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Executive summ ary  
 

This dissertation has been written as part of the master cƻǳǊǎŜ ǇǊƻƎǊŀƳ ά¢ƻǳǊƛǎƳ 5Ŝǎǘƛƴŀǘƛƻƴ 
aŀƴŀƎŜƳŜƴǘέ ƻŦ bI¢± .ǊŜŘŀΣ ¦ƴƛǾŜǊǎƛǘȅ ƻŦ !ǇǇƭƛŜŘ {ŎƛŜƴŎŜǎΦ As competition between destinations 
is increasing, differentiation becomes more important. Amsterdam was analyzed based on the 
implementation of brand personality in their city marketing, whereas the following goal was 
ŦƻǊƳǳƭŀǘŜŘ ŦƻǊ ǊŜǎŜŀǊŎƘ ǇǳǊǇƻǎŜǎΥ ΨTo analyze the implementation of brand personality in the city 
marketing of Amsterdam and to compare the brand personality components between the perspective 
of brand founders and culture representatives/inhabitants in order to conclude an existing or non-
existing gap.  In addition, advice on implementation strategies for the use of brand personality on the 
basis of different perspectives will be formulated.Ω 

Perspectives from a supplier perspective have been analyzed and compared to inhabitant 
perspectives, whereas brand components of the city marketing in relation to brand personality are 
touched upon. Moreover, the Brand Personality Scale has been applied and adapted according tot 
this research. The following research questions have been formulated:  

1. What is brand personality and how is this linked to destination branding? 
2. Who are the main stakeholders in this research and what is their involvement? 
3. What does the brand of Amsterdam contain and how is this implemented? (supply side) 
4. What brand personality is carried out by Amsterdam Partners and brand representatives?  
5. How is brand personality perceived by inhabitants and culture representatives in 
Amsterdam?  
6. Is there a gap between the perceived brand personality and the applied brand personality?  
7. What are possibilities to link the perceived brand personality to the destination brand? 

The methods used for this research consist of secondary/desk research by academic articles and 
journals, brochures, local newspapers, the internet, databases from and outside NHTV, readers and 
documents obtained from interviewees, city marketing reports, literature regarding qualitative field 
research and several other documents. In regards to field research, the methods used are 
predominantly interviews with company representatives, surveys with residents and culture 
representatives and observation. A sample of 154 interviewees was collected to gain a truthful 
representation of every subgroup residing in Amsterdam. As an additional research a visual template 
was executed among 200 residents. Because every research is restricted to limitations, these should 
also be taken in consideration while reading the report.  

Firstly, an insight is given into the city marketing through the analysis of secondary sources. Secondly, 
brand personality is taken as a key component in this report, whereas the identified brand 
stakeholders have been analyzed upon their perspective towards the brand personality of 
Amsterdam, this in comparison to the perspective of inhabitants and culture representatives of the 
city. This comparison is, amongst other assets, set out by the framewƻǊƪ ƻŦ WŜƴƴƛŦŜǊ !ŀƪŜǊΩǎ .ǊŀƴŘ 
Personality Scale. Furthermore, city dimensions set out by brand founders have been analyzed and 
compared and in addition a visual template has been applied in order to detect the personality 
behind Amsterdam. It is found that the personalities from both perspectives differ. Indifferences 
exist in the intended commercial and innovative personality from the supplier perspective compared 
to the open minded, unique and diverse personality from an inhabitant perspective. 

In general, recommendations are provided on conformity and cooperation with all stakeholders, 
especially inhabitants, more interaction and visualization, promoting tourism in other areas of 
Amsterdam, adaption of the Brand Personality Scale, executing more in-depth qualitative research 
among inhabitants, more emphasis on the authenticity of Amsterdam, and finally clarification of the 
key values and contents of the city marketing. 
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1.1 Background  

 
While brand image and brand personality studies are well documented in the generic marketing 
literature, application of branding theories to places, in particular to tourism destinations, is 
relatƛǾŜƭȅ ƴŜǿΦ ¢ƘŜ ŘŜŦƛƴƛǘƛƻƴ ƻŦ ΨŘŜǎǘƛƴŀǘƛƻƴ ōǊŀƴŘΩ ƛǎ ƻŦǘŜƴ ƳƛǎǳƴŘŜǊǎǘƻƻŘΦ !ƴƘƻƭǘ όIŀƴŘōƻƻƪ ƻƴ 
Tourism Destination Branding, 2009) describes it as ŀ ŘŜǎǘƛƴŀǘƛƻƴΩǎ competitive identity. It is what 
makes a destination distinctive and memorable; it differentiates the destination from all others. It is 
ǘƘŜ ŦƻǳƴŘŀǘƛƻƴ ƻŦ ǘƘŜ ŘŜǎǘƛƴŀǘƛƻƴΩǎ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ŎƻƳǇŜǘƛǘƛǾŜƴŜǎǎΦ ¢Ƙƛǎ ƛǎ Ƙƻǿ ǘƘŜ ǘŜǊƳ ΨŘŜǎǘƛƴŀǘƛƻƴ 
brandΩ ǿƛƭƭ ōŜ ǳǎŜŘ ƛƴ ǘƘƛǎ ǇŀǇŜǊ ŀǎ ǿŜƭƭΦ .ǊŀƴŘƛƴƎ ƛǎ ŀƴ ƛƳǇƻǊǘŀƴǘ ŦŀŎǘƻǊ ƛƴ ǇƻǎƛǘƛƻƴƛƴƎ ŘŜǎǘƛƴŀǘƛƻƴǎΣ 
because more countries and cities are emerging as tourism destinations each year and everyone is 
ŎƻƳǇŜǘƛƴƎ ŦƻǊ ǘƘŜ ǘǊŀǾŜƭŜǊǎΩ ǎǇŜƴŘƛƴƎ and visitation. 
 
!ƳǎǘŜǊŘŀƳ Ƙŀǎ ƘŀŘ Ƴŀƴȅ ΨŎŀǊǊƛŜǊǎΩ ƻŦ ǘƘŜ ōǊŀƴŘ ŀƴŘ ǎǘƛƭƭ ǘƘŜǊŜ ŀǊŜ ǎƻƳŜ ǊŜƳŀƛƴƛƴƎs of old brands       
-which are sometimes still active in the mind of the consumer- that function as promotion material. 
{ƻƳŜ ŜȄŀƳǇƭŜǎ ƻŦ ƻƭŘ ōǊŀƴŘǎ ŀǊŜ Ψ!ƳǎǘŜǊŘŀƳ Ƙŀǎ ƛǘΩΣ Ψ!ƳǎǘŜǊŘŀƳ /ŀǇƛǘŀƭ ƻŦ LƴǎǇƛǊŀǘƛƻƴΩΣ Ψ/ŀǇƛǘŀƭ ƻŦ 
{ǇƻǊǘǎΩΣ Ψ{Ƴŀƭƭ ŎƛǘȅΣ ōƛƎ ōǳǎƛƴŜǎǎΩΣ ŀƴŘ Ψ/ƻƻƭ ŎƛǘȅΩΦ !ǎ ǎƘƻǿƴΣ ǘƘese slogans, along with their campaigns 
have been changed regularly over the years, which do not reflect continuity in the ŎƻƴǎǳƳŜǊΩǎ mind, 
while it takes some time for a carrier to gain recognition and to be functional (Gehrels et al). 
 
Amsterdam carries ΨL AmsterdamΩ ŀǎ ǘƘŜ ƴŜǿ ǎƭƻƎŀƴ ŀƴŘ ƛǘ ƛǎ ǘƘŜ ΨŦƭŀƎΩ ƻƴ Ŏƛǘȅ ƳŀǊƪŜǘƛƴƎ ǇƭŀƴǎΦ Lǘ ƛǎ 
one of the instruments used to establish !ƳǎǘŜǊŘŀƳΩǎ name in the world; it is the motto that creates 
the brand for the city and the people of Amsterdam. The choice of the specific slogan was based on 
ǘƘŜ ŀǎǎŜǎǎƳŜƴǘ ǘƘŀǘ ƛǘ ƛǎ ŎƭŜŀǊΣ ǎƘƻǊǘ ŀƴŘ ǇƻǿŜǊŦǳƭΦ ΨL !msterdamΩ is considered easy to remember 
and with great potential for people to identify with.  
 
Inhabitants are an important factor when it comes to city branding, considering the fact that they are 
the people representing the city. Therefore the brand should be as close to the representatives of 
ǘƘŜ Ŏƛǘȅ ŀǎ ǇƻǎǎƛōƭŜΦ wŜǎŜŀǊŎƘ Ƙŀǎ ŎƻƴŦƛǊƳŜŘ ǘƘŀǘ ǘƘŜ ǎƭƻƎŀƴ ΨL !ƳǎǘŜǊŘŀƳΩ ƛǎ ǿŜƭƭ-known among the 
inhabitants of Amsterdam. A research was set up in 2005 by Amsterdam Partners, among 1200 panel 
ƳŜƳōŜǊǎΣ ǿƘƛŎƘ ǎƘƻǿŜŘ ǘƘŀǘ ур҈ ƻŦ ǘƘŜ ǇŜƻǇƭŜ ƭƛǾƛƴƎ ƛƴ !ƳǎǘŜǊŘŀƳ ƛǎ ŦŀƳƛƭƛŀǊ ǿƛǘƘ ǘƘŜ ǎƭƻƎŀƴ ΨL 
!ƳǎǘŜǊŘŀƳΩΦ тп҈ ƻŦ ǘƘŜ !ƳǎǘŜǊŘŀƳ ǊŜǎƛŘŜƴǘǎ ŀƎǊŜŜŘ ǳǇƻƴ ǘƘŜ ŦŀŎǘ ǘƘŀǘ ǎǇŜƴŘƛƴƎ governmental 
money on city marketing is a good thing.1 
 
Other research has shown how the brand is functioning internationally, such as the ΨGfK Roper City 
Brands Index RankingΩ, by the founder Simon Anholt. ¢ƘŜ ƛƴŘŜȄ ƳŜŀǎǳǊŜǎ ǘƘŜ ǿƻǊƭŘΩǎ ǇŜǊŎŜǇǘƛƻƴ ƻŦ 
each ŎƛǘȅΣ ǿƘƛŎƘ ƛƴŦƭǳŜƴŎŜǎ ǇŜƻǇƭŜΩǎ ŎƘƻƛŎŜǎ ƻƴ ǿƘŜǊŜ ǘƻ ƭƛǾŜΣ ǿƻǊƪ ŀƴŘ ǾŀŎŀǘƛƻƴΦ ¢ƘŜ ƛƴŘŜȄ ƛǎ ōŀǎŜŘ 
on a global survey in which respondents from across 20 major developed and developing countries 
are asked to rate their agreement with statements about each of 50 cities (GFK). In 2006, Amsterdam 
ranked 11th ƛƴ ǘƘŜ ƭƛǎǘ ƻŦ ǘƘŜ ƻǾŜǊŀƭƭ Ŏƛǘȅ άōǊŀƴŘέΣ Ƨǳǎǘ ƭƛƪŜ ƛƴ нллрΦ Lǘ ǊŀƴƪŜŘ тth place in 2007. By the 
ŜƴŘ ƻŦ нллф ƛǘ ǊŀƴƪŜŘ Ƨǳǎǘ ƻǳǘǎƛŘŜ ǘƘŜ ǘƻǇ ǘŜƴΦ !ƭǘƘƻǳƎƘ ƛƴ ǘƘŜ ΨtǊŜ-ǊŜǉǳƛǎƛǘŜǎΩ ōǊŀƴŘ ǊŀƴƪƛƴƎ 
(affordable accommodations and quality of public amenities) Amsterdam scores 3rd. During the start 
of the city marketing ƛƴ нллпΣ ŀ ōƻƻƪ ǿŀǎ ǇǳōƭƛǎƘŜŘ ŎŀƭƭŜŘ ΨL !ƳǎǘŜǊŘŀƳΩ ŀƴŘ ƛƴ нллф ǘƘŜ ǿŜōǎƛǘŜ ƻŦ 
ΨL !ƳǎǘŜǊŘŀƳΩ ǿŀǎ ŜǾŜƴ ƴƻƳƛƴŀǘŜŘ ŀǎ Ƴƻǎǘ ǇƻǇǳƭŀǊ ǿŜōǎƛǘŜ ƛƴ ǘƘŜ ŎŀǘŜƎƻǊȅ Leisure (van Essen, 
2009). Analyzing these outcomes, one can assume that Amsterdam has a stable image among its 
ǊŜǎƛŘŜƴǘǎ ŀǎ ǿŜƭƭ ŀǎ ŀƳƻƴƎ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ŎƻǳƴǘǊƛŜǎκǾƛǎƛǘƻǊǎ ŀƴŘ ǘƘŀǘ ǘƘŜ ǎƭƻƎŀƴ ΨL !ƳǎǘŜǊŘŀƳΩ Ƙŀǎ ŀ 
stake in this process. The focus of my research is however not to focus on the city with the confirmed 
status of a stable brand, but to go more in depth towards the implementation of brand personality in 
their city marketing and comparing this to the city representatives and residential view. 
 
 

                                                           
1
 Onderzoek O+S: Bekendheid van I Amsterdam 

2
 http://www.iamsterdam.com/en/amsterdam-partners/i-amsterdam/iamsterdam-manifesto 
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1.2 Problem statement  

 

A destination brand represents a city or country as the identity or personality of a place. It is also 
widely acknowledged that branding has the potential to play a crucial role in destination 
development, but the relationship between branding and places is not always straightforward and it 
is certainly not well understood. (Morgan et al, 2010) The branding of products or companies has 
been extensively investigated and applied to; this goes back for almost a century. However the 
applicability of branding to destinations, or cities in this matter, is relatively new. Especially when 
ǘŀƭƪƛƴƎ ŀōƻǳǘ ōǊŀƴŘ ǇŜǊǎƻƴŀƭƛǘȅΣ ƛǘ ƻƴƭȅ ǘǊŀŎŜǎ ōŀŎƪ ŀ ŦŜǿ ȅŜŀǊǎΣ ƛǘ ǎǘŀǊǘŜŘ ƻŦŦ ǿƛǘƘ ǎƭƻƎŀƴǎ ƭƛƪŜ ΨL ƭƻǾŜ 
bŜǿ ¸ƻǊƪΩΣ ǇǊƻōŀōƭȅ ǘƘŜ Ƴƻǎǘ ǿŜƭƭ ƪƴƻǿƴ ŘŜǎǘƛƴŀǘƛƻƴ ōǊand in the world. The problem is that in this 
globalized marketplace, competitiveness is increasing, which makes it more difficult for destinations 
to stand out from the crowd. They compete for new businesses, investment, visitors, attention, new 
markets, events and talent. As also stated by Maitland (2006, cited in Maitland & Ritchie 2010 p.2) 
endless studies have focused on the impacts of tourism, but longitudinal analysis of tourism policies 
and their impacts have been rarer still, because of a lack of data. Over the years, marketers have 
seen this development grow and now think of place branding as a major impact factor on their 
destinations attractiveness.  

Brand personality is a whole new topic in place branding, scarcely discussed among tourism and 
maǊƪŜǘƛƴƎ ŀǳǘƘƻǊǎ ŀƴŘ ŎǳǊǊŜƴǘƭȅ ǇǊŜǎŜƴǘ ƛƴ ǘƘŜ ŀŎŀŘŜƳƛŎ ŘƛǎŎǳǎǎƛƻƴΦ {ƭƻƎŀƴǎ ǎǳŎƘ ŀǎ ΨL ƭƻǾŜ bŜǿ 
¸ƻǊƪΩΣ Ψ¸ƻǳǊ {ƛƴƎŀǇƻǊŜΩ ŀƴŘ Ψ.Ŝ .ŜǊƭƛƴΩ ŀƭƭ ŘǊŀǿ ǘƘŜ ŀǘǘŜƴǘƛƻƴ ƻŦ ǾƛǎƛǘƻǊǎ ōȅ ǊŜǇǊŜǎŜƴǘƛƴƎ ǘƘŜ ƛŘŜƴǘƛǘȅ ƻŦ 
the city and connecting it to their target group through the extent of personalization. It has become a 
popular aspect of destination branding, as destinations are competing increasingly on an 
international level. Very important, which not always plays a large role in the branding of cities and 
destinations are its people. The personality of the brand represents the city, which is shaped by the 
people that live in it. As stated by Morgan et al (2010), we still have little understanding of the extent 
to which place brand management is a collective activity embraced by residents and smaller trade 
operators. The residents and city representatives should be taken into account in order to create a 
ΨǘǊǳŜΩ ōǊŀƴŘ ǇŜǊǎƻƴŀƭƛǘȅ ƻŦ ŀ ǇƭŀŎŜΦ hŦǘŜƴ ƛǘ ƛǎ ǘƘŜ ŎƻƴǎǳƳŜǊ ǿƘƛŎƘ ƛǎ ǘŀƪŜƴ ƳŜǊŜƭȅ ƛƴǘƻ account; the 
focus is on what attracts visitors and not what the city really has to offer for differentiating itself. 
²ƘŜƴ ǘƘƛǎ ƛǎ ŀǇǇƭƛŜŘ ŎƻǊǊŜŎǘƭȅΣ ƛǘ ǿƛƭƭ ǇǊŜǾŜƴǘ ǾƛǎƛǘƻǊǎ ŀƴŘ ŎƻƴǎǳƳŜǊǎ ŦǊƻƳ ƘŀǾƛƴƎ ŀ ŦŀƭǎŜ ΨƛƳŀƎŜΩ ŀƴŘ 
gaps between identity and image would be history. Recent literature states that other qualitative 
research methodologies, such as focus groups on a geographically less diverse group, could be 
utilized to reach detailed and specific results and that future studies could utilize face-to-face 
in-depth interviews to get more comprehensive results on destination branding (Tasci & Tozak, 
2006). As part of this aspect, another important focus is the relationship between culture and 
branding, given that it is their cultural differences that imbue most places with a sense of 
distinctiveness. In the case of Amsterdam in this dissertation, culture is distinctive as a selling point 
for the city and therefore taken into account from several viewpoints.  

In this dissertation, two main perspectives will be analyzed: 

ü Amsterdam tourism and marketing professionals (supply side) 
ü Amsterdam culture representatives and inhabitants 

 
The supply side will consist of Amsterdam Partners who are the creators of the city marketing and 
institutions supporting or contributing to this such as Kenniskring, Topsport Amsterdam, Architect 
Centre Amsterdam (ARCAM), Amsterdam Tourism & Convention Centre (ATCB), Economic Affairs 
(EZ), Amsterdam Inbusiness and Amsterdam Uitburo.  

The other perspective will be shaped through inhabitants of Amsterdam and several focus groups of 
culture representatives in Amsterdam such as designers, businesses, ethnic groups, market 
merchants, students, foreigners, etcetera.  
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Research is first seen from the supply side, how the city marketing is implemented, as this party has 
more influence on the city branding of Amsterdam. This will then be compared to the vision and 
perspective of culture representatives and inhabitants.  
 

1.3 Goal and objectives  

 
The destination brand represents the personality of Amsterdam. In order to connect the brand 
personality to both the initiators of the city marketing as well as the actual people representing the 
city, both perspectives on the brand personality of the city need to be researched. It will also be 
analyzed whether the perspectives and the communicational expressions are conform with each 
other internally. Therefore the following goal has been set out: 

 
 

 
 

 

 

On a later stage these perspectives will be compared to each other in order to conclude whether a 
gap exists. This will be analyzed through the brand personality model of Jennifer Aaker.  
To achieve the goal stated above, the following objectives have been formulated: 

ü To obtain a clearer understanding of brand personality applied to tourism destinations 
ü To analyze the city marketing efforts of Amsterdam, in particular the brand ΨL !ƳǎǘŜǊŘŀƳΩ, in 

order to conclude what brand personality traits come forward and therefore what image 
Amsterdam is trying to pursue. 

ü To gain a better understanding of parties involved in the city branding process of Amsterdam 
in order to include these in the research and to analyze their contribution. 

ü To obtain a more detailed view on the city through the eyes of inhabitants and culture 
representatives. 
 
1.4 Research questions  

 
In line with the goal stated above, a main research question has been formulated in order to 
summarize the research of the dissertation process, together with sub-research questions that will 
lead to the final goal in the end:  

How is the current brand personality in the city marketing of Amsterdam being implemented from a 
supplier perspective, and is this in line with the personality perceived by culture representatives and 
inhabitants of this city destination?  

1. What is brand personality and how is this linked to destination branding? 
2. Who are the main stakeholders in this research and what is their involvement? 
3. What does the brand of Amsterdam contain and how is this implemented? (supply side) 
4. What brand personality is carried out by Amsterdam Partners and brand representatives?  
5. How is brand personality perceived by inhabitants and culture representatives in Amsterdam?  
6. Is there a gap between the perceived brand personality and the applied brand personality?  
7. What are possibilities to link the perceived brand personality to the destination brand? 

 

To analyze the implementation of brand personality in the city marketing of Amsterdam and to 

compare the brand personality components between the perspective of brand founders and 

culture representatives/inhabitants in order to conclude an existing or non-existing gap.  In 

addition, advice on implementation strategies for the use of brand personality on the basis of 

different perspectives will be formulated. 
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1.5 Dissertation structure  

 

The dissertation structure contains six chapters. The first chapter introduces and justifies the topic. 
Next to this, it will reveal the overall goal and objectives, introduce the goal and research questions 
and explain the structure of the dissertation. The second chapter contains a literature review on the 
dissertation topic of destination branding for cities and brand personality; it will explain various 
assets relevant for this research based upon previous studies. The third chapter provides an insight in 
the implementation of the city marketing and brand ΨL !ƳǎǘŜǊŘŀƳΩ ŦǊƻƳ ŀ ǎǳǇǇƭȅ ǇŜǊǎǇŜŎǘƛǾŜΦ ¢ƘŜ 
fourth chapter explains the methods used during the research and the stakeholders interviewed in 
order to answer the goal and research questions in the end of this dissertation.  The fifth chapter 
focuses on field research, showing the qualitative research findings of the internal and external 
perspective on the brand personality of Amsterdam. The sixth chapter features the conclusions and 
recommendations on the basis of the outcomes of the qualitative and quantitative research. The 
dissertation ends with a list of references and appendices. 

In regards to the chapters explained above, this dissertation is structured as follows: 

1. Introduction 

2. Literature review 

3. City marketing & stakeholders  

4. Methodology 

5. Internal perspective versus external perspective 

6. Conclusions & recommendations 
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2.1 Theoretical explana tion  

 

This chapter will function as an overview of what has already been written and what is known about 
relevant topics related to this dissertation. The chapter will start off with an introductory part on 
branding in general. Throughout the chapter several subjects linked to branding and destination 
branding will be touched upon, such as: brand equity, brand value, destination and place branding, 
city tourism, stakeholders, image, positioning and brand identity, whereas later on the focus will be 
narrowed down towards the aspect which is considered the core in this research: brand personality.  

Brand 

The brand is an important aspect in marketing a business, place or product; however it can cause 
confusion with people, merely because of the misperception that exists on the meaning of the word 
ΨōǊŀƴŘΩΦ /ƻƴǎƛŘŜǊƛƴƎ ǘƘŜ ŦŀŎǘ ǘƘŀǘ ǘƘƛǎ ǊŜǎŜŀǊŎƘ ƛǎ ōŀǎŜŘ ƻƴ ōǊŀƴŘƛƴƎ -in this case destinations- it is 
important to clarify how the term brand should be understood and therefore how it will be used in 
this paper. 

 Branding is not a relatively new term, it has been used numerous times by several writers in 
previous research studies, for this reason the definition of branding is not easily defined. According 
ǘƻ ǘƘŜ !ƳŜǊƛŎŀƴ aŀǊƪŜǘƛƴƎ !ǎǎƻŎƛŀǘƛƻƴ ό!a!ύΣ ŀ ōǊŀƴŘ ƛǎ ŀ ΨƴŀƳŜΣ term, sign, symbol, or design, or a 
combination of them, intended to identify the goods and services of one seller or group of sellers and 
ǘƻ ŘƛŦŦŜǊŜƴǘƛŀǘŜ ǘƘŜƳ ŦǊƻƳ ǘƘƻǎŜ ƻŦ ŎƻƳǇŜǘƛǘƛƻƴΩΦ ¢ƘŜ ƪŜȅ ǘƻ ŎǊŜŀǘƛƴƎ ŀ ōǊŀƴŘΣ ŀŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ !a! 
definition, is to be able to choose a name, logo, symbol, packaging design, etcetera, that identifies a 
product and distinguishes it from others (Keller et al, 2008). This explanation is rather focused on a 
brand as a simple marketing tool. However, the brand is more than just a logo or symbol, this is only 
a part of the brand approach; elements that should represent the brand. The definition of a brand is 
discussed among several authors (D. Aaker and Joachimsthaler 2000; D. Aaker 1996; Bedbury and 
Fenichell 2002; Carpenter, Glazer, and Nakamoto 1994; Kania 2001; Kapferer 1997; Upshaw 1995) 
where for example Kapferer (1997, cited in Moilanen & Rainisto, 2010 p.6) sees the brand definition 
ŦǊƻƳ ŀ ŎƻƴǎǳƳŜǊΩǎ ǇŜǊǎǇŜŎǘƛǾŜΦ IŜ ǎǘŀǘŜǎ ǘƘŀǘ ŀ ōǊŀƴŘ ƛǎ ŀƴ ƛƳǇǊŜǎǎƛƻƴ ǇŜǊŎŜƛǾŜŘ ƛƴ ŀ ŎƭƛŜƴǘΩǎ ƳƛƴŘ ƻŦ 
a product or a service. It is the sum of all tangible and intangible elements, which makes the selection 
unique. A brand is not only a symbol that separates one product from others, but it is all the 
ŀǘǘǊƛōǳǘŜǎ ǘƘŀǘ ŎƻƳŜ ǘƻ ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ mind when he or she thinks about the brand. Such attributes 
are tangible, intangible, psychological and sociological features related to the product. Aaker (1995, 
cited in Rothschild, 2001 p.37) seems to agree on this while he states that a brand is an asset of 
differentiating promises that links a product to its customers. The only asset missing in these brand 
definitions is the fact that social processes affect brand recognition, knowledge and associations 
(Kärreman & Rylander, 2008) and that brands are also a way of expressing values and meaning. The 
ǘŜǊƳ ΨōǊŀƴŘΩ ƛƴ ǘƘƛǎ ǘƘŜǎƛǎ ǿƛƭƭ ōŜ ōŀǎŜŘ ƻƴ ǘƘŜ ŎƻƳōƛƴŀǘƛƻƴ ƻŦ ǘƘŜ ŀōƻǾŜ ǎǘŀǘŜƳŜƴǘǎΦ  

Brand equity & value 

Through the distinction and differentiation of a brand from others, it contains value, the so called 
brand equity (Keller, 1993). Brand equity is defined as a set of assets and liabilities linked to a brand 
that add to or subtract from the value of a product or service to a company and/or its customers 
(Aaker, 1991, cited in Elliot & Percy, p. 82). The assets or liabilities that underlie brand equity must be 
linked to the name and/or symbol of the brand. The assets and liabilities on which brand equity is 
based will differ from context to context (Aaker, Kumar & Day, 2001). Equity occurs when the 
consumer is familiar with the brand and holds some favorable, strong, and unique brand association 
in memory (Keller, 1993). As stated in the book review of Rothschild, Aaker (1995) begins his book of 
Ψ.ǳƛƭŘƛƴƎ ǎǘǊƻƴƎ ōǊŀƴŘǎΩ ōȅ ŘŜŦƛƴƛƴƎ ŀ ǎǘǊƻƴƎ ōǊŀƴŘ ŀƴŘ ŘƻŜǎ ǎƻ by considering brand equity and how 
this contributes to value. He states that equity is formed through brand awareness, perceived 
ǉǳŀƭƛǘȅΣ ōǊŀƴŘ ƭƻȅŀƭǘȅΣ ŀƴŘ ōǊŀƴŘ ŀǎǎƻŎƛŀǘƛƻƴǎΤ ƘŜ Ŏŀƭƭǎ ǘƘŜǎŜ ŦƻǳǊ ŎƻƳǇƻƴŜƴǘǎ άōǊŀƴŘ Ŝǉǳƛǘȅ ŘǊƛǾŜǊǎέΦ 
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Awareness represents tƘŜ ǎǘǊŜƴƎǘƘ ƻŦ ǘƘŜ ōǊŀƴŘΩǎ ǇǊŜǎŜƴŎŜ ƛƴ ǘƘŜ ǘŀǊƎŜǘΩǎ ƳƛƴŘ ŀƴŘ ǘƘŜ ǘŀǊƎŜǘ Ƴǳǎǘ 
perceive the quality of what is being offered. Brand loyalty drives long term success and this is 
developed and maintained through the brand associations that are created. Despite the somewhat 
different foundations, the Aaker and Keller models share much in common with each other, as well 
as with other psychologically based approaches to brand equity. Most importantly, they both 
ŀŎƪƴƻǿƭŜŘƎŜ ǘƘŀǘ ōǊŀƴŘ Ŝǉǳƛǘȅ ǊŜǇǊŜǎŜƴǘǎ ǘƘŜ ΨŀŘŘŜŘ ǾŀƭǳŜΩ ŜƴŘƻǿŜŘ ǘƻ ŀ ǇǊƻŘǳŎǘ ŀǎ ŀ ǊŜǎǳƭǘΣ ƛƴ 
part, of past investments in the marketing for the brand (Barton & Wensley, 2002). 
 
The difference between brand equity and brand value is often mixed up. Davis(2010) defines brand 
value as a measure of the difference of the net present cash flows from a branded offering over 
those of a lesser  known or even unbranded competitor. Correspondingly, brand value captures the 
premium market attaches to a stronger brand over a weaker one. Connected to equity and value are 
touch points (Davis 2010). He mentions tangible and intangible touch points: tangible assets are 
described as the physical representations of the brand. Examples include products, packaging, print 
advertising, design and even people. Intangible touch points are described as assets which cannot be 
physically touched. Instead, people experience them. Examples include services, atmosphere, 
ambience, and attitude. Successful brand building requires management to promote a culture in 
which employees are motivated to create an ongoing, positive experience for customers.  
 
Brand equity drivers and value as mentioned before have strong affinity with places, for example, 
perceived quality is one key issue for decision making for place customers. Perceived quality is a 
major driver for customer satisfaction, and is the key positioning dimension for a corporate brand, 
when functional benefits cannot play a decisive role. Place brands resemble corporate umbrella 
brands, to some extent, and can benefit the value of a plŀŎŜΩǎ ƛƳŀge (Moilanen & Rainisto, 2009). 
 
Destination branding and place branding 

Branding as explained above has been known for decades, however applying it to destinations is a 
relatively new phenomenon. In 1998, branding within the context of tourism destinations started to 
Ǝŀƛƴ Ǿƛǎƛōƛƭƛǘȅ ǿƛǘƘ ŘŜǎǘƛƴŀǘƛƻƴ ōǊŀƴŘƛƴƎ ǘƘŜ ŦƻŎŀƭ ǘƻǇƛŎ ŀǘ ǘƘŀǘ ȅŜŀǊΩǎ ¢ǊŀǾŜƭ ŀƴŘ ¢ƻǳǊƛǎƳ wŜǎŜŀǊŎƘ 
!ǎǎƻŎƛŀǘƛƻƴΩǎ !ƴƴǳŀƭ /ƻƴŦŜǊŜƴŎŜΦ {ƛƴŎŜ ǘƘŜƴΣ ǘƘƛǎ ŎƻƴŎŜǇǘ Ƙŀǎ ōŜŜƴ ŦǳǊǘƘŜǊ ŜȄǇƭƻǊŜŘ ƛƴ ǘƘŜ ŀǇǘƭȅ 
titled book, Destination Branding (Morgan, Pritchard, and Pride 2010) and in a Journal of Brand 
Management special issue (Hall 2002; Harrison 2002; Kotler and Gertner 2002; Morgan, Pritchard, 
and Piggott 2002). Despite all of these comprehensive works, the knowledge of destination branding 
remains poorly understood and is often misunderstood by practitioners.  
 
As defined by Anholt (2010) a destination brand refers to the qualities of a place as somewhere 
ŀǘǘǊŀŎǘƛǾŜ ǘƻ ǾƛǎƛǘΦ ¦ƭǘƛƳŀǘŜƭȅΣ ŀ ŘŜǎǘƛƴŀǘƛƻƴ ōǊŀƴŘ ƴŜŜŘǎ ǘƻ ŎƻƳƳǳƴƛŎŀǘŜ ƛǘǎ ΨǎŜƴǎŜ ƻŦ ǇƭŀŎŜΩ ŀƴŘ 
create an emotional link with its audience. This is about telling a story ς a story that provides an 
insight into the place, its people, its history, the way it views the world and how it relates to its 
environment. It is about bringing the place to life and making it relevant to people today. He explains 
the difference between destination branding and place branding, according to him; place branding is 
not a substitute for destination branding: 
 

 A place brand is more holistic than a destination brand in that it transcends several sectors 
(tourism, manufacturing, inward investment and exports, as well as sport, education and 
entertainment). 

 Lǘǎ ŀƛƳ ƛǎ ǘƻ ŎƻƴǾŜȅ ǘƘŜ ǎǇƛǊƛǘ ƻŦ ŀ ǇƭŀŎŜ όΨǎŜƴǎŜ ƻŦ ǇƭŀŎŜΩύ ŀǎ ǎƻƳŜǿƘŜǊŜ ǘƘŀǘ ƛǎ ŀǘǘǊŀŎǘƛǾŜ ǘƻ 
live, visit, work, do business with and study in. 

 However, a place brand is not a substitute for a destination brand. There is still a need for a 
destination brand to target specific tourism segments. But there should be a strong link 
between the destination and the overall place brand. 
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¢ƘŜ ǘŜǊƳ ΨǇƭŀŎŜΩ Ŏŀƴ ǊŜŦŜǊ ǘƻ ŀ ƴŀǘƛƻƴ όƻǊ ŎƻǳƴǘǊȅύΣ ŀ Ŏƛǘȅ ƻǊ ŀ ǊŜƎƛƻƴΦ Lǘ ŘƻŜǎ ƴƻǘ Ƨǳǎǘ ǊŜƭŀǘŜ ǘƻ 
tourism. Place marketing and place branding are concerned with attracting people who can choose 
where they live, work, study or visit, to choose to do so in a particular place. However, both 
destination branding and place branding could include country, region, or city branding.  
Faced with growing global competition in which destinations are becoming highly substitutable, 
destination marketing organizations (DMOs) are in a constant battle to attract travelers (Pike and 
Ryan, 2004 cited in Ekinci & Hosany, 2006, p.3). In response, DMOs are increasingly seen to embrace 
branding initiatives such as the use of taglines and logos to attract visitors and expenditures to their 
respective destinations (Blain, Levy, and Ritchie, 2005 cited in in Ekinci & Hosany, 2006, p.3). In order 
to summarize and differentiate place branding from other definitions, Blain et al. defines it as: 
 
The marketing activities (1) that support  the creation of a name, symbol, logo, word mark or other 
graphic that both identifies and differentiates a destination; (2) that convey the promise of a 
memorable travel experience that is uniquely associated with the destination; and (3) that serve to 
consolidate and reinforce the recollection of pleasurable memories of the destination experience, all 
with the intent purpose of creating an image ǘƘŀǘ ƛƴŦƭǳŜƴŎŜǎ ŎƻƴǎǳƳŜǊǎΩ ŘŜŎƛǎƛƻƴǎ ǘƻ Ǿƛǎƛǘ ǘƘŜ 
destination in question, as opposed to an alternative one (Blain et al. 2005, pp331-2). 
 
The application of branding theory to places is a complex undertaking. Pike (2005) summarizes six 
issues that lead to this, such as:  
 

1. The multidimensionality 
2. The heterogeneous interests of stakeholders 
3. The politics involved 
4. The need for consensus 
5. Difficulty in applying the concept of brand loyalty 
6. The availability of limited funding 

 
City tourism and branding 

In relation to destination branding, we move towards city branding and city tourism, regarding the 
subject of Amsterdam in this research. Studies related to tourism have changed over time, as 
Ashworth (1989, cited in Selby, 2004, p.31)) argued twenty years ago that despite its economic and 
social significance, urban tourism has been severely neglected as an area of academic research. As 
Hall (2005) claimed: 
 
ά/ŀǇƛǘŀƭ ŎƛǘƛŜǎ ǊŜǇǊŜǎŜƴǘ ŀ ǎǇŜŎƛŀƭ ŎŀǎŜ ƻŦ ǳǊōŀƴ ǘƻǳǊƛǎƳΦ ¸ŜǘΣ ƛƴ ƳǳŎƘ ƻŦ ǘƘŜ ƭƛǘŜǊŀǘǳǊŜ ƻƴ ŎŀǇƛǘŀƭ 
cities, the planning and policy significance of tourism is seemingly ignored, while similarly, little is 
ƳŀŘŜ ƻŦ ǘƘŜ ǎƛƎƴƛŦƛŎŀƴŎŜ ƻŦ ŎŀǇƛǘŀƭ ǎǘŀǘǳǎ ƛƴ ǘƘŜ ǘƻǳǊƛǎƳ ƭƛǘŜǊŀǘǳǊŜέ (Hall, 2005, p.219). 
 
Though much has changed in a few years; for developers and policy makers, city tourism is now 
mainstream, and no longer associated just with resorts and historic cities. National capitals have 
always had special qualities that attract visitors, but their attitudes towards tourism have at times 
been ambivalent. Growth in city tourism has been accompanied by increasing interest form 
researchers, and much more attention is now paid to the phenomenon (Maitland, 2010). 
 
There are many factors that contribute towards the appeal of a place. A World Cities Brand Index21, 
constructed from research amongst consumers and business people, offers a valuable insight into 
five key factors that determine the health of a global city brand (WTO, 2009): 
 
ω ±ƛōǊŀƴŎȅ ƻŦ ǘƘŜ ŎǳƭǘǳǊŜΤ 
ω ǎǘŀƴŘŀǊŘ ƻŦ ƭƛǾƛƴƎΤ 
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ω ŀǘǘǊŀŎǘƛǾŜƴŜǎǎ ŀǎ ŀ ǎƘƻǊǘ-break destination; 
ω ǎǳƛǘŀōƛƭƛǘȅ ƻŦ ǘƘŜ ŎƭƛƳŀǘŜΤ 
ω ǇƻǎƛǘƛǾŜ ǿƻǊŘ-of-mouth. 
 
In a world of increasing homogeneity, driven by globalization and technology, a distinctive ΨǎŜƴǎŜ ƻŦ 
ǇƭŀŎŜΩ is becoming increasingly important for cities and countries to deliver competitive economic 
ŀŘǾŀƴǘŀƎŜΦ ! ǎŜƴǎŜ ƻŦ ǇƭŀŎŜ ŜȄƛǎǘǎ ƛƴ ōƻǘƘ ƻǳǘǎƛŘŜǊǎΩ ǇŜǊŎŜǇǘƛƻƴǎ ŀƴŘ ǊŜǎƛŘŜƴǘǎΩ ŦŜŜƭƛƴƎǎ ŀōƻǳǘ ǘƘŜ 
place. It is important that prospective external customers and local residents both share a similar 
view of the place, ōŀǎŜŘ ƻƴ ǘƘŜ ǇƭŀŎŜΩǎ ŜǾƛŘŜƴǘ ŀƴŘ ŎǊŜŘƛōƭŜ ǎǘǊŜƴƎǘƘǎΦ LŦ ǘƘŜǎŜ ǘǿƻ ǇŜǊŎŜǇǘƛƻƴǎ ŀǊŜ 
not in relative harmony with each ƻǘƘŜǊΣ ǘƘŜƴ ǘƘŜ ǇƭŀŎŜΩǎ ŜŎƻƴƻƳƛŎ ǇŜǊŦƻǊƳŀƴŎŜ ƛǎ ƭƛƪŜƭȅ ǘƻ ōŜ ǎǳō-
optimal. But if they are in harmony, then ideally, this can lead to a virtuous cycle whereby 
ǊŜƛƴŦƻǊŎŜƳŜƴǘ ƻŦ ǘƘŜ ǇƭŀŎŜΩǎ ŎƻǊŜ ǾŀƭǳŜǎ ǘƘǊƻǳƎƘ ǊŜǎƛŘŜƴǘǎΩ ōŜƘŀǾƛƻǊ ƛƴŦƭǳŜƴŎŜǎ ŜȄǘŜǊƴŀƭ ŎǳǎǘƻƳŜǊǎΩ 
perceptions; in turn, these positive external perceptions ς and the resulting business this brings ς 
ŦǳǊǘƘŜǊ ǊŜƛƴŦƻǊŎŜ ǊŜǎƛŘŜƴǘǎΩ ǇǊƛŘŜ ƛƴ ǘƘŜ ǇƭŀŎŜ ŀƴŘ ŜƴƘŀƴŎŜ ǘƘŜƛǊ ǉǳŀƭƛǘȅ ƻŦ ƭƛŦŜΦ ¢Ƙƛǎ ƛǎ ƴƻǘ ƳŜŀƴǘ ǘƻ 
ǎǳƎƎŜǎǘ ǘƘŀǘ ŀ ΨǎŜƴǎŜ ƻŦ ǇƭŀŎŜΩ ƛǎ ŀ ǇŀƴŀŎŜŀ ŦƻǊ all economic and social development problems; but it 
can add a considerable competitive advantage over other places if clearly identified, managed 
effectively, astutely nurtured in terms of the new developments and investments it attracts, and 
robustly marketed (WTO, 2009). 
 
A sense of place is created by a number of factors. These mostly derive from the following (WTO, 
2009): 
 
ω Place: The physical appearance, its history and cultural heritage, its built and natural environment, 
the way it presents itself today in terms of its public realm and the type of events it puts on (e.g. 
Paris ς history, built environment and cultural heritage; Costa Rica ς natural environment; Mali ς 
desert music festival). 
 
ω Produce: Products with which the place is associated. These tend to be products that have long 
ōŜŜƴ ǇǊƻŘǳŎŜŘ ƛƴ ǘƘŜ ǇƭŀŎŜ ǿƘƛŎƘ ƛǘ ǘƘŜǊŜŦƻǊŜ ΨƻǿƴǎΩΦ  
 
ω People: The role of people in contributing to impressions of a place is often underestimated. 
Citizens and residents play an important role in defining the way in which others see the place: 
in terms of their culture (historic and contemporary), the way they behave, their attitudes, how 
ǘƘŜȅ ǘǊŜŀǘ ƻǳǘǎƛŘŜǊǎ ŀƴŘ ǾƛǎƛǘƻǊǎΣ ǘƘŜƛǊ ŀŎŎŜƴǘΣ ǘƘŜƛǊ ǊŜǇǳǘŀǘƛƻƴ ǿƛǘƘƛƴ ǘƘŜ ƴŀǘƛƻƴΩǎ ƘƛǎǘƻǊȅ and how 
they have contributed to the national character (WTO, 2009). 
 
Brand stakeholders 
 
Local residents are an important stakeholder group as explained above, however they are not the 
only ones who should be taken into account while branding a destination. Brands are the entire 
organization as seen through the eyes of stakeholders, as shown in figure one, stakeholders include 
people inside and outside the firm. When defined this way, the challenge of planning and 
ƛƳǇƭŜƳŜƴǘƛƴƎ ƳŀƴŀƎŜƳŜƴǘΩǎ ōǊŀƴŘ ŘŜǾŜƭƻǇƳŜƴǘ ŜŦŦƻǊǘǎ ōŜŎƻƳŜ ŀǇǇŀǊŜƴǘΦ .ǊŀƴŘing becomes the 
responsibility of the entire organization since every person and every department within directly or 
indirectly affects the perception of the brand. The brand of Amsterdam has been set up with the 
consideration of involved stakeholders, such as the employees, customers, which can here be seen as 
visitors to the city destination, social communities, shareholders and the value chain partners, who 
all can influence, or are influenced by the brand.  
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Figure 1. Brand as seen through the eyes of stakeholders by John, A. Davis (2010) 

 

 

 

 

 

 

 

 

 

In this thesis the approach will be on the comparison between the initiative takers of the brand (the 
supply side) and the culture representatives and inhabitants of the city. Stakeholders are people who 
have an interest in the way in which the destination presents itself (WTO, 2009). There is a lack of 
ǊŜǎŜŀǊŎƘ ƛƴǘƻ ǘƘŜ Ƙƻǎǘ ŎƻƳƳǳƴƛǘȅΩǎ ǾƛŜǿǎ ƻƴ ōǊŀƴŘƛƴƎ ΨǘƘŜƛǊΩ ǇƭŀŎŜ όtƛƪŜΣ нллпΣ ǇΦуфύ IŜ ǎǘŀǘŜǎ ǘƘŀǘ 
the effective development and nurturing of the destination brand will depend on the identification of 
a brand community. Ultimately, the destination brand community will be as important a brand 
communications medium as any advertising campaign, since it is they who must deliver the brand 
promise. Therefore, he states, it is critical that the brand identity encapsulates the values of the 
community, the essence of the visitor experience, as well as provide a vision to guide and motivate 
ŀŎǘƛǾŜ ǎǘŀƪŜƘƻƭŘŜǊǎΦ !ƴȅ ŘŜǎǘƛƴŀǘƛƻƴ ōǊŀƴŘ Ƴǳǎǘ ǊŜǇǊŜǎŜƴǘ ƭƻŎŀƭ ǊŜǎƛŘŜƴǘǎΩ ǎŜƴǎŜ of place, this is their 
home. Also important are members of the wider business community, who may not view tourism as 
being their core business, but who may nevertheless be indirectly involved in providing goods or 
services. For example, these include such diverse groups as local product suppliers, architects, real 
estate agents, hairdressers, and employment agencies. A destination brand community consists 
therefore not only of local tourism providers but also the host population, local business community, 
and key travel distribution intermediaries (Pike, 2004). Ideally all sectors and all stakeholders who are 
ƳŀǊƪŜǘƛƴƎ ǘƘŜ ŎƻǳƴǘǊȅ ǎƘƻǳƭŘ ǊŜŦƭŜŎǘ ǘƘŜ ŘŜǎǘƛƴŀǘƛƻƴΩǎ ōǊŀƴŘ ǾŀƭǳŜǎ ƛƴ ŀƭƭ ǘƘŜƛǊ ƻǿƴ ƳŀǊƪŜǘƛƴƎ 
activities to increase impact for the country. 
 
Brand image and positioning 

Ries and Trout (1981) were the first to coin the ǘŜǊƳ ΨǇƻǎƛǘƛƻƴƛƴƎΩΦ .ŜƛƴƎ ŀŘǾŜǊǘƛǎƛƴƎ ƳŜƴΣ ǘƘŜǎŜ 
authors saw positioning as a matter for communications (cited in Gelder, 2003). As Baker (2007) 
describes it, positioning represents how you want customers to think and feel about the place, it is 
Ƙƻǿ ǘƘŜ ŎƛǘȅΩǎ ƪŜȅ ǎǘŀƪŜƘƻƭŘŜǊǎ ǿŀƴǘ ǘŀǊƎŜǘŜŘ ŎǳǎǘƻƳŜǊǎ ǘƻ ǎŜŜ ƛǘ ǊŜƭŀǘƛǾŜ ǘƻ ƻǘƘŜǊ ƻǇǘƛƻƴǎΦ IŜ ŎƭŀƛƳǎ 
ǘƘŀǘ ŘŜŦƛƴƛƴƎ ǘƘŜ ŎƻƳƳǳƴƛǘȅΩǎ ōǊŀƴŘ Ǉƻǎƛǘƛƻƴ ƛǎ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ŀƴŘ ǘǊƛŎƪƛŜǎǘ ǇŀǊǘ ƻŦ ǘƘŜ entire 
branding process, since it is the positioning that informs and shapes all other elements of the brand 
strategy ς including the logo, tagline and marketing communications. Positioning helps to refine the 
components of the brand platform and shapes the destination promise.  

The positioning is also important because it is the factor that shapes the destinations image. Place 
ōǊŀƴŘƛƴƎ ƛǎ ŀƴ ŜȄǘǊŜƳŜƭȅ ŎƻƳǇƭŜȄ ŀƴŘ ƘƛƎƘƭȅ ǇƻƭƛǘƛŎŀƭ ŀŎǘƛǾƛǘȅ ǘƘŀǘ Ŏŀƴ ŜƴƘŀƴŎŜ ŀ ƴŀǘƛƻƴΩǎ ŜŎƻƴƻƳȅΣ 
national self-image and identity (Morgan, Pritchard & Pride, 2010). Brand management scholars 
(Aaker, 1996; Kapferer, 1997) argue that brand image is an essential part of powerful 
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It is stated in the article of Hosany, Ekinci and Uysal that destination image has become a dominant 
area of research in tourism since Hunt (1975) examined the importance of it in tourism development. 
¢Ƙƛǎ ǿŀǎ ƛƴ ǘƘŜ мфтлΩǎΦ {ŜǾŜǊŀƭ ŘŜŦƛƴƛǘƛƻƴǎ ƻŦ ŘŜǎǘƛƴŀǘƛƻƴ ƛƳŀƎŜ ŜȄƛǎǘΣ ǿƘŜǊŜŀǎ /ǊƻƳǇǘƻƴ όмфтфΣ ŎƛǘŜŘ 
ƛƴ IƻǎŀƴȅΣ 9ƪƛƴŎƛ ϧ ¦ȅǎŀƭΣ нллсύ ŘŜŦƛƴŜǎ ƛǘ ŀǎ άŀƴ ŀǘǘƛǘǳŘƛnal concept consisting of the sum of beliefs, 
ƛŘŜŀǎ ŀƴŘ ƛƳǇǊŜǎǎƛƻƴǎ ǘƘŀǘ ŀ ǘƻǳǊƛǎǘ ƘƻƭŘǎ ƻŦ ŀ ŘŜǎǘƛƴŀǘƛƻƴέΦ IƻǿŜǾŜǊ ōǊŀƴŘ ƳŀƴŀƎŜƳŜƴǘ 
professionals tend to disagree on the definition. One thing that researchers do tend to agree on is 
the fact that destination image consists of two primary dimensions: cognitive and affective. The 
cognitive aspect refers to the physical attributes of a destination, while the cognitive aspects can be 
interpreted as the affective feelings towards the attributes and the surrounding environments. 
(Lawson and Band-Bovy, cited in Hosany, Ekinci & Uysal, 2006) 
There are several theoretical explanations on the nature of relationship between brand image and 
personality, for example that brand personality and brand image are two components of brand 
image. Or in contrast, as stated by Kapferer (1997, cited in Hosany, Ekinci & Uysal, 2006) that 
personality and self image are seen as components of brand identity. Because of these different 
assumptions, much confusions arises on the relationship between these elements, this has resulted 
in a lack of managerial implications. According to Hosany et al (2006) no study has yet investigated 
the relationship between destination image and destination personality. Although image is of high 
influence oƴ ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ŎƘƻƛŎŜ ƻŦ ŘŜǎǘƛƴŀǘƛƻƴΣ ōǊŀƴŘƛƴƎ ǘŜƴŘǎ ǘƻ ŎƻƴǘǊƻƭ ƻǊ ƳŀƴŀƎŜ ǘƘƛǎ ƛƳŀƎŜΦ 
Therefore brand personality is the key asset to play a significant role in their decision; this will be 
further explained below. 
 
Brand identity and brand personality 

Brand identity, brand positioning and brand image are closely related. Brand identity is explained by 
Kapferer (2004) as the cornerstone of brand strategy and is vital to brand management. It also serves 
as the basis for brand positioning. In the book review of Rothschild (2001), Aaker defines brand 
identity as the unique set of brand associations that establishes a relationship with the target. These 
associations generate value via functional, emotional or self-expressive benefits. Aaker expands 
these benefit issues into four brand identity perspectives. These are brand as product, brand as 
organization, brand as person, and brand as symbol (p. 38). In regards to the city focus of this 
ǊŜǎŜŀǊŎƘΣ !ƳǎǘŜǊŘŀƳΣ ǘƘŜ ōǊŀƴŘ ƛǎ ǳǎŜŘ ŀǎ ŀ ǇŜǊǎƻƴΥ ΨL !ƳǎǘŜǊŘŀƳΩΦ !ŀƪŜǊ considers the personality 
of the brand as well as the brand-customer relationship. He sais that a personality can create a bond 
between the person and the brand, as well as assist the person in the development of self, where he 
quotes brand strategist Scott Talgo with: 

 ά! ōǊŀƴŘ ǘƘŀǘ ŎŀǇǘǳǊŜǎ ȅƻǳǊ ƳƛƴŘ Ǝŀƛƴǎ ōŜƘŀǾƛƻǊΦ ! ōǊŀƴŘ ǘƘŀǘ ŎŀǇǘǳǊŜǎ ȅƻǳǊ ƘŜŀǊǘ Ǝŀƛƴǎ 
commitmentέ όp. 137). 

Although several brand identity frameworks exist, it is stated in the article of Geuens et al (2008) that 
most researchers share the opinion that brand identity (and brand personality) is best understood 
from the sender-side and brand image from the receiver-side perspective (Konecnik & Go, 2008, 
cited in Geuens et al, 2008, p.6). It is stated that in the theoretical, but also the practical 
measurement instruments it is important to make the distinction between sender and receiver and 
each of the composing elements of brand identity. (Azoulay & Kapferer, 2003, cited in Geuens et al, 
2008, p.6). Otherwise, among other things, brand and user personality get mixed up, leading to 
uncertainty about how to take action in case of a gap between the desired and the perceived 
personality. Kapferer developed a brand identity prism in which he considers a brand as a speech 
flowing from a sender to a receiver (Kapferer, 2008, cited in Geuens et al, 2008, p.6). He argues that 
the brand identity dimensions of physique (i.e., physical features and qualities) and personality (i.e., 
human personality traits) picture the sender. The identity dimensions of reflection (i.e., image of the 
target group) and self-image (i.e., how the brand makes consumers feel) depict the receiver. The 
dimensions of culture (i.e., values) and relationship (i.e., mode of conduct) form a bridge between 



COMMUNICATING DESTINATION BRAND PERSONALITY September 2010 

 

Laura van Meer 2010 © University of Applied Sciences  Page | 13  
 

the sender and the receiver. Positioning here is the link between the brand identity and the brand 
image. In order to analyze these aspects in comparison to each other, and to conclude if the brand 
personality  corresponds, the following framework is set up, based on Pike (2009, p.127): 
 
Figure 2. Brand identity versus brand image 

 Internal     External 

 

 

 

 

 

 

Two perspectives will be analyzed in this dissertation project, the internal (Amsterdam Partners) and 
external (culture representatives in Amsterdam) perspective. Further information on the assessment 
will be explained in the end of the literature review.  

Brand personality is the key concept in this dissertation, it has been around over for some 60 years, 
Martineau was one of the early champions to write about this topic in the мфрлΩǎΣ ŀlthough 
investigation and application of brand/product personality are relatively new in the tourism 
literature. There has been a proliferation of destination image studies during the past 3 decades, but 
destination personality has been largely unŜȄǇƭƻǊŜŘΦ !ŘƻǇǘƛƴƎ !ŀƪŜǊΩǎ όмффтύ ǘŜǊƳƛƴƻƭƻƎȅ ƻŦ ōǊŀƴŘ 
personality, destination personality is defined as the set of human characteristics associated with a 
destination. Research has suffered, however, due to a lack of common theory and consensual 
taxonomy of personality attributes to describe products and brands. Aaker, J. (1997), realizing this 
limitation and drawing on the big five model of human personality, developed the Brand Personality 
Dimensions Framework: 
 
Figure 3: Brand Personality Dimensions Framework 
 
 
 
 
 
 
 
 
 
 
 
 
 
Each dimension (sincerity, excitement, competence, sophistication and ruggedness) consists of a set 
ƻŦ ŦŀŎŜǘǎ όŘƻǿƴ ǘƻ ŜŀǊǘƘΣ ƘƻƴŜǎǘΣ ŜǘŎŜǘŜǊŀύΦ 9ǾŜǊȅ ŦŀŎŜǘ ƛǎ ƳŜŀǎǳǊŜŘ ōȅ ŀ ǎŜǘ ƻŦ ΨǘǊŀƛǘǎΩ; dimensions of 
individual differences in tendencies to show consistent patterns of thoughts, feelings and actions. 
The trait measures are taken using the Brand Personality Scale (1 = not at all descriptive, 5 = 
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extremely descriptive) rating the extent to which each trait describes the specific brand of interest. 
The traits belonging to each of the facets are: 
  

 Down to earth (down-to-earth, family-oriented, small-town) 

 Honest (honest, sincere, real) 

 Wholesome (wholesome, original) 

 Cheerful (cheerful, sentimental, friendly) 

 Daring (daring, trendy, exciting) 

 Spirited (spirited, cool, young) 

 Imaginative (imaginative, unique) 

 Up-to-date (up-to-date, independent, contemporary) 

 Reliable (reliable, hard working, secure) 

 Intelligent (intelligent, technical, corporate) 

 Successful (successful, leader, confident) 

 Upper class (upper class, glamorous, good looking) 

 Charming (charming, feminine, smooth) 

 Outdoorsy (outdoorsy, masculine, Western) 

 Tough (tough, rugged) 
 
The Brand Personality Dimensions Framework of Aaker (1997) can be used to investigate the current 
status of a brand and to describe the desired future status of it. Since Aaker developed the 
framework, the brand personality dimensions have been applied to various settings across different 
ŎǳƭǘǳǊŜǎ ǘƻ ƎŀǳƎŜ ŎƻƴǎǳƳŜǊǎΩ ǎȅƳōƻƭƛŎ ŎƻƴǎǳƳǇǘƛƻƴ ŀƴŘ ǘƘŜƛǊ ŜŦŦŜŎǘs on behavior. Brand 
personalities of one culture are likely to form other brand personalities in other cultures (Mooij, 
2004). The strongest differences are between brands in individualistic and collectivistic cultures. 
Whereas in individualistic cultures brands have to be unique, distinct, and contain consistent 
characteristics, in collectivistic cultures the brand personality should be viewed as being part of a 
larger whole, being a person in the world of other brand, as in Amsterdam. The Western habit of 
describing people in terms of abstract characteristics has led to the development of characterization 
systems of personal traits. Personality traits can be found in the natural language we use for 
describing ourselves. 
 
The five-ŦŀŎǘƻǊ ƳƻŘŜƭ όCCa ƻǊ ΨōƛƎ ŦƛǾŜΩύ ōȅ aŎ/ǊŀŜ όнллнύ ƛǎ ƻƴŜ ƻŦ ǘƘŜ Ƴƻǎǘ ǳǎŜŘ ƳƻŘŜƭǎ ǘƻ 
organize personality traits for people. The universal five-trait factors have been named Neuroticism, 
Extraversion, Openness to Experience, Agreeableness, and Conscientiousness. The following figure 
shows the factor and components of each factor (Mooij, 2004). 
 
Figure 4. Five factor model of personality traits, McCrae (2002) 
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With respect to products and brands, humans seem to feel a need to anthropomorphize objects to 
enhance their interactions with the nonmaterial world (Brown, 1991). Consumers also appear to 
experience no problems in assigning human characteristics to brands (Aaker, 1997) or in building a 
relationship with brands. Therefore, it is possible that the Big Five structure also extends to brand 
personality.  
 
Moving beyond personality traits, Aaker (1997, pp. 347) defined brand personality as άthe set of 
human characteristics associated with a brandέ. So, in contrast to psychologists, Aaker defines 
personality in terms of characteristics instead of traits. To construct a brand personality scale, Aaker 
(1997) started from Big Five items, but completed them with, amongst other things, socio-
demographic characteristics. Consequently, whereas Big Five researchers deliberately exclude 
gender and social class (McCrae & Costa, 1997), Aaker includes characteristics such as feminine, 
ǳǇǇŜǊ ŎƭŀǎǎΣ ŀƴŘ ȅƻǳƴƎΣ ǘƘŜǊŜŦƻǊŜ ƳƻǊŜ ŀǇǇƭƛŎŀōƭŜ ǘƻ ōǊŀƴŘǎ ǘƘŀƴ aŎ/ǊŜŀΩǎ ƳƻŘŜƭΣ ǿƘƛŎƘ ŎƻǳƭŘ ƛƴ 
addition also be applied to destinations.  
 
Destination personality 
 
The question may arise while thinking of this dissertation subject: Why should one connect a 
personality to a brand or in this case to a destination brand? What is the added value? First of all, 
brand personality is often seen as a key component of an effective brand (Murphy et al., 2007). 
Second of all, suggestions have been made in the consumer goods world, that when product 
attributes are seen as similar to other (competing) brands, brand personality can create 
differentiation and that this should lead to relatively higher product evaluations compared to claims 
that only inform the consumer on the features and benefits of the product (Haigood, 1999, cited in 
Murphy et al. p. 6). Moreover, researchers suggest that brand personality evokes emotions in 
consumers and increases levels of trust and loyalty (Aaker, 1997). Research has shown that this can 
be applied to destinations as well.  
 
Lǘ ƛǎ ŀǊƎǳŜŘ ǘƘŀǘ !ŀƪŜǊΩǎ όмффтύ ōǊŀƴŘ ǇŜǊǎƻƴŀƭƛǘȅ ǎŎŀƭŜ Ŏŀƴ ōŜ ŜȄǘŜƴŘŜŘ ǘƻ ƎŀǳƎŜ ǇŜǊǎƻƴŀƭƛǘȅ ǘǊŀƛǘǎ 
that tourists ascribe to destinations, because tourist destinations consist of tangible and intangible 
components whereas it can be perceived as a brand and because tourist destinations are rich in 
terms of symbolic values (Ekinci & Hosany, 2006). 
 
!ŀƪŜǊΩǎ όмффтύ ōǊŀƴŘ ǇŜǊǎƻƴŀƭƛǘȅ ǎŎŀƭŜ ό.t{ύ Ƙŀǎ ōŜŜƴ ƴƻǘ ƻƴƭȅ ǊŜǇƭƛŎŀǘŜŘ ŀƴŘ ŜȄǘŜƴŘŜŘ ŀŎǊƻǎǎ 
cultures but also applied to different settings. Research on the application of the BPS to places and 
tourism destinations has been sparse. However in 2006, a study has been carried out on the 
application of branding theories to tourism places (Hosany, Ekinci & Uysal, 2006). The five 
dimensions of Aaker were measured at a preliminary stage in order to asses the validity of the 
content. Some items were found to be redundant because they were inapplicable to tourism 
destinations. The outcome of the research  resulted in a set of 27 items, split across three dimension 
of Aaker, namely sincerity (sincere, intelligent, reliable, successful, wholesome, down-to-earth), 
excitement (exciting, daring, spirited, original) and conviviality (friendly, family oriented, charming), 
because these three dimensions closely relate to the hedonic characteristics of fun, satisfaction, and 
enjoyment. Their study provides evidence that personality traits are ubiquitous in consumers' 
evaluations of tourism destinations. However, the dimensions cannot be fully replicated. It is stated 
that human personality dimensions tend to be robust across cultures, but that this is not necessarily 
true for destination personalities.  

 
A distinctive brand personality can help to create a set of unique and favorable associations in 
consumer memory, and thus build and enhance brand equity (Keller 1993). Consumers develop 
relationships with brands based on their symbolic value. As a result, the brand becomes alive and is 
no longer a passive object but ŀƴ ŀŎǘƛǾŜ ǇŀǊǘƴŜǊ ƛƴ ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ƳƛƴŘΦ !ŎŎƻǊŘƛƴƎ ǘƻ ǘƘŜ ŦŀƳƛƭƛŀǊƛǘȅ 
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theory, humans use themselves as models of the world because of their extensive knowledge of 
themselves. In other words, people use their own self-schema as a source of labels and concepts by 
which to interpret the outside world. The comfort thesis, in contrast, posits the primacy of emotional 
motives. Guthrie argued that humans are not comfortable with what is nonhuman. They are ignorant 
or uncertain about these major factors influencing their fate and, finding this unsettling, try to 
reassure themselves by projecting the nonhuman characteristics onto the human domain. (Ekinci & 
Hosany, 2006).  
 
Further, consumers use brands with a strong brand personality to build relations with (Fournier, 
1998) and to show their own personality. If a brand personality scale could resemble a human 
personality scale, it would be easier for brand managers to translate consumer research into the 
most appropriate actions to create the άrightέ brand personality in view of their target group. 
 
As stated in the Ekinci and Hosany article (2006) human and destination personality may share a 
similar conceptualization, but they may differ in how they are formed. Perceptions of human traits 
are inferred on the basis ƻŦ ŀ ǇŜǊǎƻƴΩǎ ōŜƘŀǾƛƻǊΣ ǇƘȅǎƛŎŀƭ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎǎΣ ŀǘǘƛǘǳŘŜǎΣ ŀƴŘ ŘŜƳƻƎǊŀǇƘƛŎ 
characteristics (Pervin 1996, cited in Ekinci & Hosany, 2006, p.128). In contrast, perceptions of 
destination personality traits can be formed and influenced by the direct and/or indirect contact that 
the tourist may have had with the destination (Plummer 1985, cited in Ekinci & Hosany, 2006, p. 
129). Tourists receive and interpret the various messages sent by destinations, and build a 
ǊŜǇǊŜǎŜƴǘŀǘƛƻƴ ƻŦ ǘƘŜ άōŜƘŀǾƛƻǊέ ƻŦ ǘƘŜ ŘŜǎǘƛƴation. Personality traits can be associated with a 
destination in a direct way through citizens of the country -which is the focus in this research- hotel 
ŜƳǇƭƻȅŜŜǎΣ ǊŜǎǘŀǳǊŀƴǘǎΣ ŀƴŘ ǘƻǳǊƛǎǘ ŀǘǘǊŀŎǘƛƻƴǎΣ ƻǊ ǎƛƳǇƭȅ ǘƘǊƻǳƎƘ ǘƘŜ ǘƻǳǊƛǎǘΩǎ ƛƳŀƎŜǊȅΣ ŘŜŦƛƴŜŘ ŀǎ 
the set of human characteristics associated with the typical visitor of a destination (Aaker 1997, cited 
in Ekinci & Hosany , 2006, p.129). In an indirect manner, personality traits can be attributed to 
destinations through marketing programs such as cooperative advertising, value pricing, celebrities 
of the country, and media construction of destinations (Cai 2002, cited in Ekinci & Hosany, 2006, 
p.129). Accordingly, it is argued that, similar to consumer goods/brands, tourism destinations are rich 
in terms of symbolic values and personality traits, given that they consist of a bundle of tangible and 
intangible components (visitor attractions, hotels, and people) associated with particular values, 
histories, events, and feelings. 
 

Visual brand personality 
 
A number of various studies have tried to make a contribution to the statement that human 
ǇŜǊǎƻƴŀƭƛǘȅ Ŏŀƴ ōŜ ǳǎŜŘ ƛƴ ƻǊŘŜǊ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ǇŜǊŎŜǇǘƛƻƴ ƻŦ ŀ ōǊŀƴŘΩǎ ƛƳŀƎŜΦ Lƴ 
order to emphasize the benefit and usefulness of applying brand personality to a product or brand 
ǎƻƳŜ ŜȄŀƳǇƭŜǎ ǿƛƭƭ ōŜ ƎƛǾŜƴΦ !ǎ !ŀƪŜǊ όмффрύ ǎǘŀǘŜǎΤ ǘƘŜ ΨōǊŀƴŘ ŀǎ ŀ ǇŜǊǎƻƴΩ ŎƻƴǎƛŘŜǊǎ ǘƘŜ 
personality of the brand as well as the brand-customer relationship. Therefore a personality can 
create a bond between the person and the brand, and at the same time assist the person in the 
development of self (cited in Rothschild, 2001). Especially the visuals attached to a personality have a 
great impact on the affective components of the consumer. Empirical research suggests that pictures 
are processed differently than words; the similarities between visuals and affection suggest that 
affective(emotional) processors would respond more positively to visual information than 
cognitive(rational) processors would (Sojka and Giese, 2006). Sometimes visuals are more adequate 
in processing thoughts or ideas, instead of words. A combination of visuals and verbal processors is 
also possible, in order to give the brand or product extra stimuli.  
 
For example, one of the most effective ways of creating brand awareness or loyalty with personality 
is through visualizing famous people in advertisements; public heroes, sports people (David Beckham 
for Armani underwear), actors (George Clooney for Nespresso), actrices (Heather Locklear for 
[ΩhǊŜŀƭ, CharlizŜ ¢ƘŜǊƻƴ ŦƻǊ WΩŀŘƻǊŜύΦ ¢ƘŜǎŜ ƘǳƳŀƴ ŀǎǎƻŎƛŀǘƛƻƴǎ ǿƛǘƘ ǘƘŜ ōǊŀƴŘ ŀǊŜ ƭƛƴƪŜŘ ŦƻǊ ŀ 
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reason. As stated in the Maxx research paper (2001); a brand is, unlike a person, unable to think or 
act, is has no objective features at all, it is completely based on the perceptions of the consumer 
(Ouwersloot & Tudorica, 2001). In the paper the explanation for the link consumers make between a 
brand and a person is the form of animism, where the soul of the human being is seen as the highest 
principle of life, separated from the human body as an independent mechanism. They state that 
people have the need to anthropomorphize objects, which happens when human qualities are 
attributed to non-human objects, for example to brands. When brand personality is applied to 
advertising, it can be direct or indirect. The direct way is how it is explained above, when an actual 
person is linked to a brand in order to familiarize the consumer with the product and its assets. In an 
indirect way, the brand personality is derived from the producǘΩǎ ƳŜŀƴƛƴƎǎΣ ŦƻǊ ŜȄŀƳǇƭŜ ǿƘŜƴ ǘƘŜ 
key asset of a brand or product is knowledge, the personality of that brand can be smart or 
intelligent (Ouwersloot & Tudorica, p.15). The main condition with linking a personality to a brand or 
product is that the personality of the person should match the meanings of the intended product 
ƳŜǎǎŀƎŜΦ !ŦǘŜǊ ŀƭƭΣ ǘƘŜ ŎƻƴǎǳƳŜǊ ΨƎƛǾŜǎΩ ǘƘŜ ǇǊƻŘǳŎǘ ǇŜǊǎƻƴŀƭƛǘȅ ōȅ ƭƛƴƪƛƴƎ ǘƘŜ ǇŜǊǎƻƴŀƭƛǘȅ ǘǊŀƛǘǎ ǘƻ 
the product. This is impossible if this link is missing. In the end, the use of brand personality enhances 
the consumer-brand relationship. According to Ouwersloot and Tudorica (2001), consumers choose 
ōǊŀƴŘǎ ǘƘŀǘ ƘŜƭǇ ǘƻ ǊŜŎƻƴǎǘǊǳŎǘ ǘƘŜ ΨǎŜƭŦΩΣ ōŜŎŀǳǎŜ ǎŜƭŦ ƛƳŀƎŜ ƻŦ ǇŜƻǇƭŜ ƛǎ Ŏƻƴǎǘŀƴǘƭȅ ŎƘŀƴƎƛƴƎΦ hƴ ǘƘŜ 
other hand, brands are also chosen ƛƴ ƻǊŘŜǊ ǘƻ Ƴŀƛƴǘŀƛƴ ǘƘŜ ΨǎŜƭŦΩΣ ǘƘŀǘ ƛǎ ǘƘŜ ǊŜŀǎƻƴ ŦƻǊ ǘƘŜ ŦŀŎǘ ǘƘŀǘ 
consumers choose brands which are in line with their own identity, brands that have similar 
personalities to their own can make the consumer feel  recognized with the brand, or bring up 
certain memories.  
 
The relationship between all aspects of branding is a wide and complex process. The summary of 
relative context and cornerstones in this dissertation project is clearly visualized in a framework, 
ōŀǎŜŘ ƻƴ Ψ¢ƘŜ ŎƻƳǇƻƴŜƴǘǎ ƻŦ ōǊŀƴŘ ƛŘŜƴǘƛǘȅΩ ƻŦ ŘŜ /ƘŜǊƴŀǘƻƴȅ όмфффύΣ Ψ5Ŝǎǘƛƴŀǘƛƻƴ ƛƳŀƎŜ ŀƴŘ 
ŘŜǎǘƛƴŀǘƛƻƴ ōǊŀƴŘƛƴƎΩ ƻŦ 9ƪƛƴŎƛ όнллоύ ŀƴŘ Ψ/ƻƴǎǳƳŜǊ ǊŜƭŀǘƛƻƴǎƘƛǇǎ ŀƴŘ ōǊŀƴŘ ƛŘŜƴǘƛǘȅΩ ƻŦ IŜȅƭŜƴ Ŝǘ ŀƭ 
(Hussey & Duncombe, 1999). The final goal is to compare identity and image in regards to brand 
personality in order to analyze an existing or non-existing gap in the positioning statement of 
Amsterdam marketing.  
 
Figure 5: Theoretical framework (de Chernatony 1999, Ekinci 2003, Heylen et al 1995)  
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