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A Study on Brand Personality and
Employee's Self - Ima?e Congruity and Job Satisfaction
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Abstract

This day's research analyzed the difference between brand personality, self - image congruity, job satisfaction and their
influences towards employees of family restaurants in order to suggest a plan which would induce researcher's interest
as well as influencing diversification of management strategies toward dining-out business. The purpose of this
research is to analyse the difference between brand personality, self - image congruity, job satisfaction and their
influences towards employees of family restaurants. The survey questionnaires were distributed to 300 employees of
family restaurants in Seoul from August 1th until August 30th 2009, and 257 of them were used for analysis. The
top seven company’s were chosen by base on data from 2009 Annual Dinner of the Korea. Statistics handling of this
research used SPSS WIN 17.0 statistics package program, which performed frequency analysis, factor analysis,
regrssion anlysis. The research result shows, first of all, the relationship between company’s brand personality and
personal self - image congruity, it shows that the company’s brand personality has higher on ‘ability/capability, loyalty/
fidelity, and strong’ the personal self - image congruity appeared higher. The relationship between company’s brand
personality and social self-image congruity, it shows that the company’s brand personality has higher on ‘ability/
capability and loyalty/fidelity’ the social self-image congruity appeared higher. Second of all, in a relation between the
self-image congruity and job satisfaction, the personal self-image congruity has shown positive impact on job
satisfaction. Third of all, in a relationship between the company’s brand personality and job satisfaction, if ‘interest
or loyalty/fidelity’ shows higher on brand personality, than job satisfaction has shown higher. (Korean J Community

Nutrition 14(6) : 807~816, 2009)
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Fig. 1. A design for the study.
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Table 1. General characteristics of subjects
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Classification N (%) Classification N (%)
Male 91 ( 35.4) 1 — 3 years under 166 ( 64.6)
Gender
Female 166 ( 64.6) ) 3 — 5 years under 66 ( 25.7)
) Employment of time frame
Mar Married 54 ( 21.0) 5 - 10 years under 21( 8.2
arioge
& Single 203 ( 79.0) 10-15yearsunder 134 ( 1.6)
Staff 180 ( 70.0)
20 203 ( 79.0) )
o Assistant Manager 53 ( 20.9)
Age Job position/Title
Deputy Manager 20( 7.8)
30 54 ( 21.0)
Manager 4( 1.6)
High School Graduated 30( 11.7) 100Won Under 61 ( 23.7)
101Won — 150Won 100 ( 38.9)
2yrs College attend/graduated 167 ( 65.0)
Education Monthly average income  151Won —200Won 67 ( 26.1)
4yrs College or University attend/graduated 54 ( 21.0) (bythe hundred) 201Won — 250Won 23( 8.9)
251Won — 300Won 4( 1.6
Graduate School 6( 23)
351Won Over 2( 0.8)
Total 257 (100.0) Total 257 (100.0)
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Table 2, On brand personality factor analysis
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Factors Constructs Icfgc(j:i:woggs 5332 Eéﬁfggﬁz Cronbachs' a
Our <food service industry> company’s brand is stylish. 0.726
Our<food service industry> company’s brand is classy. 0.725
Our <food service industry> company’s brand is modern. 0.688
Ability, ) Our <food serv!ce !ndusTw> company’s brand bos 0‘ leadership.) 0.674 8.052 21.849 0.885
Capability - Our <food service industry> company’s brand is desirable. 0.664
Our <food service industry> company’s brand has success-oriented. 0.649
Our<food service industry> company’s brand is professionalized. 0.594
Our <food service industry> company’s brand is competent. 0.577
Our company’s brand appears honestly. 0.835
LC.)yGH.y' Our company’s brand appears faithful. 0.831 2,599 18.364 0.892
Fidelity Our company’s brand appears health. 0.812
Our company’s brand appears sincerity. 0.775
Our company’s brand is inferesting. 0.848
Our company’s brand is patent.. 0.832
Interest _ 1.419 15.399 0.893
Our company’s brand has pleasant feeling. 0.784
Our company’s brand has youthful. 0.643
Our company’s brand shows toughness. 0.917
Strong Our company’s brand shows strong feeling. 0.915 1.282 14.258 0.924
Our company’s brand 0.891
Cum pct: 69.871% KMO = 0.901
Bartlett of spericity test = 3208.008 Sig = 0.001
Table 3. Self-image congruity factor analysis
Factors Constructs IJS(;LOQ;S 5332 EZESQZT?’Z Cronbachs' a
Qur company'’s brand personality <color> s fit with my personal 0.843
Personal self- mage.
image Our company’s brand image fit with my values and criteria. 0.838 3.284 54,733 0.866
congruity Our company’s brand personality <color> is well suited fo my lifestyle.  0.835
Our company's brand goes well with my personality. 0.803
Social self- Because | am an employee of our company will obtain the social 0.922
image sfatus and respect. 1.328 22.134 0.848
congruity Our company’s brand can express my identity and success. 0.907

Cum pct: 76.867% KMO = 0.769
Bartlettof spericity test = 730.333 Sig = 0.001
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Table 4. On job satisfaction factor analysis
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Factor

Explanatory

Factors Variable loadings Eigen-value variable (%) Cronbachs' a
My working hours is appropriate. 0.805
) ) | am pleased with the company | work for. 0.788
Job satisfaction N ) 2.462 61.543 0.814
My additional workload is reasonable. 0.776
| am pleased for my work environment. 0.768
Cum pct: 61.543% KMO = 0.677
Bartlettof spericity test = 361.067 Sig = 0.001
Table 5. Between company’s brand personality and personal self - image congruity and affect relationship
B SEE. § tvalue P
(a better) 0.866 0.210 - 4,131 0.000
Ability, Capability 0.354 0.078 0.333 4.558 0.000%**
Loyatty, Fidelity 0.168 0.060 0.178 2.796 0.006%*
Strong 0.138 0.057 0.164 2.430 0.016*
Interest 0.059 0.044 0.073 1.336 0.183
=0.370 AdjR? = 0.360 F = 36.993 p = 0.000
* p < 0.05 **: p<0.01, *** p<0.001
Table 6. Between company’s brand personality and social self - image congruity and affect relationship
B S.E. B t-value o
(a better) 1.274 0.369 - 3.449 0.000
Ability, Capability 0.661 0.137 0.414 4.828 0.000#s#*
Loyalty, Fidelity -0.207 0.106 -0.146 -1.951 0.042*
Strong -0.077 0.078 -0.063 -0.985 0.326
Interest 0.069 0.100 0.054 0.687 0.493

=0.232 AdjR* = 0.218 F = 19.561 p = 0.000

* p < 0.05 **: p<0.01, *** p<0.001
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Fig. 2. Standardized effects for structural equation model of
brand personality to self - image congruity and job

0.000). satisfaction.
Table 7. Self-image congruity and job satisfaction and affect relationship
B S.E. B tvalue p
(a better) 1.812 0.169 - 10.731 0.000
Personal self - image congruity 0.423 0.053 0.475 8.008 0.000%**
Social self - image congruity -0.005 0.035 -0.009 -0.147 0.883
R?=0.323 AdjR?= 0.317 F = 36.474 p = 0.000***
* p <0.05 ** p<0.01, ***: p<0.001
Table 8. Brand personality and Job satisfaction and affect relationship
B SE B tvalue P
Interest 0.201 0.056 0.267 3.581 0.000***
Loyalty, Fidelity 0.149 0.059 0.178 2.519 0.012*
Ability, Capability 0.111 0.077 0.117 1.450 0.148
Strong 0.005 0.043 0.006 0.105 0.916

R? = 0.330 AdjR? = 0.318 F = 28.815 p = 0.000

* p < 0.05, **: p<0.01, *** p<0.001
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