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~ Development of Internal Branding Performance Measure and
Analysis on the Difference of Internal Branding Performances between
Local and International Hotels
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ABSTRACT

The purposes of this study were to develop a tool for assessing internal branding performance and to identify the
difference of internal branding performance between local and international hotels. The internal branding performance
measure was developed through literature studies and face-to-face in-depth interviews with managers in various depart-
ments of 5 deluxe hotels. The questionnaires were distributed to 460 employees in food and beverage departments of 11
deluxe hotels in Seoul, and a total of 398 questionnaires were used for analysis (86.5%). The statistical analyses were
completed using SPSS Win (12.0) for descriptive analysis, reliability analysis and t-test, and AMOS (5.0) for confirmatory
factor analysis. The results of this study showed that the measure developed in this study was reliable and valid for
assessing internal branding performances of hotels. In addition, the internal branding performances of hotels were high at
understanding of brand dimensions and relatively low at work and organizational culture and human resource mana-
gement dimensions, and local hotels showed lower levels of performance than international hotels at the dimensions
of work and organizational culture (t = —3.801, p <0.001) and human resource management(t = —5.397, p < 0.001).
In conclusion, it is considered that a strong internal branding strategy should be established for successful brand ma-
nagement, and the practical measure for internal branding performance would be a key factor. (Korean J Community
Nutrition 11(1) © 116~123, 2006)

KEY WORDS : deluxe hotel - internal branding - internal branding performance

AR 29 AHE 8 Fo3 Mk shiz et
N 2 o] B9 (branding)oltt. BYS HASE

R
g 7EEL 9
o3t (brand building), ‘AlFelU Aulxd o F& 7
o] ZHNA oulE R oz pA w= o FARE
o thgk AFolt Aul2e] 7XE F3AN7)E 8% (Berg-

HZ 39 - QY] 287 AlAIG FAZ 8 A
7t 7AYol AAEwA, ApEstE AFH MElS ATS TR

A 120066 1€ 179

AeEd 20063 2¢€ 2¢

TCorresponding author: Mi-Kyung Choi, Research Institute of Food
& Nutritional Science, Yonsei University, 134 Shincheon-dong,
Seodaemun-gu, Seoul 120-749, Korea

Tel: (02) 2123-4276, Fax: (02) 363-3430

E-mail: chmikyung@hanmail.net

strom % 2002)"' 22 2E &= Qv 27| BdG ] Jid
2 AFET F¥sl] FAHNR oY, Fedls 2 Aulx
714EelM Blgel #dE 7184 rh(De Chernatony
2003). o]¢} ol ¥ AL g 3 oJF By
AMulA 7132 vHAI" el SloiA & #4o] Hof $t
ol AEs BHAT A& st IFAA 242 o

X r|o 0[[1



AA T ek A o]zt AT E AA Adsl= AL
FAkol wAef ofgt B vEgolu} 23 o] viz
FAHIEA A Bl o3l sty Al Rolghs
o] A} FEHA Moz Fikd B st F
27do] ¥4= 1 9lth(Ind 2003; Keller 2003; Barlow &
Stewart 2004).

R H &4 (internal branding, Tosti & Stotz 2001;
Bergstrom 5 2002; Ghose 2002; Keller 2003)2 ©]&
& B8 Byde) dskow A|EY] Ao 14E o
4o g o Bl th33h= /IE2E ‘inner branding
(Bernstel 2003), ‘inside—out branding (Balrow & Ste-
wart 2004)’ 522 FEEHI|E g} o] geld A
o] ARt wel 7] FARIEC] BlES HEE
7t gnjshs dlell 2A HxE @EEE k= A (Keller
2003)’, ‘dah= BRBES FARA 712X1, $5A17)
1, 73ksR= A (Berry & Lampo 2004)" = ‘g
7] HEANM EE FHLE0] 7199 BT HAE He
s BT Mg HEE 3] Y3iA Heke B
UAls &% (Yi & La 2004)’ 522 HelHw 9ot 1
Wk Aty sHlck 53] FAdo] AelA ApiA A
A FEg sh= AulA UAY A WRrEAG] oE T
Q3R El, AMulAs 20A F33QA T FARICA
LT FYFo|E2 FAMPEC] HYUTSE nddA a78o
Z AEE] M eE Bl E & olgdlm AR Q)
ofof 3, 150] AMulA AEH JEXE o Bol xRl A
2 BESE o Fgsty a9 oF MulA J8S &
&3}A] rk(Barlow & Stewart 2004; Berry & Lampo
2004). De Chernatony %(2003)2 2d= ##H AE7}
55 dido g HF Ao T MulA BT & i)
AE A3 MulA AL BlE 7 28 AEL F
Aog 3 Byexeh= Ee] oo tigt BAgRo iR
Hyigo| ¢ ol FoigE AoF Jehgy 4340 B
A= s QM 71 F2% 291 F shiyl Bsd|
478t 8% (‘on—brand’ behavior) o]zt BF3ict o]}
Zo] AHFQ YRHAY S AujA 7] HiE A
(brand delivery)& 3202 Faigl=d 3 2
A7) 9k Qx| @@t obte] et R EHAT
A 71EE Atk AR 1 3 o] g 1]
AR R&tx, 223 FARC] BRI} FFE vlel] B
Z5 95x) 28 A9 w2 t)gt A= A (brand de-
livery)ol AF& o2 o]2oR|x] F& Rrjy] FAM #4
(employee retention) o= 2t43S wix)A FH(Ame-
rican Management Association 2005; Gayeski & Gorman
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2005).

s, R A gt o448 AAsHA FEA AR
2 xpella] 88 Azl tist AES} Aljto] o)fo|A gt
(Berry 2000; Tosti & Stotz 2001; Bergstrom % 2002;
De Chernatony & 2003; Ghose 2003; Barlow & St-
ewart 2004; American Management Association 2005),
AAZ B 719ASNAM o8] J1A] Feje] uiRuag A
o] Al gloy 1 FeAo) ulg) UFBag o
g A Ay B B AL obF u]Es Aol
AR ATAEL AL U Bdld HYol &S £ =+
v A7 5L ARKYIE 3%tk Bernstel (2003)2 2@
E &2 Aa 7F A dANAM R 2d 3 A
B¢} fste] Pddol & FE-S A3, Barlow &
Stewart (2004) & AH]2 GAlellM el YR Bl Fao4
< 9% Zxshy R 2digo] 2 £33 QS-S B
Fe AESH Z FYHT QA FEE BoFe ARES

b UiF- B lg £ 8 B9 5 e HEE
o 7S AMskLA Sl 7 FEECle Bt J)
2 Al U BlY vE, FAMIS] HEE Y By
A (brand delivery) & £ #2129 H&e i3t o3 T,
AT T8 2 BAE 9g AE, 23 F3ele 2HE g
A%, AP0 THAIY HAE 919 AR, FAMY B9

H 3 Aol gt Yl 2 BAL AN A 2 v
AlelM e BA= Mg 59 18] T o] =
. SEAIRE o2 § AFBAEEL AR JI0|E BRI AHA
Z 7 Ao, B8 JrEAS dEled B e
oHch mEhA B gAIEC] WHRAGY F24& A
Z}3l7) Al @AAolA e IREAFEY £8F 39 &
A3 ol s o5 AdHo A el AR e} 2
WREEY F35F JrF =72 vlddo] AlFg Aog Alg
gr 53] T A7 Qloxs 3dE FHoR Bisg
HAE 7 Solf @3t A= njuz U] Msg=o] g
S1HCho 2004; Ha 2004; Seo & Lee 2004; Lee 2005),
YHEAY T AAT ATE ofF] viFst ol AT
7 @ilol Bofxiol & A|Ho g wadnh

webs £ AFode RrEEg £35E Jo =18
Metn A2AA 5 2RPF2 7ido] vlwd 2 o]
& Zo® AGEE EG5d A28 dAE tler o
FYTFES 4, AR RS HFEE AF31 494 vt
o] A WREAY F3E 3 BEdiE vbstu) s
w3t 59 I A gdd o=gd $de) yRBag 53
FE Aol F4E B3 Ui Edg 8L delsty M o
& AAstnA; gt
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B A7E XAg a4 17 399 A28 - 29 2
§ tdoE AAEHT 2 Akl 94 20054 48 19
R 49 1097K4 SW 517 39 5329 999d e
213, 458 - 28 29 B 29, T8 99 29,
QAL 2K @32 68 5 F 109E dtozd A=y
A (in—depth interview) & 3 i} A7 &7 /pLe
A% WFEAY He ZALS S AeizAl B3,
#FHejakse] At BT R B AY £2o i) adst
T PE vt B ASEE g9ekm, A S5 )
Ueld ZHsAdol & Aoz wdEo] yRedy 48
AL A% e AA FAe R slel Hrkst
HiAS 2o waE o ol wkek 20054 4
] 8YHE 49 1097HA) E1F 29 1329 £AM 509
<€ Ao E BRI HAES AAEI T, BUR HAE 3
}E EdE 275 £4 - Bgadth. ExAEE 200593
4€ 1397H 4€ 219704 BIR HAE AHA] 38
Agjst 27t 7Fest 2Ul A 517 39 439 9=
A E1g 349 7R ALE - 29 A 24 460
gog AN ExAAe sddR 88 - X8
A #at T AR APRE s A A T3
AE A4 2% 9 yRsadY /Mde Adein, 48
HEA SERE UeR s dun HEA ajx -
Aol digt F2E FaIth AEAE F 402%7) 34
i, RAYE 4RE A9sT 39887} EHo] AFEEQ
TH3)g 87.4%, o148 86.5%).
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S s A YR EEY e W 38 B
AL 59 AR A% 9 o] 2% E&3)
ok WREdgds A FHE Bergstrom 5 2002;
Ghoes 2002; Bernstel 2003; De Chernatony % 2003;
Barlow & Stewart 2004; American Management Asso-
ciation 2005) ¢l Ve i8] ool g 2 XA
E2RH TEEE WA T Bernstel (2003) 3} Barlow
& Stewart (2004)7} AFgH YR B UG Aeho] glojA <)
A FEEE EF o) TIANAY URBAY 8
o] aHe BHUE s Al UR Bl 18,
Atgle] BRE 9 2@ Wt (brand delivery) & 3+ 2

le] Aol izt olal, AF 3 Aol BiT W Ax,

Z2 E3lo9) B 3 A5, B9H 9419 BT
R AT, FAMS 2= B 8 Frof gk B 9
B, AR AE 9wl GAelM 9 BiiT Ad 59
2 39 okl digt H7) ojRojxj= Ao] nptlet
Z e (Berry 2000; Tosti & Stotz 2001; Bergstrom 5
2002; De Chernatony % 2003; Ghose 2003; Barlow &
Stewart 2004; American Management Association 2005),
B Y Ae) AL 273U 55 39 QlojA YR B
Aol izt 7/id-e BAT g 2golq wkgdsiAY, A
FAZ ol YoM TEshe T k¥ AAFR o= 9
o]FojAA] F3la Q= AoE Yeht ol5 2L ¥
A 735 =79 efgAdo] sobdl Aoz daty ) et
A 7t 5 A BT ofd), JF U 27 F3}
A #eE] 5 A Qe YL 28 JEL E
g sl 7dd T die] 7goR sE9 A&}
4219 |HE YT & 4+ - ZEdck

12 e B uRAE E8 259 folo) A
4 D AT} BREEE B ofu|2ALE S el
E7F WA vERd 270 S AQdstn HAZ ol A
3FE(HASL) o]g), BAZ HAES 93 AAle] A o]
&, BR=E B3 AT % 9F old), ‘dF L 2FE
3 2 4FE(E R BAE 3 gt £
AH BIAE £33 A9, JF A4 Bas 3 2R
Bl BHE ) AR AR A 4 (BHE ¢
o) Qrlmztel 2] ¥y, BAE $239) WA o)o) ¥k, s)
£ FA Al 2R oigt A, Ag Al BAS £ 59
a2, T F 370 2 1170 B8o| HF Tl T&Eg o
o, YAE 53 AZE HIBIEE S

A AL 712E AR, AT A% (Cronbach’s alpha
Ar 7)), 3H A 329 o= 590 yReag &
BrF 2folol] it t—testE $8) SPSS Win (12.0)& A}
3k WREAY £g5-F Hrt =79 s AE
< $18iM+= AMOS (Analysis of Moment Structure, 5.0)
£ o]&3to] g1F a9l B4 AN, HY $x
(method of maximum likelihood) & ©]&3ld A4l 2.8
A& A8 SHITE 2d] AT ke s F2
A3 A4(incremental fit measures) o] YooM= AT A}
& RIE7t =2 (7AS 2004) CFI (comparative fit index)
2} IFT (incremental fit index) & AR 229 48 %
£ B33y, Mol A3 A|4=(absolute fit measures) ¢l
o}M= RMSEA (root mean square error of appro-
ximation) & ©|&3ich. Z¥) A=, 7)2 &%= Hair
(1998) 2 ZAIF(2004) 7F A A3 B3 22 Fasjeich
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1. ZNGIYS] g
ZA} e ik ARl T WERY F3ke Table

1] At v} At Hd=t 343 4 2629 (67.9%),

1248(32.1%) 22 ¢k 2:1 AL H]&E HGon, 4
2 20t ©]&} 33.6%, 30t 48.3%, 40t) o)A 18%= 30
7} ARshe vlEo] 7P E3ka vlEAT} 47.8%, 71
A7} 52.2%%) AoE eyl AF2 AMFE0] 60.1%E

Table 1. General characteristics of respondents

w7 - 119

7% i, 297
= Ve
= Ukt Bele

28.1%, telid 2 33 ool 11.9%
FRAE ALE8Y 56.3%, AN 43.7%

TZE olsh= 28 o g A 7.3%9
931, AEQE0| 62.8%, HE olido] 29.9%2 et
L 55 399 A58 - 22 FA FAMC Uitg(92.7%)
7 AEUE oS & ¢ Atk 18 Feie iAo
27T7THOoR 76.5%5 AA8I¥ 1, Atz u]7g3o)
235%% AAsIH oY, 2% 9 BATO] FHL N
A BAET} 37.2%, =7 AR BATI} 62.8%<] A
o2 veigth IF 482 4 39 2% 28 4d 0
o] 24.5%, 4~8d mjylo] 29.8%, 8~12d u]glo] 22.1%
12\ olgo)] 23.7%% vERton, A 94 A 2% 73

Category Frequency Percent (%) go 1913 olAbo] 713 2:1(32.3%) , 1T o R 8~124d
Male 262 65.8
Gender Female 124 31.2
No response 12 3.0 080"
Under 30 132 332 ‘\ oo
30 - 39 190 477 <
Age 081" brand
40 and more 71 17.8
No response 5 1.3 x3 0.76"™"
Single 188 47.2 -
Marriage Married 205 51.5 n
No response 5 1.3 Work and
Staff 233 58.5 organizafional
Chief 109 27.4 cultre
Position Assistant manager 38 9.5
Manager and higher 8 20
No response 10 2.5
Food & Beverage 209 52.5
Department  Kitchen 162 40.7 Human
No response 27 6.8 resource
Under high school 28 7.0 x10 management
. College 241 60.6
Education University and over 115 28.9 E
No response 14 35
Regular worker 277 69.6 Fig. 1. Standardized regression weights for internal branding
tat Contract worker 76 19.1 measure. x1: The brand (the brand of this hotel | work for) is
Job status Pari-time worker 9 23 understood and valued and provides meaning to me. x2: |
No response 36 9.0 understand my role in delivering the brand of this hotel. x3: The
Nati ivol L I 128 372 brand provides guidelines and context for all work processes.
ationality oca i : x4: Senior managers understand the brand and reflect it in their
Hotel International 250 62.8 own behavior. x5. Senior managers provide the support and
Period of Under 4 yr 92 23.1 resources necessary for the brand delivery. xé: All work proces-
erlo .O R 4yr — under 8 yr 112 28.1 ses of this hotel support delivery of the brand promise. x7: The
workingin o yr — under 12 yr 83 20.9 organizational culiure of this hotel supports the brand. x8: Perfor-
the present 12 mance assessment explicitty measures congruence of service
yr and more 89 22.4 " LA
company 29 5.5 delivery and the brand. x9: This hotel rewards people who have
No response . furthered important brand goails. x10: This hotel informs about
Mean (yr) & SD 795+ 5.67 the brand to the applicants in several ways (job announce-
Under 4 yr 74 18.6 ment, hotel homepage or brochure, etc.). x11: This hotel em-
Total period of ’ ploys people who have beliefs, values and persondlity congruent
A 4yr— under8yr 90 22.6 0 epr i
working in the with it's brand. *++: p < 0.001.
. 8yr —under12yr 90 22.6
foodservice 12 yr and more 121 30.4
industry No response 23 5.8 Table 2. Model fitness of internal branding measure
Mean (yr) + SD 9.34 + 6.08 x° df - cFl IFI RMSEA
Total 398 100.0 158.86 41 0.948 0.948 0.085
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Table 3. Reliability coefficients for brand personality measure

CFI = 0.948, IFT = 0.948, RMSEA = 0.085% UeRgt1
(Table 2), 2E ZA2A57} 0.70 013 (p <0.001) 02 1}
e} Fig. 1), 5724 EB4L 71X s Aoz ggdr)
A% 71 A3h= Table 3¢ Yehilz, 0.7 ojAdo]
AAE)=Nunally 1978) 32ule} ¢uAl4=(Cronbach’s
alpha) 7} 0.9035% vER} U3 ddio] & Zloz #

Corrected item-totai Alpha if item Cronbach’s

item correlation. deleted alpha
The brgnd (the bfond of this hotel | work for) is understood and valued and 0.5492 0.8996
provides meaning to me.
| understand my role in delivering the brand of this hotel. 0.5565 0.8994
The brand provides guidelines and context for all work processes. 0.6472 0.8949
Senior managers understand the brand and reflect it in their own behavior. 0.6800 0.8927
Senior moncge(s provide the support and resources necessary for 0.6921 0.892]
the brand delivery.
All work processes of this hotel support delivery of the brand promise. 0.6851 0.8925
The organizational culture of this hotel supports the brand. 0.6960 0.8919
Performance assessment explicitly measures congruence of service delivery 0.6304 0.8957
and the brand.
This hotel rewards people who have furthered important brand goals. 0.5819 0.8992
This hotel informs about the brand to the applicants in several ways
L 0.6575 0.8941
(job announcement, hotel homepage or brochure, etc.).
This hotel emplgys';laeople who have beliefs, values and personality 0.7076 08910
congruent with it's brand.
0.9035
Table 4. Internal branding performances of deluxe hotels
Internal branding performance®
(Mean = SD)
- £
Local hotels Ime:;?;c; nal Total value
(n = 148) (n = 250) (n = 398)
Under- The brand (the brand of this hotel | work for) is understood and 382+ 074 3.88%079 387 +0.78 —0.69
standin valued and provides meaning o me.
of brong | understand my role in delivering the brand of this hotel. 383 £0.73 385+075 385:+0.74 —0.260
The brand provides guidelines and context for ali work processes. 3.63+ 081 378079 3.74 = 0.80 —1.647
Average 377 £ 046 385047 3.82+0.47 —1.231*
All work processes of this hotel support delivery of the brand promise. 3.19 = 0.97 3.71 £ 0.82 3.58 £ 0.89 —4.824™"
Work and  Senior managers understand the brand and refiect it in their 330098 3.63% 091 3.55+ 094 —3.054"
organi- own behavior. )
zational Senior managers provide the support and resources necessary for 323096 3.64+086 3.54=*0.50—4.039"""
culture  the brand delivery.
The organizational culture of this hotel supports the brand. 3.18 £ 1.00 3.64 +0.84 3.53 + 0.91 —4.549™™"
Average 335082 3.66=*070 3.55%076-3.801"""
This hotel informs about the brand to the applicants in severat ways ~ 3.04 = 098 3.55 = 0.94 3.42 + 0.98 —4.634**"
Human (job announcement, hotel homepage or brochure, etc.).
resource This hotel employs people who have beliefs, values and personality  2.97 + 0.99 3.50 = 0.92 3.37 = 0.96 —4.874™""
m;no e congruent with it's brand.
9€ performance assessment explicitly measures congruence of service  2.84 = 0.98 3.44 £ 0.96 3.29 + 1.00 —5.361***
ment .
delivery and the brand.
This hotel rewards people who have furthered important brand goals. 2.91 +1.03  3.26 £ 1.04 3.17 £ 105 —2912**
Average 303081 348077 3.31 £0.81 —5.397
Total 3.39 £0.65 3.66 £ 0.61 3.56 £ 0.64 —4.231™"

" 1: strongly disagree 5: strongly agree, #+:p < 0.01, #xx: p < 0.001



D3, AAA ZEvtst €3 AlS(alpha if item deleted)

7F #oHlE BEE ol ETEAMY] AF 5t ExAc

. 53 D89 YREAY 2Y 47

3
58 22 4v8 - 28 A FAHE ddor dary
CRE)

=
i

=
ofl
o
o
Y
ey
fle
ot
N
o
Y,
_V._J,
3
&
[e)

=
T
e
irt
o

= B35 Qo] v w2
FEET 37 oPhH oz FAHT U Ao yehdt vt
9, A5 " 24 B8 aMdE A3 A gAY &
EEo glojMe Auzoz W 523 £38 B} 53
HAE B 24 HTE QdAbaatel Babe wkgdsh=
Aol Qlo} FEsFe] WA HrE AR FEE2E
BA=9| oJn|g} 7kx| 0]3(3.87 £ 0.78), HUE AES
A% AAle] AF o8 (3.85 £ 0.74), BAEES S8 45T
423 w3k o]8)(3.74 + 0.80) 5 ‘BUE ol g =
< FEE Qo] 3 FFo] B3y, AF BEAY Bl
E 38(3.55 = 0.94), 4582 FAM] BiE 439
A4 (3.54 = 0.90), 9F N2 BAS (358 £
0.89), 22 &E32) B HH94(3.53 + 091) 5 g%
al 2R3} 219 4320 RES 2T AMEElE 2
BHE F3io] Qafaiyjefe] uked(3.29 + 1.00), BIA=
89} RAtol9] Wi (3.17 £ 1.05), AL BAA] BA=
o et A2(3.42 £ 0.98), TAHY AEA BT 58 5
g 12(3.37 £ 0.96) 5 ‘UHALTE A 45>
e 2Hell vl3) B d BGe 53 52 e

4, i AY SEN} ORA THO| LREHTY 2YLF AO|

U 2 $983 o237 39 7 vaoA ‘BRE o]
3’ 2R UREAY F35F ojMe ol Ao
7F gle Aes vehgod ‘dF 9 27 £33 <
0.00D)# 18 2 B2 (p < 0.001) ol Wi-B
WP T FF2E FY A To] v T vlgf
oo g £ 0] W 7102 YERGTHTable 4). T
3 o237 3o glojde AR W 23 3} 9} 94
A Fe) el UREag F8ieFo] ‘BATe o)
Ao FYPFFERTE or WA FoEUh S A
97 =53 390 YRrEAY FRE Aold it
Ho 9 olai7} 45 2 BAgkE Fig. 20 vehlisl
ok F OF EF0A B ojs), ‘9F W 27 B3},
A 2 #@e) Ao o7 FEgFo] gglon £
Fo] & AAAFE Y A 397 thny 3o &
PFFE Aol7t F Aoz vehd, Ful MY Fdoe] ‘A
A A g Ade R Q23 3 2] urE

A7)3 - 121

[ Local hotels
£ Interational hotels

W Total
4 385 382

3.66

3.55

3.03

Internal branding performance (mean)

Human resource
management

Understanding
of brand

Work and organiza-
tional culture

Fig. 2. Means for internal branding performances of deluxe hotels.
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122 PR $35E k=7 At 24
W A 3Ee] Ae vz e ulg)] Zdzjo]=e
27t &3 Sjel| 23EE B97E Wol, dx] FrelA
9 MulA £ 4 FAE 9% d=3 399 Ay
T BT AY Sl & X A9 dddnh A
Bergstrom 5-(2002)2 WH-H@QE £33 Sy F
Sl BREE aRFoR AR si= 2, F
AR ElAl BAZ fgA 7Exe] sl g Ho F
v A, 239 BE AFE BT INE AL
Aoz AFANIE A’ 5 AHA 5o QoRtn 7]
A xHeAE o]AARI i 2 EC] FYT TEEZL
olf] FHHES k=t 483 o] ¥l 31813, De
Chernatony $(2003)& Bd= F=of gt A& IS+
AE B3 ol - 95 2@ @2 Qlof A Fes 2
2y FANEEOl BRETY AR 24 3o vjdE F
FIHEF sk Aolgta Adsh BA=Q 23 ) A
7} AFEQ ABlA BAE FEE % A ARKIE A
A¥aksitt. Bernstel (2003) 3 Barlow & Stewart (2004)
= &2 o Yoprt AR AlET v B T 3R
488 AE WFRAREY F2 FHoE Frh ol
Zo] B AL BREE FARIA oAzl R
Tk o2t -k A £3 AT oA Bl
EE doht 2 st yREHG S g 398t
= A0% B8k 91y, olgs vl REAgE F
3 FARAS AR WS 2EAE Y T UeS Ax
st Stk webd E53E ASE - zER FAMC o
o Boh A3A] YREAY S dsiMe del 23 ES,
AHAARE] AHM Y YReAY F3E 3 TEH
<l o] Fagh Hoz gt

$HA, AF 2 2A Z3F A9le] A9 o=3 39 7
o< ERxRe] B8} Wapt & Ao® v, 399 FY
A YA WFEAY TY5E 54 29485 EUE &
Mg Ags] ety o dgshe AFE Y, AR
SN AASHAE HEE 5 Qlojob & Ao AFd

=)

9 o YrnaY FU5E

UREAY FU5E BW)e g8 e E7E AgE
S EFRES} B Fol 5724 43@ 2o ekl
Be TPjol= Gl o]F BeH AL

2 sgo] Z15e oz wekd,

=3 s9e) ANY YRudY 59 £22 We 2
FoE ‘HAT ols Al YruAYE Wy
25T AYOY}, ‘AR L 24 Tab 197 A A9
P 2o FEES] oML Aroz Yo £ &
Z& 3grh 2 Y BAT) oEA vAT 3y 71 H)|

N
c

PAME BAE o5 A9} WREAY 2] Jloie
#9440 Hol7k gRout, ‘I B 23 B AA(E <
0.00D) 3 1A A4 gl 2 (p < 0.00D) ellMe] WiFe
A 3 =22 I 2 BIE Seo] th=2a v
Tl HjE) §9F0T $9 o] R Aoz ek,
20 A4 389 Bk Oz yReay Mk Pt
Po# Ao% Buigch T8 = E YoME ¢

P9 24 B39 A8 A B 449 Rudg
Fso] BASY o3 A FAFENE R 01X

T A Ueht g F Ae] WiREAY st 94
o BAY Axel =52 £ F Y& Ao Amdnh

olde] AdE FH £ ), & ATE T3 L vy
B 85E J7teTe GAY WREAE AdE £
PrEe Brlele] AR =TE dDE, Taxe)=
AAPAE v FE Jlg JAAAEY WP RAT g 2
Shofl B2 £80] E ROoZ Algdth &3 YAAAEY

F A= FHA FARC) BF BAE wSEnt ofhvgt
23 QF Aol 2 YFEJAF F3E A 2o &
o] 71&qAot & Zog ddech =T F 39
o iR Bl e AR diFEe] 39 glo] ofF
7 BRE JPE SAAM S R 3 AR
B, BISRE TYA BAE 09 AP A 3%
T A Aol o] BT FarEo] whe- W A
o7 A vl Sl olF A2 Fabdo] AR Hrst
71ollE B ofiEo] e ASE ddEo] B AT
olof thet H7HE AR oY, FF ATl A
] WREAY FFEo] didt B FEE TFAA
B} tAEQ] Pt o] Foid & Qlojol & Ao A}
9.

19 rlo BN ol

A1

5]

Ho

American Management Association (2005): HR brand-building in
today’s market. HRfocus 82(2): 13-15

Barlow J, Stewart P (2004): Branded Customer Service: The New
Competitive Edge, Berrett Kohler Publisher, CA

Bergami M, Bagozzi RP (2000): Self-categorization, affective commit-
ment and group self-esteem as distinct aspects of social identity in



the organization. The British Journal of Social Psychology 39 (Dec) :
555-577

Bergstrom A, Blumenthal D, Crothers S (2002): Why internal branding
matters: the case of Saab. Corporate Reputation Review 8(2/3):
133-142

Bemnstel JB (2003): Inner branding. 4BA Bank Marketing 35(3): 14-19

Berry LL (2000): Cultivating Service Brand Equity. Journal of the
Academy of Marketing Science 28(1): 128-137

Berry LL, Lampo SS (2004): Branding labour intensive services. Bu-
siness Strategy Review 15(1): 18-25

Cho WS (2004): A study on the impact of hotel brand personality to
loyalty. Tourism Research 19: 221-242

De Chernatony L, Drury S, Segal-Horn S (2003): Building a services
brand: Stages, people and orientations. The Service Industries
Journal 23(3): 1-21

Gayeski D, Gorman B (2005) : HR’s role in developing brand person-
ality. Strategic HR Review 4(3): 20-23

Ghose K (2002): ABC-Anchoring the brand concept. Brand Manage-
ment 10(2): 95-105

Ha DH (2004): Consequences of hotel brand personality: Focussed on
perceived value, customer satisfaction, perceived quality, and be-
havioral intentions. Korean Journal of Hospitality Administration
13(3): 59-80

w73 - 123

Hair JF, Anderson RE, Tatham RL, Black WC (1998): Multivariate data
analysis, 5th ed, Prentice Hall, NJ

Ind N (2003): Inside out: How employees build value. Brand Mana-
gement 10(6): 393-402

Keller KL (2003): Strategic Brand Management: Building, Measuring,
and Managing Brand Equity, 2nd ed, Prentice Hall, NJ

Kim KS (2004): AMOS structural equation model analysis, SPSS
Korea data solution Inc., Seoul

Lee HS (2005): A study on the relationship with hotel’s brand persona-
lity, brand trust, and brand loyalty of the hotel enterprise-Focused
on deluxe hotels in Busan. Tourism & Leisure Research 17(1):
97-118

Nunally JC (1978): Psychometric theory, 2nd ed, McGraw-Hill, NY

Seo WS, Lee JY (2004): The gap between employees and customers’
recognition of hotels’ brand personality in Korea. Hotel & Tourism
Research 5(3): 103-117

Tosti DT, Stotz RD (2001): Building your brand from the inside out.
Marketing Management 10(2): 28-33

Yi YJ, La SA (2004): Internal Branding® Investigating the Influence of
Employees’ Brand Identification on Employee Satisfaction and CS
Activities. Marketing Research by Korean Marketing Association
19(3): 81-112



