the affection in brand loyalty, it may not develop

any purchase behavior (Dyson et al., 1996). Only a few

researchers have simultaneously combined affective loyalty

and behavior loyalty into their investigation on the

relationship of personality traits and brand personality with

brand loyalty. Therefore, the second motivation of the study is

formed to fill this gap as well.

This study has three major objectives:

1 Explore the relationship of personality traits and brand

personality.

2 Study the influence of brand personality on brand loyalty.

3 Examine the impact of personality traits on brand loyalty.

Literature review

Personality trait

The Trait Theory is the most influential school of thought in

personality psychology, many researchers derived similar

conclusions in their studies of personalities (Chen and Chang,

1989). Allport is considered the founder of personality

psychology. He described the personality as “a real person.”

He also provided the more specific and well-know definitions

of personality. Personality is the dynamic organization of

psycho physiological systems that creates a person’s

characteristic pattern of behavior, thoughts, and feeling

(Allport, 1961). A personal disposition is defined as “a

generalized neuropsychic structure (peculiar to the

individual), with the capacity to render many stimuli

functionally equivalent, and to initiate and guide consistent

(equivalent) forms of adoptive and stylistic behavior”

(Allport, 1937). Some personality trait researchers believe

that, for the most part, personality traits are generated by

nature and are stable, but some other researchers indicate

personality traits will continue to evolve and may even change,

even though the natural-born temperament may never change

(Sternberg, 2000).

The Trait Theory can be divided into two schools. The first

school believes that people have the same set of traits, and

why every one is different is because the level of each trait is

shown differently. Thus, traits commonly exist in every one of

us. However, the other school believes that individual variance

comes from the trait combination, which varies from one

person to another, so that everyone has his/her own set of

specific traits (Sternberg, 2000).

Allport (1961) categorized traits into three types: cardinal

trait, central trait and secondary trait. Basically, Cattell

(1943) divided traits into two categories: surface trait and

source trait. Eysenck (1975) claimed that personality has only

three major traits: extroversion, neuroticism and the

psychotic. McCrae et al. (1986) classified personality traits

into five factors:

1 extroversion;

2 agreeableness;

3 conscientiousness;

4 neuroticism; and

5 openness.

The five factors are generally referred to as the Big Five

Model, which is extensively used nowadays.

Based on the history of Big Five Model, Galton (1884) first

started to use various Lexical Hypotheses to describe and

differentiate personality traits according to Roget’s Thesaurus

(synonym dictionary). As estimated, more than 1,000

vocabulary words were found relating to traits. Allport and

Odbert (1936) extended Galton’s research and theory and

collected 17,953 adjective words from Webster’s New

International Dictionary. Cattell (1943) reduced the 17,953

adjective words describing personality traits to 171.

By examining many studies conducted by trait theory

researchers, Norman (1963) found five basic factors

through factor analysis of the personality traits measured in

peers. The five basic factors are: extroversion, agreeableness,

conscientiousness, neuroticism and culture. Afterwards,

Goldberg (1990) elicited five major traits from a new

variable table to support the Big Five Model. There is a

slight difference between the Big Five Model at present and

the one proposed by Norman. McCrae et al. (1986) modified

the factor “culture” propounded by Norman to be

“openness”, because they thought that culture only carried

small factor loading in the field of wisdom and culture while

originality, creativity, independence and confidence

contributed more factor loading. Even if the name is

different, the five factors kept emerging in the subsequent

studies (Liebert and Liebert, 1994).

McCrae et al. (1986) used the “Big Five Model” scale to

measure personality traits and the nine-point Likert scale was

also applied in measurement. Chow (1993) followed the

method used by McCrae et al. (1986) to measure personality

traits, deleting items with factor loading lower than 0.5 in the

original scale, and applied a five-point Likert scale in

measurement.

Brand personality

Aaker (1997) defines brand personality as “a set of human

characteristics associated to a brand.” Brand personality

mainly comes from three sources: the first one is the

association consumers have with a brand, secondly, the image

a company tries hard to create, for example using an

advertising spokesperson to create a corporate image, and the

third is about the product attributes, for example product

categories and distribution channels. Personality is a useful

variable in the consumer’s choices of brands. The brands

selected by consumers are usually in compliance with their

own personalities. Hence, brand personality offers the
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functions of self-symbolization and self-expression (Keller,

1993).

Levy (1959) indicates that brand personality contains

demographic features, such as gender, age and social class,

and they may be directly influenced by the image of the brand

users, personnel and product spokespersons, and indirectly

affected by product attributes as well. For instance, Marlboro

is a cigarette brand more likely to be smoked by males because

“macho cowboys” are the brand image built up by Marlboro,

Mercedes cars tend to be driven by those in higher social

classes because Mercedes shows an image of high quality and

high efficiency. Kotler and Keller (2005) note that consumers

usually select brands having self-concept congruence.

However, sometimes, consumers will select a brand

according to their ideal self-concept or the social self-

concept. Thus, brand personality may have the function of

demonstrating and expressing your own personality at the

same time.

Karande et al. (1997) believed that product designers and

marketing personnel may benefit from the features of brand

personality, because they may develop their marketing plans

according to the features. In addition, with brand personality,

a product can be differentiated from other brands.

Furthermore, brand affection can also be developed by

brand personality, which can in turn reinforce consumer’s

brand personality.

Milewicz and Herbig (1994) pointed out that brands have

their own personalities, so users may choose the products

matching their preferences and personalities according to

perceived product images. A successful brand knows how to

build its distinct brand personality, which facilitate customers

to perceive its unique brand personality, then developing a

strong binding relationship with the brand (Doyle, 1990).

According to Kumar et al. (2006) the crucial element in

constituting brand personality is to have a clear differentiation

in conveying brand personality. The personality shall be

consistently and persistently cultivated over the long run.

When trying to change the way a brand image is conveyed, the

original brand personality and value should first be

strengthened in order to reduce to the minimum customer’s

feelings of chaos and inconsistency.

Aaker (1997) used personality psychology to develop a

“brand personality scale,” identified the five dimensions:

sincerity, excitement, competence, sophistication and

ruggedness of brand personality, and induce 15 facets and

42 traits. Aaker et al. (2001) also conducted a brand

personality study in Japan in 2007, for which they slightly

modified the brand personality scale released in 2001

exclusive for Japan, by taking different local and culture

backgrounds into account, and established a new brand

personality scale befitting the Japan market. Similar to the

brand personality scale of the USA, the newly established

brand personality scale is also constituted of five dimensions:

1 excitement;

2 competence;

3 peacefulness;

4 sincerity; and

5 sophistication.

In addition, it induces 12 facets and 36 traits.

Phau and Lau (2000) used the 36 traits in the brand

personality scale to measure brand personality, in which the

respondents were requested to select the degree of their

impression on a five-point Likert scale. Han (2004) used the

Japanese brand personality scale to measure brand

personality, in which the fittest two traits in each dimension

were selected as a dimension’s facets and a five-point Likert

scale was utilized for measurement.

Brand loyalty

The definition of brand loyalty regarded as the most complete

one was proposed by Jacoby and Olson (1970). They defined

brand loyalty as the result from non-random, long existence

behavior response, and it was a mental purchase process

formed by some certain decision units who considered more

than one brands. In early researches, researchers usually took

the act of repurchase as the method of measure brand loyalty.

But in recent studies, some researchers indicate that to

measure brand loyalty the best way is to measure by affective

loyalty (Bennett and Rundle-Thiele, 2000). On the other

hand, there are theories like polygamous loyalty theory, which

states that customers do not buy only one brand (Dowling

and Uncles, 1997). As indicated by Baldinger and Rubinson

(1996), brand loyalty covers affective loyalty and action

loyalty. Affective loyalty refers to the consumer’s preference

and affinity for a specific brand but the actual purchase

behavior has not yet to be developed while action loyalty is

shown by the actual purchase behavior conducted by

consumers for a specific brand.

Groth and McDaniel (1993) believed that affective loyalty

represents consumer loyalty to a specific brand all the way.

Eisman (1990) defined action loyalty as consumers’ satisfaction

with regular purchases of a specific brand. In view of the above

mentioned different types of consumer brand loyalty, Assael

(1993) defined brand loyalty as the repeated purchase behavior

based on consumers’ satisfaction with their accumulated

experiences in purchasing the same brand.

According to the study conducted by Oliver (1999), the

brand loyalty was classified into four parts: cognitive loyalty,

affective loyalty, conation loyalty and action loyalty. Day

(1996) added two indicators, action and affection for brand

loyalty and divided brand loyalty into true brand loyalty and

spurious brand loyalty. The spurious brand loyalty consumers

may make repeated purchases only because the brand they

purchase is the only one choice in the stores. On the other

hand, true brand loyalty consumers should show both

psychological and affective commitments in addition to

repurchase consistency. As shown in Figure 1, Dick and

Basu (1994) classified loyalty into:

1 True loyalty.

2 Spurious loyalty.

3 Latent loyalty.

4 No loyalty.

Figure 1 Model of loyalty
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Customer loyalty is viewed as the strength of the relationship

between an individual’s relative attitude and their repeat

patronage.

In the market which becomes more and more competitive

and market segments gets smaller and smaller, it is getting

more difficult to keep old customers and find out new ones.

For decades now building brand loyalty has been propounded

as the panacea for all organizations to combat the increasing

competition in the market place. Kotler and Keller (2005)

indicated that “based on a 20-80 principle, the top 20% of

customers may create 80% of profit for a company.” Thus, the

longer relationship between a company and its customers may

create more profit and benefit for the company. Studies have

shown that small reductions in customer defections can

produce significant increase in profits because:
. Loyal customers buy more products.
. Loyal customers are less-price sensitive and pay less

attention to competitors’ advertising.
. Servicing existing customers, who are familiar with the

firm’s offerings and processes, is cheaper.
. Loyal customers spread positive word-of-mouth and refer

other customers (Reichheld and Sasser, 1990).

Chaudhuri and Holbrook (2001) utilized action loyalty and

affective loyalty to measure brand loyalty and applied a seven-

point Likert scale for measurement. Huang (2004) adopted

Aaker’s (1996) brand loyalty measure index to measure brand

loyalty, identified the items related to attitude and behavior

measurement and used a five-point Likert scale as measure

tool.

Relationship of variables
Relationship of personality trait and brand personality

Chow et al. (2004) conducted a study on college students’

sports shoes buying behavior in an attempt to find if there is a

significant correlation between personality trait and brand

personality. By classifying the brands into the ones preferred

by college students and the ones actually being purchased

recently, the research found that the college students of

different personality traits shows significant difference in the

preference of brand personality. Chow et al. (2004) also

explored if there is a significant difference in the influence of

brand personality when the consumers of different personality

traits made their purchase decisions. The result shows that the

consumers with higher scores in extroversion and openness

are more likely to be influenced by brand personality.

Govers and Schoormans (2005) further probed whether

consumers’ preference would be influenced when their self-

concept is in conformity with product personality. The

result shows that consumers have preference for the products

having a high degree of congruence between their own self-

concept and product personality. Guo (2003) investigated

if there is a significant correlation between personality trait

and brand personality according to the scores of the

five dimensions of the Big Five Model. The result

shows that all five dimensions of the Big Five Model have

significant positive relationship with the cognition of brand

personality.

Relationship of brand personality and brand loyalty

Mengxia (2007) investigated the influence of brand

personality on consumers’ brand preference, affection,

loyalty and purchasing intention. The result shows that

brand personality has a positive influence on brand

preference, affection, loyalty and purchase intention. Guo

(2003) also explored if brand personality has significant

influence on brand preference. The result shows that the

interviewees scored higher scores on the cognition of some

brand personalities in the brands they prefer. It might be that

consumers like the brands having more distinct brand

personality, and it is also likely that consumers are more

familiar with the brands they prefer.

Kumar et al. (2006) investigated the connection between

brand personality and brand loyalty, and separately used

durable goods (cars), and consumer goods (tooth-pastes) to

explore the relationship between brand personality and brand

loyalty. The result shows that brand personality may influence

consumers’ brand loyalty to consumable goods.

Relationship of personality trait and brand loyalty

Matzler et al. (2006) investigated the relationships among the

personality traits of openness and extroversion, hedonic value,

brand affection and brand loyalty. The result shows that

openness and extroversion have positive correlation on the

loyalty of the brands or products with hedonic value.

Methodology

Conceptual structure

The Big Five Model proposed by Costa and McCrae (1985)

is broadly adopted by personality psychologists to measure

personality traits, which is composed of extroversion,

agreeableness, conscientiousness, neuroticism and openness.

This study refers to the big five personality traits proposed

by Costa and McCrae (1985) to measure respondents’

personality traits. Many marketing researchers widely use

brand personality scale with high reliability and validity to

measure respondent’s brand personality. Given the intention

to investigate Japanese brands, this study refers to the

Japanese brand personality scale modified by Aaker et al.

(2001) based on the US brand personality scale to measure

brand personality.

In the aspect of brand loyalty, it is divided into affective

loyalty and action loyalty. Affective loyalty measures the

consumers’ overall feelings about products and brands as well

as their purchase intention while action loyalty puts more

focus on the response to the stimulation of sales promotions,

which represents the purchase intention for a product or

brand (Schiffman and Kanuk, 2000). Many researchers

emphasize that affective loyalty and action loyalty should be

simultaneously measured in order to identify consumers’ real

brand loyalty (Baldinger and Rubinson, 1996; Chaudhuri and

Holbrook, 2001). Thus, by referring to the study of

Chaudhuri and Holbrook (2001), this research uses action

loyalty and affective loyalty to measure brand loyalty.

This study refers to the literatures mentioned above to

develop its conceptual structure as shown in Figure 2.

Hypotheses development

As indicated by Aaker (1997) that there are three dimensions

in brand personality is relating to the Big Five Model. The

three dimensions are: agreeableness versus sincerity,

extroversion versus excitement and conscientiousness versus

competence. Agreeableness and sincerity are the thoughts

coming from warmth and acceptance. Extroversion and

excitement cover social communication, activity and action
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concepts. Conscientiousness and competence include

responsibility, reliability and assurance. The research

conducted by Chow et al. (2004) first found that the college

students with different personality traits show significant

different from brand personality when purchasing sports shoe;

second, it also found significant difference in the influence of

different personality trait groups on brand personalities. Sirgy

(1982) and Aaker (1999) both believed that consumers brand

preference and brand’s symbolization are consistent with

consumers’ self-concept, and in the meantime, consumers

may increase their preference for the products having

congruence in corporate image and brand personality. Guo

(2003) took symbolic (watch), practical (microwave) and

comprehensive (car) products to examine whether personality

traits have a significant relationship with brand personality

cognizance. The research result found the five big personality

traits all have significant positive relationships to brand

personality cognizance. Hence, the first hypothesis of this

study is developed as below:

H1. There is a significant positive relationship between

personality trait (extroversion, agreeableness,

conscientiousness) and brand personality (excitement,

competence, sincerity).

The research conducted by Guo (2003) found that the

respondents got higher scores on the cognition of some brand

personalities of the brand they prefer. It illustrates that

consumers have more preference for the brands having

distinct brand personality, but it is also likely that consumers

are more familiar with the brands they prefer. Mengxia (2007)

reported that brand personality has positive influence on

brand preference, affection, loyalty and purchase intension.

Chen (1998) also discovered that more distinct brand

personality may bring stronger brand loyalty. Thus, the

second hypotheses of this study is developed as below.

H2. Brand personality) has a significant positive influence

on brand loyalty.

Matzler et al. (2006) used hedonic product like sports shoes

and mobile phones to investigate the relationships among the

personality traits of openness and extraversion, hedonic value,

brand affection and brand loyalty. The result shows that

openness and extroversion have a positive influence on the

loyalty to the brands or products with hedonistic value.

According to the study conducted by Schiffman and Kanuk

(2000), a person’s personality is mainly consisted of his or her

behavior, appearance, affections, conviction and personality

statistic features. Massad (1996) asserted that young females

have higher risk tendency than young males, but they have

lower loyalty. Farley (1964) perceived that high-income has

strong correlation with brand loyalty. Thus, the third

hypothesis of the study is developed as below.

H3. Personality trait has a significant positive influence on

brand loyalty.

Variable definition and measurement
Personality trait

By referring to Costa and McCrae (1985), this study defines

personality traits as the degrees that consumers think of

themselves in terms of extroversion, agreeableness,

conscientiousness, neuroticism and openness. Extraversion

assesses an individual’s quantity and intensity of interpersonal

interaction and activity level. The higher scorers tend to be

sociable, active, talkative, person-oriented, optimistic and

affectionate. Agreeableness assesses an individual’s quality of

interpersonal orientation along a continuum from compassion

to antagonism in thoughts, feelings, and actions. The higher

scorers are likely to be soft-hearted, good-natured,

trusting, helpful, forgiving, gullible, and straightforward.

Conscientious assesses one’s degree of organization,

persistence, and motivation in goal-directed behavior. The

higher scorers of this dimension tend to be organized, reliable,

and hard working. Neuroticism assesses an individual prone

to psychological distress, unrealistic ideas, excessive cravings

or urges, and maladaptive coping responses. The higher

scorers tend to be worried, nervous, emotional, and

hypochondriacal. Openness assesses an individual’s

proactive seeking and appreciation of experience for its own

sake, toleration for, and exploration of the unfamiliar. The

higher scorers tend to be curious, creative, original,

imaginative, and untraditional. The study also refers to the

method developed by Chow (2004) for measuring the degree

of personality traits in respective dimensions. In addition, a

seven-point Likert scale is also used to measure the degree of

consumers’ agreement, in which consumers are requested to

fill in their agreement level from one point to seven points as

designed to identify their personality traits.

Brand personality

The target of this study is BANDAI brand Japanese toys and

video games. The viewpoints of Aaker et al. (2001) are taken

into account and brand personality is defined as the degree to

which consumers consider “the personality traits” of a specific

toy or video game brand in terms of: excitement, competence,

peacefulness, sincerity and sophistication. Excitement is

defined as the degree of talkativeness, freedom, happiness

Figure 2 Conceptual structure
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and energy shown in a brand’s personality trait; Competence

is defined as the degree of responsibility, determination and

patience in a brand’s personality trait; Peacefulness is defined

as the degree of mildness and naivety in a brand’s personality

trait; Sincerity is defined as the degree of warmth in a brand’s

personality trait; and Sophistication is defined as the degree of

elegance and style in a brand’s personality trait. This study

refers to the method developed by Aaker et al. (2001) to

measure the degree of brand personality in respective

dimensions. In addition, a seven-point Likert scale is also

used, in which the respondents are requested to fill in their

agreement level, in order to measure brand personality.

Brand loyalty

By referring to Chaudhuri and Holbrook (2001), the study

defines brand loyalty as the positive and aggressive degree

shown by consumers for their affective loyalty and action

loyalty toward a toy or video game brand. Affective loyalty is

defined as the degree of preference and affinity consumers

have toward a brand. Action loyalty is defined as the degree of

actual repeated purchases of a brand made by consumers.

This study uses the method developed by Chaudhuri and

Holbrook (2001) to measure consumer’s affective loyalty and

action loyalty. The respondents were requested to fill in their

agreement level on a seven-point Likert scale to measure

brand loyalty.

Sampling design

Targeting the adult consumers who were visiting or

purchasing toys or video games as the research objects, this

study conducted a sampling survey at Taipei City Mall of

Taipei Main Station. The main reason to choose Taipei City

Mall as the survey location is because there are plenty of toys

and video game stores in that area, which has brought about

great business opportunities and heavy pedestrian traffic. The

personality traits in mature adults tend to be highly stable.

Hence those mature adults are the most suitable targets to be

surveyed.

BANDAI is Japan’s No. 1 toy manufacturer and the third

largest company in Japan’s video game industry. BANDAI has

established a branch office in Taiwan since 2003, and all

Taiwanese consumers of toys and video games are familiar

with the brand and therefore this study uses BANDAI as the

research brand.

This study adopted a convenience sampling method to

collect primary data, in which the interviewer interviewed the

adult consumers who came to the Taipei City Mall of Taipei

Main Station to shop for toys or video games. The interviews

conducted by the researcher in person and the responded

questionnaires were turned in on the spot. This way, when the

respondents ran into questions that they had difficulty

answering, the researcher would be available on the spot to

help them, so that the return rate and accuracy of the

questionnaire could be enhanced. In order to increase the

effectiveness and representativeness of the questionnaire, the

study distributed a total of 400 questionnaires.

Questionnaire design

According to the objectives of this study and research

variables, as well as different dimensions in the conceptual

structure, the questionnaire was organized into four parts:

personality traits, brand personality, brand loyalty and the

respondent’s basic information. In terms of personality traits,

this study uses the Big Five Model scale: extroversion,

agreeableness, conscientiousness, neuroticism and openness,

developed by McCrae et al. (1986), together with the

questionnaire designed by Chow (2004) Regarding brand

personality, Aaker et al. (2001) divided Japanese

brand personality into five dimensions: excitement,

competence, peacefulness, sincerity and sophistication. This

study uses the Japanese brand personality scale proposed by

Aaker et al. (2001) and refers to the questionnaire designed

by Aaker et al. (2001) to design the questionnaire of

personality traits.

For brand loyalty, this study refers to the two major

dimensions of brand loyalty proposed by Chaudhuri and

Holbrook (2001) and the questionnaires designed by

Chaudhuri and Holbrook (2001), Parasuraman et al. (1996)

and Aaker (1996) to measure consumers’ brand loyalty

toward toy and video game brands, respectively, in terms of

affective loyalty and action loyalty. As for respondents’ basic

information, the respondents are requested to fill in their

gender, age, education level, occupation, income and marital

status in the questionnaire.

The pre-test of the questionnaire targeted the consumers

browsing for or purchasing toys or video games at Taipei City

Mall of Taipei Main Station, in order to make sure that the

reliability of respective scales would all be in compliance with

the research design. A total of 40 samples of the pre-test

questionnaire were distributed and 35 validity samples were

collected. The pre-test result showed that the Cronbach’s a

value of the respective variables were all above 0.5 which

demonstrated that the questionnaire used in this study meets

a qualified level of reliability (2004).

Data collection and analysis method

The consumers who shop for toys or video games may be

more aware of the brand BANDAI and would have more

experience with and greater preference for toys and video

games. This study conducted its questionnaire survey within

the vicinity of toy and video game stores. When scouting the

toy or video game stores for survey location, it was found that

more toys or video games are sold at Taipei City Mall, and the

place also has heavy pedestrian traffic. Thus, this study

conducted its questionnaire survey at Taipei City Mall. In

order to reinforce the coverage of the questionnaire survey,

the survey was conducted during three different time period:

noon, afternoon and twilight. The data collected in the survey

were analyzed and compared using SPSS10.0 version of

statistic package software. Descriptive statistics was used to

analyze the sample’s basic information. Then the reliability as

well as the validity of the questionnaire was verified. Also,

correlation analysis was used to examine the correlation of the

variables of dimensions. Finally the regression analysis was

adopted to test the hypotheses.

Data analysis

Sample description

A total of 400 questionnaires were distributed for this study,

and 387 valid questionnaires were collected, which represents

a valid return rate of 96.75 per cent. As shown by the valid

samples, the proportion of male toy and video game

consumers (74 per cent) is higher than that of their female

counterparts (26 per cent), their ages are mostly in the ranged
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between 21-30 years old (60 per cent), followed by the below

20 years old age group (31 per cent). Also 53 per cent of the

respondents were college graduates while student made up

the vast majority (65 per cent) of interviews in terms of

occupation. In addition, 71 per cent of the respondents’

monthly income was below $20,000 and 96 per cent of the

respondents were single.

Reliability and validity analysis

Reliability is a measuring tool contains a level of variable

error. Cronbach’s a values are commonly used to measure the

degree of consistence of various facets in the same dimension.

The questionnaire includes a variety of dimensions, and a

higher reliability coefficient represents a higher correlation of

respective dimensions, which illustrates higher internal

consistence. When Cronbach’s a value is greater than 0.7, it

is referred to as high reliability; when the value falls between

0.7 and 0.35, it is considered as fair reliability, and the value

smaller than 0.35 is taken as low reliability. The results of the

questionnaire reliability analysis show that the Cronbach’s a

value of the personality trait is 0.7662, brand personality is

0.8232 and brand loyalty is 0.7350. Given its variables all

reaching a level of high reliability, it illustrates that the overall

consistence of the questionnaire of this study is in high

reliability.

To show how valid a questionnaire is, it is necessary to

measure variable characteristics (Chow, 2004). Since the

questionnaire is designed by referring to the research scales

developed by the researchers within and without, and

modified by reviewing various kinds of literature, it would

meet the requirement of content validity. If factor in facet

measurement is between 0.5 and 1.0, the values of respective

dimensions are all greater than 1, and the accumulated

explained variances of respective variables are all greater than

50 per cent, the overall measurement quality of the

questionnaire is good and the questions in the

questionnaire are appropriate, then the questionnaire has

construct validity (Chiou, 2000). According to the factor

analysis, the study shows that the values of its respective

dimensions are all greater than 1, each facet’s factor loading

is between 0.500 and 0.861, and accumulated explained

variances are all greater than 50 per cent. It illustrates that

the questionnaire used in this study meet the requirement of

construct validity.

Correlation analysis

This study uses Pearson’s correlation analysis to confirm the

correlation of two dimensions and the correlation coefficients

of respective variables as shown in Table I. As the data shown

in Table I, extroversion and excitement, agreeableness and

sincerity, conscientiousness and competence, those are

significant positive correlation, each dimension of brand

personality and brand royalty shows significant positive

correlation, extroversion for affective loyalty, agreeableness

for brand loyalty, openness for brand loyalty are significant

positive correlation, neuroticism for brand royalty shows

significant negative correlation.

Hypotheses testing
The relationship of personality trait (extroversion, agreeableness,
conscientiousness) and brand personality (excitement, competence,
sincerity)

The regression analysis was adopted to test the relationship

of personality trait (extroversion, agreeableness,

conscientiousness) and brand personality with excitement.

The results of the regression analysis were shown as Table II.

From data shown in Model 1 of Table II, b ¼ 0.126,

t ¼ 2.018, p ¼ 0.056 , 0.10, which has a statistical

significance, it means extroversion and brand personality

with excitement have a significant positive relationship

was supported. b ¼ 0.136, t ¼ 2.196, p ¼ 0.033 , 0.05,

which has a statistical significance, it means agreeableness

and brand personality with excitement have a significant

positive relationship was supported as well. b ¼ 0.047,

t ¼ 0.734, p ¼ 0.464 . 0.10, which does not has a statistical

significance, it means conscientiousness have a significant

positive correlation was not supported.

From data shown in Model 2 of Table II, b ¼ 0.117,

t ¼ 1.856, p ¼ 0.064 , 0.10, which has a statistical

significance, it means agreeableness and brand personality

with competence have a significant positive relationship was

supported. As for the rest of 2 personality traits, which were

not supported for the positive relationship with brand

personality with competences.

And as data shown in Model 3 of Table II, b ¼ 0.149,

t ¼ 2.359, p ¼ 0.019 , 0.05, which has a statistical

significance, it means agreeableness and brand personality

with sincerity have a significant positive relationship was

supported. As for the rest of 2 personality traits, which were

not supported for the positive relationship with brand

personality with sincerity.

According to the test results, H1 is partly supported.

The influence of brand personality on affective loyalty

The regression analysis for the influence of brand personality

on affective loyalty was shown as Table III. b ¼ 0.112,

t ¼ 2.042, p ¼ 0.042 , 0.05, which has a statistical

significance, it means that brand personality with

competence have a significant positive influence on

affective loyalty was supported. b ¼ 0.258, t ¼ 4.757,

p ¼ 0.000 , 0.01, which has a statistical significance, it

means brand personality with sophistication have a

significant positive influence on affective loyalty was

supported. As for the rest of 3 brand personality traits,

which were not supported for the positive influence on brand

affective loyalty.

The influence of brand personality on action loyalty

The regression analysis for the influence of brand personality

on action royalty was shown as Table IV. b ¼ 0.199,

t ¼ 3.708, p ¼ 0.000 , 0.01, which has reach a statistical

significance, it means brand personality with competence have

a significant positive influence on action loyalty was

supported. b ¼ 0.109, t ¼ 1.836, p ¼ 0.067 , 0.1, which

has reach a statistical significance, it means brand

personality with peacefulness have a significant positive

influence on action loyalty was supported. b ¼ 0.096,

t ¼ 1.816, p ¼ 0.070 , 0.1, which has reach a statistical

significance, it means that brand personality with

sophistication have a significant positive influence on action

loyalty was supported. As for the rest of 2 brands personality,
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Table I Pearson correlation analysis

Variables 1 2 3 4 5 6 7 8 9 10 11 12

1. Extroversion 1.000

2. Agreeableness 0.516 * * 1.000

(0.000)

3. Conscientiousness 0.565 * * 0.546 * * 1.000

(0.000) (0.000)

4. Neuroticism 20.364 * * 20.348 * * 20.270 * * 1.000

(0.000) (0.000) (0.000)

5. Openness 0.459 * * 0.393 * * 0.400 * * 20.218 * * 1.000

(0.000) (0.000) (0.000) (0.000

6. Excitement 0.223 * * 0.227 * * 0.193 * * 20.106 * 0.127 * 1.000

(0.000) (0.000) (0.000) (0.036) (0.012)

7. Competence 0.160 * * 0.174 * * 0.136 * * 20.113 * 0.080 0.428 * * 1.000

(0.002) (0.001) (0.000) (0.026) (0.115) (0.000)

8. Peacefulness 0.096 0.071 0.004 0.048 20.003 0.384 * * 0.294 * * 1.000

(0.060) (0.166) (0.932) (0.345) (0.960) (0.000) (0.000)

9. Sincerity 0.073 0.121 * 0.010 20.038 0.105 * 0.481 * * 0.355 * * 0.542 * * 1.000

(0.153) (0.017) (0.838) (0.456) (0.039) (0.000) (0.000) (0.000)

10. Sophistication 0.095 0.028 0.057 20.038 20.045 (0.380) 0.227 * * 0.293 * * 0.429 * * 0.332 * * 1.000

(0.063) (0.585) (0.265) (0.462) (0.380) (0.000) (0.000) (0.000) (0.000)

11. Affective loyalty 0.065 0.153 * * 0.026 20.171 * * 0.123 * 0.190 * * 0.227 * * 0.140 * * 0.207 * * 0.303 * * 1.000

(0.204) (0.003) (0.615) (0.001) (0.016) (0.000) (0.000) (0.006) (0.000) (0.000)

12. Action loyalty 0.150 * * 0.200 * * 0.094 20.138 * * 0.184 * * 0.276 * * 0.326 * * 0.287 * * 0.286 * * 0.248 * * 0.458 * * 1.000

(0.003) (0.000) (0.064) (0.006) (0.000) (0.000) (0.000) (0.000) (0.000) (0.000) (0.000)

Notes: Figures in parentheses represent p value; *p # 0.05; * *p # 0.01

Table II The regression analysis for the relationship of personality traits (extroversion, agreeableness, conscientiousness) and brand personality
(excitement, competence, sincerity)

Model/dependent

variable Independent variable b t-value p-value Model significance

Model 1 Excitement Extroversion 0.126 2.018 0.056 * R2 ¼ 0.068 �R2 ¼ 0.061 D-W ¼ 2.113 F ¼ 9.314 p ¼ 0.000 * * *

Agreeableness 0.136 2.196 0.033 * *

Conscientiousness 0.047 0.734 0.464

Model 2 Competence Extroversion 0.087 1.358 0.175 R2 ¼ 0.037 �R2 ¼ 0.030 D-W ¼ 2.115 F ¼ 4.959 p ¼ 0.002 * * *

Agreeableness 0.117 1.856 0.064 *

Conscientiousness 0.024 0.365 0.716

Model 3 Sincerity Extroversion 0.053 0.819 0.413 R2 ¼ 0.021 �R2 ¼ 0.013 D-W ¼ 1.841 F ¼ 2.724 p ¼ 0.044 * *

Agreeableness 0.149 2.359 0.019 * *

Conscientiousness 20.101 21.535 0.126

Notes: *p # 0.10; * * p # 0.05; * * *p # 0.01

Table III The regression analysis for the influence of brand personality
on affective loyalty

Dependent variable

Independent

variable b t-value p-value

Affective loyalty Excitement 0.071 1.215 0.225

Competence 0.112 2.042 0.042 * *

Peacefulness 20.080 21.315 0.189

Sincerity 0.091 1.467 0.143

Sophistication 0.258 4.757 0.000 * * *

Notes: *p # 0.05; * * p # 0.01; * * * p # 0.01; R2 ¼ 0.125, �R2 ¼ 0.113,
D-W ¼ 1.793, F ¼ 10.861, p ¼ 0.000

Table IV The regression analysis for the influence of brand personality
on action royalty

Dependent variable

Independent

variable b t-value p-value

Action royalty Excitement 0.088 1.555 0.121

Competence 0.199 3.708 0.000 * *

Peacefulness 0.109 1.836 0.067 *

Sincerity 0.082 1.361 0.174

Sophistication 0.096 1.861 0.070 *

Notes: * p # 0.10; * * p # 0.01; R2 ¼ 0.168; �R2 ¼ 0.157; D-W ¼ 1.905;
F ¼ 15.339; p ¼ 0.000;
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which were not supported for the positive influence on brand

action loyalty.

Thus, according to the results of above test, H2 is partly

supported.

The relationship of personality trait and affective loyalty

The regression analysis for the relationship of personality trait

and affective loyalty was shown as Table V. b ¼ 0.147,

t ¼ 2.287, p ¼ 0.042 , 0.05, which has reach a statistical

significance, it means that agreeableness have a significant

positive influence on affective loyalty was supported.

b ¼ 0.098, t ¼ 1.698, p ¼ 0.090 , 0.1, which has reach a

statistical significance, it means openness have a significant

positive correlation with affective loyalty was supported. b ¼

2 0.145, t ¼ 22.655, p ¼ 0.008 , 0.01, though which has

reach a statistical significance, but t-value is negative, it means

neuroticism have a significant positive influence on affective

loyalty was not supported. As for the rest of 2 personality

traits, which were not supported for the positive influence on

brand affective loyalty.

The relationship of personality trait and action loyalty

The regression analysis for the relationship of personality trait

and action loyalty was shown as Table VI. b ¼ 0.152,

t ¼ 2.377, p ¼ 0.018 , 0.05, which has reach a statistical

significance, it means that agreeableness have a significant

positive influence on action loyalty was supported. b ¼ 0.124,

t ¼ 2.157, p ¼ 0.032 , 0.05, which has reach a statistical

significance, it means that openness have a significant positive

influence on action loyalty was supported. As for the rest of 3

personality traits, which were not supported for the positive

influence on brand action loyalty.

According to the results of tests, H3 is partly supported.

Discussion
The positive relationship of personality trait (extroversion,
agreeableness, conscientiousness) and brand personality
(excitement, competence, sincerity) is partly supported

The findings of this study are not exactly in line with Aaker’s

(1997) viewpoints. The “conscientiousness” personality trait

does not have positive relationship with the “competence”

dimension of brand personality. However, consumers with

different personality traits have different feelings toward

BANDAI, for example, consumers tend to extroversion,

agreeableness and neuroticism have slightly differences on the

cognizance for the brand personality of BANDAI. This

finding is consistent with the results found by Guo (2003).

Besides, conscientiousness and openness personality traits do

not have a positive relationship with brand personality. It is

probable that consumers with a higher degree of

conscientiousness and openness do not know the brand

personality of BANDAI clearly, or probably BANDAI well

enough, or maybe BANDAI does not have well-rounded

marketing strategies or invest enough in advertisements in

Taiwan so that the positive relationship between personality

trait and brand personality is not completely supported.

The positive influence of brand personality on affective loyalty is
partly supported

A successful brand requires the building of distinct brand

personality, and has to be markedly different from other

brands to make consumers notice its brand personality and

form strong relationship with the brand (Doyle, 1990; Kumar

et al., 2006). Dick and Basu (1994) pointed out that only

highly related brand loyal attitude and re-purchase behavior

could be regarded as brand royalty. The hypothesis that

excitement, peacefulness and sincerity brand personality

dimensions have a significant positive correlation with

affective royalty has not been fully supported. It was

probably due to the fact that, in an effort to differentiate

from other brands, BANDAI emphasizes competence and

sophistication and pay less attentions on excitement,

peacefulness and sincerity, which makes consumers consider

BANDAI superior in terms of competence and sophistication,

and not so in terms of excitement, peacefulness and sincerity,

which in turn leads to the result that the positive relationship

between brand personality and brand loyalty is not completely

supported.

The positive influence of personality trait on brand loyalty is partly
supported

The hypothesis that the personality trait of extroversion has a

significant positive influence on affective loyalty has not been

fully supported. It is probably because consumers who scored

higher on extroversion prefer to interact with people and

frequently attend outdoor activities and therefore they do not

get involved as much with toys or video games and hence the

low brand royalty.

And the hypothesis that the personality trait of

conscientiousness has a significant positive influence on

affective loyalty has not been fully supported. It is probably

because consumers who scored higher on conscientiousness

pay more attentions to achievements in terms on studies and

careers (Costa and McCrae, 1985) and do not get much

involved in entertainments. The hypothesis that the

personality trait of neuroticism has a significant positive

influence on affective loyalty has not been fully supported,

Table V The regression analysis for the influence of personality trait on
affective loyalty

Dependent variable

Independent

variable b t-value p-value

Affective loyalty Extroversion 20.050 20.741 0.225

Agreeableness 0.147 2.287 0.042 * *

Conscientiousness 20.105 21.606 0.189

Neuroticism 20.145 22.655 0.008 * * *

Openness 0.098 1.698 0.090 *

Notes: *p # 0.10; * * p # 0.05; * * * p # 0.01; R2 ¼ 0.053, �R2 ¼ 0.041,
D-W ¼ 1.763, F ¼ 4.299, p ¼ 0.001

Table VI The regression analysis for the influence of personality trait
on action loyalty

Dependent variable

Independent

variable b t-value p-value

Action loyalty Extroversion 0.033 0.492 0.623

Agreeableness 0.152 2.377 0.018 *

Conscientiousness 20.075 21.156 0.248

Neuroticism 20.067 21.238 0.217

Openness 0.124 2.157 0.032 *

Notes: * p # 0.05; * * p # 0.01; R2 ¼ 0.060 �R2 ¼ 0.048 D-W ¼ 1.891
F ¼ 4.896, p ¼ 0.001
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probably because consumers who has higher degree of

neuroticism usually have excessive desires and impulses

(Costa and McCrae, 1985), therefore, when purchasing toys

or video games, their behavior belong to impulsive purchases

or only have strong desires for the products without

producing loyalty to brand.

As indicated in the research conducted by Matzler et al.

(2006), only openness and extroversion personality traits have

positive correlation with brand or product loyalty in the

hedonic product group. Besides, it is difficult to predict brand

preference only with personality trait since personality trait is

related to purchasing product categories (Schiffman and

Kanuk, 2000).

Conclusion and suggestions

Conclusion

The major findings of this study were listed as follows:
. There is a significantly positive relationship between

extroversion personality trait and excitement brand

personality.
. There is a significantly positive relationship between

agreeableness personality trait and excitement brand

personality, sincerity brand personality and competence

brand personality.
. Competence and sophistication brand personality have a

significantly positive influence on affective loyalty.
. Competence, peacefulness and sophistication brand

personality have a significantly positive influence on

action loyalty.
. Agreeableness and openness personality trait have a

significantly positive influence on affective loyalty.
. Agreeableness and openness personality trait have a

significantly positive influence on action loyalty.

Managerial implications
Theoretical implications

This study verifies that consumers with different personality traits

will have different cognizance towards brand personality, which

can also be applied to the toy and video game industries.

Consumers with different personality traits have

different cognizance towards brand personality, which

represents that consumers with different personality traits

will have different positive relationships with different

BANDAI’s brand personality dimemsions. And a successful

brand requires the building of a distinct brand personality

(Doyle, 1990; Kumar et al., 2006). This shows that BANDAI

still has not created a distinct brand personality yet so that

consumers with different personality traits have different

cognizance toward its brand personality.

This study also found out that BANDAI scored high on

brand personality of competence, sophistication and on

affective loyalty, which means BANDAI should strengthen its

existing brand image so that consumers can have a consistent

cognizance of its brand personality, and reinforce the

consumers to consider themselves as having a certain

relationship with this brand. In doing so, BANDAI can

cultivate loyal customers, and it is also an effective way to

attract new customers.

To prove a distinct brand personality can appeal to more brand

loyalty. The finding in this study is consistent with the

viewpoints held by other researchers and empirical study

results (Doyle, 1990; Kumar et al., 2006), and demonstrates

that finding the way to shape brand personality is valuable and

crucial for the success of a company.

To show that agreeableness and openness of personality traits

have a positive influence on brand loyalty. According to a

research conducted by Matzler et al. (2006), only openness

and extroversion of personality traits have a positive influence

on brand or product loyalty with hedonic value. This study

verified that agreeableness and openness of personality traits

can influence true brand loyalty. It showed that consumers

with higher degree of agreeableness and openness will develop

brand loyalty for hedonic products like toys or video games.

This finding is not exactly the same as the result found by

Matzler et al. (2006). This finding can supplement the partial

gap of the literatures.

Practical implications

To highlight the value of brand personality that benefits a company.

Brand personality not only plays an important role, but also

has profound influence on a company’s performance. By

using various marketing approaches, a company may convey

their brand personality to consumers and have the consumers

of varying personality traits believe and recognize the

company’s brand personality; thus, consumers may develop

some kind of relationship with the brand, which will further

influence their brand loyalty. The shaping of distinct brand

personality may add value to a company’s brand.

Raising the importance of brand loyalty for a company. In fact

the brand personality of competence and sophistication can

effectively boost customers’ true loyalty toward the brand,

BANDAI has to emphasize the expressing of excitement,

competence and sophistication of the brand personality and

keep its brand personality distinct, lasting and consistent to

attract customers, and cultivate their preference for the

specific brand personality and have them become the

company’s loyal customers.

Consumers who register in agreeableness and openness are the

target audience for BANDAI. This study verified that

consumers with higher agreeableness and openness have

positive loyalty towards BANDAI, which means BANDAI

should take them as the core target audience. All marketing

strategies developed should focus on these target consumers’

needs. In doing so, BANDAI can keep them and maintain

their loyalty.

Research limitations

Even though the study tries to be objective and prudent in its

experimental designs and survey methods, it is still restrained

by limitations and deviations in its implementation, which

results in some imperfections in the end. This study has the

following limitations:
. The restriction on selecting countries and brands. As opposed

to the studies conducted by other researchers using more

than two brands for the comparison of brand

personalities, this study only investigates one brand, even

though it is a major Japanese brand. Thus, it requires

further investigation if planning to apply the study results

to other toy or video game brands.
. The restraint of the sampling coverage. The questionnaire

survey was only conducted at Taipei City Mall and

targeted the adult consumers who shop and purchase toys

and video games in that area. However, the viewpoints
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from the consumers in other areas of Taiwan or other

countries were not covered.
. Lack of generalization of the study findings. This study is

limited to the toy and video game industry in its empirical

study. It is unknown if the results can be applied to other

industries. Thus, further investigation is required if

planning to apply the results to other industries.

Suggestions
Suggestions for the enterprises

Based on the findings of the study, the following

recommendations are proposed for the enterprises as a

reference:
. To create a distinct, lasting and consistent brand personality.

Creation of a distinct brand personality may draw

customers’ brand loyalty, so when a company plans its

marketing activities, it should specifically highlight its

brand personality in order to draw brand loyalty from its

target consumers.
. To give attention to customers’ insights. The study found that

the conscientiousness of personality trait does not

have a significant positive influence on affective and

action loyalty. However, with brand personality,

conscientiousness of personality trait may yield true

loyalty to brands. It illustrates that “BANDAI” should

continue to use its favorable brand personality to retain

this type of consumer. In addition, it should also try

to understand other types of consumers and use other

variables to retain them. Other than literally

understanding the uniqueness of its own products,

BANDAI should conduct a consumer A&U study to

understand consumers’ personality traits and preferences

when planning its marketing activities. In doing so, it can

shape the brand personality according to customers’

requirements and draw customers’ true loyalty to the

brand.

Suggestions for future studies

The following recommendations are brought up for those

researchers who are interested in conducting subsequent

studies in the related field:
. Change the brands of toys or video games. The follow-up

researchers may select several brands of toys and video

games for comparison and investigate of the differences

among varying brand personalities.
. Change research variables. There are plenty of variables that

can induce consumers of varying personality traits to

develop loyalty to brands, and each variable has its

respective coverage. Also, according to the study, the

correlation among various variables is low, which also

results in too low an explanation of variance in the

regression model. It illustrates that there are other

important variables that could influence consumers

regarding their brand loyalty to BANDAI. Thus, the

researchers doing follow-up research should review other

literature to select different variables and dimensions and

provide a more integrated investigation.
. Change the industry to be studied in new research. This study

only gives an empirical analysis on the toy and video game

industry, but the researchers doing follow-up research

may apply the model to other industries for further

verification, so the model can be readily adapted to other

applications.
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Executive summary and implications for
managers and executives

This summary has been provided to allow managers and executives

a rapid appreciation of the content of this article. Those with a

particular interest in the topic covered may then read the article in

toto to take advantage of the more comprehensive description of the

research undertaken and its results to get the full benefits of the

material present.

That certain brands boast a unique personality is cited as a

key factor in their success. A personality that is consistent and

enduring helps consumers better engage with the brand in
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question and this effect is considerably enhanced when brand

personality is clearly differentiated from rival offerings.

Key variables

Brand personality emerges as a result of consumer

associations with the brand, company efforts to project a

certain image through advertising and communication, and

from the brand’s attributes. Plenty evidence exists to

substantiate beliefs that consumers prefer brands that more

closely match their own self-concept, whether real or ideal.

Some scholars have also discovered that human and brand

personality can mutually reinforce each other. Marlboro’s

successful use of macho cowboys to target males with its

cigarette brand is one example of such an outcome.

Seminal work in 1997 led to the creation of a brand

personality measurement scale consisting of five dimensions

incorporating a total of 15 facets and 42 traits. The

dimensions were classified as sincerity, excitement,

competence, sophistication and ruggedness. Later

modification for the Japanese market took culture into

account and peacefulness replaced ruggedness in a revised

scale containing 12 facets and 36 traits.

Studies into personality traits have origins in psychology

and theory is broadly divided into two schools of thought.

One purports that everyone has the same traits but differ by

degree, while trait combinations that vary from person to

person forms the basis of the other position. Researchers have

likewise disagreed on the number of trait categories, with

different frameworks featuring two, three or five.

Extraversion, agreeableness, conscientiousness, neuroticism

and openness were identified as factors that have become

known as the Big Five Model. Although slight variations have

since emerged, the model has become a standard for research

in this area.

With markets becoming increasingly more competitive,

organizations are further recognizing the value of having

customers who are loyal to their brands. Loyal customers can

generate extra revenue and profit, are less price sensitive and

more likely to ignore competitor advertising. In addition, it is

more expensive to attract new customers than to retain

existing ones, who provide added benefits in the shape of

referrals and positive word-of-mouth recommendations.

Various interpretations of brand loyalty are in existence.

Most analysts initially measured loyalty solely through

repurchase behavior but consideration of other factors led to

more complex definitions. A growing number of scholars

subscribed to the belief that attitude provides a truer

reflection of loyalty and the term “affective loyalty” was

coined to reflect “psychological and affective commitments”

to a brand. Certain models have introduced additional

classifications but models incorporating both affective loyalty

and behavioral or “action” loyalty have become the norm.

Different studies investigating the relationship between

these variables have discovered:
. Brand preference is substantially influenced by personality

traits.
. Consumers rating high in openness and extraversion are

more likely to be influenced by brand personality.
. A significant degree of congruence between brand

personality and consumer self-concept.

. Evidence that brand personality positively impacts on

brand preference, affective loyalty, action loyalty and

purchase intention.
. Loyalty towards brands with “hedonic value” is positively

influenced by openness and extraversion.

Brand personality has been studied extensively in recent years

within a wide variety of contexts. However, research involving

toy and video game brands is scant. The two are closely

related through links to cartoons or movies and are major

industries in Japan and its main export markets such as

Taiwan. Analysts have noted that a growing number of older

adults are now consuming such products and suggest that

marketers need to target this growing segment as a matter of

priority.

Study and results

Lin explores the above issues in a study of Taiwanese

consumers from a shopping mall in Taipei. The location was

chosen because of its volume of toy shops and video game

stores and the number of adult visitors to these

establishments. Adult consumers were targeted specifically

because “highly stable” personality traits are common among

this segment.

A questionnaire was distributed and the author obtained

387 usable responses. The four-part questionnaire related to

personality traits, brand personality, brand loyalty and

demographic details of the participants. BANDAI was the

selected brand for this study because it has been established in

Taiwan since 2003 and is a familiar name among toys and

video game consumers in the country. Males accounted for 74

percent of the sample and females 26 percent. The vast

majority of respondents were adults aged 30 or below.

The study used the Big Five Model, the modified brand

personality scale and brand loyalty incorporated both affective

loyalty and action loyalty. Findings indicated partial support

for:
. Positive relations between the personality traits

extroversion, agreeableness and consciousness and brand

personality dimensions excitement, competence and

sincerity.
. Positive influence of brand personality on affective loyalty.
. Positive influence of personality trait on brand loyalty.

Explanations offered by Lin for these findings include:
. A possibility that consumers scoring high in openness and

conscientiousness are not fully aware of the brand

personality of BANDAI. This potentially raises questions

about the company’s marketing strategy in Taiwan.
. Differentiation objectives may have resulted in BANDAI

placing more emphasis on competence and

sophistication at the expense of sincerity, peacefulness

and excitement. Consumers are thus likely to rate the

brand superior in some personality respects but not in

others.
. Brand loyalty will be lower among consumers who value

extraversion as such consumers are likelier to engage in

outdoor activities rather than playing with toys or video

games.
. Consumers scoring highly in conscientiousness may be

driven by study and career objective and have little interest

in entertainments.
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. Impulsiveness is common among consumers indicating a

high score in neuroticism. Since this trait can trigger

strong urges for random products, brand loyalty is highly

improbable.

Marketing implications and further study

Based on this analysis, the author believes that BANDAI has

not yet created a distinct brand image and cites that as the

reason why consumers with different personality traits have

different perception of the brand’s personality. It is therefore

recommended that the company adopts a variety of marketing

approaches and focus on specific dimensions. That way,

brand personality can be conveyed more effectively to

eliminate this recognition disparity and add value to the

brand.

The indication that competence and sophistication can

positively impact on “true loyalty” towards the brand prompts

Lin to urge BANDAI to focus on these brand personality

traits, along with sophistication. Loyalty towards the company

was particularly evident among consumers high in openness

and agreeableness. In the author’s opinion, these consumers

should be regarded as the core target audience. Retention and

loyalty are plausible rewards for addressing the needs of these

consumers. Another idea is for BANDAI to acquire a better

understanding of consumer personality traits so that brand

personality can be shaped accordingly.

Additional research could include more than one brand and

also expand the study within Taiwan or to different nations. A

consideration of additional brands or industries can likewise

help indicate whether or not any generalization of findings

here is possible.

(A précis of the article “The relationship of consumer

personality trait, brand personality and brand loyalty: an

empirical study of toys and video gamesbuyers”. Supplied by

Marketing Consultants for Emerald.)
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Scales were developed to assess 10 specific facet traits within the broad Big Five personality domains
from the item pool of the Big Five Inventory (BFI). In two independent samples, the BFI facet scales dem-
onstrated substantial (a) reliability, (b) convergence with self-reports on the Revised NEO Personality
Inventory and peer-reports on the BFI, and (c) discriminant validity. These brief scales offer new oppor-
tunities for researchers who wish to assess specific personality characteristics within an overarching Big
Five framework.
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1. Introduction

One of the most important advances in personality psychology
in the past half-century has been the emergence of a consensus
that the most important individual differences in adults’ personal-
ity characteristics can be organized in terms of five broad trait
domains: Extraversion, Agreeableness, Conscientiousness, Neurot-
icism, and Openness. These ‘‘Big Five” domains (Goldberg, 1990)
now serve as a common language in the field, facilitating commu-
nication and collaboration.

Since the emergence of the Big Five model, however, research-
ers have come to recognize that there are both advantages and dis-
advantages to investigating personality in terms of these five broad
domains. On the one hand, each Big Five domain possesses the
advantage of high bandwidth (John, Hampson, & Goldberg 1991).
That is, each domain’s great breadth allows for efficient personality
description, and the for prediction of many outcomes with modest-

to-moderate levels of precision. On the other hand, an important
limitation of examining personality in terms of the five broad do-
mains is their low fidelity. Each domain subsumes more specific
personality characteristics, sometimes referred to as facets (Costa
& McCrae, 1992, 1995). Aggregating these related but distinguish-
able facet traits into only five broad domains results in a loss of
information—information that may be useful for psychological
description, prediction, and explanation.

This bandwidth-fidelity dilemma (Cronbach & Gleser, 1957) can
be resolved by examining personality hierarchically, that is, by
examining specific personality characteristics within an overarching
Big Five framework. To achieve this resolution, hierarchical Big Five
measures are needed—measures that assess both the five broad do-
mains and more specific traits within those domains. Some such
measures have already been developed, including the Revised NEO
Personality Inventory (NEO PI-R; Costa & McCrae, 1992) and mea-
sures scored from the International Personality Item Pool (Goldberg,
1999). However, use of these measures in many types of research has
been limited by the fact that they each include hundreds of items. To
address this limitation, and thereby further promote examination of
more specific personality characteristics within the Big Five do-
mains, the present research developed and validated facet scales
from the item pool of a brief and widely used Big Five measure,
namely the Big Five Inventory (BFI; John, Donahue, & Kentle, 1991;
see John, Naumann, & Soto (2008)).

2. Selecting a universe of potential BFI facets

The complete process by which we developed facet scales for the
BFI is described below, in Section 3. However, one preliminary issue
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warrants special comment here: that of selecting a universe, or com-
prehensive set, of potential facet traits to assess using the BFI.

Different researchers have taken different approaches to the
task of defining facet-level personality characteristics within the
Big Five domains. These approaches have included identifying pre-
viously studied psychological constructs that fall within the Big
Five domains (e.g., Costa & McCrae, 1992), defining facets as cir-
cumplex regions that mix or blend the domains (e.g., Hofstee, de
Raad, & Goldberg, 1992), and factor-analyzing sets of trait adjec-
tives, questionnaire items, or scales within each domain (e.g.,
DeYoung, Quilty, & Peterson, 2007; Roberts, Chernyshenko, Stark,
& Goldberg, 2005; Saucier, 1994; Saucier & Ostendorf, 1999). Be-
fore developing facet scales for the BFI, we therefore faced an
important choice: What set of facet traits should we set out to
measure?

We ultimately decided to measure a subset of the 30 facets
assessed by the NEO PI-R (Costa & McCrae, 1992). We chose these
30 facets as our universe of potential BFI facets for three reasons.
First, the list of NEO PI-R facets is quite extensive. It includes 6
facets within each domain, providing flexibility for developing a
smaller set of BFI facet scales. Second, previous research has
demonstrated that the BFI includes item content relevant to many
of the NEO PI-R facets (John et al., 2008), suggesting that much or
all of the BFI item pool could be mapped onto the NEO PI-R facets.
Finally, the NEO PI-R is currently the most widely used hierarchical
Big Five measure; therefore, developing conceptually similar facet
scales for the BFI would promote convergence with a substantial
body of existing research.

3. Method

3.1. Samples and procedures

Development and validation of the BFI facet scales drew on data
from two independent samples.

3.1.1. Community sample for scale development
This sample (see Goldberg, 1999) consisted of 642 adults (58%

female; M = 50.98 years old, SD = 12.52 years). Most of these par-
ticipants completed the NEO PI-R (N = 565) and rated themselves
on a set of 739 trait-descriptive adjectives (N = 521). Four years la-
ter, all participants provided BFI self-reports, and most (N = 590)
were also described by one to three peers (M = 2.52 peers) using
the BFI.

3.1.2. Student sample for replication
This sample consisted of 829 undergraduate students (77%

female; M = 21.68 years old, SD = 3.90 years) who completed the
BFI and the NEO PI-R in a single session. Approximately two
months later, a subsample (N = 138) completed the BFI again, and
another subsample (N = 277) was described by a friend, romantic
partner, or family member using the BFI.

3.2. Measures

3.2.1. The Big Five Inventory
The Big Five Inventory (BFI; John, Donahue et al. 1991; see

Appendix A and John et al. (2008)) is a 44 item questionnaire that
assesses the Big Five personality domains and is freely available for
use in research. In previous research, its domain scales have shown
high reliability, clear factor structure, strong convergence with
longer Big Five measures, and substantial self-peer agreement
(Benet-Martínez & John, 1998; John et al., 2008; Soto, John,
Gosling, & Potter, 2008). Across the two present samples, alpha
reliabilities for the domain scales ranged from .81 to .88, with a
mean of .85.

3.2.2. The Revised NEO Personality Inventory
The Revised NEO Personality Inventory (NEO PI-R; Costa & McC-

rae, 1992) is a 240-item questionnaire that assesses the Big Five
domains, as well as 6 more specific facet traits within each domain.
Costa and McCrae (1992) presented evidence for the structural
validity, reliability, and self-peer agreement of the 30 facet scales
and 5 domain scores. Across the two present samples, the alpha
reliabilities of the domain scales ranged from .88 to .93, with a
mean of .90.

3.2.3. Controlling for individual differences in acquiescent response
style

Acquiescent response style is the tendency to consistently agree
(yea-saying) or consistently disagree (nay-saying) with test items,
regardless of their content. Uncontrolled individual differences in
acquiescence pose a serious threat to validity, especially for scales
with an imbalance of true- and false-keyed items (McCrae, Herbst,
& Costa, 2001; Soto et al., 2008). Because the small number of BFI
items prohibits the development of fully balanced facet scales, we
controlled for individual differences in acquiescence via within-
person centering prior to all analyses presented here (see Appendix
B, and Soto et al. (2008)).

3.3. Development of the BFI facet scales

Development of the BFI facet scales proceeded in three steps.
First, the pool of 44 BFI items was compared with the 30 NEO PI-
R facet scales. To identify facet-level personality characteristics as-
sessed by the NEO PI-R that were also clearly represented in the BFI
item pool, we used conceptual judgments and correlations, in the
community sample, of the BFI items with the NEO PI-R facets.
For example, the BFI Extraversion domain scale includes several
items conceptually and empirically related to the NEO PI-R Asser-
tiveness facet (e.g., Has an assertive personality). Altogether, 10 such
constructs were identified, two per Big Five domain. (This symme-
try was coincidental.) The constructs were Assertiveness and Activ-
ity in the Extraversion domain, Altruism and Compliance in the
Agreeableness domain, Order and Self-Discipline in the Conscien-
tiousness domain, Anxiety and Depression in the Neuroticism do-
main, and Aesthetics and Ideas in the Openness domain.

Second, each of the 44 BFI items was assigned to 1 of 10 preli-
minary facet scales, on the basis of conceptual judgments and cor-
relations, in the community sample, of the BFI items with the NEO
PI-R items and facet scales. Analyses of the 10 preliminary scales
indicated strong convergence with the corresponding NEO PI-R
facets, but also considerable intercorrelations between each pair
of same-domain BFI facet scales (e.g., between the Assertiveness
and Activity facets of Extraversion), indicating much general do-
main variance.

Third, a total of 9 BFI items were removed from the preliminary
facet scales, in order to improve the scales’ discriminant validity
while maintaining (or even improving) their internal consistency
and convergence with the NEO PI-R facets. The 10 final scales were
thus scored using 35 of the 44 BFI items; see Appendix A for item
text and Appendix B for scoring instructions.

4. Results

4.1. Reliabilities and intercorrelations of the BFI facet scales

Despite their brevity, the BFI facet scales demonstrated moder-
ate to strong reliability, as shown in Table 1. In the community
sample, their alpha reliabilities averaged .72 (range = .63–.84). In
the student sample, their alphas averaged .70 (range = .53–.83),
and their retest reliabilities averaged .80 (range = .71–.88). These
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reliabilities were similar to the alphas of the longer NEO PI-R facet
scales, which averaged .75 across the two samples (see Table 2).

Table 1 also shows that the BFI facet scales were well differen-
tiated from each other. The five within-domain discriminant corre-
lations (e.g., Assertiveness with Activity) averaged a moderate .53
in the community sample and .55 in the student sample. The mag-
nitudes of the 40 between-domain discriminant correlations (e.g.,
Assertiveness with Order) were much lower still, averaging only
.15 in the community sample and .17 in the student sample.

4.2. Correlations with the NEO PI-R facet scales

There was strong convergence between each BFI facet scale and
the corresponding NEO PI-R facet, as shown in Table 2. In the com-
munity sample, despite the fact that the BFI and the NEO PI-R were
administered four years apart, the 10 raw convergent correlations
(e.g., BFI Assertiveness with NEO PI-R Assertiveness) averaged .61;
corrected for unreliability (as indexed by alpha coefficients), these
correlations averaged .82 (range = .72–.90). In the student sample,
the raw convergent correlations averaged .69, and the corrected
correlations averaged .93 (range = .87–1.00).

The two sets of facets also showed impressive discriminant
validity. In both samples, each BFI facet scale correlated more
strongly with its corresponding NEO PI-R facet scale than with
any other NEO PI-R facet. The 20 within-domain discriminant
correlations (e.g., BFI Assertiveness with NEO PI-R Activity) aver-
aged a moderate .44 in the community sample and .48 in the
student sample. The magnitudes of the 80 between-domain dis-
criminant correlations (e.g., BFI Assertiveness with NEO PI-R Or-
der) averaged only .12 in the community sample and .15 in the
student sample.

4.3. Correlations with peer-reports

The BFI facet scales demonstrated substantial self-peer agree-
ment, as shown in Table 2. In the community sample (with ratings
averaged across as many as three peers), the raw convergent corre-
lations between self- and peer-reports averaged .51 (range =
.39–.66), and the corrected correlations averaged .68 (range =
.53–.82). In the student sample, the peer criterion was less reliable
(with ratings from only a single peer per participant); nevertheless,
the raw convergent correlations still averaged .45 (range = .25–
.61), and the corrected correlations averaged .64 (range = .37–
.84). These self-peer correlations were similar to those typically
observed for the BFI domain scales (John et al., 2008).

Self-peer discrimination was also strong. Within-domain dis-
criminant correlations (e.g., self-reported Assertiveness with
peer-reported Activity) averaged a modest .35 in the community
sample and .33 in the student sample. Cross-domain discriminant
correlations (e.g., self-reported Assertiveness with peer-reported
Order) were weaker still, with magnitudes averaging only .09 in
each of the two samples. In fact, each self-reported BFI facet corre-
lated most strongly with the corresponding peer-reported facet in
19 of 20 cases. The lone exception was that self-rated Openness to
Ideas correlated slightly more strongly with peer-rated Openness
to Aesthetics (.37) than with peer-rated Openness to Ideas (.36)
in the student sample.

4.4. Partial correlations with NEO PI-R self-reports and BFI peer-
reports

To examine the unique personality variance captured by each
BFI facet scale, we computed their convergent partial correla-
tions with (a) self-reports on the corresponding NEO PI-R facet
scales and (b) peer-reports on the same BFI facet scales. Each
convergent partial correlation controlled for self-reports on theTa
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Table 2
Correlations of BFI facet self-reports with NEO PI-R facet self-reports and BFI facet peer-reports in two samples.

Criterion Alpha Assertiveness Activity Altruism Compliance Order Self-Discipline Anxiety Depression Aesthetics Ideas

Com. Stud. Com. Stud. Com. Stud. Com. Stud. Com. Stud. Com. Stud. Com. Stud. Com. Stud. Com. Stud. Com. Stud. Com. Stud.

NEO PI-R facet
Assertiveness .80 .80 .61 .71 .44 .49 .01 .07 �.18 �.10 .14 .14 .25 .30 �.17 �.31 �.15 �.25 .03 .08 .30 .29
Activity .75 .65 .40 .48 .61 .63 .04 .17 �.09 .00 .22 .18 .37 .38 �.03 �.07 �.14 �.17 .05 .13 .21 .27
Altruism .72 .74 .13 .08 .26 .26 .65 .68 .37 .46 .16 .27 .22 .26 �.09 �.05 �.25 �.24 .10 .09 �.02 .09
Compliance .73 .67 �.24 �.25 �.03 �.03 .42 .40 .53 .58 .03 .06 .03 .06 �.17 �.03 �.19 �.20 .11 .01 �.14 �.11
Order .74 .76 .10 �.03 .16 .08 .05 .05 �.05 .00 .60 .67 .49 .43 �.04 .07 �.08 �.04 �.07 .03 �.11 �.08
Self-Discipline .79 .82 .15 .20 .35 .30 .13 .25 .03 .16 .54 .53 .67 .72 �.25 �.25 �.27 �.31 �.02 .08 .02 .14
Anxiety .83 .82 �.11 �.19 �.23 �.22 �.11 �.11 �.19 �.22 �.08 �.01 �.20 �.17 .68 .78 .40 .49 �.03 �.05 �.16 �.23
Depression .85 .85 �.14 �.29 �.32 �.37 �.21 �.25 �.18 �.25 �.19 �.25 �.33 �.34 .51 .62 .54 .70 �.05 �.06 �.08 �.22
Aesthetics .83 .81 .02 .09 .09 .20 .04 .11 .13 .15 �.03 .04 �.01 .10 .00 �.04 .04 .01 .68 .71 .41 .44
Ideas .81 .82 .08 .14 .08 .18 �.13 �.01 �.03 �.03 �.02 .02 .03 .11 �.13 �.25 .00 �.09 .39 .43 .59 .66

Peer BFI facet
Assertiveness .80 .87 .63 .61 .45 .43 .15 .08 �.14 �.09 .01 .04 .12 .19 �.07 �.26 �.10 �.15 .06 .01 .13 .17
Activity .72 .75 .38 .33 .54 .47 .19 .12 .01 .01 .09 .09 .21 .18 �.15 �.13 �.24 �.22 .07 .07 .12 .18
Altruism .72 .79 .01 .01 .14 .17 .44 .38 .32 .24 .05 .07 .03 .19 �.10 �.05 �.20 �.21 �.03 .02 �.12 �.06
Compliance .73 .80 �.16 �.10 .03 .07 .32 .19 .45 .25 .00 �.01 �.02 .05 �.16 �.01 �.20 �.20 .04 .04 �.06 .00
Order .57 .73 �.09 .03 .04 .04 .06 .12 �.01 .01 .51 .48 .34 .40 �.01 �.01 �.07 �.09 �.06 �.04 �.13 �.04
Self-Discipline .74 .78 .00 .11 .19 .19 .06 .18 .01 .16 .35 .42 .39 .51 �.10 �.10 �.20 �.24 �.05 �.05 �.09 .09
Anxiety .81 .88 .00 �.20 �.13 �.16 �.07 �.05 �.15 �.05 �.07 .02 �.10 �.06 .51 .43 .29 .34 .11 �.05 �.06 �.19
Depression .54 .66 �.01 �.07 �.23 �.15 �.24 �.15 �.20 �.09 �.08 �.06 �.13 �.11 .34 .24 .46 .44 .07 �.01 .04 �.05
Aesthetics .73 .84 .02 .05 .04 .12 �.01 .01 .06 .03 �.10 .08 �.05 .13 .00 �.05 .03 �.11 .66 .54 .34 .37
Ideas .70 .78 .13 .08 .16 .20 �.07 .02 .00 �.02 �.08 .09 .02 .16 �.16 �.12 �.02 -.08 .37 .29 .52 .36

Note. Com., Community sample (N = 642; N = 565 for correlations with NEO PI-R self-reports; N = 590 for correlations with BFI peer-reports); Stud., Student sample (N = 829; N = 277 for correlations with BFI peer-reports).
Convergent correlations are printed in boldface. For the student sample, correlations of at least .07 in magnitude with NEO PI-R self-reports, and correlations of at least .12 in magnitude with BFI peer-reports, are statistically
significant at the a = .05 level (two-tailed). For the community sample, correlations of at least .09 in magnitude are statistically significant at the a = .05 level (two-tailed).
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other same-domain BFI facet scale (e.g., self-reported BFI
Assertiveness with NEO PI-R Assertiveness, controlling for BFI
Activity), thus eliminating any general domain variance shared
by the two BFI facets. The partial correlations with NEO PI-R
self-reports averaged .50 in the community sample and .58 in
the student sample. The partial correlations with BFI peer-re-
ports averaged .41 in the community sample and .34 in the stu-
dent sample. All 40 partial correlations were positive and
statistically significant (ps < .05). These findings provide further
evidence that the BFI facet scales provide meaningful informa-
tion beyond that captured by the five broad domains.

4.5. Matching the facet scales with their adjective correlates

Finally, we used a matching task to test whether the BFI facet
scales could be reliably distinguished on the basis of their external
correlates (cf. Costa & McCrae, 1995). The first author created two
sets of 10 cards. Each card in one set presented the name and items
for a BFI facet scale. Each card in the second set presented a list of
the 10 trait-descriptive adjectives (from the set of 739 adminis-
tered to the community sample) that correlated most strongly with
a particular (but unspecified) facet scale. For example, the correlate
card corresponding with the BFI Depression facet listed the adjec-
tives depressed, moody, sad, grumpy, troubled, angry, negative, and
irritated, versus happy and joyful.

Six judges who had not previously seen the facet scales’ adjec-
tive correlates—one professor of personality psychology (the sec-
ond author), four advanced students in a personality psychology
graduate program, and one non-psychologist—were each pre-
sented with the facet cards, and with the correlate cards in random
order. They were instructed to match each facet card with the card
they thought contained that facet’s strongest adjective correlates.
All 6 judges correctly matched all 10 pairs of facet and correlate
cards, providing further evidence for the discriminant validity of
the facet scales.

4.6. Effects of within-person centering

Did centering the BFI item responses, to control for individual
differences in acquiescent responding, affect the facets’ measure-
ment properties? Most results were only trivially affected. Conver-
gent correlations between the facet scales when scored from raw
responses and when scored from centered responses were very
high: they averaged .99 across the two samples, with a minimum
of .97. Moreover, scoring the facet scales from raw or from cen-
tered responses resulted in very similar patterns of reliability
coefficients and correlations with NEO PI-R self-reports and BFI
peer-reports. However, the centering procedure did substantially
affect correlations between scores on the facet scales and scores
on the BFI acquiescence index. When scored from raw responses,
these correlations averaged .14 (maximum = .35) across the two
samples; when scored from centered responses, they averaged
only .09 (maximum = .20).

5. Discussion

The present research developed 10 facet scales for the Big Five
Inventory. Despite their brevity, these scales demonstrated moder-
ate to strong levels of reliability. They converged well with both
NEO PI-R self-reports and BFI peer-reports. They also showed sub-
stantial discriminant validity.

5.1. Controlling for individual differences in acquiescence

Prior to developing the BFI facet scales, we controlled for indi-
vidual differences in acquiescent responding through within-per-
son centering (around each participant’s score on an
acquiescence index); see Appendix B. This approach proved highly
effective at minimizing correlations between individual differences
in acquiescence and scores on the facet scales. We therefore
encourage researchers to center their data around the BFI acquies-
cence index (Soto et al., 2008) before scoring the facet scales.

5.2. Convergence with other Big Five facet models

The 10 BFI facet scales were initially developed to converge
with facets assessed by the widely used NEO PI-R. However, the
particular facets that emerged from our analyses also correspond
well with lower-level traits identified by other hierarchical Big Five
models. For example, within the Extraversion domain, our Asser-
tiveness and Activity facets are quite similar to (a) the Assertive-
ness and Activity-Adventurousness facets identified by Saucier
and Ostendorf (1999) in analyses of English and German trait
adjectives, (b) the I+/II� and I+/III+ circumplex regions defined
by Hofstee et al. (1992) in analyses of English trait adjectives,
and (c) the Assertiveness and Enthusiasm constructs identified
by DeYoung et al. (2007) in analyses of existing Big Five question-
naire scales. These correspondences suggest that research con-
ducted using the BFI facet scales should be easy to synthesize
with that conducted using other Big Five facet models. They also
suggest that personality researchers are progressing toward con-
sensus about the most important lower-level traits that can be dis-
tinguished within each Big Five domain.

6. Conclusion

We are confident that the BFI facet scales will prove useful to
researchers who wish to investigate personality at a level of
abstraction more specific than that captured by the broad Big Five
domains, especially those for whom the advantage of administer-
ing a brief measure rather than a lengthy one outweighs the disad-
vantage of slightly lower reliability coefficients. The scales
encourage researchers to design new studies that use the BFI as a
brief hierarchical measure of the Big Five. They also create oppor-
tunities for archival research using the many existing BFI datasets.
Both types of research will help us progress toward a comprehen-
sive understanding of personality structure and process.
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Appendix A

Here are a number of characteristics that may or may not apply to you. For example, do you agree that you are someone who likes to
spend time with others? Please write a number next to each statement to indicate the extent to which you agree or disagree with that
statement.

The Big Five Inventory

Disagree strongly Disagree a little Neither agree nor disagree Agree a little Agree strongly

1 2 3 4 5

I see myself as someone who. . .

__1. is talkative __23. tends to be lazy
__2. tends to find fault with others __24. is emotionally stable, not easily upset
__3. does a thorough job __25. is inventive
__4. is depressed, blue __26. has an assertive personality
__5. is original, comes up with new ideas __27. can be cold and aloof
__6. is reserved __28. perseveres until the task is finished
__7. is helpful and unselfish with others __29. can be moody
__8. can be somewhat careless __30. values artistic, aesthetic experiences
__9. is relaxed, handles stress well __31. is sometimes shy, inhibited
__10. is curious about many different things __32. is considerate and kind to almost everyone
__11. is full of energy __33. does things efficiently
__12. starts quarrels with others __34. remains calm in tense situations
__13. is a reliable worker __35. prefers work that is routine
__14. can be tense __36. is outgoing, sociable
__15. is ingenious, a deep thinker __37. is sometimes rude to others
__16. generates a lot of enthusiasm __38. makes plans and follows through with them
__17. has a forgiving nature __39. gets nervous easily
__18. tends to be disorganized __40. likes to reflect, play with ideas
__19. worries a lot __41. has few artistic interests
__20. has an active imagination __42. likes to cooperate with others
__21. tends to be quiet __43. is easily distracted
__22. is generally trusting __44. is sophisticated in art, music, or literature
Please check: Did you write a number in front of each statement?

Note. Copyright � 1991 by Oliver P. John. Reprinted with permission.

Appendix B. The BFI acquiescence index and facet scales

B.1. Scoring the BFI acquiescence index and centering the BFI items

Item numbers for 16 pairs of BFI items with opposite implica-
tions for personality are 1 and 21, 6 and 16, 31 and 36, 2 and 17,
7 and 12, 27 and 42, 32 and 37, 3 and 43, 8 and 13, 18 and 33,
23 and 28, 9 and 19, 24 and 29, 34 and 39, 5 and 35, and 30 and
41 (Soto et al., 2008). The BFI acquiescence index is computed as
the mean response to this set of 32 items. To center a partici-
pant’s BFI item responses around the acquiescence index, sub-
tract their score on the index from each of their 44 item
responses. To reverse-key a centered item response, multiply it
by �1. SPSS syntax for centering BFI responses is available from
us.

B.2. Scoring the BFI facet scales

Item numbers for the 10 BFI facet scales are presented below.
Reverse-keyed items are denoted by ‘‘R.” We recommend that
researchers center each participant’s set of 44 item responses be-
fore scoring the facet scales, in order to control for individual dif-
ferences in acquiescent responding. SPSS syntax for scoring the
facet scales is available from us.

Assertiveness (Extraversion): 1, 6R, 21R, 26, 31R
Activity (Extraversion): 11, 16
Altruism (Agreeableness): 7, 22, 27R, 32
Compliance (Agreeableness): 2R, 12R, 17
Order (Conscientiousness): 8R, 18R

Self-Discipline (Conscientiousness): 13, 23R, 28, 38, 43R
Anxiety (Neuroticism): 9R, 19, 34R, 39
Depression (Neuroticism): 4, 29
Aesthetics (Openness): 30, 41R, 44
Ideas (Openness): 10, 15, 25, 35R, 40.
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Consumption Symbolsas Carriersof Culture:A Studyof Japaneseand
SpanishBrandPersonalityConstructs

JenniferLynn Aaker
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This researcharguesthat themeaningembeddedin consumptionsymbols,suchascommercialbrands,
can serveto representandinstitutionalizethe valuesandbeliefs of aculture. Relyingon acombined
emic—eticapproach,theauthors conducted4studiesto examinehow symbolicand expressiveattributes
associatedwith commercialbrandsarestructuredandhowthis structurevariesacross3 cultures.Studies
1 and2 revealeda set of“brandpersonality”dimensionscommonto both Japanandthe UnitedStates
(Sincerity,Excitement. Competence,andSophistication),aswell asculture-specificJapanese(Peaceful.
ness)and American(Ruggedness)dimensions.Studied3 and4,which extendedthissetof findingsto
Spain,yielded brand personality dimensions commonto both Spainandthe UnitedStates(Sincerity,
Excitement,and Sophistication),plus nonsharedSpanish(Passion)and American (Competenceand
Ruggedness)dimensions.Themeaningof thesebrand personality dimensionsis discussedin thecontext
of cross-culturalresearchon valuesandaffect,globalizationissues,and cultural frame shifting.

TheMarlboroManis an egoistic ideal;at homein his universe, master
of his destiny. Thus, the Marlboro Man has come to symbolize.
individualismandindependence.(Vacker,1992, p. 746)

Traditionalresearchin both culturalandcross-culturalpsychol-
ogy has focusedon culture-basedeffectsby identifyingthe influ-
ence of culture on the individual (cultureaffects psyche; see
Cooper& Denner,1998). However, thereverserelationshipalso
exists; individuals influenceculture(psyche affectsculture)by the
creationof institutions, symbols,and practicesthat carry and
validate particular culturalmeaningsystems (DiMaggio,1997;
Kitayama, Markus,Matsumoto,& Norasakkunkit,1997; Shore,
1996). In this research, we reliedon this bidirectionalconceptu-
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alization of culture to examinehow cultural meaningis repre-
sented in the mindsof individuals. We arguethat, similar to
cultural icons (e.g., Hong, Morris, Chiu,& Benet-Martfnez,2000),
reasons(e.g., Briley, Morris, & Simonson, 2000),and public
messages (e.g., Kim & Markus,1999),consumption symbols such
as commercialbrands(e.g., Marlboro cigarettes)can serveas
carriersof culture. That is, themeaning embeddedin brandscan
serveto representandinstitutionalizethe valuesandbeliefsof a
culture.

To testthis premisewe raisedthe following question:To what
degree are the symbolicand expressiveattributes that people
perceive in socially constructedentities, suchas commercial
brands, organized similarlyor differently across cultures? More
specifically, to whatdegreedo basic dimensionsof brandperson-
ality, definedasa setof human-likeattributesassociatedwith a
particularbrand (Aaker,1997), carryuniversalor specificcultural
meaning?Insight into this question will shed more lighton the
degreeto whichcultureandpsychearemutually constitutedand
how culture-specific and universal human needs are carried
through the creation,perception,and useof nonhumansymbolic
objects such as brands.Further,from amore appliedperspective,
the role that culture may playin people’sperceptionof consumer
goods needsto be examinedagainst the assumption that market
globalizationmakesall of us psychologically more similar(Her-
mans& Kempen, 1998).

DynamicRole of Culture andthe Meaningof

CommercialBrands

Much of theresearchin cross-cultural psychology hasconcep-
tualized culture as abroad,domain-general, and stablesetof value
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tendencies(e.g.,individualism—collectivism,powerdistance;Hof-
stede,1980).In this light, the portrayalof cultureis of an abstract,
encompassingstructure,onethat is often indexedby nationality
and examinedin light of its influenceon individuals’ behavior.
Another perspectiveis that culture is more fragmentedand dy-
namic, a setof subjectivecontextsand situations that arecon-
structedandexperienced bytheindividual (Cross &Marlcus,1999;
HongetaL, 2000). Two key issues withinthis perspectiveare that
(a) cultureis bestconceptualizedin termsof the meaningderived
from andadded toeveryday experienceand(b) individuals and
cultureare inseparableandmutually constitute each other. In light
of these views, thestudyofhow culturalmeaningand individual
psychological tendencies influence each other becomescritical
(Shweder& Sullivan, 1990). In the presentresearch, we suggest
thatonewayto studythemutualconstitutionof the individualand
culture is by examiningthe structural propertiesof nonhuman,
symbolic objects such as commercial brands.

CommercialBrands: CarriersofCultural Meaning

Referredto as consumptionsymbolsor cultural icons (Mc-
Cracken, 1986), commercialbrandshave significance that goes
beyond their physical properties,utilitarian character, andcom-
mercial value. This significancerests largely in their ability to
carry andcommunicatecultural meaning(Douglas& Isherwood,
1978;Richins, 1994).Culture-specificmeaningtypically residesin
the moreabstractqualitiesof the commercial brand that provide
primarily symbolic orvalue-expressivefunctions to the individual
(Shavitt,1990),whatarecommonlyknown as “brandpersonality”
attributes.Thatis, incontrastto theutilitarian attributesassociated
with commercialbrands(e.g., Levi’s jeans are durable),which
tend to demonstratelimited variability in meaningor importance
across cultures(Aaker & Maheswaran,1997), the symbolicand
expressivefunctionsprovidedby abrand (e.g., Levi’sallows for
the expressionof independence,strength, and masculinity;So-
lomon, 1986) tendto vary to a largerdegreebecauseof the fact
that individuals vary in their needs and self-views (Fiske,
Kitayama, Markus, & Nisbett,1998;Han& Shavitt, 1994;Kim &
Markus, 1999).

Theprocessby whichmaterialobjectscometo possessmeaning
hasbeenstudied in detail by anthropologists(e.g., Douglas&
Isherwood, 1978; Levi-Strauss,1966, p. 116; Solomon,1986).
Oneinstitutionthat hasreceivedattention in the context ofcom-

/
mercialbrandsis advertising,whichworks asamethodof meaning
transfer by bringing theconsumergood anda representationof
culturetogether withintheframeofanadvertisement(McCracken,
1986). The mechanicsof this method begin with the advertising
agency charged with thepromotionof the commercial brand. On
the basisof marketingresearchin which individuals are asked
whatcharacteristicsof the commercialbrandareimportant to them
and whatneeds are servedby the commercial brand, advertisers
determinewhatcharacteristicsof the brand will becommunicated
in theadvertisement(Lannon,1993;Plummer,1985).In this light,
individual needs serve to influence thecreationof brandmeaning.
At the same time, however,thecommunicationof these cultural
icons in advertisementsinfluencesreality andultimately individ-
uals’ attitudesandbehavior(Belk& Pollay, 1985;Kim & Markus,
1999; Shore, 1996). Thus, the bidirectional relationship between
culture and the individual is capturedin both the processof

creatingthe commercialbrandsand theprocessby which brands
arecommunicatedto and usedby individuals.

Note that the aboveprocessesof cultural-meaningcreationand
redefinitionoccurovertime andinvolve manydifferent fragments
of society (e.g.,consumers, companies, technology,political and
cultural institutions).Giventhis complexity, it is difficult to design
specificstudies to explicitly model thesemechanismsand their
directionality that are notdecontextualizedor overambitious.Ac-
cordingly,in thepresentresearch, wefocused insteadon providing
insight into a sliceof this phenomenonby examining someof its
perceptual andstructuralelements: howindividualsorganizethe
symbolic andexpressiveattributes associatedwith commercial
brandsandhow this organizationmay varyacrosscultures.

“Brand Personality” Dimensions

As abasis for the currentresearch,we draw on work thathas
exploredthe meaningof commercialbrandsby examininghow
brandpersonalityattributes arestructuredin the mindsof individ-
uals in the United States (Aaker,1997). In this research,the
processof meaning identification involved a set of studies
wherebyindividuals were asked to rate arepresentativeset of
commercialbrandson abatteryof personalityattributes. Resultsof
exploratoryandconfirmatoryfactor analyses showed thatAmeri-
can individuals perceivebrandperceptualspacein terms of five
personalitydimensions (see Figure1). Thesedimensionsinclude
Sincerity,representedby attributes such asdown-to-earth,real,
sincere, andhonest; Excitement, typified by attributessuch as
daring, exciting, imaginative,and contemporary; Competence,
representedby attributes such asintelligent, reliable, secure,and
confident; Sophistication,representedby attributessuchasglam-
orous, upper-class,good looking,andcharming;andRuggedness,
typified by attributes such astough, outdoorsy,masculine,and
western.

Note that at least threeof the above dimensions(Sincerity,
Excitement, andCompetence)resemblepersonality dimensions
thatare alsopresentin humanpersonalitymodels such as the Big
Five.1 Specifically, Sincerityis defined by attributes relatedto
warmth andhonesty that alsoarepresentin Agreeableness,Ex-
citementcapturestheenergyandactivity elementsofExtraversion,
andCompetencedenotesdependabilityandachievementsimilar to
Conscientiousness.Thelinks betweenSophisticationandRugged-
ness and theBig Five are lessclear however. Comparedwith
Sincerity, Excitement,andCompetence(which seemto capture

‘Althoughthe conceptualizationof brandandhuman personalitymay be
similar, the twoconstructsvary in their antecedentsaswell asthedistinct
roles that they serve. In the caseof individuals, personality traits are
inferred from observabte andstated attitudesand behavioras well as
physical characteristics (Park,1986).In this light, peopledeveloptheir own
personalities,therebyreflecting arelatively basic processof personality
development(McCraeet al., 2000). In contrast,brandsare inanimate
objectsimbuedwith personalitytraitassociationsthrough marketingcom-
munications,therebyreflecting amore impressionableprocessof person-
ality development.For example,marketersrely on userimagery(defined
as theset of humancharacteristicsassociatedwith the userof thebrand),
celebrity endorsers(e.g., Michael Jordan),symbols, logos, and slogans
(e.g.,AT&T’s “Reachout andtouchsomeone”slogan),andpersonification
(e.g., thePillsburyDoughboy)to developthepersonalityassociationsof a
brand(Plummer, 1985).
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relatively basic tendencies that mayapply to both humansand
brands),Sophisticationand Ruggednesscapturemore aspirational
images associatedwith wealthand status (e.g.,Lexusautomobiles,
Monet jewelry) or American individualism (e.g., Levi’s jeans,
Harley-Davidsonmotorcycles) that may be morespecificto car-
riers of culture such as commercialbrands.

In the current research, weexaminethe extentto whichAaker’s
(1997) structure ofpersonalityattributesassociatedwith commer-
cial brandsdiffers across cultural contexts; thatis, how muchdo
Sincerity, Excitement, Competence,Sophistication,andRugged-
nessconnoteculture-specificversusmore universal meaning?In
addressingthisquestion, we hope toprovideinsight intothedegree
to which cultural meaning, asinfluencedby individuals within a
cultural context,is conveyed andconsequently communicatedto
individuals both within and across cultural contexts (Bond,
1994b).

ValuesandCulturalProducts

Oneliterature that maycontributeinsightonthis questionis that
on values. Schwartz(1994), for example, proposedataxonomyof
seven distinct typesof cultural-levelvaluesorganized around the
two dimensionsof (a) Conservatism versusAutonomythat relate
to socialconservatism versusopennessto changeand(b) Hierar-
chy/Masteryversus Egalitarian Commitment/Harmony that relate
to self-enhancement versusself-transcendence(Schwartz,1992).
The sevenvalue types,Conservatism, IntellectualAutonomy,Af-
fective Autonomy,Hierarchy,Mastery, Egalitarian Commitment,
andHarmony,were identifiedthroughapsychometricallyrigorous
procedureinvolving more than 60 cultural groups (Schwartz,
1994; Schwartz& Bilsky, 1990; Schwartz& Sagiv, 1995). Note
that, although these dimensions captureuniversalneeds, cultures
vary considerably intheir standingalongthese dimensions (see
Schwartz,1994, Table 7.3). Thesedifferencesin the locations of
cultures along the above seven value dimensionsreflect differ-

ences inthe degreeto which eachvalue typeis embracedby a
particularculture. An illustration is that valuing thesocial aspects
ofMastery(self-assertionandgetting aheadof other people) seems
particularly important in theUnited States. In contrast, more
collectivistic societies such asAsian and Latin cultures stand out
as placingparticular emphasison Harmonyneeds (keepingbal-
ance and peace withnatureandpeople).

Thereis somevariationwithin collectivist cultures, however,in
their value discrepancieswith the United States. SouthernMedi-
terranean culturessuchas Spain,Greece,andFrance, for instance,
have particularly high scores comparedwith both the UnitedStates
and Asian cultureson Affective Autonomy (valuing novelty,cre-
ativity, and having anexciting life) andEgalitarian Commitment
(voluntary commitment topromotingthe welfareof others). Note
that one particularlyusefulaspectof Schwartz’s value taxonomyis
that countrydifferencessuch asthosewe just describedcan be
usedto interpret culturaldifferencesin norms, attitudes, behavioral
patterns, and important macro socioeconomicvariables (e.g.,
Gouvenia& Ross, 2000;Schwartz,1994, 1999;Schwartz & Ross,
1995).

The attributes thatstructurethe meaning of commercial brands
in the United States (Aaker, 1997) seem to align themselveswith
severalof Schwartz’scultural value types for which the United
Stateshasmoderateto high scores. For instance, a closeinspection
of the attributes thatdefine Sincerity(e.g., family-oriented, real,
small-town),suggests thatthis dimensionmay capturebrandper-
ceptions associatedto Conservatismneeds(emphasison family
securityandsafety,being stableandpolite).Termsdefining Ex-
citement(e.g., unique, exciting, young), on theotherhand,suggest
a link with Affective Autonomyneeds (valuingnovelty andcre-
ativity, having anexciting life). Competence(e.g.. reliable,suc-
cessful, intelligent) appears to be relatedto Mastery needs(em-
phasis on being capable and successful, demonstrating
competence),and Sophistication(e.g., upper class,glamorous.

Figure 1. Five American brand personalitydimensions,and their facets.
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smooth)to Hierarchyneeds(valueof social statusandprestige,
havingwealth).Finally, Ruggedness (e.g.,masculine,tough,west-
ern) appearsto be less directly relatedto aspecific value orienta-
tion, althoughsome of the attributes may encompasselements
from Mastery (being independent,daring) andlow Egalitarian
Commitment(detachmentfrom others).ThisRuggednessdimen-
sion isreflectedinpopularAmericanmovies(e.g.;TheQuietMan,
Stagecoach, High Noon;Kim & Markus, 1999) as well as in
popular American commercial brands (e.g., Harley-Davidson,
Marlboro,Levi’s; Solomon,1986),andappearsto representinsti-
tutionalizedAmericanvalues such as strength,masculinity,and
ruggedness.

One way to assessthe particularcultural significanceof Rug-
gednessrelativeto the otherfour dimensionsand Aaker’s (1997)
findingsingeneralis tocomparetheAmericandimensionsagainst
those uncoveredin other cultures. By doing so,the possible
culture-specificpsychologicalvaluesand needsservedby com-
mercialbrandsin the United Statesand otherculturescan-bemore
clearly ascertained.In thepresentresearch, we specificallyaddress
two potential hypotheses.Both are based on the premise that
commercialbrandsare symbolsthat cancarry culturalmeaning
(McCracken,1986; Richins, 1994); however,they differ in their
predictionsof the degreeof cross-culturalsimilarity in the percep-
tual representationof the brands.Thefirst possibility is that the
perceptualstructure may remain largely robust acrosscultural
contexts.That is, becausethe basic kindsof values heldby
individuals as well asthe organizationof thesevalues—namely,
their intercorrelationpattern—tendto be similar acrosscultural
contexts (Schwartz,1992, 1994), themeaningconveyedin com-
mercialbrandsmay alsobe largelyuniversal.That is, the number
and natureof the basicdimensionsthat organize brandpersonality
perceptionwill besimilar acrossculturesgiven that the kindsof
values peoplehave(andmay seekto fulfill through commercial
brands)arealso universal.Dimensionsverysimilar to thoseun-
covered byAaker (1997)in the United Statesshould thereforealso
emerge when the structure of brand personalityperceptionis
examinedin other cultures.

An alternative possibility, however, is that different cultures
havesomewhatuniqueorganizationsof the brandrepresentational
spacethat are reflectiveof cultural differencesin value emphasis.
In other words, it is possiblethat the structureof brand meaning
perceptionis mainly associatedwith the importanceof thevalue
that brandsprovidefor consumersin a given culture. If indeed
brand meaningis createdto reflect the needsand valuesheld by
individuals within a culture (McCracken, 1986),there may be
somecross-cultural variancein the meaningconnotedincommer-
cial brandsandthe organizationof this meaning(e.g., numberand
natureof the basic dimensions).For instance,asdiscussed earlier,
Schwartz(1994)showedthat Harmonyis a valuethat is endorsed
by East Asiancultures to a greaterdegreethan Westerncultures
suchastheUnitedStates.Indeed, keeping balanceor maintaining
harmonyis respectedasone of the highestvirtues by Confucius
(Kim & Markus, 1999).Further,the interdependentgoal of har-
moniously fitting in with others,with its emphasison fulfilling
varioussocialrolesandmaintaining connectionswith others,plays
a largerrole in determiningoverall life satisfactionin EastAsian
cultures relative to North Americancultures (Kwan,Bond, &
Singelis, 1997;Oishi,Diener,Lucas,& Suh, 1999).Thesefindings
suggest that, to the degreethat a particular value type suchas
Harmonyvariesin its importanceacrossculturalcontexts, wemay

observeevidenceof culture-specificmeaningthat relatesto this
particularvalue in cultures that embraceallocentric beliefs and
harmony-orientedvalues (Fiskeet aL, 1998; Schwartz,1994).

In sum, althoughtheresearchreviewedabovedoesnotallow us
to predicta specific perceptualstructureof commercialbrands,it
doessuggestthat theremay besomeculturalvariancein howthey
are representedin the mindsof consumers.Cultural variationin
values and needsmay influence commercialbrandperceptionin
two interrelatedways: by influencing the contentof marketing
communicationsthat are used to createand developcommercial
brands and,at the sametime, by influencingthekindsof attributes
individuals focus on when perceiving brands(Belk & Pollay,
1985).It is through theseprocessesthat culturaldifferencesin the
structureof brandpersonalityperceptionmay arise.The current
researchrelies onacombinedemic—eticapproachtodeterminethe
degreeto whichindividualsacrossculturessharea similarpercep-
tual representationof commercialbrands.

MethodologicalOverview

Choice ofCountries

Many cross-culturalresearchershavearguedthat multiple cul-
tural groupsare neededtodisentangletheinfluencesof the various
cultural dimensionsthat may underlie the observeddifferences
(Bond, 1994a).The presentresearchfocuseson two countries,one
with an East Asianculture (Japan)and onewith a Latin culture
(Spain). These two countrieswere chosenfor several reasons.
First, relativeto membersof Anglo Americancultures, individuals
from EastAsian andLatin culturestend to be less idiocentricand
more allocentric (i.e., higher in desirefor interdependenceand
harmony;Marfn & Triandis, 1985; Oishi et aL, 1999, Schwartz,
1994; Wierabicka, 1991; but seeMatsumoto, 1999; Takano &
Osaka,1999). Thesevalue differencesmay relate to variation in
brandpersonalityperception.

Second,although individualsin Japaneseand Spanish cultures
both score relatively high on allocentrism,they differ on other
dimensions.Perhapsmost notably, individualsin Latin cultures,
relativeto thosein East Asian cultures, place special value on
severalsocioemotiona]behaviorsrelatedto Affective Autonomy
needs;namely, sensationseeking(McVeagh, 1990), emotional
intensity (Benet-Martinez,1999), and simpatfa (Latin-specific
term for friendlinessdefined around warmth and expressionof
positive emotions;Triandis,Main, Lisansky,& Betancourt, 1984;
for more details, see Marfa& Marfn, 1991; Marfn & Triandis,
1985).Therefore, the selectionof Japanand Spain providesa
contextthatallows for potential replication,as bothculturesshare
an endorsementof allocentric values, but also an extension
wherebythevaluesuniquetoMediterraneanculturessuchasSpain
may be identified.

Finally, from a methodologicalstandpoint,Japanand Spainare
in similar stagesof industrial and economic developmentand
spend approximatelythe samepercentageof the gross national
producton advertisingascomparedwith the United States(1.0%
for Japan, 1.5% for Spain, 1.1% for the United States).Thus,
several variables that could account for cultural differencesin
communicationstylesandpossiblybias the results ofthis research
may be kept relatively constant.
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The CombinedEmic—EticApproach

An important issue in cross-culturalresearchis the distinction
between emic (indigenous) and imposed-etic (imported) ap-
proachesto datacollection (Berry,1969). Emic approachesex-
plore aparticularpsychologicalconstructfromwithin the cultural
system, whereas imposed-eticapproachesstudy behaviorfrom
outsidethecultural system.With the emic approach, instruments
and theories indigenous tothe target culture are developedby
relying on a systematic process thatgeneratesa setof culture-
specificattributes andstimuli. Imposed-edoapproachinstruments,
in contrast,are either imported in theiroriginalform or translated
into the local language (Enriquez,1979).

Thequestionof whetherimported (i.e.,translated)measurement
tools overlookimportant domainsof the localcultureis the foun-
dation of a classicdebate incross-cultural psychology,the emic—
etic issue (Berry, Poortinga, Segall, &Dasen,1992).Ononehand,
an imposed-etic strategyis usefulin that it makescross-cultural
comparisonsfeasiblegiventhatquantitativejudgmentsof similar-
ity require stimuli that are equivalent,but its usemay distort the
meaningof constructsin some cultures oroverlooktheir culture-
speciftc(emic)aspects.On theother hand,an emic strategy is well
suited to identify culture-specific qualitiesof aconstruct, thatis, it
is ecologicallyvalid. However, its usemakescross-culturalcom-
parisonsdifficult. Given the opposingadvantagesand disadvan-
tagesof the emic and etic approaches,onesolution to theemic—
eric debatehas been to poolboth approachesinto whatis known as
a combinedemic—etic approach (Hui & Triandis,1985). This
approach, comparedwith emic or imposed-etic approaches,pro-
vides a more completeand unbiasedpicture of the degreeof
cross-culturaloverlap and specificitybetweenconstructs (forex-
amples, see Benet-Martinez & Waller, 1997; Church& Katigbak,
1988; Yang& Bond, 1990).

In our study, theapplicationof acombinedentic—eticapproach
involved the followingsteps:First, indigenous attributesrelevant
to the target concept (e.g., commercialbrands)were isolated inthe
new cultures and theirunderlyingdimensionalstructure identified
(Japan inStudy 1, Spainin Study 3). Next, using an independent
setof participants, we combinedthis setof emic-basedattributes
with attributes identified in the United States,andthe overlap
betweenthe emic and imposed-etic dimensions underlying these
two setsof attributeswas measured (Anker, 1997;Studies2and4).
This approach does not biasthe results infavorof universality, an
outcome thatis often associatedwith the imposed-eticapproach
(McCrae & Costa,1997). Further, it is moreconsistentwith the
perspectiveof culture adopted in this research, in which cultural
knowledgeis a “lens” that colorspeople’s perceptionof objects
and messages in theenvironment(McCracken,1986).By allowing
for cultural variationsin the form or meaning of personality
attributesto be represented (Church& Katigbak, 1988),theemic-
derivedsetof attributesis more likely toreflecttheculture-specific
lens through whichpeoplesee.

Study 1: Identificationof IndigenousJapaneseBrand
PersonalityDimensions

The objective ofStudy I was todeterminehow Japaneseindi-
viduals perceive the perceptual spaceof commercial brands as
defined by personality attributes. We firstgenerateda set of
culture-specific attributes and stimuli, and then identified the per-

ceptualrepresentationof brandsthroughafactor-analyticproce-
dureinvolving attribute ratingson a set of brandsby Japanese
individuals.

Method

Stimuh selection. Two criteria guidedthe selectionof commercial
brandsto serveas stimuli. First, to enhance therepresentativenessof the
sampleof stimuli, we selectedcommercialbrandsin productcategories
that serveboth symbolicandutilitarian functions.Therefore,we randomly
selected 24productcategoriesthat were shown to vary on thesetwo
functional dimensions (Ratchford,1987,Appendix). Six of thecategories
were highly symbolic or value expressive (e.g., apparel, alcohol,fra-
grances),six were utilitarian (e.g., laundry detergent,medication, tooth-
paste) and 12 scored relativelyhigh on both symbolic andutilitarian
dimensions(e.g., automobiles, beverages,toys). Second,to enhancefamil-
iarity ofthesampleof stimuli, weselectedwell-knowncommercialbrands.
Thus,apretestwasconductedin which Japaneseparticipants(n = 46, 50%
female,M age = 30.2)were invitedto participatein astudy onbrands.Paid
$7 for their participation, the participantswereasked,‘~What is the first
brandthat comesto mind whenyou think of this productcategory?” The
mostfrequentlylisted brandsin eachof the24 categorieswereidentified.

Although the relatively large numberof brandsallowed for greater
variancein brandpersonalitytypes,it also increasedthechanceof partic-
ipant fatigue. Thus, to minimize potential fatigue,we randomlygrouped
the24brandsinto sixsetsof fourbrands.Eachgroupwascomposedof one
symbolic brand,oneutilitarian brand,and twosymbolic/utilitarianbrands.
such that each brand groupcontaineda similar profile of brands.For
example, Group1 containedSuntory Old whiskey, DenterT toothpaste,
PocariSweatbeverage,and MercedesBenz automobiles.In this way, the
brandgroups’ profileswere similarto thatof thetotal sampleof brands.
Finally, onewell-known brand(Coca-Cola)was usedas acontrol and
includedin eachof the groupsto assessthe variation of perceptionsof
personalityattributesfor agivenbrandacrossgroups.Thus, theresultwas
asetof 25 brandsthat were meaningfulto the targetculture.

Personality attribute selection. The selectionof brand-relatedat-
tributesfollowed athree-stepprocesssimilar to the one usedin Aakers
(1997)study.First, to ensurefamiliarity andrelevanceoftheattributes,we
conductedafree-associationtaskin whichJapaneseparticipants(n = 50,
40% female,meanage= 28.2)wereaskedto write downthe personality
attributesthat first cometo mind whenthinking aboutwell-knownbrands
in 10 productcategories(3 symbolic,3 utilitarian, and4symbolic/utilitar-
ian), aprocess that yielded138 attributes. Second,to maximizethecontent
representationof personalityattributes,we compiled 71 additional at-
tributesfrom threesources that relyonbrandpersonalityresearchin Japan
(Japaneseadvertising agency,client company, and research supplier)
and44 morethat were representativeof the Big Five personalitydimen-
sions (e.g., Benet-Martfnez& John, 1998), asin Aaker(1997). Finally,
from thetotal set of 253 personalityattributes,threegroupsof attributes.
wereeliminatedbecausethey wereredundant(a = 61; e.g.,reliablearose
from the free-associationtask as well as from Benet-Martfnez& John,
1998), ambiguous(a = 25; e.g., slight, unfocused,rigid), or relatively
irrelevant to the constructof interest (a = 67; e.g., artistically sensitive,
fickle. hypochondriacal).

2Thus, theresultof this stagewastheidentifica-
tion of 100 attributes.

2 identify the relatively irrelevant attributes,Japanese participants

(a = 140, 55% female,M age = 35.3) ratedhow descriptive the167
attributes (253minus theredundantandambiguousattributes)wereof the
most salientbrand in 10 product categoriesthat spannedthe symbolic—
utilitarian framework.To isolatethemostrelevantattributesfor this setof
stimuli, wesetthecutoff for thefinal list of attributesatascaleraring of 4
(very descriptive),thereby leaving100 attributesfor Study 1. Of those100
attributes,68% wereindigenous(plus 15% from the Big Five and 17%
from Aaker, 1997).
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Participants. To enhance generalizability,a sample(n = 1,495) that
represented the Japanesepopulation with respectto five demographic
dimensionswas used(gender,age, marital status, educationlevel, and
occupation;http://www.stat.go.jp/l.htm).That is,51%of thesample were
female,14% of thesample were20 to 30 yearsof age,56% ofthe sample
weremarried,46% of thesamplehad acollegeor graduateschool educa-
tion, and 13% of thesamplewereprofessionalor technicalworkers.3The
participantsin eachof thebrand groupswere selectedto havethe same
profile as the total sample(n rangedfrom 243 to 253 in eachof the six
brand groups),andbelongedto aYapanesenationalmall panel.

Procedure. Participants,who were paid 500 yen (approximately $5)
andwere enteredinto a lottery of gift prizes,wereaskedto takepart in a
study aboutpeople’s impressionstoward particular brands(namesof
commodity goodsor services).To communicatethe brand personality
constructandenhance the imaginabilityof the task(Lannon 1993; Plum-
mer, 1985), we asked participantsto think of the brandas a person.
Specifically, they were told,

If I askedyouto give meyour impressionof aparticularperson,you
might answer witha set of personalityattributes. Now,let’s think
aboutbrandsin thesameway. Forexample,youmay be askedto rate
theextentto which aset of attributes describesPorsche.Please ask
yourself, “If Porschewas a person,how would you describehiml
her?,”andthencircleanumber between“notatall descriptive”(1) to
“extremely descriptive”(5) for thesubsequentset of attributes.

Then participantswere askedto rate the extentto which the 100
personalityattributesdescribea specificbrand.Participantsrepeated the
rating task for the four additional brands in the particular brandgroup.
Thus, six subsamplesof participantsratedfive brands(Coca-Colabeing
commonin each group),a taskthattook approximately50 to 60 mm. For
example,Group1 containedChanelfragrance,Yomiuri Shimbunnewspa-
per, Nintendo toys. KuronekoYamato delivery services,and Coca-Cola
soft drinks.To control for primacy and recencyeffects, we counterbal-
anced theorderin which theattributes werepresentedfor eachbrand as
weil as theorder in which thebrandswerepresentedin the questionnaire.

ResultsandDiscussion

First, to assessthe variationof perceptions ofpersonalityat-
tributes for agiven brand, we examinedthe mean ratingsof
Coca-Cola acrossthe groups. No significant differenceswere
found, suggesting highlevelsof agreementof the humancharac-
teristicsassociatedwith aparticularbrand.Second, to examine the
systematicindividual differencesin perceptionsof brandsin gen-
eral, wesubjectedthecorrelationmatrix for the brandpersonality
traits (n = 100) acrossindividuals’ ratings of each brand toa
principal compon9ntanalysis followedby varimax rotation.The
first 10 eigenvaluesfromthe 100 X 100 interitem Pearsoncorre-
lation matrix were28.2,9.5,5.7, 3.7, 2.9,1.3, 1.1,0.8,0.7,and 0.6.
The moderatebreakafter the fifth latentroot suggested thata
solution with fivecomponentswasplausible.Theadequacyof this
solution was supported bythefollowing criteria: (a) shapeof the
scree plot, (b) stabilityof the solutions in separateprincipal-
components analyses withdistinct subsamples (e.g., men vs.
women, oldervs. younger individuals), (c) meaningfulnessof the
dimensions (at least nine traitsloadedon eachof the first five
factors, whereasonly one trait.loadedon the sixthcomponent
(family-oriented),and(d) amountof variance explained by thefive
componentsrelativeto Dimensions 6through9 (under 2% each).
Thefive-componentsolution is reportedin Table l.~ Labelsfor all
the dimensionswereselectedon thebasisof the attributesempha-
sized within each component.To provide English translations,a
six-personback-translationteamtranslatedeachof the personality

attributes. First, a three-persontranslationteam (onenativeJapa-
nese speaker, onenative English speaker, and onebilingual
speaker)discussedthe linguisticmeaningof eachattributebefore
final translation into English. Then, the three-personback-
translationteam followed the same process,translatingthe at-
tributes back into Japaneseto ensureaccuracy(Brislin, 1970).
Intercoderagreement was high(94%); that is, for 94of the 100
traits, theJapanesetrait wasbacktranslatedas the same word as
the original. When discrepanciesexisted,all six codersdiscussed
them untilconsensuswas formed.

A close look at Table1 reveals thatall but oneof the Japanese
brandpersonalitydimensionsare highly isomorphicto theAmer-
ican dimensionsreportedin Anker (1997): Dimension1 clearly
representsExcitementand is primarily defined by attributes such
asfunny, contemporary, young,andenergetic. Itis interestingthat
severalof these terms are alsomarkersof Excitement in the
Americanbrandpersonality structure. Dimension 2(Competence)
wasdefinedby attributes such as responsible, reliable, confident,
andtenacious—consistentwith the markersof Competencein the
United States. Dimension 3(Peacefulness),on theother hand,was
defined by a uniqueblendof attributes (e.g., shy, peaceful, naive,
dependent)reflectiveof an allocentricand harmony-fosteringoil-
entation (Schwartz, 1994). Dimension 4 (Sincerity) included
wartn, thoughtful, and kind,markersthat are in line with those
found in the United States for Sincerity. Finally, Dimension5
(Sophistication)is defined by terms such as elegant, smooth,
stylish, andsophisticatedmarkersthat are consistent withthose
found in theUnited States forSophistication.

Idenr(fication offacetsand markers. Becausethe full setof
100 attributes may be too lengthy tomanipulateand measurein
subsequentresearch, a more limited setof attributesthatreliably
captureseachdimension was desired.To achievethis, we first
identified the different facets subsumed by each component
through separateprincipal-componentsanalysesof the attributes
within each brandpersonalitydimension(see alsoCosta& Mc-
Crae, 1992).Adopting this process,Aaker(1997)foundadistinct
setof facetsthatprovidedastructureto justify which attributesto
select torepresenteachdimensionas well astextureto understand
the dimensionsin greaterdetail. For example, theAmericanSin-
cerity dimension consists offour facets: Down-to-Earth, Honesty,
Wholesomeness,andCheerfulness(see Figure1).

~Theparticipantswere representativeofthe geographicregionsin Japan
(e.g.,30%of theparticipantswere fromthe Kantoregion),althoughno one
from the islands outsideof Honshu participated.

‘~ Onelimitation of adisaggregatedanalysis(i.e., making eachindivid-
ual’s ratingsof eachbrand theunit of analysis)relativeto an aggregated
analysis (inwhich brandsare theunit of analysisafter averagingacross
individuals’ ratingsofeachparticular brand)is thatthe correlationsamong
attributesare likely to alsoreflect individual differencesin scaleuse.To
assess theimpactof this methodologicalissue,we also examinedfactor
solutionsobtainedfrom aggregateddata(n = 25 brands).It is interesting
that thesefactorstructureswere similarto thoseobtainedwith the disag-
gregateddata (see Leung & Bond, 1989, and Schwartz, 1994, for a
discussionof why structuresobtainedfrom aggregatedand disaggregated
data tendto be closely related,andthe rationale for using aggregatedvs.
disaggregateddatain factor analyses).We also examinedstructureob-
tainedusingan oblique rotation (promax),which provednearly identicalto
theorthogonalsolution (varimax).

 

 



498 AAKER, BENET-MARTINEZ, AND GAROLERA

Table 1
JapaneseBrandPersonalityDimensions

Varimax-rotated principalfactors

Ex Co Pe Original Japaneseterm
Abbreviated

Englishtranslation

Fun
Humorous
Talkative
Optimistic
Free
Funny
Chatty
Energetic
Youthful
Laid-back
Spirited
Cheerful
Friendly
Active
Easygoing
Positive
Happy
Curious
Generous
Unrefined
Approachable
Likable
Open-minded
Careless
Sociable
Bold
Emotional
Good-natured
Contemporary
Relaxed
Enthusiastic
Frank
Openhearted
Hopeful
Fresh
Refreshing
Nice
Cooperative
Easygoing
Ordinary
Reliable
Determined
Dignified
Patient
Tenacious
Responsible
Respectable
Confident
Strong
Sharp
Consistent
Courageous
Tough
Neat
Prudent
Levelheaded
Diligent
Assertive
Masculine
Clear
Precise
Stable
Self-composed

76
72
72
72
71
70
69
69
68
67
67
67
66
66
63
61
61
61
60
60
61
59
58
54
54
53
52
52
50
50
48
48
48
47
44
43
40
40
40
38
13
22
29
11
18
02
09
30
36
28
02
39
07

—06
—03
—06

01
19
27
43

—02
11

—17

13
09
09
09
12

-04
-00

20
04
06
19
06
06
29
05
43
08
30
25
03
10
10
17

—07
27
44
29
05
22
20
43
35
17
44
19
22
10
31
35
00
71
71
68
66
65
64
64
63
63
63
59
58
56
56
56
55
55
55
54
52
51
50
49

-06
14
15
14

—08
28
18

—18
—16

11
—15
—20

09
—27

17
—16

15
—02

15
27
17
12
14
38

—05
00
25
39

—23
14

—05
05

—05
—09
—08

29
—11

14
19
08
04
09

-06
23
18
15
11

—10
00
02
20
04
25
13
27
25
21
00

—01
—12

30
12
28

Si

—03
06
06
02
05

—07
00
21
07
09
17
28
36
08

—[5
06
33

—05
14

—23
28
31
25

—12
13

—17
18
26
03
07
19
35
22
27
27
34
31
38
09
32
26
IS

07
17
17
38
18
07
00

—08
41

—05
—13

39
28
16
52
09

—20
06
36
41
37

So

14
09
08
02
15
01
07

—01
27

-04
05
16

—02
07
07
14
10
17
12

—14
—07

11
09

—10
31
13
29
06
28

-04
14

01
19
11
36
04

• 31
11

—03
—31

15
08
19
01

—02
12
34
22
04
23
09
09

—01
31
22
29
06
25

—07
10
24
05
26

~to~

.:L—~7/j(~

~LL’
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~O)cJ~L~
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~to~
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~td

~ifI~J~t~
~Jii~t~
~btj~tj:
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Table I (continued)

Abbreviated
English translation

Varimax-rotatedprincipal factors

Original JapanesetermEx Co - Pe Si So

Dependable
Rational

—04
25

46 38 34
43 06 11

—09
—05

Tolerant 38 42 22 26 13
Realistic
Mild mannered

35
00

37 —04 17
04 74 20

—02
15 ‘~ 1) Ut:

Timid —03 09 • 73 10 12
Shy
Reserved
Peaceful

09
—05
—13

07 67 12
12 66 21
18 64 31

13
10
19

U~&5ti
~L~Jt~

Modest —18 32 55 20 —09
Clumsy
Dependent
Childlike
Calm

17
08
30
12

14 55 —16
17 51 —07
04 50. 07
18 49 43

—14
12

—03
21

~ L~ 9~tJ:

St~~13’~i
Naive
Cute

20
32

16 42 33
—12 41 31

—12
37 ~~bL’L’

Feminine 11 —12 39 34 38
Kind 19 20 32 55 30
Family oriented
Thoughtful
Sincere

18
21
09

10 30 54
31 32 53
49 21 53

—02
—02

18
Clean 17 29 05 51 35
True 47 22 12 49 09
Warm
Honest

39
39

16 26 49
39 10 47

12
04 El~t0~

Healthy
Considerate
Stylish
Elegant
Romantic

37
35
29

—10
18

19 —07 46
33 17 40
11 —Dl 10
31 19 26
05 31 16

08
21
68
65
63

~3L~*Ltc~
±~atci:

Smooth —12 38 16 08 60
Extravagant
Sexy
Delicate

39
18

—05

15 02 —01
05 36 —02
29 25 27

58
55
51

Stunning, cool
Sophisticated
Poised

44
39
12

29 —12 —04
19 —20 00
39 03 —02

50
47
41

Note. N = 1,495Japanese.All loadingsmultiplied by 100; loadingsthatwere .401 or larger are set in bold.
Ex = Excitement Co = Competence;Pe Peacefulness:Si = Sincerity; So= Sophistication.

The separate principal-components analyses of terms within
each dimensionyieldedatotal of 12 facets:4 for Dimension 1, 3
for Dimension 2, 2 forDimension3, I for Dimension4, and 2for
Dimension 5. Within each facet, we then selected the three at-
tributes with the highest item-to-totalcorrelation. Eachof the
resulting36 markers(3 attributes for eachof the 12 facets)had
high item-to-total correlations withinits correspondingthree-item
facet anddimension(rangingfrom .80.to .94). Cronbach’saiphas
calculated for eachof thefive dimensions using the 36-itemscale
indicatedhigh levelsof internal reliability, ranging from .80(Di-
mension 3) to.90 (Dimension 1). The final setof 36 Japanese
brandpersonalitymarkersandtheir correspondingfacetsanddi-
mensions are depicted in Figure 2.

To further ensure high levelsof reliability, we askeda small
sampleof Japaneseparticipants (n 60, 50% female, mean
age= 31.3) to completethe same questionnaireapproximately8
weeks aftercompletingthe originalquestionnaire. A totalof 15
participantseachratedfour groupsof five brands(Groups 1—4)
over the two time periods. Test—retestcorrelations for thefive
dimensionsdefinedby the 36 final markers were high, ranging
from .81 (Dimension 3) to.88 (Dimensions5).

In sum, the resultsof Study 1 suggest thatthebrand personality
spacefor Japaneseindividuals is organizedin terms of five di-
mensions representingExcitement, Competence,Peacefulness,
Sophistication,andSincerity. Althoughfour of thesedimensions
appearto haveoverlappingmeaningwith thoseidentified in the
UnitedStatesusingNorthAmericanstimuli (Aaker, 1997), a fifth
dimension (Peacefulness) appears to berelatively indigenousto
Japan. In Study 2, weempirically test this premiseby directly
comparing Japanese and North American brandrepresentational
structures.

Study2: OverlapBetweenJapaneseandAmerican Brand

PersonalityDimensions

Study 2 wasconductedwith the primaryobjectiveof assessing
the conceptual overlap between the Japanese brand personality
dimensions identified inStudy I andAmerican brand dimensions
(Anker, 1997).A secondaryobjectivewasto testtherobustnessof
the five Japanesebrand dimensionson a different sample of
Japaneseparticipants. Toaccomplishboth objectives,we had an
independentsampleof Japanese individuals rate a subsetof brands

499 
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using the Japanese attributes (Englishtranslated) identifiedin
Study I, as well as the attributesthat represent the American
dimensions.

Method

Participants. To gainconfidencethattheresultsfoundin Study I were
drivenby culture-basedperceptionsof brandsratherthanlinguistic differ-
ences (Enriouez,2979), we administeredthe questionnaireentirely in
English rather than Japanese.Therefore,a slightly different profile of
participantswasused,onein whichthe participantswerepreselectedto be
bilingual. Thesampleof 114Japaneseparticipantswas recruitedfrom two
sources:(a)Japanese students enrolledat agraduate business programat a
largeJapaneseuniversity (n = 56) and(I,) Japaneseexchangestudentsat
a largeU.S. westem university,affiliated with the Centerfor East Asian
Studies(a = 58). The latter samplehadlived in the UnitedStatesan
averageof 1.8 years(SD= 2.04). Participantswerepaid500 yen (orS5)
for their completionof the study. Participantswho scoredlessthan 4.0
when ratingtheir written English knowledge on a scaleof 1 (extremely
limited) to 5 (extremelygood)wereeliminated(n = 15), aswerethosewho
werenot bom in Japan(n = 9), leavingatotalof 90 Japaneseindividuals
(50% female,M age = 3l.9).~

Procedure. Thecoversttlry andstructureof Study 2 wereidenticalto
thoseof Study 1 with two exceptions.First, participantsratedeachof the
brandson 70 attributes, 42 markersof thefive Americanbrand personality
dimensions andthe 36 markersof the Japanesedimensions identifiedin
Study I (minus eight overlappingattributes: confident,contemporary,
friendly, masculine,reliable,smooth,spirited,andyoung). Second,only 10
brandswereused; thesebrandswere randomlyselectedfrom thoseusedin
Study I (Levi’s jeans,Mercedesautomobiles,Chanelfragrance,Coca-Cola
softdrinks,Mizunosportsapparel,McDonaldsrestaurants,Sonywalkman.
Nintendo toys,SevenEleven stores, and Kleenextissue), The order in
which theattributes werepresentedwascounterbalanced,aswastheorder
in which thebrandswere presentedin the questionnaire.

we first examined the correlations amongtheindigenouscompo-
nents and importedcomponents.Scale scores representing each
participant’sratingof each brandon everyimportedand indige-
nous dimension were computed.Thevalidity correlationsbetween
the conceptuallyrelated dimensions were as follows:Sincerity
(Japan) and Sincerity (United States)= .63; Excitement(Japan)
and Excitement(United States)= .75; Competence(Japan)and
Competence(United States)= .80; andSophistication(Japan)and
Sophistication (United States)= .81. The sizeof these conver-
gencecorrelations(M = .75)contrasted markedlywith the average
off-diagonal discriminant correlations(M .29), suggestingboth
convergentand discriminant validity.

The correlation patternsfor the culture-specificRuggedness
(United States) and Peacefulness (Japan) dimensions were asfol-
lows: The highestcorrelation between Ruggedness andanyJapa-
nesepersonality dimension was.39 (withJapaneseCompetence),
andthe highestcorrelation betweenPeacefulnessand anyAmer-
ican dimension was.41 (with U.S. Sincerity).Using Fisher’sz
transformations,astatisticalcomparisonof these two off-diagonal
correlationswith the validity correlationsrevealedthat thetwo
correlations, although sizable, were significantly smaller,suggest-
ing that RuggednessandPeacefulness are constructs thatmainly
captureculture-specificmeaning.

A question to bear in mind when evaluatingtheconvergentand
discriminant correlationsreportedabove is the extent to which
they reflect sharedmeasurementerror, sharedmeaningful (i.e.,
conceptual)variance,or both. One way toaddressthis issue is to
explorethe latentstructureof the variancesharedby the indige-
nous Japanese and imported American scalesthroughconfirma-

Results andDiscussion

What is the overall degree of content overlap or specificity
betweenthe indigenousJapanesebrand personalitydimensions
andthe importedAmerican dimensions?To addressthis question,

By relying on a different samplethan in Study 1, Study 2 provides
more supportfor therobustnessof the findings. However, it also suffers
from the limitation of small sample~size.

Figure 2. Five Japanese brand personalitydimensions,and theirfacets.
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tory joint factor analysis(CFA).6Relyingon this methodology, we
investigatedthefit for amodel with sixlatentcomponents.Four of
these six dimensionsrepresentedbrand personalityconstructs
common to JapanandtheUnitedStates (i.e., Competence,Sophis-
tication, Excitement, and Sincerity)andthe othertwo represented
culture-specificbrandpersonalityconstructs (i.e.,Ruggednessand
Peacefulness).7This model yieldedadequatefit indices: x2(20,
N = 900) = 163, p < .001; CR = .91, goodness-of-fitindex
(GFI) = .92. Next, we compared the fitof our hypothesized
six-component model againstamoreconservativefour-component
modelthatdid not includeculture-specificdimensions and instead
representedAmerican RuggednessandJapanesePeacefulnessas
variationsof CompetenceandSincerity respectively(assuggested
by the off-diagonalcorrelationsfor RuggednessandPeacefulness
reportedabove). Thisfour-componentmodel yieldedunsatisfac-
tory fit indices, X2(26, N = 900) = 325, p < .001; CR = .71,
GFI = .79, and asignificantdecreaseinoverallfit, A~(6) = 626,
Theseresults supportthe idea that two culture-specificand four
commonlatent dimensionsmay bestrepresentuniqueand shared
variance underlyingthe Japaneseand Americanscales.

In sum, the convergent—discriminantvalidity patternsderived
from the correlationaland confirmatory factor analysessuggest
that there is considerableoverlapbetweenthe dimensionsorga-
nizing theAmericanbrandperceptualspaceandthose representing
the Japanesebrand perceptual space. Specifically, moderateto
high convergencewasfoundbetween theJapaneseandAmerican
dimensionsrepresentingSincerity, Excitement, Competence,and
Sophistication.Two other dimensions,however, appearedto be
moreculture-specific:theJapanesedimensionof Peacefulnessand
the American dimensionof Ruggedness. inotherwords, although
Japaneseperceptionsof brands includemeaningassociationsre-
lated toPeacefulness,Americansperceivebrandsto carrymeaning
relating to Ruggedness. Thesedifferencesare in accordancewith
researchsuggestingthat attributesandbehaviorsrelatedto asser-
tivenessarenotaslikely tobeendorsedandnurturedinEastAsian
cultures (Church& Katigbak, 1988); rather,suchassociationsare
oftendevaluedanddiscouraged (Wierzbicka,1991).Thepresence
of the Peacefulness dimension,on theotherhand,mayreflect the
visibility that obedience,maintaining harmony, andinterdepen-
dencehasin Asiancultures (Triandis,1989).Indeed,‘wa” (loosely
translatedinto harmonyor peace)is “undoubtedlythesinglemost
popular componentin mottoesand namesof companiesacross
Japan”(Wierzbicka, 1991; p.354), whereas “ruggedindividual-
ism” is a commontheme foundamongmanypopularAmericati
brands(Solomon~ 1986;Vacker, 1992).
• The patternsof cultural overlap and differencesobtainedin

Study 2 areconsistent with theorizing in theconsumer behavior
literature (McCracken,1986), suggestingthat the creationand
nurturanceofcertainmeaningassociations inbrands(e.g.,Excite-
ment) is often culturallygeneral,although other brandmeaning
associations may prove highly specific(e.g., Ruggedness). In
Study 3, weexaminedtherobustnessof this finding by replicating
theprocessadoptedin Studies1 and2 in a new cultural context:
Spain.

Study 3: Identification of IndigenousSpanishBrand
PersonalityDimensions

Theobjectiveof Study 3 was to test the generalizabilityof the
dimensional structure uncovered inStudy 1 in a differentcultural

context. Specifically, we wereinterestedin the following qt?es-
tions: To whatdegreewill theperceptualspaceof brandperson-
ality in Spain also beorganizedaroundfive dimensions? More
importantly, given the Spanishculture’semphasison interdepen-
dence values andallocentricbeliefs, should a dimensionsimilar to
the Peacefulnessconstruct uncoveredin Japan also beexpected?
Finally, whatis the likelihood thatculture-specificSpanishbrand
personalityconstructs will emergegiven Spain’s unique cultural
idiosyncrasies(Crow, 1985; McVeagh,1990)?To addressthese
questions,we constructedtwo studiesthat relied on emic and
combinedemic—eticmethodologysimilar to that usedin Studies1
and 2.

Method

Stimuli selection. A setof25 well-known global brandswas selected
on thebasisof theidenticalcriteriaandprocessusedin Study 1. The only
differencewas thespecificbrands in the set. For example,one group of
brands containedChanelfragrance(symbolic),Arid detergent (utilitarian),
NHandMelia hotel(symbolic/utilitarian), Volkswagenautomobiles(sym-
bolic/utilitarian),and Coca-Cola(constant acrossall brand groups).

Personality attributeselection. Personalityattributeselectionwasalso
guidedby thecriteria usedin Study I. A free-associationtask wascon-
ductedin which Spanishparticipantswho were economicsor business
undergraduateandgraduate students(n = 36, 55% female.M age= 25.1)
were askedto list the personalityattributesthatfirst come to mind when
thinking aboutthe most salient brand in 10 randomly selectedproduct
categoriesidentified in stimuli selectionprocess(andbasedon the same
overallprofileas in Study1), yielding 128 attributes.Nextwastheaddition
of 64attributescompiledfrom threesources that relyonbrandpersonality
researchin Spain (Spanishadvertisingagency,client company,andre-
searchsupplier), 44 markers that were representativeof the Big Five
personalitymarkers(Benet-Martfnez& John, 1998), and 30 personality
descriptorsrepresentativeof Benet-Martfnez’s(1999)indigenousSpanish
personalityconstructs.Finally, from the total set of 266 personalityat-
tributes, threegroupsof attributeswere eliminatedbecausethey were
redundant(n = 79), ambiguous(n = 16), or relatively irrelevantto the
constructof interest(n = 94)•S Thus, theresultof this stagewas the
identificationof 77 attributes.

Participantsand procedure. To enhance generalizability,a sample
(n = 692) was selectedthat represented theSpanishpopulationwith
respect to five demographic dimensions:gender (62% female), age
(M = 31.5), marital status(35% married), educationlevel (30% of the

6 In Study 2, facetswere usedasindicatorsof the latent factors(which
wereallowedto correlate).The samewasthe casein Study 4.

~Many differentindexesare availableto assess thedegreeto which a
hypothesizedmodel is consistentwith observed data.The chi-squaresta-
tistic is the most widely usedbut is highly dependenton samplesizeso it
canbe significant evenfor modelsthat fit thedatawell (Benrler, 1990).
Another index is the comparativefit index (CFI; Bentler, 1990), which
rangesfrom 0to I andis relatively independentfrom sample size.The rule
of thumbis thata CR of.90 orgreaterindicatesthat the specifiedmodel
fits thedatawell.

To identify therelatively irrelevantattributes,we hadSpanishpartic-
ipants (a = 75, 46%female,M age = 34) ratehow descriptive the171
attributes (266minustheredundantandambiguousattributes)wereof the
most salient brand in 10 productcategoriesthat spannedthe symbolic—
utilitarian framework.To isolatethe mostrelevantattributestar this setof
stimuli, we setthecutofffor thefinal list of attributesat ascaleratingof 4
(vetydescriptive),thereby leaving77 attributesfor Study 3. Of those77
attributes,67% wereindigenous(plus7% from theBig Fiveand 26%from
Aaker, 1997).
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samplehadacollegeor graduateschooleducation),andoccupation(48%
of thesample wereprofessionalor technical workers).Theparticipantsin
eachof the six brandgroups wereselectedto havethesameprofile asthe
total sample(n rangedfrom 108 to 131 in eachof thesix brand groups).
Participantsbelongedto a Spanish nationalmall panel and were entered
into a drawing fora set of electronicproducts(five televisionsand two
VCRs). Theidenticalprocedureusedin Study I, including counterbalanc-
ing, was followed in Study 3.

Results andDiscussion

Asin Study1, no significantdifferences werefoundin themean
ratingsof Coca-Colaacross thegroups.To identify the individual
differencesin perceptionsof brand personality dimensions, the
correlations among thepersonalitytraits (n = 77) acrossindivid-
uals’ ratingsof each brandwere factoranalyzed usingprincipal-
componentsanalysis and varimax rotation.Replicating results
from Study 1, we foundthatafive-componentsolution provedto
be the most adequateto organizethe covarianceamong the 77
Spanish brandpersonalitydescriptors.Thechoiceof solution, like
in Study1, wasbasedon the followingcriteria: (a) screeplot (the
first 10 componentswere:21.2, 6.8,4.1,3.2, 2.0.1.3, 1.0,0.9, 0.8,
and 0.6), indicating amoderatebreakafter the fifthlatentroot, (b)
stabilityof the solutionin separate principal-components analyses
with distinctsubsamples,(c) meaningfulnessof thedimensions(at
least seventraits loadedon eachof the ftrst five factors;only one
trait loadedon the sixthcomponent,Ruggedness),and(d) levelsof
varianceexplained(Dimensions6 through9 explainedunder1.2%
each).Thefive-componentsolution is reportedin Table2. Labels
for the five dimensionswereselectedonthe basisof the contentof
the dimensions.

As can be seen in Table 2, Dimension1 (Excitement)included
markers sucb as outgoing, daring, young,andunique, severalof
which areterms thatalso serveas markersof Excitementin the
American and Japanesebrand personalitysets. Representative
markersofDimension 2 (Sincerity)includedconsiderate,thought-
ful, real, andsincere,which are consistentwith the markersof
Sincerity in the United States as well as Japan.Dimension 3
(Sophistication)wasdepicted by good looking, glamorous, upper-
class,andstylish markers,whichare consistent withthose foundin
the United States for Sophistication. However, it wasinteresting
thatanotherfacetof Sophisticationincludedconfident, successful,
and leader(markers of Competencein the American model),
which appearto be unique to Spain. Dimension 4 (Peacefulness)
includedmarkers such as affectionate, peaceful, naive, anddepen-
dent,which areconsistentwith the markersrepresentingPeace-
fulness in theJapanesecultural context. Finally, Dimension5
(Passion)included fervent,passionate,spiritual, and bohemianas
representative markers, consistentwith the culture-specificfind-
ings highlightedin Benet-MartinezandWailer (1997)?

Ident~ficarionofmarkersandfacets. To identify asmallerset
of personalityattributesrepresentativeof eachof theSpanish five
dimensions,weconductedafacetanalysisidenticalto that adopted
in Study 1. Second,five-facetanalyses that werethesame asthose
conductedin Study I were run.This analysis yieldedatotal of 11
facets:3 for Dimension1, 2 for Dimension 2, 2 for Dimension 3,
2 for Dimension 4,and2 forDimension5. To maintain high levels
of reliability, threeattributeswith the highestitem-to-total corre-
lation were selectedfrom each facet, leaving33 attributes(three
attributesfor each of the11 facets; see Figure 3).Eachattribute
hadhigh item-to-total correlationson the facets and dimensions

(ranging from .70 to .84), therebyensuringhigh internalconsis-
tency. Further, Cronbach’salphasthat werecalculatedfor each of
the five dimensions using the33-attributescalerangedfrom .80
(Dimension 3) to .91 (Dimension 1), suggestinghigh levels of
internal reliability.

Finally, as in Study1, anindependentsetof Spanishparticipants
(n = 58, 60% female,M age= 21.3) were asked tocompletethe
same questionnaireapproximately7 weeks(Time 2) after com-
pleting the original questionnaire. Fourversionsof the question-
naire were used(n = 14Z15participantsin eachcell). Theaverage
Pearsoncorrelationof thefive dimensions asmeasuredat Time 1
andTime2 was.80 (ranging from.77 to .83).

In sum, the resultsof Study 3 suggest that five dimensions
representing Excitement,Sincerity, Peacefulness,Sophistication,
and Passionorganizebrand personalityattributesin Spain.Three
findings appearparticularly noteworthy.The first was theemer-
genceof several components thatconvey meaning similar in
nature tothosepreviouslyfoundin the UnitedStates (i.e.,Excite-
ment, Sincerity) and Japan (i.e., Excitement,Sincerity,Peaceful-
ness). Second, one dimensionthatappears to carryculture-specific
meaningemerged,Passion. Third,therewasablending ofCom-
petence associationsinto the Sophisticationdimensionin Spain.
Study 4 was conductedto determinethe degreeto which these
findings are robust across stimuliandparticipants,andto explicitly
examinethe degreeof overlapbetweentheseindigenousdimen-
sions and thosefound in the United States.

Study 4: OverlapBetweenSpanish andAmericanBrand
PersonalityDimensions

In Study4, we comparedtheSpanishandNorthAmerican brand
representationalstructuresby assessingtheirconceptualoverlapat
the dimension level throughcorrelationalandconfirmatoryjoint
factor analysis.

Method

Participants. As in Study 2, asampleof 101 Spanishindividualswas
recruitedfrom two sources:(a) Spanishstudents enrolledat a graduate
programin Spain(n = 42) and(b) Spanishindividuals living in theUnited
States,affiliated withtheAssociationEspafiolade Silicon Valley(n = 59).
Theaveragetime that thelatter samplelived in the UnitedStateswas2.1
years(SD= 2.66).Participants werepaidapproximately1,000pesetos(or
approximately$5) for their participation. Asin Study 2, participantswho
scoredless than4.0 when rating their written English knowledgewere
eliminated(n = 12), aswereany participantsnot born in Spain(n = 3),
therebyleaving87 Spanishindividuals (39% female.M age= 25.3).

Procedure. A total of 10 brandsfrom theoverall setusedin Study 3
wasrandomlyselected(Rolexwatches,Chanel fragrance,Marlborociga-
rettes,Armani suits, Coca-Colasoft drinks,Nintendotoys, Unicef group,
SonyCD player, Kodakfilm). Participantsratedeach of these10 brands
on 65 attributes(33 markersofthe Spanishdimensionsand42 markersof
the American dimensions),minus the 10 overlappingattributes(daring,
young,spirited, unique,real, sincere,down-to-earth,goodlooking,upper-
class,tough,leader).Thefinal set of Spanish markerswasback translated

~As in Study 1,two additionalanalyseswererun to gaininsight into the
robustnessof the results.We examinedthe structure obtainedusing the
disaggregateddataandan oblique ratherthan an orthogonalrotation, as
well asthe factorsolutionsobtainedfrom aggregateddata(n = 25 brands).
The resultsprovidedstructuresthat were similarto that reportedabove.
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throughthe processoutlined in Study I. Interrateragreementwas89%;
discrepancieswere resolvedthroughdiscussion.For the purposesof as-
sessingthe convergent validity, wealso includedthe three markersof
Peacefulnessfor Japanthat did notappearin thePeacefulnessfor Spain
dimension (childlike,shy, dependent).Finally, attributeandbrand order
werecounterbalanced.

ResultsandDiscussion

First, we assessed theconceptualoverlapbetweenthe indige-
nous Spanish and importedAmericanbrand personalitydimen-
sions (plus theJapanesePeacefulness dimension)by examining
the patternsof intercorrelations amongall the scales representing
these constructs. Correlationsbetweencorrespondingdimensions
were as follows: Sincerity (Spain)andSincerity(United States)=
.85;Excitement(Spain)andExcitement(UnitedStates)= .87,and
Sophistication(Spain)andSophistication(United States)= .83.
The correlation betweenthe Spanishand JapanesePeacefulness
dimensionswas .78. Thesevalidity correlations(M = .83) con-
trastedwith the off-diagonal correlations(M = .32),suggesting
moderateto high levelsof convergent anddiscriminantvalidity. A
closeexaminationof the off-diagonal correlationsrevealedthat
theirrelativelylargeabsolutemeanvaluewasmostlydrivenby the
presenceof .a large (.79) correlation between Sophistication
(Spain) and Competence (UnitedStates).This resultsupportsour
previousobservationthat Sophistication in Spain appears tocom-
prise a unique mixtureof Sophisticationand Competenceat-
tributes (i.e., Competence in Spain appears to bea facet of So-
phistication insteadof defining aseparatedimension)..

Thecorrelationpatternsfor the culture-specificPassion (Spain)
andRuggedness(United States) dimensions were asfollows: The
highestcorrelation betweenRuggednessand anySpanishperson-
ality dimensionwas only .42 (with SpanishSophistication),and
the highestcorrelation betweenPassionand anyAmericandimen-
sion was.51 (with AmericanSophistication).Comparisons using
Fisher’s z transformations revealedthat these two off-diagonal
correlations are significantlysmallerthan the four validity pair-
wise correlations.

As in Study 2, we alsoexaminedthe latent structureof the
Spanishand American scales (plus theJapanesePeacefulness
scale)throughconfirmatoryjoint factoranalyses. We firstexam-
ined a model that specified sevenlatentdimensions:Threedimen-
sions representing brandpersonalityconstructscommon to the
United States and Spain (i.e.,Sophistication,Excitement,and
Sincerity),onedimensionrepresentingthe onebrand personality
constructcommoti to Spain andJapan(Peacefulness), and two
dimensions representing Spanish-andU.S.-specificbrandperson-
ality constructs (Passionand Ruggedness,respectively). This
seven-component model fittedthe dataadequately, ~(23,N =

870) = 111, p < .001; CR = .92, GFI = .91. We also testeda
moreconservative four-componentmodel inwhichdimensionsnot
sharedby the United States and Spain would load asfollows:
RuggednessandCompetenceon Sophistication,Passion onSo-
phistication,andPeacefulness onSincerity(reflecting the patterns
of off-diagonal correlations discussed above). This four-
componentmodel yieldedunsatisfactoryfit indices, ~2(~3,N =

870) = 392,p < .001; CR = .55, GFI = .74, anda significant
decreasein overall fit, A~(20) = 281. Theseresults corroborate
that four culture-specificand three common dimensions are
needed to capture themajor sourcesof variance underlyingthe
SpanishandAmerican data.

GeneralDiscussion

Theoverarchinggoalof ourstudieswasto gaininsightinto how
cultural meaning is represented in individuals’perceptionsof
symbolic objects such as commercialicons. Findingsfrom Stud-
ics 1 and 2 identified a set of brandpersonality dimensions that
sharesimilar meaningin Japanand theUnited States(Sincerity,
Excitement, Competence,andSophistication),as well asrelatively
culture-specificJapanese(Peacefulness)andAmerican(Rugged-
ness) dimensions. Studies 3 and4 extendedthis setof findings to
Spain. Resultsfrom these studies alsorevealedbrandpersonality
dimensionsthat sharedsimilar meaningin both Spain and the
United States (Sincerity, Excitement,and Sophistication),plus
nonshared Spanish(Passion) andAmerican (Competenceand
Ruggedness)dimensions. Consistentwith the premisethat indi-
viduals in Japaneseand Spanishculturesare more likely to em-
brace harmony-orientedvalue types than are individuals in the
UnitedStates(Schwartz,1994),Peacefulnessemergedin Spain as
it did in Japan.

Theseresultsare consistent with the proposition thatconsump-
tion symbols such as commercialbrandsmay carry bothrelatively
culturally commonand culturally specific meaning. Consider,for
example,the meaningof the JapaneseandSpanishPeacefulness
dimensions.Considerableresearchhas demonstratedthat members
of EastAsianandLatin cultures tendto placegreaterweight on
codperationand harmonyrelativeto membersof North American
cultures, who give more value to mastering thesocialenvironment
through self-assertionand independence(Hsu, 1983; Mann &
Mann, 1991;Triandis et al., 1984). Theemergenceof Peaceful-
nessin Japanand Spainis consistent with thesecountries signif-
icantly higherscoresrelativeto the United States onHarmony
values (see Schwartz,1994, Table 7.3).Theconsequencesof this
cultural variancein value endorsementrangefrom preferencesin
persuasionappealsthat conveyharmony (e.g., Kim & Markus,
1999) to subjectiveassessmentsof one’s happinessthat covary
with perceptionsof harmonyin one’s relationships(e.g., Kwan,
Bond, & Singelis, 1997) to preference forconflict resolution
strategiesthat involve mutual coordinationof feelings (e.g.,Gab-
rielidis, Slephan,Ybarra, Pearson, & Villareal,1997;Marktis &
Lin, 1999). In contrast, individuals in the United Statesvalue
self-assertionand personal achievement, asdemonstratedin both
preferencestowardpersuasiveappeal(Han & Shavitt, 1994)and
correlatesof life satisfaction(Oishi et al. 1999). Ourresultsindi-
cate thatanotherpotentialconsequenceof cultural variationin the
emphasisplacedon cooperation and harmonyrelativeto individ-
ualism andself-assertioninvolves theemergenceof uniquecon-
figurationsin the meaning embeddedin commercial brands.For
example,the culture-specificstatus ofRuggedness,with its asso-
ciationswith institutionalized Americanvaluessuch as strength,
masculinity, and toughness (Solomon, 1986), seems to align well
with the findings on value endorsement, whereby the United States

has relatively higher scores on Masteryand lower scores on
Egalitarian Commitment as compared with Japanand Spain
(Schwartz, 1994).

We now considerthe meaningof the Passiondimension.The
emergenceof this dimension in Spainis supported byrecent
findings from cultural studies suggesting linksbetweenLatin
cultures’ characteristichigher levels of felt and communicated
emotions(Basabeet al., 2000;Zummunerand Fischer, 1995) and
severalsocioculturalandpsychologicalfactors such ashonor-and
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Table 2
Spanish Brand PersonalityDimensions

Varimax-rotated principal factors
Original Spanish
(Castillian) termSi So Pa

Abbreviated
English translation

Happy
Fun
Spirited
Outgoing
Sharp,shrewd
Young
Energetic
Daring
Cool
Active
Spirited
Imaginative
Popular
Original
Contemporary
Unique
Playful
Familiar
Independent
Free
Likable
Fiesty
Considerate
Thoughtful
Well mannered
Orderly
Moderate
Balanced
Down-to-earth
Trustworthy
Sincere
Real
Logical
Rational
Hardworking
Practical
Flexible
Good looking
Glamorous
Upperclass
Strong
Secure
Tough
Leader
Confident
Persistent
Successfel
Stylish
Reliable
Reflective
Feminine
Western
Masculine
Naive
Mild mannered
Good-natured
Shy
Peaceful
Affectionate
Sweet
Docile
Calm
Childlike
Gentle
Dependent

Ex

80
78
75
75
73
72
68
67
67
67
65
60

57
55
53
53
52
47
46
41
37

—01
—06

00
—01
—06

01
16
10
31
33
11
13
29
28
28

—06
05
02
19
34
09
35
39
38
39
27
26
34
01
13

—01
12
07
22

—05
08
30
29
05
10
33
27
01

06
02
05
13
10

-06
07

—09
00
21
24
17
10
15
08
07
02
35
17

—01
18
06
76
72
72
71
70
67
65
64
57
55
51
49
46
42
42
16
10
23
19
37
18
22
32
22
24
36
42
33
07
18
08
05
27
39
07
34
36
26
36
16

—06
39
09

—03
—05

12
—02

02
14
26
26
18
07
14
19
11
24
41
39
04

—08
38
15
41
24
19
17
20
24
19
27
16
17
11
12
32
41
39
27
13

67
60
59
59
55
54
53
51
49
47
46
46
42
41
40
36
03
19

—06
01
19

—02
04

-00
27

—14
01
08

Pe

10
12
13
16
01
05
11
04
12

—06
04
05
05
05

-04
10
Ii
19

—03
24
34
14

09
14
15
11
14
06
14
27
28
11
25
17
11
iS
29
22
24
07

—02
—05

08
— to
-04

02
06
17
07
18
38

—01
19
64
61
60
59
59
58
56
54
48
47
46
41

16
20
07
19
19
05
04
24
10
16
12
22

—15
24
03
13
44

—Il
17
12
11
13
14
19
10
11
13
II
00
01
03
00

—01
00

—01
—10

06
21
29
15
12
00
13
05
07
00
08
00

—08
11
21
03
19

07
—01

14
12

—06
19
18
18
06
00
11
12

alegre
divertida
animosa
extrovertida
avispada
joven
Ilena devida y energia
atrevida
fresca
activa
viva
creativa
popular
original
contempor~nea
ilnica
picara
familiar
independience
libre
simpatic~.
peleona
considerada
atenta
corrects
ordenada
moderada
equilibrada
realista
honrada
sincera
real
Idgica
racional
trabajadora
pr~ctica
flexible
elegante
glamorosa
declasesuperior
fuerte
segura
dura
dirigente
segurade si misma
persistente
exitosa
modema
fiable
pensativa
femenina
occidental
masculina
ingenus
apacible
buenaza
timida
pacifica
carlilosa
dulce
ddcil
tranquila
infantil
amable
dependiente

 

 



COMMERCIAL BRANDSAS CARRIERSOF CULTURE

Table 2(continued)

Abbreviated
English translation

Varimax-rotated principalfactors
OriginalSpanish
(Castillian)termsEx Si So Pe Pa

Rugged
Normal
Fervent
Passionate
Impulsive
Temperamental
Emotional
Intense
Mystical
Spiritual
Bohemian
Extravagant

—03
07
34
37
47
36
41
39

—06
05
10
25

—03 10 31
29 06 30
06 12 11
07 16 11
03 09 03
13 18 00
14 07 13
15 19 01
13 10 43
16 09 44
04 12 32

—07 18 17

28
—06

68
65
62
61
56
55
52
51
51
42

dspera
normal
fervorosa
apasionada
impulsiva
temperamental
emocional
intensa
mistica
espiritual
bohemia
extravagante

Note. N = 692 Spaniards.All loadingsmultiplied by 100; loadings .401 or largerare set in bold. Fat =

Excitement;Si = Sincerity: So = Sophistication;Pc = Peacefulness;Pa = Passion.

Catholic-relatedvalues (Rodriguez, Manstead, & Fischer, 2000;
Zubieta,Fernandez,Vergara,Martinez, & Candia,1998), differ-
encesin temperamentdevelopment (Axia,Prior, & Carelli, 1992),
and personality(Benet-Martfnez, 1999). Portrayalsof Spaniards
4nd Latin individuals as “intense and passionate”aboundnot only
in the social sciences, but also in the popular media. Spainis
frequentlyadvertisedto the visitor as a landof intense andplea-
surableexperiences;acountrythatnot onlycelebratesgastronomy,
art, socializing, and risk taking, but also performs them intensely
(e.g., http://www.cyberspain.corn/passionl;see also McVeagh,
1990). Novelists (Hemingway,1926), travel journalists(Gibson,
1998), film experts(Pally, 1991),andsociologists (Crow,1985;
Hooper, 1987; Shubert,1990) call attentionto the centrality of
passion in Spanish culture. Further,supportingour premise that
cultural values penetrate thecreationandperceptionof commer-
cial symbols, we found several Spanish companies that engagein
branding efforts and marketing campaignsin whichthe construct
of “passion” is central (e.g., http://www.osborne.es/englishl
presen/campa.htm).

A particularly interestingfeature of Passionis how affective
experience(e.g., fervent, passionate, and intense)and spirituality
(e.g., spiritual,mystical,andbohemian) arecombinedin asingle
construct, anassociationthat, according toanthropologistsof
religion (Mitchell, 1990), is commonlyfound in SouthernEuro-
pean, Catholic cultures. In Spain, forinstance,the association
betweenaffective—sensualexperiences andreligion is capturedin
the following quote: “Religiouseventsin Spain arecelebratedwith
wine anddanceand every excess that goeshand in handwith
merriment” (McVeagh, 1990, p. 73). The two componentsof
Passion(emotional intensity and spirituality) can also beinter-
preted in lightof Schwartz’s(1994)values,particularlyin relation
to Affective andIntellectual Autonomy.The uniqueemphasison
unrestrained affectcapturedby Passion denotes anorientation
towardtheenjoymentandexplorationof one’semotionallife that,
accordingto Schwartz’svalue theory, is at the coreof Affective
Autonomy.Not surprisingly, Spain hasaremarkablyhighscoreon
this value dimension,onethat is significantly aboveJapan’sand
United State’s scoresandclose to otherMediterraneansocieties

505

Figure 3. Five Spanishbrand personalitydimensions,andtheir facets.
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such asFranceandGreece(Schwartz,1994).Theotheremphasis
of Passion,spirituality andworldly lifestyle, on the other hand,
seemsparticularly related toIntellectual Autonomy,anothervalue
orientationfor which Spain scores quite highly, and above Japan
andthe United States. Notethatthe emergenceof Passion can not
be interpretedas an indication that Affective and Intellectual
Autonomy are emphasizedin Spain only,giventhat Excitement,
which also seems to relateto Affective Autonomy needs,emerged

in all three cultures. Most likely, theemergenceof Passion reflects
culture-specificmeaningsandneeds related toExcitement(i.e., in
Spain, fulfilling one’s needs for noveltyandexcitementmay be
largelyachievedby having intense emotionalandspiritual expe-
riences) that arepowerful enough to define their own dimension
and may help to explain Spain’s remarkably high scores on
Autonomy.

In contrast to Peacefulness,Ruggedness,andPassion,theSin-
cerity, Excitement,and Sophisticationdimensionsappearto be
more similarly construed across cultures. This suggests that, in
addition to potential culturalvariancein consumerneeds,com-
mercialbrandsmayreflectmoreuniversallyheld individual needs.
However, despite the cross-cultural stabilityof the abovedimen-
sions, theresults of the cross-culturalcorrelationsin Studies2
and4 indicatethat thecorrespondenceis not unitary. For example,
Excitementis associatedwith beingyoung,contemporary,spirited,
anddaringacrossthe cultural contexts. However, it also conveys
imaginativeness, uniqueness,andindependencein North America
andSpain.In contrast, in Japan, itcontainsa “talkativeness” facet
(e.g.,talkative,funny, and optimistic). This idiosyncratic meaning
is consistentwith the relativist argumentthat constructs shiftin
meaningwhen examinedin different cultural contexts(Shweder,
1990).This implication is particularly important in the contextof
Sophistication, for whichthereis considerableoverlap in certain
attributesacrossthe cultures (e.g., glamorous, good looking,styl-
ish, smooth).However,unique to Spainwasasecondary facet that
containsattributes more closelyassociatedwith Competencein
Japanandthe United States.This finding indicates thatSophisti-
cationtakeson a differentmeaningin Spain thanit doesin North
Americaor Japan. In other words, the interpretation of themean-
ing of a commercialbrand musttakeinto consideration thepar-
ticular cultural lens throughwhich the brandis beingseen. This
resulthighlights thenotionthatabsoluteequivalentsanduniversals
may not be as useful asunderstandingandinvestigating the ideaof
partial equivalents andpat~ial universals(Wierzbicka, 1991). In
other words, the dimensions that emergedin thesefour studies
appearto simply varyin thedegreeto whichthey contain universal
meaningrelative to culture-specificmeaning.

Our findings also haveimplications for the understandingof
humanpersonality.As discussed earlier,ourculture-specificbrand
personalitydimensions(Ruggedness,Passion, andPeacefulness)
can be relatedto particular patternsof human personalitytraits,
emotions, and value orientationscharacteristicof American,Span-
ish,andJapanese culturesrespectively.Theselinks between brand
and human personalitydifferencesare to be expectedif one
acknowledges the inseparabilityof cultureand psyche(Markus&
Lin, 1999)and the largelysocially constructednature ofperson-
ality (Hampson,1988).Namely,culturecan be see as a networkof
shared meaningthat influences how socialperceptionis organized,
from the waycommercialsymbols are seen to how humanper-
sonality is describedand evenexperienced.Furthermore,it is
interesting to note thatour work shows that, as with human

personality, brandpersonalityappears to beconsistentlyorganized
aroundfive dimensions.The robustnessof a five-dimensional
structure across these two kindsof personalityperceptionsuggests
that, functionally, social perception may be influenced by
cognitive-economyprocessessimilar to thoseaffecting memory
(Miller, 1956), in which information is best organizedand re-
trieved aroundseven “chunks”of information (±2).

Thecontributionsof this researchinvolveasubstantivefocus on
identifying and examining the culturally similar and culture-
specificmeaningcarriedand conveyedin consumptionsymbols,
as well as themethodologicalemphasison acombinedemic—etic
proceduresto comparethis approach. However, despite these
contributions,there are limitations thatrevealareas for future
research. First,from amethodologicalperspective,this research
relied on a limitednumberof attributesandcommercialbrandsto
createtheperceptualspaceof brands.Futureresearchis neededto
determinethe degreeto which the resultsfound in the current
researcharegeneralizableacrosscontexts,persons,andbrands.

Second, thecurrentresearchtookasinglepictureof individuals’
perceptionsof the meaningof commercialbrandsat a static point
in time. Therefore,although the conceptualizationof cultureput
forth in this researchis dynamic, the natureof this dynamism was
not explored. Futureresearchis needed todeterminethedegreeto
which exposure to the constructsrepresentedby the indigenous
dimensions, andmarketglobalizationefforts more broadly, makes
all of us psychologicallymore similar (Hermans& Kempen.
1998). Shore(1996), for example, commentsthat as Coke and
Pepsi quickly madetheir way to the recently liberated South
Africa, “a global massculturewith Westerncommodities atits
heart was created” (p. 9).To what degreedo these Western
commodities subsequently shape the new culture in which they are
distributed? Theanswermay dependnot only on the meaningof
those Westernbrands(e.g., Coca-Cola), but alsoon the natureof
the interaction between the brand and individuals in the culture
(e.g.,SouthAfrica). If meaningconstruction is an ongoingprocess,
one that involves the active interaction with people (Kim &
Markus, 1999; Shweder, 1990; Shore 1996), the distribution of
theseWesterncommodities may not in factleadto psychologically
more similar individuals.Rather, it may leadto individuals who
areexposedto multiple culturalmodelsand a commercial brand
whosemeaningis jointly createdby advertisersandindividuals in
the culture.

Finally, the current workis afirst steptowardunderstanding the
link betweenthecultureandpsyche in the contextof commercial
symbols; however,it remains exploratoryin nature. Futurere-
search is needed to elucidate thespecificmechanisms by which
commercialsymbolsare imbuedwith meaning, aswell as how that
meaning characterizes perceptionsof humanattributesand values
(Roccas,Sagiv, Schwartz,& Knafo,2000). In this way, the more
dynamic natureof culturemay be takeninto consideration, and the
movementof meaning fromculture to the individual maybe
explored more directly. Conducting longitudinal researchis one
way to addressthis question;anotheris to examine the process of
frame shifting.Recentresearchon biculturalism has shownthat
individualshave the abilityto “frame shift,” that is, to view things
from differentcultural vantagepoints (Hong et al.,2000). In this
light, the culture-as-a-lensmetaphor(McCracken, 1986) is ex-
tendedto onein whichmultiple glasseswith differentcolor lenses
can be puton andtakenoff. Giventhis perspective,the question
arisesas to whatdegreeaparticularperceptual representation of
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brands in consumers’ minds leads to different evaluationsof
brands.That is, what happens whenaconsumerholds aJapanese
perceptionof the structuralspaceof brands?What are theconse-
quencesof holding suchamental representation, particularlyas it
compareswith a situation inwhich oneholds the American (or
Spanish) mentalrepresentationof brands?To address theseques-
tions, a setof priming experimentsthatmanipulatethe salienceof
onecultural frameoveranothermay be conducted. For example, in
Japan,kanji is perceivedasarelatively traditional Japanesewriting
system, whereaskatakana is perceivedas more modern orwest-
ernized. Therefore,onemight examinethe degreeto whichbrand
names orpersonalityattributeswritten in kanji (or katakana)may
evoke a Japanese(or American) perceptual structure, thereby
leadingto potentially differentsetsof consequences.In this way,
the more dynamic natureof culturemay be takeninto consider-
ation and themovementof meaningfromcultureto theindividual
may be explored more directly.

In conclusion, the workpresentedhereshows that the study of
consumptionsymbols, such as commercialbrands, is a useful
approachto the understandingof how culturalbeliefs and values
are representedand institutionalized.In accordancewith an eth-
nopsychological perspective (Wierzbicka,1991),ourresultsindi-
cate that themeaning embeddedin commercial brandshasboth
culturally specificand culturallycommonelements.Aboveall, our
studies underscore the mobile qualityof cultureand thebidirec-
tional relationship between theindividual and culture.
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EKS1 EKS2 EKS3 EKS4 EKS5 EKS6 

 1 20 2 1 5 4 5 5 5 5 

 2 20 1 1 5 6 5 6 6 6 

 3 20 1 1 5 5 5 5 5 6 

 4 21 1 3 5 6 6 5 6 5 

 5 21 1 3 5 6 6 5 5 5 

 6 21 1 3 5 6 7 6 6 5 

 7 22 1 3 7 7 7 7 7 7 

 8 21 2 2 5 5 5 5 5 5 

 9 20 2 1 5 5 5 5 6 5 

 10 21 1 2 5 5 5 6 6 6 

 11 21 2 3 7 6 7 3 6 6 

 12 22 2 3 7 7 7 7 7 6 

 13 20 2 1 6 5 5 6 6 5 

 14 19 2 1 5 5 5 5 5 6 

 15 20 2 1 6 5 5 5 5 5 

 16 22 1 2 5 5 5 6 5 5 

 17 19 2 1 6 6 5 5 7 6 

 18 22 1 3 3 7 3 7 4 5 

 19 21 1 2 2 5 3 5 4 4 

 20 19 2 1 5 6 5 6 6 5 

 21 22 1 2 5 5 5 6 6 5 

 22 19 2 1 6 6 5 6 7 7 

 23 20 1 1 5 6 5 5 7 6 

 24 20 1 2 5 6 6 6 7 5 

 25 20 1 1 5 6 5 6 6 6 

 26 21 2 3 5 6 7 6 6 5 

 27 22 2 3 5 5 6 6 7 6 

 28 21 2 3 5 5 6 6 7 5 

 29 19 2 1 5 4 5 5 5 5 

 30 20 2 1 5 5 5 5 5 5 

 31 20 2 1 6 6 6 6 6 7 

 32 22 2 3 4 5 4 5 5 4 

 33 21 1 3 1 7 1 7 3 4 

 34 20 2 2 5 5 5 5 5 5 
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 37 22 2 3 3 5 5 5 5 3 

 38 22 2 3 5 5 5 6 5 4 

 39 21 2 3 3 5 4 5 5 5 

 40 22 1 3 3 5 5 5 5 5 

 41 21 1 3 5 4 7 4 3 5 

 42 20 1 1 3 5 3 5 5 4 

 43 21 2 3 5 6 7 6 6 6 

 44 22 2 3 5 6 6 6 5 5 

 45 20 1 1 5 5 6 6 6 6 

 46 21 2 1 3 5 3 5 3 3 

 47 20 2 1 6 5 5 5 5 5 

 48 19 2 1 5 7 5 7 3 6 

 49 20 2 2 3 6 6 2 4 4 

 50 19 2 2 3 5 3 5 3 5 

 51 21 1 3 5 5 5 5 5 5 

 52 20 1 1 6 6 5 4 5 5 

 53 19 2 1 6 7 7 3 3 6 

 54 25 2 1 7 7 7 5 7 7 

 55 19 1 1 5 5 4 6 5 5 

 56 18 1 1 4 4 4 3 2 5 

 57 20 1 2 4 4 4 4 3 4 

 58 20 2 1 5 5 5 6 5 6 

 59 23 2 3 6 5 5 6 5 6 

 60 18 2 1 2 7 5 7 1 5 

 61 19 2 1 5 7 4 6 3 5 

 62 18 1 1 6 7 6 6 3 5 

 63 18 1 1 4 6 5 3 5 4 

 64 18 1 1 4 4 4 5 2 6 

 65 18 2 1 3 7 3 5 1 3 

 66 18 2 1 4 6 5 6 5 5 

 67 18 2 1 6 7 4 4 6 7 

 68 18 2 1 3 7 3 7 1 7 
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 6 7 6 4 5 7 7 6 5 
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 3 6 5 4 5 7 7 5 5 
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 3 5 5 4 5 7 3 6 4 

 3 6 5 5 6 7 7 6 5 

 5 6 5 4 5 7 7 6 6 

 5 6 5 4 6 7 7 6 6 

 3 6 3 3 3 4 5 6 4 

 1 7 1 7 7 7 7 5 7 

 4 5 3 1 6 6 6 7 4 

 4 5 6 2 5 3 7 7 4 

 3 4 4 3 4 5 4 5 3 

 4 5 5 3 6 6 7 6 6 

 4 6 5 5 5 7 7 6 5 

 7 7 4 1 6 7 7 3 2 

 4 6 4 4 5 6 7 6 5 

 6 5 4 2 4 6 6 4 2 
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 4 6 5 4 6 5 6 5 3 

 6 7 2 3 7 7 7 7 2 

 5 5 3 5 7 7 6 7 6 
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 6 5 6 7 7 2 6 2 

 6 5 5 5 5 4 3 3 

 6 6 5 6 5 5 3 3 

 6 6 6 5 5 5 3 3 

 7 7 7 6 7 7 1 1 

 5 3 5 5 5 4 3 5 

 6 5 5 5 5 4 3 3 

 7 6 6 6 5 5 3 5 

 4 3 4 5 5 4 5 3 

 5 5 6 6 5 5 3 5 

 6 5 5 5 4 5 3 3 

 6 5 5 5 4 5 2 3 

 5 3 5 4 5 3 4 5 

 7 7 7 7 7 7 4 7 

 4 6 6 5 5 5 1 6 

 4 4 4 4 4 4 2 3 

 3 4 2 6 5 3 4 4 

 6 5 5 6 5 4 3 5 

 5 6 5 5 5 5 2 3 

 6 6 4 7 7 1 1 7 
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 5 5 4 5 4 3 3 6 

 3 3 3 3 4 5 4 6 
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 2 3 3 3 4 3 4 4 

 1 1 1 1 7 7 6 7 
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 2 3 3 3 4 4 4 6 
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 3 3 5 3 4 4 4 6 

 3 3 2 3 4 5 4 6 

 3 3 3 3 4 3 4 5 

 5 3 5 4 3 4 4 4 

 5 7 1 1 2 7 1 1 

 3 7 4 3 6 6 6 7 

 4 3 3 1 7 7 6 3 

 2 4 4 5 4 3 4 4 

 3 3 3 3 4 4 4 6 

 3 3 3 3 4 4 4 6 

 5 6 3 3 6 7 4 7 

 3 4 2 2 4 7 3 3 

 2 6 4 4 6 5 2 7 

 4 2 3 3 4 7 3 5 

 4 4 4 5 6 5 6 5 

 4 4 1 1 5 7 5 3 

 2 6 4 3 6 6 5 2 

 3 5 3 2 2 3 2 7 

 2 4 2 2 7 7 7 6 
 

Case Summariesa 

 KTER5 KTER6 KTER7 KTER8 KEG1 KEG2 KEG3 KEG4 KOM1 

 7 7 1 7 1 1 7 7 1 

 4 4 4 4 2 2 5 5 2 

 4 5 4 5 3 4 4 5 4 

 4 4 4 4 3 3 5 5 3 

 4 4 4 5 3 3 6 6 3 

 5 5 4 4 2 2 5 6 4 

 5 3 2 4 6 5 6 5 5 

 3 3 3 3 1 5 5 5 3 

 5 6 3 5 2 3 3 3 5 

 5 5 3 4 1 1 5 5 5 

 7 7 1 6 1 1 7 7 1 

 3 3 5 3 1 1 5 6 1 

 5 5 3 5 2 2 3 5 5 

 5 5 3 5 3 3 5 5 3 

 3 3 5 3 5 5 5 5 5 

 5 5 3 5 5 5 5 5 5 

 5 5 4 4 4 4 3 3 3 

 4 5 4 4 4 4 6 5 4 

 

 



 3 3 5 4 6 5 6 4 5 

 3 2 1 3 6 7 7 7 6 

 6 6 3 6 5 6 7 7 6 

 3 4 5 5 7 6 5 6 3 

 4 5 4 4 5 4 5 4 5 

 5 4 3 4 6 5 5 5 5 

 5 4 5 5 5 5 5 6 5 

 7 5 2 6 4 6 7 7 6 

 4 5 2 5 5 5 5 6 6 

 6 5 2 6 6 5 6 4 6 

 6 3 7 5 4 4 4 4 4 

 5 4 2 6 6 6 6 6 6 

 2 2 6 2 5 2 5 4 5 

 3 3 4 2 5 4 5 4 5 

 5 6 3 5 6 6 7 7 7 

 5 5 3 6 5 3 7 7 7 
 

Case Summariesa 

 KOM2 KOM3 KED1 KED2 KTUL KEC1 KEC2 LOYAL1 LOYAL2 

 1 7 1 1 1 7 7 5 5 

 4 6 1 1 4 6 7 4 5 

 4 5 4 4 6 5 7 5 5 

 3 6 1 1 1 6 6 4 4 

 3 5 3 3 3 6 7 5 5 

 4 6 4 3 3 6 7 4 5 

 6 5 4 4 6 6 7 7 7 

 3 6 1 1 1 7 7 4 5 

 6 3 1 1 1 7 6 5 6 

 4 6 1 1 6 7 6 4 5 

 1 7 1 1 1 7 7 5 6 

 1 6 1 1 5 6 7 3 3 

 3 6 1 2 3 6 7 4 4 

 3 5 3 3 2 6 7 4 4 

 5 5 5 5 5 5 6 6 6 

 3 5 3 3 5 5 5 5 5 

 3 5 2 2 2 6 7 5 5 

 5 5 2 3 3 6 7 5 5 

 4 4 4 4 4 4 4 6 6 

 7 7 6 5 7 5 4 1 7 

 6 5 7 3 6 5 3 4 4 

 4 3 2 4 5 5 2 7 6 

 5 5 5 4 4 4 4 4 3 

 5 6 5 5 5 6 6 6 5 

 

 



 5 5 5 5 5 6 6 6 6 

 7 7 7 2 6 6 7 5 4 

 5 6 6 4 6 5 3 5 4 

 4 4 5 5 4 5 6 4 2 

 4 4 4 4 4 4 4 2 2 

 6 6 6 5 6 5 3 3 3 

 4 5 6 2 5 4 3 4 4 

 4 3 5 5 4 2 5 5 5 

 6 6 7 6 7 4 7 7 7 

 7 7 6 3 7 7 7 7 5 
 

Case Summariesa 

 LOYAL3 LOYAL4 

 5 5 

 5 5 

 6 5 

 3 4 

 5 5 

 5 5 

 7 7 

 5 5 

 6 6 

 5 5 

 6 6 

 3 3 

 5 4 

 4 5 

 6 6 

 5 4 

 5 5 

 5 5 

 6 2 

 4 1 

 4 4 

 3 3 

 5 5 

 6 5 

 6 6 

 6 4 

 4 3 

 2 1 

 2 2 

 3 5 

 

 



 3 1 

 5 3 

 7 7 

 5 4 
 

Case Summariesa 

  Umur J_Kela

min 

T_Pend_T

rakhir 

EKS1 EKS2 EKS3 EKS4 EKS5 EKS6 

 69 18 2 1 4 4 2 3 6 6 

 70 18 2 1 3 6 6 5 6 4 

 71 17 2 1 4 6 6 4 5 4 

 72 18 1 1 7 7 2 4 5 6 

 73 18 1 1 6 6 6 6 6 6 

 74 24 1 3 5 3 1 4 7 7 

 75 18 1 1 5 4 5 5 6 6 

 76 18 1 1 2 4 2 4 5 4 

 77 19 2 1 5 5 4 4 4 5 

 78 23 2 1 7 7 4 4 3 6 

 79 22 2 3 4 6 4 5 4 4 

 80 24 1 1 3 5 3 6 4 5 

 81 21 1 3 3 6 6 4 6 5 

 82 27 1 1 1 7 3 5 4 4 

 83 23 1 1 4 7 7 6 6 6 

 84 23 1 3 1 7 1 7 1 7 

 85 17 2 1 5 5 4 5 4 3 

 86 20 1 1 5 3 4 2 4 4 

 87 18 1 1 2 7 1 7 7 7 

 88 19 1 1 3 4 3 4 5 4 

 89 19 1 1 4 6 6 6 6 6 

 90 21 1 1 1 5 2 3 6 4 

 91 19 1 1 6 6 7 4 4 5 

 92 26 2 3 2 4 3 5 3 3 

 93 23 2 3 3 7 3 5 3 5 

 94 24 2 3 5 6 6 4 6 5 

 95 19 1 1 5 6 4 5 3 7 

 96 25 1 3 6 5 6 6 5 6 

 97 23 1 3 4 4 3 5 2 5 

 98 19 1 1 5 4 3 5 2 6 

 99 20 1 1 4 4 7 6 7 7 

 100 23 2 3 7 6 6 4 4 6 

 101 24 1 3 5 6 2 6 3 6 

 102 24 2 2 4 6 6 4 5 6 
 

 

 



Case Summariesa 

 EKS7 KER1 KER2 KER3 KER4 KER5 KER6 KER7 KES1 

 3 6 7 1 5 2 2 3 5 

 3 6 4 6 5 6 6 5 6 

 4 4 3 5 5 4 6 2 3 

 5 6 2 5 5 5 5 6 3 

 6 6 6 2 7 4 6 6 2 

 7 7 4 1 7 4 7 7 3 

 6 4 4 2 6 4 5 5 4 

 3 6 5 4 4 4 4 7 3 

 5 7 6 3 7 5 6 4 5 

 7 7 7 1 4 4 6 4 5 

 4 6 5 4 7 7 5 5 4 

 6 6 5 4 5 6 6 5 4 

 4 5 4 2 4 5 6 3 4 

 3 4 3 5 5 7 7 7 4 

 5 7 1 4 6 7 7 7 4 

 7 7 1 7 7 7 7 7 7 

 3 6 4 4 6 5 5 6 4 

 3 3 4 4 3 3 1 5 3 

 7 7 7 1 7 7 7 7 5 

 5 4 5 5 5 4 5 5 4 

 6 6 3 4 5 6 6 2 3 

 6 4 2 2 3 4 3 4 5 

 3 3 5 7 5 6 7 5 2 

 3 5 5 2 5 5 6 5 5 

 3 5 4 5 6 4 7 6 3 

 5 5 5 6 4 4 6 4 4 

 5 4 6 2 5 3 7 4 3 

 5 5 5 5 5 5 5 5 2 

 4 4 5 2 5 4 5 5 3 

 4 5 3 3 6 5 5 6 4 

 6 6 2 1 6 6 6 6 7 

 4 6 6 6 5 5 6 6 3 

 6 6 6 3 6 7 7 5 2 

 6 5 1 6 4 6 5 4 2 
 

Case Summariesa 

 KES2 KES3 KES4 KES5 KES6 KES7 S_EMOS1 S_EMOS2 

 5 3 1 5 6 4 6 7 

 6 4 6 4 4 5 2 3 

 2 4 4 3 4 3 3 4 

 3 6 2 7 5 5 4 4 

 

 



 2 7 3 6 6 1 1 2 

 2 7 3 7 7 1 3 6 

 5 5 5 5 5 5 3 3 

 4 5 4 4 5 2 3 3 

 6 5 4 6 5 4 4 5 

 5 5 6 4 6 4 1 7 

 4 6 6 7 6 6 2 3 

 4 4 5 5 6 3 1 2 

 4 4 5 4 5 3 2 4 

 4 4 5 4 5 3 4 4 

 6 6 6 6 6 7 1 1 

 7 7 7 7 7 7 1 1 

 3 4 4 4 5 5 3 4 

 5 3 2 1 3 4 4 4 

 6 4 7 7 4 1 1 7 

 5 4 3 3 4 3 3 4 

 5 6 4 4 4 3 2 2 

 3 1 5 2 3 4 1 1 

 5 4 4 4 5 5 4 3 

 5 5 5 5 5 4 2 5 

 6 6 7 6 7 3 5 5 

 4 5 6 4 5 5 4 4 

 4 5 3 5 5 2 2 6 

 5 6 5 5 5 6 3 4 

 6 4 5 5 4 2 2 4 

 4 5 3 4 4 3 2 6 

 7 6 7 7 6 5 1 2 

 5 4 4 4 4 5 3 5 

 5 6 7 6 6 4 2 4 

 3 4 4 4 5 2 2 5 
 

Case Summariesa 

 S_EMOS3 S_EMOS4 S_EMOS5 S_EMOS6 KTER1 KTER2 KTER3 KTER4 

 5 7 7 7 7 7 6 7 

 2 2 1 1 5 7 6 4 

 4 4 4 3 3 5 7 3 

 4 4 3 2 6 7 7 6 

 1 5 3 3 6 6 6 7 

 3 5 4 4 7 7 7 7 

 3 3 3 3 5 5 5 4 

 4 3 2 1 4 7 4 7 

 4 4 4 4 5 5 5 5 

 4 6 3 2 4 6 4 5 

 

 



 3 4 1 1 4 6 3 6 

 2 5 1 2 6 7 7 6 

 3 4 3 5 5 5 4 5 

 4 3 5 4 4 7 6 7 

 4 6 1 1 5 7 4 7 

 1 1 1 1 7 1 7 7 

 3 4 2 2 3 4 3 6 

 4 4 4 5 2 6 3 1 

 1 7 3 2 5 7 4 7 

 5 4 3 5 4 4 4 5 

 6 6 2 2 5 7 5 5 

 5 4 5 6 7 2 5 4 

 5 3 2 1 1 4 2 4 

 3 3 4 5 5 5 5 4 

 4 5 2 5 5 7 3 5 

 4 2 2 2 5 6 5 5 

 3 6 6 5 6 7 6 6 

 4 4 4 4 6 5 5 6 

 3 6 6 6 6 5 5 5 

 2 6 5 5 2 5 3 5 

 2 2 3 4 1 7 4 6 

 4 6 5 2 4 5 4 6 

 3 5 4 3 6 3 4 6 

 3 4 5 4 5 6 4 6 
 

Case Summariesa 

 KTER5 KTER6 KTER7 KTER8 KEG1 KEG2 KEG3 KEG4 KOM1 

 4 3 7 3 2 3 5 4 4 

 3 4 5 2 4 4 4 4 5 

 5 4 3 6 5 5 5 4 4 

 4 4 5 6 4 4 5 5 5 

 4 4 4 4 7 6 4 6 6 

 7 7 1 7 5 5 5 7 7 

 4 5 4 5 5 5 5 5 5 

 5 4 5 7 4 7 5 5 5 

 5 4 3 5 6 5 5 5 6 

 4 4 5 6 7 5 7 7 6 

 5 4 3 6 4 3 6 5 5 

 5 5 2 4 6 6 6 6 5 

 3 3 3 4 3 5 5 5 4 

 5 5 3 5 5 5 5 5 4 

 5 5 4 6 4 6 6 6 5 

 7 7 7 7 7 7 7 7 7 

 

 



 4 4 4 7 6 6 6 4 4 

 2 2 5 2 2 2 2 1 1 

 4 4 5 4 7 7 7 7 4 

 4 5 4 5 3 5 4 3 5 

 6 4 5 5 5 5 5 6 6 

 3 2 7 5 1 2 3 4 5 

 4 2 6 2 4 4 3 5 5 

 5 5 2 6 5 5 4 5 3 

 6 6 2 3 5 5 6 6 6 

 4 4 4 5 3 5 5 5 3 

 6 6 2 5 5 6 6 5 4 

 5 5 5 6 6 6 6 6 3 

 4 5 2 3 4 5 6 6 3 

 5 4 4 6 4 5 6 6 6 

 4 6 1 7 6 6 6 6 4 

 3 3 5 5 3 6 6 6 5 

 6 5 4 6 3 4 5 4 5 

 4 5 3 5 5 5 5 4 5 
 

Case Summariesa 

 KOM2 KOM3 KED1 KED2 KTUL KEC1 KEC2 LOYAL1 LOYAL2 

 2 5 3 3 4 2 1 7 7 

 4 6 6 4 7 5 5 3 2 

 4 3 4 3 6 7 7 2 4 

 4 6 6 4 5 3 5 2 1 

 4 6 5 6 4 5 6 5 5 

 7 7 7 5 5 7 7 2 1 

 5 4 5 3 5 4 4 3 3 

 4 4 6 5 5 4 3 1 2 

 6 5 4 5 6 6 4 6 6 

 5 3 7 2 7 7 4 4 3 

 4 4 5 2 6 5 3 2 3 

 5 5 5 6 5 5 7 5 3 

 5 3 5 2 4 2 2 3 2 

 4 4 4 4 4 4 4 1 4 

 4 5 4 1 4 4 6 5 4 

 7 7 7 1 7 7 1 1 7 

 4 6 4 4 6 5 5 2 3 

 2 3 4 5 3 5 4 3 5 

 5 4 4 3 2 7 7 1 7 

 4 3 5 4 5 3 4 4 5 

 6 7 2 2 6 7 7 5 5 

 6 7 6 5 4 3 2 1 2 

 

 



 5 6 3 3 4 7 7 5 5 

 3 3 3 5 5 3 5 4 4 

 6 5 6 5 5 6 3 6 5 

 3 3 3 3 5 5 2 2 3 

 5 6 4 4 4 4 7 1 1 

 5 5 4 5 4 6 6 5 5 

 4 3 3 5 4 6 6 5 3 

 6 4 4 3 4 5 6 2 2 

 4 3 4 5 5 6 7 6 6 

 4 3 5 5 5 5 5 2 2 

 5 4 4 5 5 4 3 5 4 

 5 5 2 4 2 2 5 5 4 
 

Case Summariesa 

 LOYAL3 LOYAL4 

 7 3 

 2 1 

 3 3 

 2 1 

 5 7 

 1 1 

 3 4 

 2 1 

 6 6 

 2 1 

 1 1 

 3 2 

 1 2 

 4 2 

 4 4 

 7 1 

 3 2 

 5 6 

 7 7 

 4 5 

 5 5 

 3 5 

 4 4 

 4 4 

 3 2 

 2 2 

 1 1 

 5 2 

 

 



 3 3 

 2 2 

 6 6 

 2 1 

 3 3 

 2 1 
 

Case Summariesa 

  Umur J_Kela

min 

T_Pend_T

rakhir 

EKS1 EKS2 EKS3 EKS4 EKS5 EKS6 

 103 20 2 2 4 7 4 6 3 6 

 104 18 2 1 3 4 1 7 1 4 

 105 23 2 3 3 6 6 4 5 4 

 106 19 2 1 1 7 7 2 5 4 

 107 19 1 1 3 6 4 2 4 6 

 108 18 2 1 4 3 5 4 4 5 

 109 18 1 1 2 6 3 6 5 3 

 110 18 2 1 7 4 6 3 4 7 

 111 20 2 1 4 7 7 3 4 4 

 112 18 1 1 3 7 5 4 6 2 

 113 18 2 1 5 5 6 2 5 3 

 114 19 2 1 4 7 2 2 2 3 

 115 18 1 1 3 4 6 3 6 3 

 116 18 2 1 6 7 6 5 3 5 

 117 18 2 1 4 7 5 6 4 5 

 118 19 1 1 4 7 5 4 1 4 

 119 18 1 1 4 7 3 4 1 4 

 120 17 2 1 4 7 7 4 3 5 

 121 18 2 1 7 4 4 3 5 6 

 122 18 2 1 5 7 7 6 4 5 

 123 19 1 1 1 3 2 5 3 4 

 124 18 1 1 2 7 5 1 2 6 

 125 28 1 3 4 6 4 6 5 6 

 126 18 2 1 4 6 6 4 4 4 

 127 18 1 1 3 4 5 4 4 4 

 128 18 1 1 5 6 5 5 5 5 

 129 18 1 1 1 7 7 7 6 7 

 130 18 1 1 6 6 4 6 3 5 

 131 18 2 1 5 6 7 4 3 4 

 132 18 2 1 5 7 4 5 4 4 

 133 18 1 1 6 7 4 4 4 5 

 134 18 1 1 3 6 3 7 7 7 

 135 18 2 1 7 7 4 4 2 6 

 

 



 136 22 1 3 3 6 6 4 6 4 
 

Case Summariesa 

 EKS7 KER1 KER2 KER3 KER4 KER5 KER6 KER7 KES1 

 6 6 5 4 7 7 7 6 6 

 5 5 4 5 5 5 5 5 4 

 4 4 5 2 5 4 5 5 1 

 5 3 7 1 4 4 3 2 1 

 6 3 5 5 1 1 5 5 5 

 4 4 6 2 5 5 6 6 3 

 7 7 4 3 6 7 7 7 4 

 6 4 4 3 4 3 4 5 2 

 4 6 6 5 5 7 7 7 3 

 3 4 2 7 3 7 6 5 6 

 2 4 7 2 4 3 5 6 1 

 2 7 5 2 6 6 7 6 2 

 4 3 2 7 2 3 1 3 4 

 5 6 3 3 5 5 7 6 4 

 3 5 3 4 5 7 7 5 4 

 3 7 4 2 4 5 7 7 4 

 3 6 4 6 2 6 7 1 7 

 4 7 3 4 6 7 7 6 2 

 6 6 6 3 6 6 7 7 3 

 4 4 3 1 7 6 7 6 4 

 3 6 3 1 5 6 7 4 4 

 4 5 7 1 5 5 7 5 1 

 6 6 3 2 5 6 6 6 4 

 4 4 3 4 4 6 6 4 4 

 4 5 4 4 5 6 6 6 4 

 6 6 5 2 7 6 7 7 2 

 7 7 2 6 7 7 7 7 4 

 6 6 3 7 7 7 7 7 5 

 3 3 6 1 3 3 4 2 2 

 4 5 3 3 6 5 7 7 6 

 5 5 4 4 4 5 7 7 4 

 6 7 3 5 1 6 7 3 6 

 6 7 6 2 7 7 7 7 2 

 5 5 3 6 5 3 4 3 5 
 

Case Summariesa 

 KES2 KES3 KES4 KES5 KES6 KES7 S_EMOS1 S_EMOS2 

 6 4 2 6 6 4 2 7 

 4 6 4 7 7 5 3 4 

 

 



 2 4 3 4 5 3 4 3 

 4 1 5 4 2 5 4 5 

 4 5 4 4 5 1 4 3 

 3 4 3 4 5 2 2 7 

 2 5 3 3 3 5 2 6 

 2 3 3 5 3 4 5 6 

 5 4 5 6 5 4 4 4 

 6 2 7 4 4 4 5 3 

 3 4 4 5 5 4 7 6 

 5 5 5 7 7 4 6 5 

 4 3 4 3 1 5 5 4 

 5 4 3 5 5 4 4 4 

 4 4 7 2 4 6 2 3 

 5 5 5 4 4 4 5 3 

 7 3 7 2 2 4 4 6 

 2 3 4 3 5 3 4 5 

 3 6 2 7 5 3 2 6 

 5 5 5 5 6 3 4 4 

 3 4 5 5 5 1 1 6 

 1 3 2 6 2 2 1 6 

 6 6 5 6 6 2 2 2 

 6 3 4 3 4 4 4 4 

 6 4 6 4 4 5 4 4 

 7 4 2 5 6 6 2 3 

 7 7 5 7 7 5 1 6 

 5 7 6 6 7 4 1 6 

 4 6 6 6 3 2 7 7 

 6 4 5 7 7 3 1 4 

 4 4 4 5 4 4 4 5 

 7 6 6 7 7 5 6 3 

 6 7 4 7 7 3 3 5 

 6 6 6 5 6 6 3 2 
 

Case Summariesa 

 S_EMOS3 S_EMOS4 S_EMOS5 S_EMOS6 KTER1 KTER2 KTER3 KTER4 

 6 3 3 1 6 7 6 6 

 2 7 3 3 3 4 7 7 

 4 4 2 2 5 6 4 6 

 5 4 5 5 4 5 3 4 

 4 5 4 1 7 4 6 2 

 3 6 7 5 3 5 3 5 

 2 6 3 1 3 6 3 5 

 3 5 5 3 6 7 3 6 

 

 



 4 3 3 3 4 7 4 5 

 6 1 1 1 2 5 1 5 

 7 5 6 6 2 3 2 4 

 5 6 4 5 2 2 2 2 

 4 3 3 2 4 4 5 3 

 4 4 4 4 4 5 3 5 

 4 3 4 5 3 7 2 6 

 4 4 4 4 4 4 1 4 

 5 7 4 4 3 4 4 2 

 7 7 3 3 6 7 5 5 

 3 5 2 2 6 6 2 5 

 5 6 6 6 4 6 2 5 

 4 6 6 5 1 1 1 7 

 1 2 2 2 7 7 7 7 

 2 2 2 2 6 6 6 6 

 4 2 4 2 2 5 2 5 

 5 5 3 4 5 6 3 6 

 2 3 3 3 7 6 6 6 

 4 3 3 2 7 7 1 6 

 1 4 1 1 7 7 7 7 

 7 7 7 7 6 7 6 6 

 3 4 1 1 7 7 7 6 

 3 4 3 3 3 6 2 4 

 3 3 2 1 1 1 1 5 

 5 5 1 1 7 7 5 7 

 3 3 2 2 5 6 3 5 
 

Case Summariesa 

 KTER5 KTER6 KTER7 KTER8 KEG1 KEG2 KEG3 KEG4 KOM1 

 6 4 2 5 5 5 7 6 5 

 6 5 2 6 7 6 4 5 7 

 5 4 5 5 5 4 4 5 3 

 5 4 4 6 1 6 2 3 5 

 5 4 1 7 4 5 5 5 3 

 5 5 4 6 4 4 5 6 6 

 7 5 6 3 3 7 6 7 7 

 6 4 2 6 3 4 6 6 3 

 6 5 3 5 5 5 5 5 5 

 3 2 5 4 3 2 3 2 2 

 4 2 4 3 5 5 5 5 4 

 1 1 2 1 7 7 6 4 6 

 3 3 6 2 3 3 2 2 3 

 5 5 3 5 4 5 5 5 5 

 

 



 5 4 2 5 4 4 7 7 6 

 4 4 4 4 5 4 7 5 5 

 2 1 4 4 4 5 5 4 4 

 3 4 3 5 4 5 5 4 6 

 5 4 3 5 2 6 6 6 3 

 3 4 5 4 5 5 5 5 4 

 7 6 2 6 5 5 5 5 6 

 2 2 6 7 7 7 7 7 4 

 6 5 4 6 6 6 6 6 6 

 5 4 5 6 4 4 6 4 5 

 5 4 5 4 4 3 6 7 5 

 4 5 2 6 2 4 3 2 5 

 5 7 1 7 2 7 7 7 7 

 7 7 4 4 7 7 7 7 7 

 4 4 6 2 5 4 4 6 5 

 5 4 4 5 5 5 6 4 4 

 4 4 5 6 5 4 5 5 6 

 5 4 2 5 4 4 4 7 2 

 7 4 4 4 7 7 7 7 7 

 6 6 4 7 6 5 6 6 6 
 

Case Summariesa 

 KOM2 KOM3 KED1 KED2 KTUL KEC1 KEC2 LOYAL1 LOYAL2 

 4 3 3 3 4 5 6 2 5 

 6 7 7 4 4 5 3 4 5 

 3 4 3 3 5 5 6 4 5 

 5 3 2 1 3 3 6 2 6 

 2 1 6 3 4 4 6 2 6 

 6 4 5 5 5 5 6 4 4 

 7 7 7 3 3 7 2 4 7 

 3 3 3 5 4 3 3 6 6 

 5 5 5 4 5 5 3 1 1 

 3 3 2 1 3 3 4 3 3 

 4 4 4 4 4 4 5 4 4 

 3 5 6 5 3 4 5 1 6 

 4 4 2 4 2 3 5 4 3 

 4 3 5 4 5 5 3 3 2 

 6 5 6 6 6 5 6 6 5 

 4 4 4 5 4 5 4 4 6 

 4 5 6 5 6 6 5 3 2 

 5 4 6 4 6 2 5 2 1 

 3 3 3 6 6 4 7 2 2 

 4 4 5 3 4 4 5 4 4 

 

 



 6 3 4 3 5 4 6 4 2 

 4 7 7 7 7 7 7 4 4 

 6 6 2 2 6 6 4 2 6 

 4 4 4 2 3 2 2 4 2 

 1 1 1 5 5 2 7 2 2 

 5 5 3 5 5 2 2 2 2 

 7 7 7 1 7 1 1 4 5 

 7 7 7 7 7 7 7 7 7 

 5 4 4 4 5 6 7 2 2 

 2 1 1 1 4 3 4 3 5 

 5 5 3 4 4 7 7 1 1 

 5 6 3 4 5 2 7 2 2 

 7 7 7 3 7 7 6 6 3 

 4 6 2 2 7 7 7 4 5 
 

Case Summariesa 

 LOYAL3 LOYAL4 

 4 4 

 3 3 

 4 1 

 4 3 

 3 4 

 4 4 

 2 1 

 4 3 

 1 1 

 2 2 

 4 3 

 3 1 

 4 2 

 2 1 

 5 4 

 4 4 

 2 1 

 1 1 

 2 2 

 3 2 

 2 6 

 4 4 

 2 2 

 2 2 

 2 1 

 2 2 

 

 



 5 2 

 7 4 

 2 4 

 4 1 

 1 1 

 2 2 

 3 2 

 2 3 
 

Case Summariesa 

  Umur J_Kela

min 

T_Pend_T

rakhir 

EKS1 EKS2 EKS3 EKS4 EKS5 EKS6 

 137 27 1 3 3 6 4 6 4 5 

 138 25 2 3 4 7 4 5 4 6 

 139 25 1 1 6 3 7 6 3 6 

 140 26 1 3 7 2 1 7 1 7 

 141 26 1 3 7 4 7 5 2 7 

 142 26 1 3 4 5 3 5 3 6 

 143 25 2 3 5 5 5 5 4 5 

 144 24 1 3 5 6 5 3 2 5 

 145 24 1 1 4 4 4 5 3 5 

 146 25 1 3 3 6 3 4 4 5 

 147 34 1 3 5 6 4 6 4 5 

 148 27 2 3 3 5 4 6 5 6 

 149 23 2 3 5 6 6 3 5 5 

 150 25 1 3 2 6 7 5 5 7 

 151 27 1 3 4 4 5 4 3 5 

 152 17 1 1 4 4 3 4 3 4 

 153 18 2 1 6 6 5 7 6 6 

 154 18 2 1 3 6 4 3 5 4 

 155 22 2 3 7 7 7 4 7 7 

 156 18 2 1 4 5 3 6 2 6 

 157 18 1 1 7 7 7 5 7 7 

 158 18 1 1 3 5 5 4 3 4 

 159 18 1 1 5 6 7 4 5 5 

 160 18 1 1 3 7 3 5 5 6 

 161 18 1 1 3 7 3 4 5 4 

 162 19 1 1 2 7 1 7 1 7 

 163 18 2 1 5 7 4 5 2 5 

 164 19 1 1 2 4 7 7 6 7 

 165 18 2 1 3 5 5 5 4 4 

 166 19 2 1 4 7 4 4 3 4 

 167 18 1 1 2 4 2 5 4 7 

 

 



 168 18 2 1 4 7 5 4 2 5 

 169 18 2 1 4 6 6 4 6 4 

 170 18 2 1 4 4 3 5 4 4 
 

Case Summariesa 

 EKS7 KER1 KER2 KER3 KER4 KER5 KER6 KER7 KES1 

 4 6 4 4 5 5 5 6 4 

 5 5 1 4 5 7 7 1 4 

 6 6 3 4 4 6 7 4 3 

 7 7 7 2 7 7 7 6 1 

 6 7 4 1 6 4 7 4 4 

 4 5 3 2 6 5 7 7 5 

 6 7 3 4 6 5 7 7 4 

 6 7 2 3 5 6 5 5 4 

 5 5 5 3 5 5 5 5 4 

 5 7 5 4 6 6 7 7 4 

 5 5 3 4 4 5 6 5 4 

 6 6 3 1 5 5 6 5 6 

 4 5 5 4 4 6 6 4 2 

 6 6 3 5 4 7 7 7 6 

 6 6 3 1 5 4 5 7 4 

 3 3 4 4 4 5 5 4 3 

 5 7 5 5 6 6 6 7 4 

 4 5 3 4 4 5 7 7 4 

 7 7 7 6 7 6 6 6 1 

 6 5 6 4 5 2 2 6 2 

 6 7 4 3 5 7 7 7 3 

 3 3 2 3 3 5 6 4 4 

 5 6 4 4 7 5 5 5 4 

 3 7 5 5 5 6 7 1 4 

 3 6 4 3 5 5 6 6 3 

 5 7 1 1 6 7 7 7 4 

 4 6 6 2 4 6 6 6 5 

 6 7 4 2 7 6 6 7 7 

 3 5 4 2 4 5 4 5 4 

 4 5 3 5 4 6 6 6 4 

 7 6 1 2 7 7 7 7 4 

 4 6 2 4 6 6 6 4 3 

 4 5 3 5 5 6 7 5 4 

 5 6 4 5 4 5 6 4 3 
 

Case Summariesa 

 KES2 KES3 KES4 KES5 KES6 KES7 S_EMOS1 S_EMOS2 

 

 



 5 5 5 6 4 3 3 4 

 7 6 7 6 6 6 4 4 

 4 5 4 6 6 3 2 5 

 4 7 1 5 6 1 1 4 

 3 5 6 6 6 1 1 7 

 6 5 5 6 6 5 2 3 

 5 4 5 3 5 6 4 2 

 2 5 5 4 6 6 1 3 

 4 4 4 4 5 3 3 5 

 4 5 6 6 6 3 4 3 

 3 6 3 4 5 4 4 4 

 6 5 6 5 6 6 2 2 

 2 5 2 4 4 4 4 6 

 6 4 7 6 5 5 1 7 

 5 7 7 6 6 1 5 6 

 3 4 3 4 4 3 4 6 

 7 6 6 7 6 4 2 2 

 4 4 4 4 5 3 4 5 

 1 6 4 6 5 2 5 6 

 2 3 6 1 3 4 3 5 

 4 5 3 4 5 3 6 3 

 5 4 4 4 3 3 5 6 

 5 5 5 5 5 5 5 3 

 7 7 7 6 5 6 3 1 

 3 5 2 3 4 5 4 3 

 6 7 4 6 6 3 1 6 

 4 5 4 3 3 4 6 2 

 6 7 6 6 6 2 1 3 

 5 5 4 4 4 2 4 4 

 3 4 3 4 4 3 5 5 

 2 7 4 4 5 6 1 4 

 3 3 4 3 2 6 6 3 

 5 4 7 5 4 7 3 2 

 4 4 6 7 5 3 4 5 
 

Case Summariesa 

 S_EMOS3 S_EMOS4 S_EMOS5 S_EMOS6 KTER1 KTER2 KTER3 KTER4 

 3 4 4 4 6 5 5 6 

 4 2 2 2 4 6 4 5 

 2 3 3 3 7 7 7 7 

 2 5 5 6 4 4 4 7 

 4 4 2 6 6 7 4 7 

 2 3 3 3 6 6 4 5 

 

 



 3 1 1 3 3 5 3 5 

 2 6 5 3 6 6 5 7 

 4 4 4 4 6 6 6 5 

 3 4 3 2 7 7 7 6 

 3 5 4 4 5 4 4 6 

 2 3 2 2 4 5 3 6 

 3 6 6 6 6 6 5 5 

 2 5 2 4 6 7 1 6 

 4 7 7 6 5 4 3 6 

 3 5 4 4 4 4 3 4 

 2 5 3 5 6 6 6 6 

 5 5 4 3 4 5 4 4 

 6 2 3 4 4 4 4 6 

 3 4 5 5 5 3 5 4 

 2 3 4 2 2 1 5 6 

 4 5 4 4 4 4 4 4 

 4 3 2 3 3 6 2 7 

 6 3 2 3 3 6 1 7 

 4 5 4 5 5 6 3 5 

 2 4 2 2 5 6 4 7 

 5 4 4 3 3 6 4 4 

 1 3 2 2 6 6 6 6 

 3 4 6 6 4 6 4 6 

 5 5 4 3 4 6 4 4 

 2 4 2 2 7 7 7 7 

 5 4 2 2 2 6 3 3 

 2 1 1 1 4 7 4 4 

 5 5 4 2 4 6 4 5 
 

Case Summariesa 

 KTER5 KTER6 KTER7 KTER8 KEG1 KEG2 KEG3 KEG4 KOM1 

 6 5 5 5 4 4 5 5 6 

 5 5 4 4 4 4 5 6 4 

 5 6 2 4 4 4 4 4 4 

 7 4 4 6 5 5 5 7 6 

 4 2 7 5 4 4 6 6 6 

 5 4 4 6 3 5 3 4 3 

 5 4 4 4 4 5 5 5 3 

 7 6 6 7 5 6 7 6 7 

 5 5 4 4 5 5 5 5 5 

 4 4 3 4 6 6 6 6 5 

 6 5 5 5 5 5 5 5 3 

 6 6 4 6 5 5 5 5 5 

 

 



 4 3 2 2 5 5 5 5 3 

 5 5 3 6 5 6 6 6 6 

 6 4 5 5 3 5 5 6 6 

 3 3 4 3 4 5 5 4 4 

 6 5 1 6 6 5 6 5 6 

 4 4 4 4 3 3 3 3 3 

 7 6 4 4 7 7 7 7 4 

 5 5 4 5 6 6 6 6 6 

 5 5 3 5 6 6 6 6 4 

 3 4 5 5 5 3 3 3 1 

 5 5 4 3 5 5 4 6 5 

 6 4 2 4 4 4 6 4 1 

 4 5 5 3 2 4 3 2 3 

 6 6 3 6 2 3 4 5 4 

 5 4 4 4 5 4 5 5 5 

 6 6 2 2 2 2 5 2 2 

 4 4 5 3 4 4 3 3 3 

 4 3 5 4 4 4 5 5 4 

 7 7 4 6 4 7 7 5 5 

 4 3 6 4 5 5 6 6 4 

 3 3 5 4 4 4 5 4 4 

 5 5 3 3 5 4 6 5 5 
 

Case Summariesa 

 KOM2 KOM3 KED1 KED2 KTUL KEC1 KEC2 LOYAL1 LOYAL2 

 5 4 5 4 5 3 4 4 5 

 4 4 4 4 4 4 2 2 2 

 4 4 4 4 4 4 4 3 2 

 6 4 6 4 6 6 6 4 4 

 6 6 6 4 5 7 7 7 4 

 3 3 3 5 3 3 5 3 5 

 3 3 3 2 4 4 4 4 4 

 6 5 7 6 5 6 4 5 5 

 5 5 4 4 4 4 5 3 2 

 5 4 4 3 5 5 7 5 5 

 4 3 3 3 5 4 5 5 5 

 6 4 4 2 4 4 3 5 5 

 4 3 4 4 4 4 4 5 4 

 5 5 5 1 5 2 5 5 5 

 6 4 4 4 5 5 5 3 3 

 4 5 5 4 4 4 4 2 3 

 4 6 3 6 5 4 6 6 5 

 4 3 3 3 4 2 3 1 1 

 

 



 6 4 2 4 7 3 5 6 6 

 5 5 4 5 6 6 5 7 6 

 5 5 6 4 5 6 6 3 3 

 2 2 2 3 2 2 4 2 1 

 4 5 4 3 5 5 5 3 1 

 1 2 3 3 3 4 3 3 3 

 4 3 3 5 5 3 4 3 3 

 4 4 3 2 4 5 6 3 3 

 4 5 5 5 4 5 5 5 5 

 2 2 2 6 2 4 7 3 3 

 4 4 4 5 5 4 4 6 5 

 4 4 4 4 4 5 5 5 4 

 6 4 5 3 6 5 7 4 4 

 4 3 6 4 6 4 5 3 3 

 4 4 4 4 4 4 4 4 4 

 5 4 5 5 5 4 4 4 2 
 

Case Summariesa 

 LOYAL3 LOYAL4 

 4 3 

 2 2 

 2 1 

 4 2 

 4 2 

 3 1 

 1 1 

 5 1 

 2 3 

 5 4 

 4 4 

 5 4 

 3 3 

 5 4 

 2 3 

 3 2 

 3 5 

 1 1 

 6 6 

 6 6 

 2 1 

 1 1 

 1 1 

 1 1 

 

 



 2 1 

 2 1 

 5 5 

 3 2 

 5 3 

 4 4 

 4 1 

 2 1 

 3 2 

 3 2 
 

Case Summariesa 

  Umur J_Kela

min 

T_Pend_T

rakhir 

EKS1 EKS2 EKS3 EKS4 EKS5 EKS6 

 171 24 1 3 5 5 5 6 5 6 

 172 22 2 3 6 5 5 6 5 5 

 173 18 2 1 4 7 7 7 6 4 

 174 18 2 1 4 6 6 3 4 7 

 175 18 2 1 5 6 6 5 4 6 

 176 20 1 1 6 7 3 5 5 6 

 177 21 2 3 6 7 4 6 7 7 

 178 19 2 1 7 4 4 4 1 5 

 179 20 2 1 6 7 3 6 3 7 

 180 21 2 2 5 7 6 7 4 3 

 181 20 2 2 4 4 5 4 3 7 

 182 20 2 1 7 7 6 7 6 6 

 183 20 2 1 7 7 5 7 4 5 

 184 20 2 1 4 7 4 5 5 6 

 185 18 1 1 4 5 4 6 4 6 

 186 23 2 3 4 5 1 5 4 6 

 187 21 1 2 4 5 5 5 5 5 

 188 24 1 2 6 5 5 5 5 5 

 189 23 1 2 5 4 5 5 5 5 

 190 20 2 2 5 6 6 5 6 5 

 191 20 2 2 7 6 5 7 6 7 

 192 19 2 2 4 3 3 5 5 5 

 193 22 2 2 7 7 7 7 7 7 

 194 18 1 1 7 1 1 7 1 4 

 195 22 2 3 1 7 2 7 7 7 

 196 20 2 2 7 5 7 5 2 5 

 197 23 1 3 6 5 6 5 6 6 

 198 25 2 4 5 5 5 5 4 6 

 199 19 2 1 5 5 5 6 5 5 

 

 



 200 23 1 3 5 6 5 5 5 5 

 201 27 1 3 5 5 4 5 3 4 

 202 19 2 1 7 7 4 5 2 7 

 203 20 2 1 3 6 2 4 2 4 

 204 20 1 1 6 7 7 6 6 6 
 

Case Summariesa 

 EKS7 KER1 KER2 KER3 KER4 KER5 KER6 KER7 KES1 

 6 6 4 5 4 5 6 6 3 

 5 5 4 5 6 4 4 5 5 

 5 4 1 7 4 6 7 1 1 

 5 7 5 4 7 4 5 7 3 

 4 4 5 3 5 4 7 4 2 

 7 7 7 4 7 4 7 6 3 

 6 7 7 4 6 6 7 7 7 

 5 5 6 5 4 2 4 5 1 

 6 7 7 1 7 7 7 7 5 

 4 2 2 6 5 7 7 6 7 

 7 7 6 5 7 2 4 7 3 

 6 7 1 7 6 7 7 5 6 

 4 7 3 4 7 7 7 7 6 

 7 7 4 6 7 6 7 6 6 

 7 7 3 6 5 6 7 7 5 

 6 6 6 5 5 5 5 6 5 

 5 5 5 5 4 5 5 6 5 

 5 6 6 4 6 7 7 6 5 

 5 6 6 4 7 7 7 5 5 

 4 6 5 4 6 7 7 6 5 

 6 6 3 2 7 7 7 7 5 

 5 5 4 4 6 5 5 7 5 

 6 6 2 3 6 7 7 6 6 

 7 7 3 6 7 7 7 7 6 

 7 7 3 5 7 7 7 7 7 

 7 7 5 1 7 5 6 7 4 

 5 5 6 4 5 7 7 6 6 

 6 6 5 3 6 5 7 6 4 

 4 7 5 5 6 7 7 7 5 

 4 7 6 4 5 5 6 6 4 

 4 5 5 4 5 5 5 5 3 

 7 7 5 4 7 7 7 5 6 

 5 6 5 2 6 7 7 7 3 

 5 6 2 3 6 7 7 7 6 
 

 

 



Case Summariesa 

 KES2 KES3 KES4 KES5 KES6 KES7 S_EMOS1 S_EMOS2 

 2 4 3 4 3 4 3 4 

 5 4 6 6 4 3 3 3 

 2 4 6 7 4 1 7 1 

 4 4 5 4 7 1 4 4 

 2 5 3 5 5 2 6 6 

 4 6 5 7 7 6 1 5 

 7 7 7 7 7 7 1 1 

 1 4 2 5 5 1 1 7 

 7 7 6 6 6 3 1 4 

 7 6 7 7 7 2 4 2 

 6 6 1 4 6 1 5 6 

 7 3 6 3 6 5 2 3 

 7 2 7 7 6 5 4 1 

 7 5 6 6 4 5 4 5 

 4 6 6 6 7 4 2 2 

 5 5 6 5 5 5 4 4 

 4 5 5 5 5 4 4 3 

 5 5 5 5 5 4 2 3 

 5 5 5 6 5 6 3 2 

 5 5 6 5 4 4 3 4 

 7 5 6 5 6 6 2 4 

 5 5 5 6 6 5 4 4 

 6 5 6 3 2 6 4 2 

 6 7 7 7 7 6 1 1 

 7 7 7 7 7 7 1 1 

 5 6 5 3 3 3 1 6 

 6 5 5 5 5 5 3 3 

 5 6 6 6 6 5 2 2 

 4 5 7 5 4 4 2 5 

 4 5 6 5 5 4 3 3 

 3 5 4 5 5 4 4 4 

 7 1 7 7 7 2 3 1 

 7 4 2 6 6 6 2 5 

 7 4 6 4 3 6 3 5 
 

Case Summariesa 

 S_EMOS3 S_EMOS4 S_EMOS5 S_EMOS6 KTER1 KTER2 KTER3 KTER4 

 4 4 4 4 4 5 4 6 

 4 3 3 3 4 4 4 5 

 7 2 1 1 3 5 1 7 

 3 7 3 3 5 6 2 7 

 

 



 4 5 4 3 3 2 2 7 

 1 4 4 5 7 7 7 7 

 1 1 1 1 7 7 7 6 

 3 7 7 6 3 3 4 5 

 2 5 5 6 7 3 4 5 

 6 2 4 3 1 3 1 5 

 5 6 4 4 2 1 7 5 

 5 2 1 1 4 7 1 4 

 3 4 1 3 3 5 3 7 

 4 2 1 3 3 4 2 2 

 3 3 1 1 4 7 4 6 

 4 3 3 4 6 2 6 6 

 4 3 3 4 5 4 5 5 

 3 3 3 3 5 6 5 5 

 3 2 2 3 4 4 4 4 

 4 3 3 4 3 3 3 5 

 1 3 2 4 4 6 3 7 

 4 3 3 3 4 3 5 5 

 4 2 1 2 2 3 1 7 

 2 1 1 1 7 7 7 5 

 1 1 1 1 7 7 7 3 

 5 7 4 3 3 5 3 6 

 3 3 2 3 5 6 5 5 

 2 2 1 2 6 6 4 6 

 2 3 1 2 4 4 4 7 

 2 2 4 3 4 4 4 6 

 4 4 4 4 5 3 5 5 

 7 1 3 2 7 7 4 7 

 1 5 2 5 5 2 2 7 

 2 2 1 2 3 4 2 7 
 

Case Summariesa 

 KTER5 KTER6 KTER7 KTER8 KEG1 KEG2 KEG3 KEG4 KOM1 

 3 4 4 3 4 4 5 5 5 

 5 6 3 4 5 5 6 4 4 

 7 1 4 7 7 3 5 5 7 

 7 3 5 7 5 3 5 7 4 

 6 5 3 5 5 6 6 6 5 

 7 7 1 7 7 7 7 7 6 

 7 7 1 7 7 7 6 6 7 

 4 6 3 4 5 6 4 5 4 

 7 7 3 7 7 7 7 7 6 

 5 4 4 1 2 4 5 5 5 

 

 



 6 4 5 7 6 2 7 7 7 

 4 3 2 6 6 5 6 7 6 

 4 2 4 3 4 4 7 7 7 

 5 3 4 5 4 2 3 4 6 

 5 4 4 6 6 6 7 7 7 

 4 4 4 4 4 4 5 5 4 

 4 3 4 4 5 4 4 4 3 

 5 5 3 5 5 4 4 5 4 

 5 6 3 6 3 3 2 5 4 

 4 4 4 4 2 2 5 5 4 

 4 3 4 4 5 4 5 6 5 

 5 4 3 5 4 4 5 5 4 

 5 2 3 1 6 3 6 7 6 

 7 7 1 7 7 7 7 7 7 

 7 7 7 7 7 7 7 7 7 

 4 3 5 3 7 5 7 6 6 

 6 5 2 5 1 2 1 5 5 

 5 6 5 6 6 4 6 6 6 

 5 5 3 4 5 5 6 6 5 

 5 5 3 4 5 5 5 6 5 

 5 5 3 5 1 2 2 5 5 

 6 5 4 5 5 6 6 7 7 

 1 1 4 2 5 4 7 5 6 

 4 2 4 2 5 4 6 6 5 
 

Case Summariesa 

 KOM2 KOM3 KED1 KED2 KTUL KEC1 KEC2 LOYAL1 LOYAL2 

 5 4 4 4 4 4 3 4 3 

 5 4 5 4 4 5 5 4 4 

 7 4 2 1 7 7 6 3 2 

 4 3 4 7 4 4 4 5 7 

 6 6 6 6 6 4 6 5 5 

 6 6 6 6 6 6 6 6 5 

 6 5 5 6 7 7 6 7 1 

 5 4 6 7 5 7 7 5 6 

 5 7 6 6 6 7 7 5 5 

 5 4 5 5 5 5 5 5 5 

 7 6 5 7 6 4 6 4 7 

 7 6 7 1 6 6 6 2 2 

 6 6 6 5 5 6 5 6 5 

 5 6 5 3 4 4 4 4 4 

 7 6 5 2 6 7 4 3 3 

 4 5 4 4 4 5 6 5 5 

 

 



 4 5 5 3 4 5 5 4 5 

 5 6 1 1 1 7 7 5 5 

 4 5 1 1 2 7 6 4 4 

 3 5 3 2 1 7 7 4 5 

 5 5 3 2 4 5 4 4 4 

 4 6 5 5 5 6 6 5 6 

 5 6 2 2 7 2 2 6 6 

 7 7 7 7 7 7 7 3 3 

 7 7 7 7 7 7 7 2 5 

 5 6 3 3 6 7 7 6 7 

 2 5 1 1 6 7 7 5 4 

 5 5 4 5 6 6 6 5 5 

 5 6 5 3 6 6 6 5 6 

 5 5 4 3 3 5 6 5 5 

 5 5 1 2 5 6 7 5 5 

 6 4 5 4 5 6 7 7 7 

 5 3 5 5 7 6 7 6 6 

 4 5 4 2 7 4 3 5 4 
 

Case Summariesa 

 LOYAL3 LOYAL4 

 4 1 

 4 4 

 1 1 

 5 1 

 3 3 

 6 6 

 1 1 

 5 5 

 5 4 

 5 5 

 7 4 

 2 1 

 5 6 

 4 2 

 4 3 

 5 5 

 5 4 

 5 5 

 4 4 

 4 5 

 3 2 

 5 5 

 

 



 6 6 

 3 3 

 3 4 

 4 3 

 5 5 

 5 2 

 5 4 

 5 4 

 5 5 

 7 7 

 4 2 

 2 2 
 

Case Summariesa 

  Umur J_Kela

min 

T_Pend_T

rakhir 

EKS1 EKS2 EKS3 EKS4 EKS5 EKS6 

 205 24 1 2 5 5 5 6 5 5 

 206 24 2 3 6 6 7 6 6 6 

 207 24 2 3 4 6 5 5 4 4 

 208 20 2 2 7 3 5 4 5 5 

 209 22 2 3 6 5 5 4 5 6 

 210 22 2 3 4 5 5 5 5 5 

 211 24 2 3 3 5 3 4 3 3 

 212 20 2 1 3 7 2 6 2 6 

 213 26 2 3 3 5 4 6 3 6 

 214 23 2 2 6 6 6 6 5 5 

 215 21 1 2 3 6 3 6 3 6 

 216 23 2 3 3 5 3 5 3 3 

 217 25 2 3 6 6 6 6 6 6 

 218 20 2 1 5 5 6 7 5 4 

 219 20 2 2 6 6 5 6 5 5 

 220 19 2 2 4 6 3 4 5 4 

 221 22 2 3 6 6 3 5 4 6 

 222 19 2 2 6 3 4 3 5 5 

 223 25 2 3 3 6 5 7 5 4 

 224 26 2 3 3 4 5 5 5 4 

 225 20 1 2 6 3 5 6 6 6 

 226 25 1 3 2 6 6 5 2 6 

 227 23 2 3 4 6 6 4 2 6 

 228 22 1 3 4 6 5 5 5 4 

 229 23 1 2 5 5 5 5 6 5 

 230 25 2 3 2 4 2 4 2 3 

 231 31 2 3 7 7 7 7 7 7 

 

 



 232 24 2 3 5 5 5 4 5 5 

 233 19 2 3 3 4 5 5 5 4 

 234 25 2 3 4 4 4 5 5 5 

 235 22 1 3 4 5 5 5 5 5 

 236 22 1 3 7 7 7 1 7 7 

 237 21 2 1 3 7 5 7 3 7 

 238 22 1 3 4 6 6 4 6 6 
 

Case Summariesa 

 EKS7 KER1 KER2 KER3 KER4 KER5 KER6 KER7 KES1 

 4 6 6 4 6 7 7 6 3 

 5 7 6 6 7 7 7 7 6 

 5 5 5 4 6 7 7 5 4 

 4 5 5 5 5 5 5 6 4 

 6 6 4 4 6 5 5 6 2 

 5 5 5 5 5 5 5 6 5 

 4 6 7 3 6 7 7 5 5 

 5 6 2 2 7 7 7 7 6 

 5 7 6 2 6 7 7 7 2 

 5 6 5 4 6 7 7 6 5 

 4 5 3 5 5 5 5 5 4 

 3 6 5 4 6 7 7 5 5 

 5 5 6 4 7 7 7 6 4 

 5 4 3 7 6 7 6 4 6 

 5 7 3 4 7 7 7 5 5 

 3 4 4 3 4 7 7 5 6 

 5 6 3 6 4 7 7 7 4 

 5 4 3 6 4 6 5 4 5 

 6 7 3 5 7 6 6 7 5 

 5 6 5 5 5 7 6 6 4 

 7 6 6 4 4 7 7 4 7 

 6 6 2 7 6 7 7 6 4 

 4 3 3 3 4 4 3 3 1 

 3 5 3 6 6 5 4 5 5 

 4 6 5 5 6 7 7 7 5 

 2 7 7 3 7 7 7 6 5 

 7 4 4 7 4 4 4 7 1 

 5 5 5 5 5 5 5 5 4 

 4 4 4 5 5 5 5 6 5 

 3 7 7 5 7 7 7 5 5 

 5 5 5 5 5 5 5 3 5 

 4 1 7 7 7 7 7 7 7 

 6 7 3 5 7 6 7 7 6 

 

 



 5 7 4 6 7 6 6 7 6 
 

Case Summariesa 

 KES2 KES3 KES4 KES5 KES6 KES7 S_EMOS1 S_EMOS2 

 3 5 5 5 5 4 3 4 

 6 5 6 6 5 4 2 2 

 4 4 3 4 4 4 4 4 

 5 5 5 5 5 4 4 3 

 2 5 2 4 5 4 2 3 

 5 4 5 5 5 5 4 4 

 5 4 5 5 5 5 4 5 

 7 4 6 4 2 6 3 2 

 2 6 6 7 7 4 4 5 

 5 5 5 5 5 5 3 3 

 5 5 5 4 5 4 5 3 

 5 5 5 5 4 4 4 5 

 4 6 5 5 5 4 2 2 

 4 5 7 4 5 5 5 3 

 6 6 5 6 7 4 2 4 

 5 3 5 4 4 3 4 4 

 5 7 7 6 6 4 4 4 

 6 3 4 5 4 5 4 4 

 6 6 7 7 7 5 1 3 

 4 4 5 5 5 3 3 4 

 6 6 7 7 5 4 3 6 

 3 4 5 5 5 4 2 3 

 2 4 3 4 5 3 4 5 

 4 6 5 5 6 5 3 3 

 5 5 5 5 5 5 3 3 

 5 4 5 5 5 5 5 4 

 5 7 7 7 7 6 2 2 

 4 5 4 5 5 3 3 4 

 4 5 5 5 4 5 4 3 

 5 5 7 5 5 5 3 3 

 5 3 5 5 5 5 3 4 

 1 7 7 7 7 1 1 1 

 6 7 5 5 5 5 2 3 

 4 4 6 5 5 5 3 3 
 

Case Summariesa 

 S_EMOS3 S_EMOS4 S_EMOS5 S_EMOS6 KTER1 KTER2 KTER3 KTER4 

 4 3 3 3 4 4 4 4 

 2 2 2 3 5 3 5 7 

 

 



 4 4 4 4 3 3 4 4 

 4 4 4 4 5 5 4 4 

 2 3 3 3 6 5 6 6 

 3 3 3 3 5 4 4 5 

 5 5 5 5 3 2 3 5 

 3 3 2 4 2 3 3 7 

 4 4 4 2 6 6 3 6 

 3 3 3 3 4 4 4 6 

 3 3 3 5 3 3 4 5 

 4 5 5 5 3 2 3 5 

 3 2 2 1 5 7 5 6 

 4 3 1 1 4 6 2 5 

 2 5 3 2 4 4 4 5 

 5 5 5 5 5 4 2 6 

 4 2 2 1 7 7 4 5 

 5 3 3 3 4 4 4 3 

 1 2 1 3 3 6 3 7 

 3 3 3 3 4 4 4 5 

 2 2 3 4 7 1 7 7 

 3 2 1 1 6 5 3 6 

 5 5 3 5 3 3 3 5 

 2 1 3 1 6 6 5 7 

 3 3 3 3 4 6 5 6 

 3 4 3 4 3 3 3 6 

 4 6 4 4 7 7 6 7 

 3 5 4 4 4 4 4 5 

 2 3 3 3 5 3 4 5 

 2 3 3 3 4 4 4 6 

 4 3 3 3 4 4 4 4 

 1 4 4 1 4 4 4 4 

 3 3 2 2 5 7 5 3 

 4 4 4 3 6 6 6 6 
 

Case Summariesa 

 KTER5 KTER6 KTER7 KTER8 KEG1 KEG2 KEG3 KEG4 KOM1 

 5 5 3 4 4 3 5 5 3 

 5 6 3 6 1 1 3 6 3 

 5 4 3 4 1 1 1 4 3 

 4 5 5 5 4 3 5 5 4 

 6 6 5 6 4 5 5 5 4 

 5 4 3 4 5 5 5 5 4 

 3 3 4 4 1 1 1 2 1 

 3 2 4 2 3 4 5 6 6 

 

 



 6 5 2 6 1 1 5 5 3 

 4 4 4 4 3 3 5 5 5 

 4 3 5 3 4 3 5 5 3 

 4 3 3 4 1 2 5 5 4 

 5 4 3 4 5 4 5 6 5 

 6 5 4 3 3 4 3 5 4 

 5 4 4 4 6 4 6 7 6 

 3 2 3 6 6 5 6 7 7 

 6 5 3 3 1 2 5 5 1 

 2 3 4 5 5 6 5 6 5 

 6 5 1 7 3 2 7 7 7 

 4 6 3 5 5 5 5 5 5 

 7 6 1 7 7 7 7 5 4 

 4 4 5 5 6 6 5 4 4 

 4 3 6 5 3 6 3 6 5 

 5 6 6 6 2 4 5 3 6 

 5 4 3 5 1 2 2 5 5 

 4 4 3 4 3 3 5 5 5 

 7 7 7 7 7 4 7 7 7 

 5 5 4 4 5 5 6 7 5 

 5 5 3 4 3 5 5 4 4 

 5 4 3 4 3 3 5 6 6 

 4 4 4 4 5 5 5 5 5 

 7 4 4 4 7 7 7 7 7 

 5 5 5 5 4 6 5 5 5 

 6 4 3 5 5 5 6 5 5 
 

Case Summariesa 

 KOM2 KOM3 KED1 KED2 KTUL KEC1 KEC2 LOYAL1 LOYAL2 

 4 5 1 1 1 7 7 4 4 

 5 6 1 1 1 7 7 5 5 

 2 4 1 1 1 5 5 3 2 

 4 5 5 5 5 5 5 5 6 

 4 5 2 2 5 7 7 5 5 

 4 4 4 3 5 6 6 4 4 

 1 3 1 1 1 5 6 3 2 

 3 4 5 3 6 7 2 4 4 

 5 6 1 1 1 7 7 5 5 

 5 5 2 1 1 7 6 4 4 

 4 5 4 3 4 5 6 6 7 

 4 5 3 2 1 6 7 4 4 

 6 5 3 1 5 7 7 5 5 

 5 4 3 3 4 3 2 7 6 

 

 



 5 4 6 5 5 6 4 6 3 

 5 7 4 2 6 5 4 4 5 

 1 5 1 2 5 6 7 5 5 

 6 5 4 4 5 4 5 6 5 

 7 7 7 2 7 7 2 2 3 

 6 5 1 1 1 6 7 3 5 

 5 4 5 4 6 7 7 6 5 

 4 4 4 3 5 6 7 4 4 

 4 4 3 4 4 6 6 3 4 

 5 5 2 1 6 6 7 5 5 

 5 5 1 1 1 6 7 4 5 

 5 1 1 1 1 7 7 5 5 

 7 4 1 1 7 1 7 7 7 

 3 6 4 3 3 7 7 5 5 

 4 3 4 3 4 5 5 3 3 

 5 6 1 1 5 7 7 5 5 

 5 5 4 4 5 5 5 4 4 

 7 7 7 1 7 4 7 7 7 

 5 5 5 5 5 5 5 3 3 

 5 3 3 3 5 5 5 5 7 
 

Case Summariesa 

 LOYAL3 LOYAL4 

 4 5 

 5 4 

 3 3 

 7 7 

 5 5 

 4 4 

 3 3 

 3 2 

 6 5 

 4 4 

 7 6 

 4 4 

 5 5 

 6 6 

 1 1 

 4 3 

 5 4 

 4 3 

 5 2 

 4 2 

 

 



 4 3 

 4 3 

 2 3 

 2 2 

 5 5 

 3 2 

 4 7 

 4 5 

 3 3 

 5 5 

 5 4 

 7 7 

 3 2 

 7 5 
 

Case Summariesa 

  Umur J_Kela

min 

T_Pend_T

rakhir 

EKS1 EKS2 EKS3 EKS4 EKS5 EKS6 

 239 23 2 3 3 5 3 4 3 4 

 240 25 2 4 5 7 4 4 5 5 

 241 25 1 4 5 5 4 6 3 5 

 242 27 1 3 7 7 7 7 7 7 

 243 25 1 3 7 7 7 7 7 7 

 244 23 1 3 1 7 1 1 7 1 

 245 25 2 3 6 7 6 6 2 7 

 246 26 1 3 1 7 7 4 7 6 

 247 28 2 4 7 5 5 4 5 7 

 248 24 1 3 7 6 6 7 6 7 

 249 24 1 3 5 7 7 6 6 7 

 250 24 2 3 7 7 4 4 7 7 

 251 23 1 3 4 6 4 4 6 6 

 252 22 2 3 5 7 5 3 7 4 

 253 24 1 3 2 4 3 4 4 5 

 254 23 1 3 1 4 6 7 6 6 

 255 24 2 4 5 6 6 4 3 5 

 256 21 2 3 5 7 6 3 7 7 

 257 21 2 3 6 6 6 5 6 5 

 258 20 2 1 5 4 4 5 3 4 

 259 22 1 1 6 7 6 6 6 6 

 260 21 1 1 3 5 3 4 5 4 

 261 20 1 3 4 7 3 6 5 5 

 262 20 1 1 3 7 1 5 3 4 

 263 23 1 3 6 4 5 4 5 5 

 

 



 264 26 1 3 4 4 4 4 4 5 

 265 25 1 3 7 6 6 6 6 6 

 266 25 1 3 7 7 7 7 7 7 

 267 23 1 3 1 7 1 1 7 1 

 268 24 1 3 7 6 6 7 6 7 

 269 24 1 3 5 7 7 6 6 7 

 270 21 2 3 6 6 6 5 6 5 

 271 22 2 3 4 6 4 5 4 4 

 272 24 1 1 3 5 3 6 4 5 
 

Case Summariesa 

 EKS7 KER1 KER2 KER3 KER4 KER5 KER6 KER7 KES1 

 4 6 6 2 7 6 6 7 5 

 4 4 4 5 4 6 7 6 4 

 6 5 5 1 5 6 6 5 4 

 4 7 4 7 7 4 4 7 7 

 5 7 2 7 7 7 7 7 7 

 1 1 1 7 1 7 7 1 1 

 6 7 7 4 7 7 7 4 4 

 1 6 1 7 4 7 7 7 7 

 5 7 7 6 7 6 5 7 3 

 7 7 4 3 7 7 7 6 6 

 5 6 3 5 4 7 7 5 6 

 7 7 6 6 6 3 3 7 1 

 5 7 4 6 5 7 7 7 7 

 5 6 4 4 6 7 7 7 5 

 4 6 3 4 5 5 5 6 3 

 4 7 5 4 6 6 7 5 4 

 5 6 4 4 5 6 6 6 4 

 4 5 3 6 4 7 7 7 6 

 7 6 5 7 6 5 6 7 2 

 4 5 4 2 6 6 6 5 4 

 6 6 2 6 2 6 6 6 2 

 2 5 1 5 3 5 7 6 3 

 5 7 3 6 5 6 7 7 5 

 7 5 7 4 4 1 7 1 3 

 4 5 5 5 5 5 6 5 5 

 5 5 4 4 5 4 4 5 4 

 6 6 4 6 6 5 5 7 6 

 5 7 2 7 7 7 7 7 7 

 1 1 1 7 1 7 7 1 1 

 7 7 4 3 7 7 7 6 6 

 5 6 3 5 4 7 7 5 6 

 

 



 7 6 5 7 6 5 6 7 2 

 4 6 5 4 7 7 5 5 4 

 6 6 5 4 5 6 6 5 4 
 

Case Summariesa 

 KES2 KES3 KES4 KES5 KES6 KES7 S_EMOS1 S_EMOS2 

 5 6 6 6 5 4 4 5 

 6 4 7 4 4 5 4 3 

 2 5 4 6 5 6 1 4 

 7 7 7 4 4 1 4 4 

 1 7 7 7 7 5 1 1 

 1 1 7 7 1 7 1 1 

 4 7 7 3 6 4 1 1 

 7 6 7 6 4 1 3 5 

 5 5 6 5 6 6 2 2 

 6 6 6 6 6 4 4 5 

 5 4 6 4 6 5 1 1 

 1 7 2 4 5 5 3 5 

 7 5 4 4 4 5 4 3 

 6 3 4 5 4 4 4 5 

 3 5 5 5 5 4 3 4 

 3 5 6 4 6 3 3 4 

 5 6 6 6 5 5 3 3 

 7 6 7 6 4 1 4 4 

 6 6 4 7 7 3 4 6 

 3 4 4 4 4 5 3 3 

 2 6 6 6 6 2 2 6 

 1 4 3 2 3 2 1 2 

 5 4 5 4 5 2 1 3 

 4 3 4 3 4 2 5 6 

 4 4 6 5 5 3 4 4 

 4 4 4 4 5 4 4 4 

 6 6 6 6 6 6 1 2 

 1 7 7 7 7 5 1 1 

 1 1 7 7 1 7 1 1 

 6 6 6 6 6 4 4 5 

 5 4 6 4 6 5 1 1 

 6 6 4 7 7 3 4 6 

 4 6 6 7 6 6 2 3 

 4 4 5 5 6 3 1 2 
 

Case Summariesa 

 S_EMOS3 S_EMOS4 S_EMOS5 S_EMOS6 KTER1 KTER2 KTER3 KTER4 

 

 



 5 5 6 5 6 6 6 6 

 5 3 1 1 3 4 1 5 

 2 3 3 3 7 7 7 7 

 4 1 1 1 6 2 4 6 

 1 4 1 1 5 7 4 7 

 7 1 1 7 1 1 7 7 

 3 5 4 4 7 7 7 6 

 3 7 7 7 1 3 5 7 

 2 3 3 3 3 1 3 6 

 5 5 5 2 6 6 4 5 

 2 1 1 1 7 7 6 7 

 3 5 1 1 4 7 2 7 

 5 3 3 2 3 6 3 6 

 3 5 4 3 7 7 5 6 

 3 4 4 4 6 6 4 5 

 3 5 3 4 5 6 1 6 

 3 3 3 3 4 4 4 5 

 2 4 4 2 3 6 4 6 

 2 5 6 6 7 7 7 6 

 4 4 2 3 4 6 4 4 

 1 2 2 2 6 6 6 6 

 6 3 3 2 5 3 5 6 

 4 3 1 1 5 6 2 3 

 4 4 2 2 4 7 7 5 

 2 3 3 3 6 6 5 5 

 3 4 4 4 4 4 4 4 

 1 2 2 2 4 4 4 6 

 1 4 1 1 5 7 4 7 

 7 1 1 7 1 1 7 7 

 5 5 5 2 6 6 4 5 

 2 1 1 1 7 7 6 7 

 2 5 6 6 7 7 7 6 

 3 4 1 1 4 6 3 6 

 2 5 1 2 6 7 7 6 
 

Case Summariesa 

 KTER5 KTER6 KTER7 KTER8 KEG1 KEG2 KEG3 KEG4 KOM1 

 7 4 3 5 5 6 4 5 4 

 4 4 4 2 4 4 4 4 4 

 7 6 4 7 4 5 5 5 6 

 4 4 4 6 7 4 7 7 7 

 6 5 1 7 7 7 7 7 7 

 5 1 7 7 7 7 6 6 5 

 

 



 6 4 1 1 7 7 7 7 7 

 6 5 1 4 1 4 1 1 5 

 6 5 3 7 3 6 6 6 6 

 4 4 2 4 6 6 2 6 6 

 4 7 5 6 5 5 6 6 5 

 6 5 7 4 1 2 2 2 2 

 5 5 4 5 5 4 5 5 4 

 4 3 3 4 4 5 7 7 7 

 6 5 4 5 5 5 5 6 4 

 5 5 4 4 4 5 5 6 4 

 4 5 4 5 6 6 6 5 4 

 7 5 1 3 5 4 6 7 5 

 7 7 2 6 6 6 6 5 5 

 4 3 4 4 5 5 5 4 6 

 6 6 2 6 6 6 6 6 6 

 5 4 4 4 5 6 6 6 5 

 2 3 5 4 4 3 6 5 5 

 4 3 2 6 4 6 5 3 1 

 4 4 2 6 7 7 7 6 6 

 5 4 4 4 4 4 4 4 4 

 5 5 2 4 7 7 5 5 5 

 6 5 1 7 7 7 7 7 7 

 5 1 7 7 7 7 6 6 5 

 4 4 2 4 6 6 2 6 6 

 4 7 5 6 5 5 6 6 5 

 7 7 2 6 6 6 6 5 5 

 5 4 3 6 4 3 6 5 5 

 5 5 2 4 6 6 6 6 5 
 

Case Summariesa 

 KOM2 KOM3 KED1 KED2 KTUL KEC1 KEC2 LOYAL1 LOYAL2 

 6 4 6 4 6 6 6 6 6 

 4 4 4 3 4 4 4 6 6 

 4 4 4 4 4 5 5 4 4 

 7 4 4 4 7 7 7 7 7 

 7 7 7 1 7 5 7 1 7 

 7 5 7 3 7 6 6 7 7 

 7 7 7 4 7 7 7 7 7 

 5 4 4 4 7 7 1 1 4 

 5 4 2 2 4 4 6 5 4 

 6 2 3 3 6 5 5 5 4 

 5 6 4 4 4 5 6 5 4 

 2 2 2 2 2 2 2 1 1 

 

 



 5 6 5 5 5 4 4 3 3 

 7 7 7 7 7 5 5 4 3 

 5 3 3 5 2 2 5 4 4 

 5 6 5 2 4 7 7 6 4 

 4 4 3 3 5 4 6 5 5 

 6 4 6 5 4 6 6 6 6 

 6 6 4 4 5 6 6 6 6 

 4 5 5 3 4 4 4 4 4 

 6 2 2 2 6 6 6 6 6 

 5 4 6 6 5 4 5 3 4 

 4 2 3 4 3 1 3 4 3 

 1 2 1 2 3 3 5 4 3 

 5 2 2 2 4 6 6 4 5 

 4 4 4 4 4 4 5 4 4 

 5 4 4 4 5 6 6 7 6 

 7 7 7 1 7 5 7 1 7 

 7 5 7 3 7 6 6 7 7 

 6 2 3 3 6 5 5 5 4 

 5 6 4 4 4 5 6 5 4 

 6 6 4 4 5 6 6 6 6 

 4 4 5 2 6 5 3 2 3 

 5 5 5 6 5 5 7 5 3 
 

Case Summariesa 

 LOYAL3 LOYAL4 

 5 5 

 6 6 

 4 4 

 7 7 

 1 1 

 6 5 

 7 7 

 1 1 

 4 4 

 4 4 

 4 1 

 1 1 

 2 2 

 4 4 

 4 2 

 4 5 

 5 5 

 6 4 

 

 



 6 5 

 3 2 

 6 6 

 4 2 

 3 1 

 3 1 

 5 5 

 4 4 

 7 7 

 1 1 

 6 5 

 4 4 

 4 1 

 6 5 

 1 1 

 3 2 
 

Case Summariesa 

  Umur J_Kela

min 

T_Pend_T

rakhir 

EKS1 EKS2 EKS3 EKS4 EKS5 EKS6 

 273 19 2 1 4 7 4 4 3 4 

 274 18 1 1 2 4 2 5 4 7 

 275 26 1 3 7 2 1 7 1 7 

 276 28 1 3 2 7 7 7 7 7 

 277 26 1 3 4 7 7 4 6 4 

 278 23 1 3 5 6 5 5 5 5 

 279 24 2 3 4 6 5 5 4 4 
 

Case Summariesa 

 EKS7 KER1 KER2 KER3 KER4 KER5 KER6 KER7 KES1 

 4 5 3 5 4 6 6 6 4 

 7 6 1 2 7 7 7 7 4 

 7 7 7 2 7 7 7 6 1 

 7 7 4 4 7 7 7 7 4 

 4 6 4 4 4 4 7 7 4 

 4 7 6 4 5 5 6 6 4 

 5 5 5 4 6 7 7 5 4 
 

Case Summariesa 

 KES2 KES3 KES4 KES5 KES6 KES7 S_EMOS1 S_EMOS2 

 3 4 3 4 4 3 5 5 

 2 7 4 4 5 6 1 4 

 4 7 1 5 6 1 1 4 

 

 



 7 7 7 7 7 3 3 3 

 4 6 4 6 4 4 4 4 

 4 5 6 5 5 4 3 3 

 4 4 3 4 4 4 4 4 
 

Case Summariesa 

 S_EMOS3 S_EMOS4 S_EMOS5 S_EMOS6 KTER1 KTER2 KTER3 KTER4 

 5 5 4 3 4 6 4 4 

 2 4 2 2 7 7 7 7 

 2 5 5 6 4 4 4 7 

 4 4 7 7 7 7 7 7 

 6 4 4 4 2 4 4 5 

 2 2 4 3 4 4 4 6 

 4 4 4 4 3 3 4 4 
 

Case Summariesa 

 KTER5 KTER6 KTER7 KTER8 KEG1 KEG2 KEG3 KEG4 KOM1 

 4 3 5 4 4 4 5 5 4 

 7 7 4 6 4 7 7 5 5 

 7 4 4 6 5 5 5 7 6 

 7 2 3 7 7 7 7 7 7 

 3 2 1 4 6 6 6 6 4 

 5 5 3 4 5 5 5 6 5 

 5 4 3 4 1 1 1 4 3 
 

Case Summariesa 

 KOM2 KOM3 KED1 KED2 KTUL KEC1 KEC2 LOYAL1 LOYAL2 

 4 4 4 4 4 5 5 5 4 

 6 4 5 3 6 5 7 4 4 

 6 4 6 4 6 6 6 4 4 

 6 6 6 4 6 3 2 4 4 

 5 3 5 1 5 4 5 4 6 

 5 5 4 3 3 5 6 5 5 

 2 4 1 1 1 5 5 3 2 
 

Case Summariesa 

 LOYAL3 LOYAL4 

 4 4 

 4 1 

 4 2 

 4 4 

 6 6 

 5 4 

 

 



 3 3 
 

a. Limited to first 279 cases. 
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Reliability 
 
 

Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,649 7 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

EKS1 30,05 22,436 ,408 ,597 

EKS2 28,95 27,638 ,151 ,665 

EKS3 29,86 22,044 ,425 ,590 

EKS4 29,53 25,430 ,300 ,629 

EKS5 30,00 23,406 ,327 ,625 

EKS6 29,32 23,303 ,548 ,564 

EKS7 29,72 24,434 ,382 ,607 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

34,57 30,987 5,567 7 

 
 

 

 
 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,597 7 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

KER1 31,63 19,298 ,540 ,487 

KER2 33,03 23,780 ,018 ,670 

KER3 33,31 24,746 -,048 ,694 

KER4 31,92 18,544 ,574 ,469 

KER5 31,53 19,279 ,478 ,502 

KER6 31,18 20,438 ,453 ,519 

KER7 31,74 19,178 ,443 ,512 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

37,39 26,469 5,145 7 

 
 

 

 
 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,772 5 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

KER1 23,19 14,289 ,577 ,720 

KER4 23,47 13,653 ,607 ,708 

KER5 23,09 13,985 ,543 ,731 

KER6 22,73 14,958 ,530 ,736 

KER7 23,29 14,129 ,475 ,757 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

28,94 20,997 4,582 5 

 
 

 

 

 
 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,744 7 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

KES1 29,00 26,748 ,553 ,689 

KES2 28,66 26,673 ,550 ,690 

KES3 28,41 30,883 ,407 ,724 

KES4 28,37 27,709 ,555 ,690 

KES5 28,29 30,320 ,463 ,713 

KES6 28,39 31,131 ,402 ,725 

KES7 29,21 31,165 ,291 ,752 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

33,39 38,159 6,177 7 

 
 

 

 
 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,774 6 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

S_EMOS1 16,79 29,131 ,353 ,779 

S_EMOS2 16,04 25,394 ,539 ,736 

S_EMOS3 16,44 28,679 ,392 ,770 

S_EMOS4 16,07 25,107 ,583 ,724 

S_EMOS5 16,71 24,084 ,699 ,693 

S_EMOS6 16,67 25,525 ,559 ,731 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

19,74 36,264 6,022 6 

 
 

 

 

 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,674 8 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

KTER1 32,53 26,315 ,621 ,572 

KTER2 32,02 29,827 ,335 ,653 

KTER3 32,86 28,053 ,483 ,612 

KTER4 31,69 31,523 ,379 ,641 

KTER5 32,31 29,948 ,506 ,614 

KTER6 32,73 29,278 ,519 ,608 

KTER7 33,56 40,456 -,232 ,769 

KTER8 32,42 29,986 ,440 ,626 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

37,16 38,280 6,187 8 

 
 

 
 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,769 7 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

KTER1 28,93 27,956 ,636 ,707 

KTER2 28,42 31,439 ,357 ,773 

KTER3 29,27 29,879 ,489 ,742 

KTER4 28,09 33,315 ,396 ,758 

KTER5 28,71 31,336 ,552 ,730 

KTER6 29,13 30,365 ,586 ,722 

KTER8 28,82 31,764 ,453 ,748 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

33,56 40,456 6,360 7 

 
 

 

 
 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,802 4 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

KEG1 14,83 11,093 ,706 ,707 

KEG2 14,69 12,438 ,646 ,738 

KEG3 14,07 13,355 ,641 ,742 

KEG4 13,82 15,709 ,495 ,806 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

19,14 21,931 4,683 4 

 
 

 

 

 

 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,725 3 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

KOM1 9,24 5,027 ,675 ,468 

KOM2 9,34 5,032 ,701 ,436 

KOM3 9,09 7,442 ,309 ,887 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

13,84 11,539 3,397 3 

 
 

 

 

 

 

 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,680 2 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

KED1 3,36 2,419 ,519 . 

KED2 3,88 3,086 ,519 . 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

7,24 8,341 2,888 2 

 
 

 

 

 

 

 
 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,686 2 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

KEC1 5,45 2,486 ,524 . 

KEC2 5,17 2,078 ,524 . 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

10,62 6,948 2,636 2 

 
 

 

 

 

 

 
 

 

 



Reliability 
 

 
Case Processing Summary 

 N % 

Valid 279 100,0 

Excludeda 0 ,0 Cases 

Total 279 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

,878 4 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

LOYAL1 11,88 19,086 ,661 ,872 

LOYAL2 11,73 18,455 ,722 ,850 

LOYAL3 12,08 16,425 ,856 ,796 

LOYAL4 12,59 16,423 ,725 ,852 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

16,09 30,063 5,483 4 

 
 

 

 



 
 
 
 
 
 
 

LAMPIRAN 6 

 

 



 

 



 

 



 

 

 



Regression 
 

 
 

 
 

 
 

 
 
 

 

 

 

 

 



Regression 
 

 
 

 
 

 
 

 
 
 

 

 

 

 

 



Regression 
 

 
 

 
 

 
 

 
 
 

 

 

 

 

 



Regression 
 

 
 

 
 

 
 

 
 
 

 

 

 



Regression 
 

 
 

 
 

 
 

 
 
 

 

 



 
 
 
 
 
 
 

LAMPIRAN 7 

 

 



 

 

 


