
2018 Sport Marketing Association Conference (SMA XVI) 

Dallas, TX October 24-26, 2018 

  

 

A Hierarchical Analysis of Sport Brand Personality Traits  
 
Chanho Kang, University of North Alabama  
Ye Hoon Lee, University of North Alabama  
 
Wednesday, October 24, 2018 50-minute poster presentation 
6:30-7:20 PM, Ford Field 
 
 
 

 
 
Brand personality (BP) is defined in Aaker’s (1997) influential article as the “set of human characteristics associated 
with a brand” (p. 347). Aaker (1997) introduced animism and anthropomorphism theory as an explanation for why 
consumers often imbue non-human entities, such as brands, with human characteristics. Anthropomorphism 
involves the attribution of human-like characteristics, emotions, motivations, and behaviors to nonhuman objects, 
such as brands (Fournier & Alvarez, 2012; Kim & McGill, 2011). Through consumer brand experience of 
anthropomorphized brands created by marketers’ direct and indirect marketing efforts, customers can attribute 
human characteristics to brands (Brakus, Schmitt, & Zarantonello, 2009). For example, consumers may consider the 
BP of NIKE as “innovative,” “athletic,” “competitive,” and “sportsmanlike,” while Harley-Davidson might be 
thought of as “rebellious,” “tough,” “individualistic”, and “brave” (Keller, 2008). Based on this conceptualization of 
BP, Aaker (1997) developed a scale to measure BP that encompasses five dimensions (with 15 underlying facets 
having 42 BP items): (a) Sincerity (down-to-earth, honest, wholesome, and cheerful), (b) Excitement (daring, 
spirited, imaginative, and up-to-date), (c) Competence (reliable, intelligent, and successful), (d) Sophistication (upper 
class and charming), and (e) Ruggedness (outdoorsy and tough). Researchers investigating the nature of BP have 
found that BP dimensions affect brand attitude, brand image, brand relationship strength, brand commitment, 
purchase intentions, and purchase behavior (Eisend & Stokburger-Sauer, 2013). 
 
Given the importance of the BP construct and its strategic marketing implications in the field of marketing and 
consumer psychology, in the past decade, there has been increased interest in the sport BP construct (Braunstein & 
Ross, 2010; Heere, 2010; Kang, Bennett, & Welty Peachey, 2016; Kim, Magnusen, & Kim, 2012; Lee & Cho, 2012; 
Ross, 2008; Schade, Piehler, Schade, Piehler, & Burmann, 2014; Tsiotsou, 2012). Since sport brands can be 
perceived by sport consumers as human entities (e.g., athlete brand as personal brand or human brand, sports teams 
as human entities consist of group of athlete brands) or at least humanlike entities (e.g., Air Jordan), sport BP studies 
might follow a lexical approach which suggests that personality differences tend to become encoded in human 
personality traits (Kang et al., 2016). 
 
According to the lexical strategy in personality psychology, the major dimensions of personality should be 
represented in familiar personality-descriptive adjectives of a language (Ashton & Lee, 2005). Both the Big Five 
factor structure known as Extraversion, Agreeableness, Conscientiousness, Emotional Stability (versus 
Neuroticism), and Intellect or Imagination (or Openness to Experience) or the six-dimensional framework-the 
HEXACO model containing the factors Honesty-Humility (H), Emotionality (E), Extraversion (X), Agreeableness 
(A), Conscientiousness (C), and Openness to Experience (O) were derived from the personality lexicons in various 
languages and cultures based on the lexical approach (Ashton & Lee, 2008). Based on the lexical approach in 
personality psychology, non-human personality traits should be excluded when conducting a lexical study of 
personality structure because inappropriately selected variables might distort the factor structure (Ashton & Lee, 
2005; Kang et al., 2016). Therefore, a primary purpose is to examine one- through six- hierarchical structures of 
sport BP traits, using sport BP trait selection procedures based on the lexical approach.  
 
 
Drawn from this conceptual, theoretical, and methodological foundation of sport BP above, two research questions 
of this study are represented:  
R1: Can the five-factor space of the Big Five be recovered from human personality traits both applicable and 
relevant to sport brands? 
R2: Can the six-factor structure (now called the ‘HEXACO’ framework) be discovered from the sport BP traits? 
 
Based on the lexical approach, this study generated a managerial number of the set of sport BP-descriptive traits. 
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Using a 7-point Likert-type scale (1 = strongly disagree, 7 = strongly agree), respondents rated how relevant and 
applicable the 99 human personality traits were to their favorite major professional sports teams (e.g., Dallas 
Cowboys, New York Yankees, Chicago Bulls, Colorado Avalanche, LA Galaxy). They were informed that the 
selected sports team should be familiar, relevant, and meaningful to them prior to describing the sport BP traits for 
their favorite teams. 
 
A nationwide online sample of adult participants (N = 522) was recruited for data collection through Amazon’s 
Mechanical Turk. Participants were paid $1.00 in exchange for completing the survey. A total of 516 participants 
completed a questionnaire that included the set of 99 adjectives (in random order) (Lee & Ashton, 2008). Of the 
participants, 254 (49.2%) were female and 262 (50.8%) were male. The mean average age of the respondents was 
37.4 (SD = 11.2) in a pool ranging from 19 to 75. 54.5% had obtained a 4-year college degree or advanced degree. 
The majority identified as NFL (25.6%) fans joined by MLB (25.6%), NBA (14.5%), NHL (6.6%) and participants 
from other sports (e.g., MLS, MLL) (2.3%). Because the primary purpose of the present study is to investigate 
whether a sport or human BP factor solution is similar to the Big-Five or HEXACO, this study performed a series 
of hierarchical analyses to examine the hierarchical emergence of components from the first one-factor solution to 
the six-factor solution. 
 
With regards to the research questions, this study wanted to determine whether the space of the Big Five or 
HEXACO factor structure would be recovered (Ashton, Lee, & Goldberg, 2004). With regards to the research 
questions, it was found that the five-component solution containing five dimensions (i.e., Conscientiousness; 
Openness to Experience; Honesty-Humility/Agreeableness; Emotional Stability; Extraversion) closely resembles the 
classic Big Five structure. In addition, the six-factor solution of sport BP (Conscientiousness; Openness to 
Experience; Honesty-Humility; Extraversion; Agreeableness; Emotional Stability) closely resembled the HEXACO 
structure.  
 
At the time of this presentation, the study will have been completed. This study expects to contribute the literature 
by (a) providing crucial theoretical implications by reexamining personality trait theory (i.e., lexical approach) as a 
theoretical foundation of BP research in sport; (b) identifying one through six major dimensions of sport BP based 
on the lexical approach (c) suggesting practical implications derived from the results, and (d) suggesting an 
important agenda for future research in sport BP context. 
 
 
 
REFERENCES 
 
Aaker, J. L. (1997). Dimensions of brand personality. Journal of Marketing Research, 34, 347-56. 
 
Ashton, M. C., & Lee, K. (2005). A defence of the lexical approach to the study of personality structure. European 
Journal of Personality, 19, 5-24. 
 
Ashton, M. C., Lee, K., & Goldberg, L. R. (2004). A hierarchical analysis of 1,710 English personality-descriptive 
adjectives. Journal of Personality and Social Psychology, 87, 707-721. 
 
Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: What is it? How is it measured? Does it 
affect loyalty?. Journal of Marketing, 73, 52-68. 
 
Braunstein, J. R., & Ross, S. D. (2010). Brand personality in sport: Dimension analysis and general scale 
development. Sport Marketing Quarterly, 19, 8-16. 
 
Eisend, M., & Stokburger-Sauer, N. E. (2013). Brand personality: A meta-analytic review of antecedents and 
consequences. Marketing Letters, 24(3), 205-216.  
 



2018 Sport Marketing Association Conference (SMA XVI) 

Dallas, TX October 24-26, 2018 

  

 

Fornier, S., & Alvarez, C. (2012). Brands as relationship partners: Warmth, competence, and in-between. Journal of 
Consumer Psychology, 22, 177-185.  
 
Heere, B. (2010). A new approach to measure perceived brand personality associations among consumers. Sport 
Marketing Quarterly, 19, 17–24. 
 
Kang, C., Bennett, G., & Welty Peachey, J. (2016). Five dimensions of brand personality traits in sport. Sport 
Management Review, 26, 97-107.  
 
Keller, K. L. (2008). Strategic Brand Management. Building, measuring and managing brand equity (3rd ed.). Upper 
Saddle River, NJ: Prentice Hall. 
 
Kim, Y. D., Magnusen, M., & Kim, Y. K. (2012). Revisiting sport brand personality: Scale development and 
validation, Journal of Multidisciplinary Research, 4(3), 65-80. 
 
Kim, S., & McGill, A. L. (2011). Gaming with Mr. Slot or gaming the slot machine? Power, anthropomorphism, and 
risk perception, 38 (1), 94-107. 
 
Lee, H. S., & Cho, C. H. (2012). Sporting event personality: Scale development and sponsorship implications. 
International Journal of Sports Marketing & Sponsorship, 14(1), 51-68. 
 
Ross, S. D. (2008). Assessing the use of the brand personality scale in team sport. International Journal of Sport 
Management and Marketing, 3, 2008. 
 
Schade, M., Piehler, R., & Burmann, C. (2014). Sport club brand personality scale (SCBPS): A new brand personality 
scale for sport clubs. Journal of Brand Management, 21(7/8), 650-663. 
 
Tsiotsou, R. (2012). Developing a scale for measuring of personality of sport teams. Journal of Service Marketing, 
26(4), 238-252. 
 


