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Executive summ __ary

This dissertatiorhas been written agart of the master 2 dzZNBE S LINPINI Y G ¢ 2 dzNR & Y
al ylF3SySyidé 2F bl ¢+ . NBRI IAscoyipetididh bdwkeh elestaions LILX A S

is increasing differentiation becomes more important. Amsterda was analyzed based on the
implementation of brand personalityn their city marketing whereas the following goal was
F2N¥dzZ F GSR T2 N TNBralgze Mdifplenddaidids &f Srand peddonality in the city
marketing of Amsterdam and to compaitee 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 personaltig/ on t
basis of different perspectives will be formulated

Perspectives from a supplier perspective have been analyzed and compared to inhabitant
perspectives, whereas brand componestof the city marketingn relation to brand personality are
touched upon. Mreover, the Brand Personality Scale has been applied and adapted according tot
this researchThe followingresearch questios have been formulated:

1. What is brand personality and how is this linked to destinationdirey?

2. Who are the main stakolders in this research and what is their involvement?

3. What does the brand of Amsterdam contain and how is this impleméngegbply side)

4. What brand personality is carried out by Amsterdam Partners and brand representatives?
5. How is brand persongliperceived 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 methodsused for this research consief secondary/desk research by academic articles and
journals, brochures, local newspapers, the internet, databases &odoutsideNHTV, readers and
documents obtained from intervieweescity marketing reports|iterature regarding qualitative fidl
research and several other documents. In regards to field research, the methods used are
predominantly interviews with company representativesurveys with residents and culture
representatives and observation. A spie of 154 interviewees was collected to gain a truthful
representation ofevery subgroup residing in Amsterda&s an additional research a visual template
was executed among 200 residenBecause every research is restrictedimitations, these should

also be taken in consideiiah while reading the report.

Firstly, an insight is given intbe city marketingthrough the analysis ofegondary sources. Secondly,
brand personalityis taken as a key component in this o#p 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 comparisois, amongst other assets, set out by the franeeMJ 2 F WSY Yy A FSNJ
Personality Scald-urthermore, 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 thdhe personaliles from both perspectives diffeindifferences
existin 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 providedn 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 matepith qualitative research
among inhabitants, more emphasis on the authenticity of Amsterdamd, finallyclarification of the

key values and contentsf 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

relah @St e ySgd ¢KS RSTAYAIGAZ2Y 2F WRSAGAYIFGAZ2Y 0ONI
Tourism Destination Branding, 2009) describes it as R S & (i icofripdiitive igleftidly. It is what

makes a destination distinctive amdemorable;it differentiates the destination from all others. It is

0KS F2dzyRIGA2y 2F GKS RSAGAYIFIGABYAKSA Y EINY WRSAYI
brandd gAff 06S dzZaASR Ay GKA&A LI LISNI & ¢gStftad . NIYRAY
because more countries and cities are emerging as tourism destinations each year and everyone is
O2YLISGAY3I F2N) (Kafid visitdtlodSt SNEQ & LISYRAy 3

' YAUGSNRFIY KlFa KFER YlIye WOINNAXSNAEQ 2%5fold Kr&dso NI y R
-which aresometimes still active in the mind of the consum#irat function as promotion material.

{2YS SEIFYLXS&a 2F 2fR oNlIyR& | N6 W YAaiSNRIY KI&a .
{LR2NIaQz w{YlLtf OAl&3x oA 3 esesdogdny dangiviriathelr gaRpaighns2 2 f
have been changed regularly over thears, which dmot reflect continuity in theD 2 y & dzviBdNI &

while it takes some time for a carrier to gain recognition and to be functional (Gehrels et al).

Amsterdam carrieVAmsterdan® | & (GKS yS¢g atz23aly IyR AG Aa GKS
one of the instruments used to establishY & (i S Nd&rheYir(tie world; it is the motto that creates

the brand for the city and the people éfmsterdam.The choice of thepecific slogan was based on

GKS FaaSaavYSyid GKIG AG msterda@BsSondlderedieksy dliemémpdr LJ2 6 S
and with great potentibfor people to identify with

Inhabitants are an important factor when it comes to citafiding, considering the fact that they are

the people representing the city. Therefore the brand should be as close to the representatives of

GKS OAle Fa LRr&aarofSd wSaSl NOK KI akno@eamdng SR (K|
inhabitants ofAmsterdam. A research was set up in 2005 by Amsterdam Partners, among 1200 panel
YSYOSNES $6KAOK &dAK2¢gSR GKIFG yp» 2F GKS LIS2LX S A
' YAGSNRFYQd tm: 2F GKS ! YAGSNRIY NBgovelbeyitdld I 3 NS
money on city marketing is a good thihg.

Other research &s shown how the brand is functionimgternationally, such as th#fK Roper City

Brands IndexRankin@ by the founderSimon Anholt¢ KS Ay RSE YSI &adz2NBa (GKS 62|
eachOA G e G6KAOK AYyTidzSyOSa LIS2LX SQa OK2A0Sa 2y 6K
on a global survey in which respondents from across 20 major developed and developing countries

are asked to rate their agreement with séments about each a0 cities (GFK). In 2006, Amsterdam

ranked 1"Ay GKS fAald 2F GKS 20SNI tf "Qlade & 2000 BMthERE = 2«
SYR 2F wnnd Al NIYY{SR 2dzal0 2dz20BK BB aXNEKSa di 2aNIGySR
(affordable accmmodations and quality of public amenitiesjnsterdam scores' During the start

of the city marketingh Y Hnnnz | 062271 6l & LlzotAaKSR OFffSR WL
WL ! YAOGSNRIYQ 461 & SOSYy y2YAYLl (SR Leisire (vah EssenlJ2 LIdzt |
2009). Analyzing these outcomes, one can assume that Amsterdam has a stable image among its
NEBaARSyGa Fa ¢Sttt Fa FyY2y3a AYyuSNYyFGA2y Il O2dzy i N
stake in this process. The focus of my reéskas 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 brargbpality in

their city marketingand comparing this to the city representats/@nd residential view.

! Onderzoek O+S: Bekendheid van | Amsterdam

2 http://www.iamsterdam.(_:om/_en/amster_danga_rtnerswggrdam/iamsterdanmanifesto
Laura van Meer 201© University of Applied Sciences @ Page 2
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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 betweendmding 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 appliea} this goes back for almost a century. However the
applicablity of branding to destinations, or cities in this matter, is relatively new. Especially when
GFrt1Ay3 o2dzi ONIYR LISNBR2YlIfAGEY AG 2yfeé& GNI OSa
bSé ,2N] QX LINBOIof & (KSandmhihéwoddSThé proplghigtiat ilktBisi G A y |- (
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 lackatd.dver 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
maNJ SGAy3 | dziK2NBR FyR OdaNNByidfe LINBaSyid Ay GKS |
C2N]1 QX W, 2dz2NJ { Ay 3l LERNBQ FYR W. S . SNIAYQ |ff RNI ¢
the city and connecting it to their target group thrduthe 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
destinationsare 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 emduiaby residents and smaller trade

operators. The residents and city representatives should be taken into account in order to create a
WiNHzZSQ ONIYR LI SNER2YIfAGE 2F | L} I OS dacdodniittiey A G A
focus is on what atacts visitors and not what the city really has to offer for differentiating itself.

2 KSy (GKAa Aa FLILIXASR O2NNBOiGftezr AG sAff LINBGSyl
gaps between identity and image would be history. Recent literafiades thatother qualitative

research methodologies, such as focus groups on a geographically less diverse group, could be
utilized to reach detailed and specific results and fludure studies could utilize fae®-face

in-depth interviews to get morecomprehensive results on destination brandififasci & 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:

U Amsterdam tourism andharketing professionals (supply side)
0 Amsterdam culture representatives and inhabitants

The supply side will consist of Amsterdam Partners who are the creators cftyhmarketing and
institutions supporting or contributing to this such as Kenniskrimepsport Amsterdam, Architect
Centre Amsterdam (ARCAM), Amsterdam Tourism & &dion Centre (ATCB), Economic Affairs
(EZ), Amsterdam business and Amsterdam Uitburo.

The other perspective will be shaped through inhabitants of Amsterdam and severaldomups of
culture representatives in Amsterdam such as designers, businesses, ethnic groups, market
mercharts, students, foreignetsetcetera.

Laura van Meer 201® University of Applied Sciencesgﬁy_}j‘f‘w Page 3
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Research ifirst seenfrom the supplyside, how the city marketing implemented, as this party has
more infuence 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 connecbrtre
personality to both the initiators of theity marketingas 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 coumitational expressions are conform with each
other internally. Therefor¢he followinggoal has been set out:

To analyze th@amplementation of brand personalitg the city marketing of Amsterdam and to
comparethe brand personality component&tween the perspective of brand foundarsd
culture representativémhabitants in ordetto concludean existing or nosxisting gap.In
addition, advie on implementation strategies for ¢huse of brand personality on the basis of
different perspectivewill be formulated

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

U To obtainaclearerunderstanding of brand personality applied to tourism destinations

U To analyze theity marketing effortf Amsterdam, in particular therandWL ! Y &,inSNRI Y Q
order to conclude what brand personality traits come forward and therefore what image
Amsterdam is trying to pursue.

U To gain a better understanding of parties involved in the city branding procésasierdam
in order to include these in the researahd to analyze their contributian

U To obtain a more detailed view on the city through the eyes of inhabitants and culture
representatives.

1.4 Research guestions

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

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

. What isbrand personality and how is this linked to destination bran@ing

. Whoare the main sta&holders in this research and what is their involvement?

. What does the brand of Amsterdam contain and how is this impleméngegbply side)

. What brand personality is carried doy Amsterdam Partnerand brand representativés

. How is brand personality perceived mhabitants ancculture representatives in Amsterdam?
. Is there a gap between the perceivecdndpersonality and the applied brand personality?

. Whatare possibilitiego link the perceivedrandpersorality to the destination brand?

NOoO o, WNPE
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1.5 Dissertation structure

The dissdation structure contains sikhapters. The first chapter introduces and justifies the topic.
Next to this, it will reveathe overall goal and objectivemtroducethe goal and research questis

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 basgmn prevous studiesThe third chapter provides an insight in

the implemenation of the city marketing and bran®L ! YA G SNRIF YQ FTNRBY | & dzLJLJ
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 cihdptgures the conclusions and
recommendations on the basis of the outcomes of the qualitatimel quantitative research. The
dissertation ends witla list of references and appendices.

In regards tolhe chapters explained above, tlissertation is strutired as follows:

1. Introduction

2. Literature review

3. City marketingk stakeholders

4. Methodology

5. Internal perspective versus external perspective
6. Conclusions gecommendations

Laura van Meer 201© University of Applied Sciencesg;j“:"m Page 5
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COMMUNICANIG DESTINATION BRAMARSONALITY

2.1 Theoretical explana tion

This chapter will function as an overview of what has already been written and what is kiboah a
relevant topics related tdhis dissertation. The chapter will start off with an introductory part on
branding in general. Throughout the chapter salesubjects 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
narroweddown towards the aspect which is considered the core in this research: brand personality.

Brand

The brand is an important aspect in marketing a business, plapeoduct; however it can cause

confusion with people, merely because of the misperceptiaat #xists on the meaning of the word
WoNIFYRQP / 2YyEaARSNAY3I (GKS FI Oin thiKdade ddstiodtidast NB a S ND
important to clarify how the term brand should be understood and therefore how it will be used in

this paper.

Brarding 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

G2 GKS 1 YSNAOIY al NJ] SGAY 3 | de&n? <k, Isyinbo? §f deSignaora > | ¢
combination of them, intended to identify the goods and services of one seller or group of sellers and

G2 RAFTFSNBYGAIFIGS GKSY FTNRBY (K2&aS 2F O2YLISGAGA2Y(C
definition, is b 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 jphstna 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 authoB. (Aaker and Joachimsthaler 2000; D. Aaker 1996; Bedbury and
Fenichell 2002; CarpenteGlazer, and Nakamoto 1994; Kania 2001; Kapferer 1997; Upshaw 1995)

where for exampleéKapferer (1997, cited in Moilanen & Rainisto, 2010 p.6) sees the brand definition
FNRY | O2yadzySNRA& LISNELISOGAPGSD 1S a0t iSYiaXKl WA YR
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
FGONROGdzO Sa GKI G @hdvghenhe or $hi Bink©abyltitlz randISech 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&nfass
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
(Karreman & Rylander, 2008hd that brands arelao a way of expressing values and meaning. The

GSNY WoNIYRQ Ay GKAAa (KSaraa gAfft 0S o0FaSR 2y (KS

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 & Percy8g). The asets 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, 2004yitfe occurs when the
consumeris 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

W, dZAf RAYy3a aAGNRYy3I 0Nl YyRaAQ 0 ByconSderingbrayiddequity addhdl® y 3 o |
this contributes to value. He states that equity is formed through brand awareness, perceived

jdzt t A OoNlYyR f2elfdes FyR ONIYYR | 2a20AF0A2YAaT
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AwarenessepresentsKS a0 NBy3IGK 2F (GKS O0NIYyRQa LINBaSyOS Ay
perceivethe quality of what is being offeredBrand loyaltydrives long term success and this is
developed and maintained through thH®and associationghat are created. Despitthe 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

I Oly2¢6t SRIS GKIF{d ONIYyR BfidE0Re SNRRBERSY @24 | KB R
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 diftarce of the net presentash flowsfrom 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 \alue ar
touch points Qavis 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 toucigchre 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 motitad 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 guality i
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 ofta@IS Qge (Moiéahen & 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 tourisstidations started to

Ay GArairoAfAide gAGK RSalbdAYylrGA2y OoNIYyRAYy3I GKS F2
' 3420AFGA2yQa !yydzZt /2yFSNBYyOSed® {AyOS (GKSys (KA
titted book, Destination BrandingMorgan, Pritchard, and Pride 2010) and idoairnal of Brand
Managementspecial 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 (201@& destination brand refers to the qualities of a place as somewhere
FGGNI OGAGS (G2 Qraritoe | tadAYFGStés | RBBUEDERG A FR
create an emotional link with its audience. This is about telling a staystory 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 plado life and making it relevant to people today. He explains

the difference between destination branding and place branding, accordihgripplace branding is

not a substitute for destination branding:

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

e L& FAY Aa (2 O2y@Seé GKS &ALANRG 2F | LXIFOS o
live, visit work, do business with and study in.

e 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 theverall place brand.

Laura van Meer 201® University of Applied Sciencesgﬁy_}j‘f‘w Page 8
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¢CKS GSNY WLXIFOSQ OFy NBFSNI G2 | ylLradAz2y 02N 02 dz
tourism. Place marketing and place branding are concerned with attracting people who can choose
where they live, work, study or visitp 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 maketing organizations (DMOSs) 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 attrsitbng and expenditures to their

respective destinations (Blain, Levy, and Ritchie, 2005 cited in in Ekinci & Hosany.2006prder

to summarize and differentiate place branding from other definitions, Blain et al. defines it as:

The marketing actities (1) that support the creation of a name, symbol, logo, word mark or other
graphic that bothidentifies and differentiates a destination; (2) that convey theromise of a
memorable travelexperiencehat is uniquely associated with the destinaticamd (3) that serve to
consolidateandreinforcethe recollection of pleasurablmemaoriesof the destination experience, all

with the intent purpose of creating aimage (i KI & Ay Ff dzSy 0Sa 02y adzySNEQ
destination in question, as opposed &nalternativeone (Blain et al. 2005, pp33).

The application of branding theory to places is a complex undertaking. Pike (2005) summarizes six
issues that lead to this, such as:

The multidimensionality

The heterogeneous interests of stakeholders
The politics involved

The need for consensus

Difficulty in applying the concept of brand loyalty
The availability of limited funding

ogahrwnNE

City tourism and branding

In relation to destination branding, we move towards city branding and city tourism, regarding th
subject of Amsterdam in this research. Studies related to tourism have changed over time, as
Ashworth (989, cited in Selby, 2004, p.31)) argued twenty years ago that despite its economic and
social significance, urban tourism has been severely negledegh area of academic research. As
Hall 005) claimed:

G/ FLIAGEE OAGASA NBLINBaSyd | aLISOALFt OFasS 27F dzND
cities, the planning and po I icy significance of tourism is seemingly ignored, while siniiterlys |
YIRS 2F (GKS &A3IYyATAOFIYyOS 27 (Halaaws5{pl219). a G idza Ay GK

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 arstiohic 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 mosegtention 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 hehlof a global city brand (WTO, (@):
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%

w I 434N Ol A OealSdestinatios; | & K2 NI
w adzZAldlroAftAle 2F GKS OtAYIGST
w LJ2 & A Gokr@b8th. 6 2 NR

In a world of increasingomogeneity, driven by globalization and technology, a distinétheSy &S 2 ¥

LI I ied@ming increasingly important for cities and countries to deliver competitive economic

I ROFyYyGF3ISe | aSyasS 2F LI+ OS SEAalGE TASStoyiak 2 dakk
place. It is important that prospectivexternal customers and local residents both share a similar

view of theplace,o F SR 2y GKS L} | 0SQa S@OARSYyld I yR ONBRAOC
not in relative harmony with eacB 4t KSNE G KSy GKS LX I 0SQa SO02y2YAO
optimal. But if they are in harmony, then ideally, this can lead to a virtuous cycle whereby
NEAYFT2NOSYSyild 2F GKS LI IFOSQa O2NB QI f dzSa Qi KNE dz3 |
perceptions; in turn, these positive external perceptianand the resulting business this brings

FdzNI KSNJ NBAYF2NDOS NBaARSy(iaQ LINARS Ay GKS LX I OS
adz3asad GKFG | WwaSy alScoacmic hdl 806 develbpgiment prablenysib@ & 1 F 2 1
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 agiraotd

robustly maketed (WTO, 209).

A sense of place is created by a number of factors. These masilyedrom the following (WTO,
2009):

wPlaceThe physical appearance, its history and cultural heritage, its built and natural environment,
the way it presents itsetbday in terms of its public realm and the type of events it puts on (e.g.
Parisc history, built environment and cultural heritage; Costa Rjicatural environment; Malg

desert music festival).

wProduceProducts with which the place is associateldede tend to be products that have long
0SSy LINRPRdzOSR Ay (KS LI OS 6KAOK Al GKSNBT2NB Y2

wPeople:The role of people in contributing to impressions of a place is often underestimated.

Citizens and residents play an important role in defining thg imavhich others see the place:

in terms of their culture (historic and contemporary), the way they behave, their attitudes, how

GKSe GNBIFG 2dziaARSNE |yYyR @GAaAG2NRAZI (KEawNRWwlI OO0Sy i
they have contributed tahe national characte(WTO, 209).

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
organiation 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
AYLE SYSYy(GAy3a YIylF3SyYySyiQa oNl}yR RS@OPe®dhdEdy (i STT
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, buas 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.

Laura van Meer 201© University of Applied Sciences% :
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Figure 1Brand as seen through the eyes sthkeholders by John, Davis 2010)

I Amsterdam

Communities

In this thesis the approach will be on the comparison between the initiative takers of the brand (the

supply side) and the culture representativasd inhabitants othe city. Stakeholders are people who

havean interest in the way in which the di@sation presents itself (WTO, 20). There is a lack of
NEASEFNDOK Ayid2z (GKS K2ad O2YYdzyaAiteQa @OAasSga 2y 0 NI
the effective development and nurturing of the destinatibrand 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 ates, 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
FOGADGS alGl{1SK2ft RSNE® ! y& RSaGAYI Gafplate, thibls tfigk Y dza
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 includetsdoverse groups as local produstippliers, 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, 2Q0dgally all sectors and all stakeholders who are

YEN] SGAy3 (GKS O2dzyiNR &aK2dzZ R NBTfSOG G(KS RSada
activities to increase impact for the country.

Brandimage and positioning

Ries and Trout @81) were the first to coin thél SNY WLR AAGA2YyAYy3IQd . SAy3 |
authors saw positioning as a matter for communications (cited in Gelder, 200Balés 2007)

describes it, positioning represents hgwu want customers to think and feel about the place, it is

K2g GKS OAGeQa 1S@& aidl |1 SK2tRSNA glyd GFrNBSGSR Od
GKIFIG RSTAYAY3I (GKS O02YYdzyAdGeQa oON}YYyR LI ZEiieA2y Aa
branding process, since it is the positioning that informs and shapes all other elements of the brand
strategy¢ including the logo, tagline and marketing communications. Positioning helps to refine the
components of the brand platform and shapée tdestination promise.

The positioning is also important because it is the factor that shapes the destinations image. Place

ON} YRAY3I A& 'y SEGNBYSteé& O02YLX SE |yR KAIKE& LR,
national sefimage and identy (Morgan, Pritchard & Pride, 2010Brand management scholars

(Aaker, 1996; Kapferer, 1997) argue that brand image is an essential part of powerful

Laura van Meer 201® University of Applied Sciencesg;j‘"” Page 11
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It is stated in the article of Hosany, Ekinci and Uysal that destination image has becmmenant

areaof research in tourism since Hunt (1975) examined the importance of it in tourism development.
CKA& gla Ay GKS mptnQad {SHSNIf RSTFAYyAGA2YA 2F F
Ay 1 2alyeés 91AyOA g | & ahd cdnceptcansisiing RISHE Auyh Sfbelidfs) | & ¢
ARSIFa YR AYLINBaaiazya GKI G I 02 dzNRX & @ K2t Ra 27
professionals tend to disagree on the definition. One thing that researchers do tend to agree on is

the fact that destinathn 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 surrcumdenvironments.

(Lawson and BanBovy, 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 compenanbrand

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 relatigmbetween 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
influencee/ GKS O2yadzySNDRa OK2A0S 2F RSaldAylLdAzysS oNI
Therefore brand personality is the key asset to play a significant role indbeision;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 rewief 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-esgifessive benefits. Aaker expands
these benet 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
NBaSINOKZ ! YAGSNRIYX GKS 06NFyYyR donsidedzidhd persondlity I LIS NJ
of the brand as well as the brarmistomer 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
guotes brand strategist Sdotalgo with:

a! ONryR GKIFG OFLIWGdZNBa @&2dzNJ YAYR 3AFAya o0SKFGA
commitment p. 437).

Although several brand identity frameworks exist, it is stated in the article of Geuens et al (2008) that
most researchers share ¢hopinion that brand identity (and brand personality) is best understood
from the sendesside and brand image from the receivaide perspective (Konecnik & Go, 2008,
cited in Geuens et al, 2008, p.6). It is stated that in the theoretical, but also théqgaia

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 arsgr 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 t@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 dimensiongftéction (i.e., image of the
target group) and selinmage (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

Laura van Meer 201® University of Applied Sciencesﬂ; > = Page 12
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the sender and the receivePositioning 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.12

Figure 2. Brand identity versus brand image

Internal External
Brand Brand
identity i

Brand image
Mission/Vision positioning Actual
Values perceptions
Desired brand of
personality personality

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

Brand personality is the key concept in this dissertgtibhas been around over for some 60 years,

Martineau was one of the early champions to write about this topic in thepp n héugh |
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 largelySiE L 2 NER® ! R2LIGAY 3T ! 1 SNR& o6 mc
personality,destinationpersonalityis defined aghe set of human characteristics associaieith a

destination Research has suffered, however, due to a lack of common theory and consensual
taxonomyof 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 &nework

Brand personality

Sincerity Excitement Competence Sophistication Ruggedness
-Down to earth -Daring -Reliable -Upper class -Outdoorsy
-Honest -Spritive -Intelligent -Charming -Tough
-Wholesome -Imaginative -Successful
-Cheerful -Up-to-date

Each dimension (sincerity, excitement, competence, sophistication and ruggedness) consists of a set

2F FIL O0Sda 6R2gy G2 SINIKI K2ySadz S;ddménsiGsd 0 d 93¢
individual differences in tesencies 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 =

Page 13
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extremely descriptive) rating the extent to which each trait describes the specific lmfamterest.
The traits belonging to each of the facets are:

¢ Down to earth (dowrto-earth, familyoriented, smakltown)
e Honest (honest, sincere, real)

¢ Wholesome (wholesome, original)

e Cheerful (cheerful, sentimental, friendly)

e Daring (daring, trendy, ekimg)

e Spirited (spirited, cool, young)

e Imaginative (imaginative, unique)

¢ Up-to-date (upto-date, independent, contemporary)
¢ Reliable (reliable, hard working, secure)

¢ Intelligent (intelligent, technical, corporate)

e Successful (successful, leader, confidlent

e Upper class (upper class, glamorous, good looking)
e Charming (charming, feminine, smooth)

e OQutdoorsy (outdoorsy, masculine, Western)

e 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
Odzf GdzNBa G2 3IFdAS O2yadzYSNEQ ast ofnoteliaviod Bréd y & dzY LJ
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 culturebrands 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 o
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 fiveF I OG0 2 NJ Y2 RS{FADSQad DRI WOAXMI S oOoHnnHL A& 2yS
organize personality traits for people. The universal-fradt factors have been named Neuroticism,
Extraversion, Openness to Experience, Agreeableness, and Conscientiousness. The following figur
shows the factor and components of each factor (Mooij, 2004).

Figure 4 Five factor model of personality traits, McCrae (2002)

Neuroticism | Extraversion | Opennesgo Agreeableness Concientiousness
experience

Anxiety Warmth Fantasy Trust Competence

Angryhostility | Gregariousnesy Aesthetics Straightforwardness Order

Depression Assertiveness | Feelings Altruism Dutifulness

Self Activity Actions Compliance Achievement

consciousness striving

Impulsiveness| Excitement Ideas Modesty Selfdiscipline
seeking

Vuherability | Positive Values Tendermindedness | Deliberation
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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 t
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 traitshake (1997, pp. 347) ded brand personality aéthe set of

human characteristics associated with a bran®o, in contrast to psychologists, Aakefides
personality in terms of characteristics instead of traits. To construct a brand personality sdade, Aa
(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 efistiast such as feminine,

dzLJLISNJ Of Faa>X |yR @2dzy3dX GKSNBTF2NB Y2NB | LILX A Ol

addition also be applied to destinations.
Destination personality

The question may arise while thinking of this dissertation sutbj®vhy 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 Vea 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, 199%8aRé has shown that this can

be applied to destinations as well.

LG Aa FNBdAzSR GKFG !'F{SNDRa omdppto ONFYyR LISNEZ2Y!

that tourists ascribe to destinations, because tourist destinations consist of tengitd intangible
components whereas it can be perceived as a brand and because tourist destinations are rich in
terms of symbolic values (Ekinci & Hosany, 2006).

F'F1SNRa OomMppt 0 OoNIF YR LISNERZ2YIFfAGE &a0FftS o.t{0
cultures but also applied to different settingResearch 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 (Hosanyindek& 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 researcksulted in a set of 27 items, split across three dimension

of Aaker, namely sincerity (sincere, intelligent, reliable, successful, wholesome -tdezanth),
excitement (exciting, daring, spirited, original) and conviviality (friendly, family orienteaiming),
becausehese 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, ttienensions 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 ofjumiand 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

o]

t

K

no longera passive objectbut y F OG0 A @GS LI NIYSNI Ay (KS O2yadzySNRa
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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-seliema as a source of labels and cqisdy

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 influengirtheir 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 (Eourni
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 theighté brand personaty 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 inferredonthebas®@ ¥ | LISNE2y Qad O0SKIFPGA2NE LIKeaAOFt OKIF N
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 arid@tirect 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
NBLINSASYGFrdAz2y 27F ( Kaflon PerSralitytiasNEn b Fssodiated witR § a G A Y
destination in a direct way through citizens of the courtmhich is the focus in this researchotel

SYLX 28SSazx NBadGlFdz2NIydas FyR G2dNRAad GidNFOGA2ya.
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 ceoapee 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
LISNE2Y Il fAGe OFy 06S dzaSR Ay 2NRSN) G2 dzyRSNREGF YR
order to emphasize the benefit and usefulness of applying brand paliprio a product or brand

a2YS SEIFYLX S&a gAtf 0S 3AAPSyd 1a ' 1SN omphp0d
personality of the brand as well as the bracalstomer relationship. Therefore a personality can

create a bond between the person and theand, 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 thatspictur

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).tBuoesevisuals 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 cregtborand 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

[ Qh NGw@arlis8 ¢ KSNRY FT2NJ WQlI R2NBOU® ¢KSAS Kdzyty Faaz2o
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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 theepgons 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 fronthe human body as an independent mechanism. They state that

people have the need to anthropomorphize objects, which happehen humanqualities are

attributed to nonthuman 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 prod@a Y SIyAy3asz F2N SEI
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 persaality of the person should match the meanings of the intended product
YSaal3aSeo ! FGSNI Fftx GKS O02yadzySNJ waigsSaQ GKS LN
the product. This is impossible if this link is missing. In the end, the use af peasonality enhances

the consumetbrand relationship. According to Ouwersloot and Tudorica (2001), consumers choose

ONI yRa GKI{G KStLI G2 NBO2yaidiNHzOl G(KS wasStFQx oSOl
other hand, brands are also choskry 2 NRSNJ 2 YIFIAyGlrAy GKS wasStfQ:
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,
0FASR 2y WeKS O2YLRYSYUAT 2RS ONKFRY IAREWE OmMPpPdU 3
RSAGAYIGA2Y ONIYYRAYIQ 2F 91AYOA O6HnnoL FYyR W 2ya
(Hussey & Duncombe, 1999). The final goal is to compare identity and image in regards to brand
persmality in order to analyze an existing or mekisting 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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