
A study about brand personality of 

nonprofit organization in Sweden 

 

 

 

 

 

 

 

 

 

 

Linnaeus University- Sweden 

School of Business and Economics 

Marketing program- Third year (Spring 2013) 

Course: 2FE16E- Bachelor thesis 

Track: Branding 

Tutor: Viktor Magnusson 

Examiner: Åsa Devine 

Author: Group A4 

Tram Nguyen- 900929- tn222aw@student.lnu.se  

http://lnu.se/employee/asa.devine?l=en
mailto:tn222aw@student.lnu.se


Linnaeus University 
School of Business and Economics  
 

Acknowledgement 

First and foremost, I would like to dedicate my sincere and gratefulness to my tutor Viktor 

Magnusson for his enthusiastic and whole hearted guidance in all the time I am writing this 

thesis. I also would like to thank my examiner Åsa Devine for her detail feedbacks which were 

so beneficial to direct me to follow the right track. 

Besides, my sincere thanks also deliver to Dr. Magnus Hultman and Soniya Billore for their help 

in the part of methodology.  

This thesis may not be finished without the enthusiastic support from my beloved Swedish 

friends Margareta Barath and Linda Lundh who are always willing to devote their time to contact 

Swedish people for my interviews and survey. Also, I am also grateful to the staff of Vaxjo Red 

Cross, Stockholm Red Cross and friendly volunteers who tried their best to help conduct the 

interviews and forward the survey to Swedish respondents.  

I would like to acknowledge the encouragement from my dearly friends and classmates who are 

always by my side in the most difficult time. Last but not least, from deep in my heart, I would 

love to thank my family, especially my beloved mother, for the spiritual supports and an absolute 

faith in her little daughter.  

 

 

 

 

 

 

 

  



Linnaeus University 
School of Business and Economics  
 

Abstract 

This paper is about brand personality of nonprofit organization in Sweden. The study is framed 

on an existing model of brand personality. This model is later tested in Swedish nonprofit 

context.  

The selected methods are in depth interviews and survey. The interviews are conducted to get a 

deeper understanding about how a nonprofit organization is perceived as a person in Sweden. 

The collected data is then compared to the original model. Based on the mismatches, the model 

is modified to more sufficiently describe for Swedish nonprofit brand personality. Finally, the 

new model which includes seven dimensions (37 items) is tested in a survey.  

The survey result is analyzed on statistical software- SPSS by using frequency analysis, 

reliability analysis and correlation analysis. Overall, the result demonstrates a high level of 

descriptiveness for the new model, except the dimension of ruggedness. Besides, the cultural 

difference between countries and its effect on nonprofit brand personality is reflected.  
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Chapter 1: Introduction 

1.1 Background 

Brand is simply defined as a name, term, sign, symbol or combination of them which is used to 

identify goods or services of a producer and differentiate them from those of competitors 

(American Marketing Association, 1960). In other words, this definition is conceptualized on 

multidimensional perspectives (Chernatony and Riley, 1998). The main task of a brand is to 

make the product be recognizable in consumer‟s mind and distinguishable from competitors 

(Kapferer, 2001). A brand‟s values can be classified into tangible values such as logo, slogan and 

intangible values such as its personality and emotional benefits (Mort, Weerawardena and 

Williamson, 2007). The focus of marketers was initially placed on the tangible and visual aspects 

(Arona and Stoner, 2009). However, due to the importance of intangible values in differentiating 

similar products and services, the study focus was shifted into these symbolic meanings (Biel, 

1993). This shift is aligned with the competitive advantage between companies in the same 

industry where success could not be solely based on physical functions (Keller and Richey, 

2006). One of the intangible values that were significantly taken into focus by marketing 

researcher is brand personality (Geuens, Weijters and Wulf, 2009).  

Brand personality is defined as a number of human characteristics that are connected to a 

particular brand (Aaker, 1997). It facilitates the consistency between consumers and the brand by 

associating their personal traits with the brand‟s personified attributes. It is considered as the 

easiest way for consumers to realize if the brand reflects their own values (Mort, Weerawardena 

and Williamson, 2007). Studies conclude that consumers tend to purchase products and services 

that similarly reflect their own personalities (Phau and Lau, 2001). Furthermore, an effective 

brand personality could generate trust and loyalty for consumers (Johnson, Soutar and Sweeney, 

2000). For a long time, it was considered as an effective tool to maintain sustainable competitive 

advantage for the company in the areas of commercial and for profits (Aaker, 1996). Until the 

mid of 1990s, marketing researchers had discovered the strategic use of a brand could be applied 

to a new and potential sector: non-profit organizations (Hankinson, 2001). 

Non-profit organization is an organization with the main purpose of existence is not for making 

profit but providing social benefits to the community. It is categorized into public and private 
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organizations (Kotler, 1982). According to Hawks (1997), they were first established in United 

States in late of seventeenth century. After the end of World War II, the government had noticed 

the necessities of providing health care and educational assistance to the citizens (Van 

Kemenade, 1997). Therefore, non-profit sector had been extended their scale to several critical 

public services such as education, arts and recently environmental related issues (Hawks, 1997). 

In recent decades, there is a booming regards to the number of nonprofit organizations 

(Valentinov, 2011). Within the time period from 2001 to 2011, it has increased 25%, from 

1,259,764 million to 1,574,674 million organizations (Urban, 2013-03-04). This expansion has 

led to the growth rate of volunteers, donators and employments in this sector. For instance, 40% 

of Americans have devoted their time and money to work for at least one charitable group, 

including both locals and internationals (Worldbank, 2013-02-06). In terms of financial support, 

the total amount of contribution to nonprofit sector had reached to approximately $ 295 billion in 

US which was 4% increasing compared to 2005 (Sargeant, Ford and Hudson, 2008). 

Furthermore, the positive contribution of non-profit organizations to global development is 

progressively demonstrated. In 1995, the contribution of non-profit sector which includes 

government funding, fees and private donations was reached to 1311 billion among G5 (five 

leading economies). Concerning their impact on civil society, NGOs with their specialized skills 

have cooperated with local government to improve citizen‟s knowledge regarding to human 

rights, illiteracy elimination, environment preservation, especially among poor citizens in 

developing and underdeveloped countries (Worldbank, 2013-02-06). 

1.2 Problem discussion 

Referring to the dramatic increase of nonprofit organizations, it has led to new challenges for 

nonprofit leaders and marketers (Andreasen and Kotler, 2002). They oblige to be distinctive 

from other organizations as well as recognizable to the community. In particular, the 

organization needs to be differentiated their goals, missions and values from others in the same 

category (Voeth and Herbst, 2008). It is aligned with a study showed that gaining visibility and 

reputation is the main challenging task for mostly 80% of non-profits (Gronbjerg and Child, 

2003). Besides, due to the substantial reduction of government funding, non-profit organizations 

have to look for other supportive resources such as private donators in order to maintain and 

finance their operations (Bendapudi, Singh and Bendapudi, 1996). Thus, the force of being 
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noticeable to target consumers has become the leading objective (Lowell et al., 2001). Next 

challenge came from the main characteristic of non-profit organizations. They mostly provide 

benefits to customers which are intangible and service- likable (Voeth and Herbst, 2008). 

Therefore, the embedded values could not be showed explicitly compared to physical products. 

In other words, differentiation could not be exposed visually (Voeth and Herbst, 2008). Finally, 

the development of new technologies and the impact of globalization have oriented non-profit 

organizations to pay more attention to promote their interactions with communities. For instance, 

the development of social media channels to some extent influences the way nonprofits 

communicate with their stakeholders (Andreasen and Kotler, 2002; Austin, 2000).  

From these mentioned challenges, the interest of brand personality has been extended from 

commercial sector to nonprofit area (Tap, 1996). In particular, brand personality has a positive 

influence to get attention from potential stakeholders and maintain long term relationship with 

the current ones (Voeth and Herbst, 2008). As mentioned above, brand personality is able to 

generate trust and reinforce consumer loyalty to the organization. Referring back to nonprofit 

context, trust is considered as an essential factor which could influence stakeholder decision and 

their donating behavior (Sargeant, Ford and Hudson, 2008). Moreover, brand personality is a key 

determinant for a nonprofit organization to differentiate themselves from other organizations in a 

same category. According to Stride (2006), brand personality is one of the most effective tools to 

create identities for a nonprofit organization based on its core values and mission statements.  

Regarding to the studies of nonprofit brand personality, they are still in the developing stages and 

gradually attract more attention by scholars and researchers (Voeth and Herbst, 2008). According 

to Michel and Rieunier (2012), more studies have been conducted to examine brand personality 

in nonprofit sector and its relation to stakeholder‟s donating behaviors. For instance, Venable et 

al. (2005) has constructed a model of brand personality dimension for nonprofit organization in 

US. Similarly, a model of nonprofit brand personality has been developed in Germany (Voeth 

and Herbst, 2008). These models identify certain differences and similarities of brand personality 

between for profit and nonprofit sector. However, the researches still eliminated its applicability 

due to cultural differences between countries. Based on Aaker et al. (2001), personality of 

commercial brands could be differentiated across cultures, so it would be similar to nonprofit 

brand personality. Therefore, the authors suggested further researches should be conducted to 
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develop brand personality of nonprofits in different cultural contexts (Venable et al., 2005). This 

argument is supported by Miller (1999) who concludes that culture constitutes to the process of 

developing an individual‟s personality. As result, they could be able to influence consumer 

perception on brand personality. Therefore, the question of how nonprofit brand personality is 

constructed in other cultures should be further discussed and examined. 

Referring to Swedish culture, it is considered as a feminine country where work and life are 

preferred to be balanced. Equality between members in society is valued. People are expected to 

care for others and conflicts should be peacefully resolved by compromise and negotiation. In 

general, Swedish culture is featured by the principle of “Lagom” which means not too much, not 

too little, and everything should be moderate (Geert- Hofstede, 2013-05-17).  

Specializing in Swedish nonprofit context, one of the most distinctive features to differentiate 

Sweden from other countries is the high level of membership association among the population. 

Sweden achieves a high rate of volunteer work compared to other European countries 

(Lundstrom and Wijkstrom, 1995). For instance, Swedish Red Cross is organized on the ground 

of nearly 30000 volunteers located in 1100 different counties across Sweden (Swedish Red 

Cross, 2013-04-19). This factor indicates the significant role of nonprofit area in Swedish 

society. It could be considered as an opportunity for the organizations to attract new 

stakeholders. On the other hand, it is appeared as a challenge to be differentiated from the others. 

In other words, the challenge is to convince potential stakeholders to view their organization as a 

unique personality (Venable et al., 2005). This goal could be pursued by creating a distinctive 

brand personality based on its own missions and values (Stride, 2006).  However, concerning the 

study of nonprofit brands in Sweden, there is only a few and limited researches have been 

conducted so far. They mostly paid attention to the operating system of the organizations, the 

overview of how the sector is structured, their funding, and the relationship with the government 

(Lundstrom and Wijkstrom, 1995). In general, the focus of branding, particularly in the 

perspective of brand personality might be underestimated in Swedish nonprofit market. It is 

appeared as a new and interesting area for the researchers to study.  
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1.3 Purpose 

The purpose is to describe how brand personality of nonprofit organization is perceived in 

Sweden.  
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Outline of the study 

Theoretical framework includes two major parts. Firstly, three models of brand personality are 

presented. Based on that, the author makes evaluation about pros and cons of each model and 

selects the most appropriate one to apply to Swedish nonprofit context.  

Methodology: The mixed method of qualitative and quantitative research is applied to the case 

study of Red Cross. Firstly, in depth interviews are conducted with Red Cross employee and 

volunteers. The collected data is analyzed and compared with the existing model. Based on that, 

new model is developed and finally tested in the survey.  

Empirical data: This chapter presents qualitative data which have been collected from six in 

depth interviews. In specific, all of 41 items that the interviewees used to describe Red Cross as a 

person are recorded and transcribed.  

Analysis: This chapter aims at analyzing qualitative data which subsequently frame a foundation 

to model modification. First of all, 41 items are grouped in different dimensions. Secondly, they 

are compared with the existing model to see if the new items could be explained by the existing 

model. Based on the mismatches, a modified model is developed which includes new items from 

qualitative research, combining with the existing items from the original model.  

Survey result and interpretation: The modified model is tested on a large number of 

respondents. The data collected from 200 respondents are analyzed by SPSS. The result reflects 

the descriptive level of each item for Swedish Red Cross as a person.  

Conclusion: The differences and similarities between the original model and modified model are 

discussed. Based on that, the cultural influence on brand personality is generally reflected.  

Discussion: This part mentions the limitation of the study concerning the objectivity in item 

interpretation and the sample size. Besides, further implication is made since this study could be 

a foundation for further researches about nonprofit brand personality in Sweden. 
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Chapter 2: Theoretical framework 

This chapter includes two sections. The first section discusses the development of brand 

personality. It is followed by the introduction of three models. Subsequently, the second section 

evaluates the pros and cons of each model in order to select the most appropriate one and test it 

in Swedish nonprofit context.  

2.1 Brand personality  

2.1.1 Literature review about brand personality  

The concept of brand personality originates from the idea to personify lifeless objects. It was 

initially mentioned in Theory of Animism by Gilmore at the beginning of twentieth century 

(Azoulay and Kapferer, 2003). Until 1958, the term “brand personality” was firstly used by 

Martineau to attribute personal characteristics to a retail store. Since then, this concept has been 

interested and developed by several authors and researchers (Voeth and Herbst, 2008). It 

consequently becomes a standard to assess the image of a product or service brands (Hanby, 

1999). Regard to its definition, Aaker (1997) defined brand personality as a number of human 

characteristics which are connected to a specific brand. Another definition made by Azoulay and 

Kapferer (2003) who interpreted brand personality as a set of human personal traits which are 

simultaneously relevant and applicable to a particular brand.  

In terms of the theoretical development, brand personality is mainly built up on the model which 

was developed by Aaker in 1997 (Avis, 2012). The data were collected from 37 B2C brands 

which varied across different product categories (Aaker, 1997). This model is considered as the 

cornerstone for brand personality development. Several researches and studies of brand 

personality have been constructed on the ground of this model (Venable et al., 2005; Voeth and 

Herbst, 2008; Freling et al., 2010).  

Model of brand personality dimensions developed by Aaker (1997) 

In order to construct the model of brand personality, Aaker has based her study on “Five Factor 

Model of human personality (FFM)”. This model is applied as a framework to classify different 

human characteristics (Caprara et al., 2001). It is widely accepted as a fundamental approach to 
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explore human personalities (Gurven et al., 2013). An overview of this model provides a basic 

understanding and premise of how the personality of a brand is constructed.  

Five Factor model (FFM) of human personality 

Five- factor model consists of five dimensions of human‟s personal characteristics: openness to 

change, conscientiousness, extraversion, agreeableness and neuroticism (Goldberg, 1990; John 

and Mc Crae, 1992). Openness to change refers to the opportunity for human to be creative, 

innovative and experiential oriented (Neal et al, 2012; Digman, 1990). It associated with 

attributes such as curious, broad minded, intelligent, imaginative and artistically sensitive 

(Barrick and Mount, 1991). Conscientiousness describes the propensity of dependability which is 

congruent with being careful, well- organized and responsible. Some authors broadened its 

meaning to goal- oriented activity which is represented by the traits of hard working and striving 

for achievements (Caprara et al., 2001). The third dimension, extroversion, explains the human 

tendency of sociability which corporate with traits of sociable, talkative, expressive and active 

(Barrick and Mount, 1991; Digman, 1990). Besides, it is also interpreted as the ambition for 

status and power achievements. This factor consists of assertiveness, ambitious and initiative 

(Hogan, 1986). Agreeableness or friendliness orients to human compassion and caring to other 

people (Caprara et al., 2001). It reflects the personal characteristics of being cooperative, 

forgiving, tolerant, altruistic, warmth, honesty and soft hearted (Barrick and Mount, 1991). 

Finally, neuroticism or emotional stability expresses negative or uncertain cognitions such as the 

feeling of anxiety, depressed, worried, insecure and emotionally sensitive (Barrick and Mount, 

1991; Smillie et al., 2006) 

 Based on this framework of human personality, Aaker (1997) developed the model of 

personality dimensions which is applied for brands. It includes five dimensions: Sincerity, 

excitement, competence, sophistication and ruggedness (Aaker, 1997). Each dimension is 

exemplified by different sub personal facets. For instance, sincerity consists of down to earth, 

honest, wholesome and cheerful. Excitement is described by traits of daring, spirited, 

imaginative and up to date. Competence has three attributes of reliable, intelligent and 

successful. Sophistication regards to upper class and charming. Finally ruggedness includes 

outdoorsy and tough (Aaker, 1997). This model is accepted as the core theory for brand 

personality research and development (Avis, 2012).  
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 Regarding to the first three dimensions, they are assessed to be more similar with human 

characteristics compared to sophistication and ruggedness (Aaker, Martinez and Garolera, 2001). 

Furthermore, several researchers approved the correlations between brand personality items and 

human personality characteristics (Machle and Supphellen, 2011). In particular, sincerity relates 

to the feeling of warmth and honesty which are identical to the dimension of agreeableness 

(Aaker, 1997; Caprara et al., 2001). Excitement and extraversion capture the same idea which is 

both associated with sociability, energy and activities (Caprara et al., 2001). Competence 

represents for reliability, goal oriented and organizational success which is in conjunction with 

the dimension of conscientiousness (Aaker et al., 2001). On the other hand, sophistication and 

ruggedness refer to human desires of an enriched material- life. In other words, these two 

dimensions are more related to the materialized image of wealth and status. Sophistication 

focuses on the style of being sexy, upper class, glamorous and elegant while ruggedness 

represents for the symbol of masculine, western, strong, tough and outdoorsy. Masculine refers 

to the products or brands that stand for men, western associates with the brands originate from 

Western cultures and outdoorsy emphasizes on the product for outdoor activities such as 

climbing and camping (Aaker, 1997). (See Table 1) 

Sincerity Excitement Competence Sophistication Ruggedness 

Down to earth 

Family oriented 

Small town 

Honest 

Sincere 

Real 

Cheerful 

Sentimental 

Friendly 

Wholesome 

Original 

Daring  

Trendy 

Exciting 

Spirited 

Cool 

Young 

Up- to- date 

Independent 

Contemporary 

Imaginative 

Unique 

 

Reliable 

Hard working 

Secure 

Intelligent 

Technical 

Corporate 

Successful 

Leader 

Confident 

Upper class 

Glamorous 

Good looking 

Charming 

Feminine 

Smooth 

 

Outdoorsy 

Masculine 

Western 

Tough  

Rugged 

Table 1: Model of US brand personality dimensions (Aaker, 1997) 
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According to Das, Guin and Datta (2012), the applicability of this model is still eliminated to 

some extent. For instance, due to the fact that it was only conducted on US consumers, it could 

not be applied to different local markets and cultures. Therefore, several extended models of 

brand personality have been developed in several countries such as Japan, Spain, Korea, France 

and China (Aaker et al., 2001; Sung and Tingkham, 2005; Chu and Sung, 2010). Their results 

have proved that brand personalities are significantly differed across cultures and contexts 

(Voeth and Herbst, 2008). Furthermore, only B2C brands were taken to measure in Aaker‟s Five 

Factor model. Thus the validity in B2B brands and furthermore in nonprofit sector is eliminated 

(Austin, Siguaw and Mattila, 2003; Venable et al., 2005; Voeth and Herbst, 2008). 

2.1.2 Literature review about brand personality in nonprofit sector 

Regarding to the study of brand personality in nonprofit sector, it is still in early stage of 

development. The main focus so far has been placed on measuring the impact of brand 

personality on consumer‟s donation but not focusing on how to construct a brand personality 

model (Mitchel and Rieunier, 2012). The first study of measuring nonprofit brand personality 

dimensions was conducted in US by Venable, Rose, Bush and Gilbert (2005). The model is 

developed on the foundation of Aaker‟s Brand Personality Dimensions. It comprises of four 

basic dimensions: Integrity, sophistication, ruggedness and nurturance (See table 2). This study 

also examined the association between brand personality and consumer donation (Venable et. al, 

2005).  

Model of brand personality for nonprofit sector developed by Venable et al. (2005) 

Integrity Ruggedness Sophistication Nurturance 

Honest 

Positive influence to 

the community 

Committed to public 

good 

Reputable 

Reliable 

Tough 

Masculine 

Outdoor 

Western 

Good looking 

Upper class 

Glamorous 

Compassionate 

Caring  

Loving 

Table 2: Brand personality for nonprofit sector in US (Venable et al., 2005) 



Linnaeus University 
School of Business and Economics  

 
11 

Comparing with Aaker‟s model, two dimensions of sophistication and ruggedness are retained 

and they still conveyed the same meanings (Venable et al., 2005). These two dimensions tend to 

describe a brand in an aspiration image of wealth and status, rather than focusing on the aspect of 

human personality (Aaker et al., 2001). In particular, ruggedness is described by the facets of 

tough, masculine, outdoor and western. Similarly, sophistication captures the attributes of good 

looking, glamorous and upper class. The absence of sincerity, excitement and competence 

implies the fact that they are not featured as prominent characteristics for nonprofit brand 

personality. On the other hand, integrity and nurturance are existed as two new dimensions. 

Integrity emphasizes on the reliability and reputation of nonprofit organizations, as well as its 

positive influence on the community. Moreover, integrity reflects the importance of trust when 

stakeholders assess nonprofit organizations. In general, it is seen as an essential factor to measure 

brand personality of nonprofits. Besides, Venable et al. (2005) has clarified the correlations 

between sincerity of Aaker‟s model and integrity. Firstly, they share the same value of honesty. 

However, sincerity is more associated with cheerfulness and wholesomeness while integrity 

emphasizes on the aspect of reliability, transparency, reputation of an organization and its 

commitment to society. Regarding to the dimension of nurturance, it represents for the social 

benefits that the organization provide for people. These social benefits are also what the potential 

and current donors are looking for to evaluate a nonprofit organization. In human perspective, 

this dimension describes a nonprofit brand as a compassionate and caring person. These two 

dimensions together are critical aspects of brand personality in the context of nonprofit. In other 

words, they determine to what extent a stakeholder can trust the organization (Venable et al., 

2005). 

Follow it, another study conducted by Voeth and Herbst (2008) to develop brand personality for 

nonprofit organizations in Germany. It includes three dimensions: Social competence and Trust, 

Emotion and Assertiveness, Sophistication (See table 3). Comparing with Venable et al. (2005), 

they share similar dimensions of trust and sophistication. In particular, there is a similarity 

between two dimensions of integrity and social competence and trust. There are items that both 

measuring the reliability of an organization such as honest and reliable. In terms of 

sophistication, the German model covers all of items which are appeared in the model of US 

such as: good looking, glamorous, and upper class. Besides, “tough” and “outdoorsy” of 

Ruggedness are now labeled under the dimensions of Emotion and Assertiveness. 
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Model of brand personality for nonprofit sector developed by Voeth and Herbst (2008) 

Social competence and trust Emotion and Assertiveness Sophistication 

Humane 

Non commercial 

Just 

Social 

Sympathetic 

Solidarity 

Fair 

Fostering 

Trustworthy 

Honest  

Sincere 

Responsible 

Authentic 

Real 

Non party/ Neutral 

Peaceful 

Secure 

Careful 

Reliable 

Effective 

Experienced 

Professional 

Friendly 

Spirited 

Excited 

Imaginative 

Outdoorsy 

Adventurous 

Daring  

Young  

Unique 

Persevering 

Tough 

Courageous 

Critical 

International 

 

 

 

Charming 

Cheerful 

Good looking 

Glamorous 

Trendy 

Upper class 

Table 3: Brand personality for nonprofit sector in Germany (Voeth and Herbst, 2008) 

According to Voeth and Herbst (2008), the first dimension refers to the social values which are 

highly relevant to nonprofit organizations. It is followed by the traits which describe the 

dependability and success of an organization. In addition, this factor includes four items from 

Sincerity dimension of Aaker (sincere, honest, real, friendly) and two items from Competence 
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dimension (secure, reliable). Therefore it is called Social competence and trust. The second 

dimension contains six items from the dimension of Excitement (exciting, imaginative, daring, 

young, spirited, unique) and two items from Ruggedness dimension (tough, outdoorsy). In 

general, this factor implies sociable related characteristics of the organization such as spirited, 

exciting, adventurous, and outdoor. It is named Emotion and Assertiveness. Finally, the last 

dimension includes all of four items from Sophistication of Aaker‟s model: good looking, upper 

class, charming and glamorous. Due to this similarity, it is still named as sophistication. 

In general, this model is constructed by using Aaker‟s model as the foundation. Therefore, 

several items in this model are found to be similar to Aaker‟s model (Voeth and Herbst, 2008). 

2.2 Evaluation of three models 

The literature review about brand personality has introduced three models. First of all, Aaker‟s 

model which was developed in 1997 is considered as the fundamental foundation of brand 

personality. It includes five dimensions: Sincerity, excitement, sophistication, competence and 

ruggedness. However, this model was solely conducted on commercial brands (37 B2C brands). 

Therefore, the applicability is limited to other sectors such as nonprofit organizations. Moreover, 

since the model was developed in 1997, the dimensions and items might be outdated if they are 

applied in this time period. In other words, its validity is questionable.  

Referring to the model of brand personality for nonprofit organizations in Germany, it is 

developed upon Aaker‟s model of brand personality. The model comprises of three dimensions: 

social competence and trust, emotion and assertiveness, sophistication. Comparing with Aaker‟s 

model, it has come up with new items which are used to describe for brand personality of 

nonprofit organizations. However, the authors did not concretely argue for the existence of these 

dimensions, as well as explain each item on an understandable manner. For instance, the author 

did not really show the meaning of each dimension and why they decided to combine two factors 

into the same dimension. As result, it is hard for the reader to distinguish which item is to 

measure for which factor and in what specific aspects this model are differentiated from Aaker‟s 

model.  

In terms of the brand personality model of US nonprofit, it has specifically clarified four 

dimensions which could be applied to measure in nonprofit sector: integrity, nurturance, 
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sophistication and ruggedness. Each dimension is followed by items which coherently explain 

what it is going to measure. Moreover, the model clearly shows the differences in comparison 

with Aaker‟s model (1997). It is demonstrated by the existence of Integrity and Nurturance as 

two important aspects to distinctively measure nonprofit brand personality. These aspects 

represents for trust and social benefits as two key points to distinguish nonprofit sector from the 

others. Moreover, in the part of further implication, the authors questioned the application of this 

model in different cultural contexts (Venable et al., 2005). This implication is based on Aaker‟s 

argument that brand personality could be differed across cultures (Aaker et al., 2001). Therefore, 

future researches are encouraged to test the model in a new context. However, there is still no 

further research has been developed up till this moment.  

Based on these evaluations, the author decides to construct the study of Swedish nonprofit brand 

personality on the model of Venable, Bush, Rose and Gilbert (2005).  
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Chapter 3: Methodology 

According to Kumar et al. (1999), marketing research provides relevant, accurate and timely 

information in order to facilitate the decision making process of marketing managers. It is 

considered as an essential part of marketing system. The process of conducting a research 

includes six sequential steps: problem identification, selecting an appropriate approach to the 

problem, formulating research design, data collection, data analysis, and finally result 

presentation (Malhotra and Birks, 2003).  

3.1 Research approach 

Research approach is defined as a way to approach the research problem. According to Hyde 

(2000), there are two types of research approaches: inductive and deductive. Basically, they 

reflect the interactive relationship between theory and relevant empirical data (Bryman and Bell, 

2007). 

3.1.1 Inductive approach and deductive approach 

Inductive approach refers to the constitution of a new theory after the process of collecting and 

analyzing empirical data. In other words, a generalization of a phenomenon is created after 

observing relevant instances (Spens and Kovacs, 2006). On the other hand, deductive approach 

starts from the collection of relevant data based on an established theoretical framework. Data 

will be subsequently analyzed in order to verify if the theory could be applied to a new context 

(Hyde, 2000).  

The study is constructed mainly on deductive research. In particular, the model of US nonprofit 

brand personality is applied as an established theoretical foundation. Data is collected to verify 

the applicability of this model in the specific context of a Swedish nonprofit organization. After 

comparing with the collected data, a new model will be developed on the basis of the existing 

one.  

3.1.2 Qualitative and quantitative research 

Qualitative research and quantitative research are two different categories in terms of research 

strategy (Bryman and Bell, 2007). Quantitative research is defined as a strategy which focuses on 

the quantification aspect of data collection such as numbers of respondents. On the other hand, 
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qualitative research emphasizes on the quality of data which is able to get a deeper 

comprehension towards a research problem. According to Malhotra and Birks (2003), qualitative 

research is to make hypothesis or identify new variables which are subsequently tested in 

quantitative research.  

The research approached in this study is the integration of qualitative and quantitative research 

which is named as mixed methods research (Bryman and Bell, 2007; Arona and Stoner, 2009). 

According to Johnson, Onwuegbuzie and Turner (2007), it combines both qualitative and 

quantitative approach in order to strengthen the breadth and depth of a research subject. Mixed 

method is used when the application of either qualitative or quantitative is not sufficient to 

resolve the problem (Creswell and Plano Clark, 2011). Applied to this context, quantitative 

research is used to facilitate qualitative research. This integration is selected due to the same 

manner of method which has been used in previous studies of brand personality (Das, Guin and 

Datta, 2012).  

3.2 Research design 

Research design is defined as a logical framework which is used to collect and analyze the 

empirical data (Bryman and Bell, 2007). In other words, research design is a logical process that 

linkages the initial set of questions to the final conclusion of these questions (Yin, 2009). A 

marketing research is generally associated with two main types of research design: exploratory 

research design and conclusive research design (Malhotra and Birks, 2003).  

Exploratory research design 

Exploratory research design is framed to understand the nature of a phenomenon. It is well 

applied if the researcher does not have enough understanding towards the research project. The 

research is more likely to be unstructured, flexible and not involving structured questionnaires 

(Malhotra and Birks, 2003).  

Conclusive research design 

Conclusive research design aims at testing the hypothesis and measuring the relationship 

between variables. It could also be applied to measure a marketing phenomenon which 

represents for a target market. Comparing to exploratory research, it is more formal, structured 
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and mainly based on the quantitative analysis (Malhotra and Birks, 2003). A conclusive research 

design could be either descriptive or causal.  

Causal research provides evidences of a “cause and effect” relationship between different 

variables. This research typically starts by a causal assumption. On the other hand, the main 

objective of a descriptive research is to describe the characteristics or functions. It targets to 

answer questions of who, what, when, how and where.  Descriptive design includes cross 

sectional design and longitudinal design. Cross sectional design involves the data collection from 

a given sample of respondents in one specific point in time while a longitudinal design measures 

a mixed sample of respondents repeatedly to get information (Malhotra and Birks, 2003).   

In terms of cross sectional design, it is categorized as single and multiple cross sectional design 

(Malhotra and Birks, 2003; Bryman and Bell, 2007). Single cross sectional design refers to the 

selection of one sample from the target population to collect information and it only occurs at a 

single point in time. On the other hand, multiple cross sectional design describes the data 

collection from two or more samples of respondents (Malhotra and Birks, 2003) 

Due to the purpose of this study, the research design starts with the exploratory research. It is 

conducted to find out the personal characteristics that employee and volunteers associates with a 

nonprofit organization. Then it is followed by the descriptive research which is specialized in 

single cross sectional research design. In particular, the survey is conducted on one sample 

among the target population during one week. Single cross sectional design is selected due to the 

study purpose and its appropriateness in terms of cost and time.  

3.3 Data sources 

According to Bryman and Bell (2007), there are two types of data sources: primary data and 

secondary data. 

3.3.1 Primary data 

Primary data are all information that is freshly collected by the researcher in order to resolve the 

existing research problem (Frankfort, Nachmias and Nachmias, 1992).  

Advantages and disadvantages of primary data 
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The primary data is advantageous of being up to date which means that all information is 

collected at hand. Therefore it increases the applicability of the study. Moreover, data relevance 

is also qualified which is tailor- made and focused on particular research questions (Bryman and 

Bell, 2007).  

On the other hand, primary data appears to be disadvantageous in terms of cost and time 

(Bryman and Bell, 2007). For instance, it takes more time for the researcher to collect primary 

data via interviews, focus groups or surveys. Apparently, these methods also take higher costs 

and more efforts to conduct in relation to secondary data (Malhotra and Birks, 2003).  

3.3.2 Secondary data 

 Secondary data refers to the information that has been previously collected but to solve another 

research problem (Frankfort, Nachmias and Nachmias, 1992). Secondary data is derived from 

variety of sources such as governmental bodies, the press, previous academic researchers 

(aricles, literatures), websites and the company‟s data storage (Cowton, 1998).  

Advantages and disadvantages of secondary data 

Secondary data is advantageous in relation to cost (Cowton, 1998). The data could be directly 

collected from previous researches and studies. Besides, time is saved since the researcher does 

not have to devote for conducting interviews or surveys. In addition, the validity is also enhanced 

if data were collected from reliable widely accepted sources such as articles from international 

journals (Bryman and Bell, 2007).  

However, secondary data is disadvantageous of not being fulfilled to sufficiently answer the 

research question due to the fact that they have been collected for resolving other purposes 

(Cowton, 1998). Besides, they might be outdated to apply in the current context which could 

affect the level of accuracy (Aaker et al., 2011).  

Based on the purpose of this study, primary data from is mainly used to resolve the research 

problem. Primary data is applied because the author wants to know how a nonprofit is described 

as a human by Swedish people. It is collected by conducting in depth interviews and the survey. 

Besides, as the study is conducted on the single case of Swedish Red Cross, a brief introduction 
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about its missions, visions and principles are presented (See Empirical chapter). Single case 

study is further explained in the next part of research strategy.  

3.4 Research strategy 

Research strategy is classified into five different research strategies: experiment strategy, history 

strategy, case study strategy, survey strategy and archival strategy (Yin, 2009). Experiment 

strategy is carried out with the purpose of verifying, falsifying and establishing the validity of a 

hypothesis. It is pursued by alternating variables in order to reach different effects. History 

strategy refers to the process of collecting and analyzing historical documents. Case study 

constructs an in depth analysis towards a contemporary subject in a specific context. It involves 

the case of individuals, organizations, programs, processes, events and etc (Yin, 2009). 

Depending on the subject nature, case study is classified into single case study and multiple case 

studies. Survey is the strategy of using a representative sample of population to gather data 

towards a specific issue or subject. Finally, archival strategy explains the process of reviewing 

related documents, literatures and archives in order to collect appropriate data for an examined 

case or certain research. The following table explains different research methods and how to 

choose the most appropriate ones based on the forms of research questions (Yin, 2009). 

Method Forms of research 

questions 

Requires Control of 

Behavioral events 

Focus on 

contemporary 

events 

Experiment How, why Yes Yes 

Survey Who, what, where, 

how many, how much 

No Yes 

Archival analysis Who, what, where, 

how many, how much 

No Yes/No 

History How, why No No 

Case study How, why No Yes 

 

Table 4: Different research methods applied in relevant situations (Yin, 2009) 
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Single case study 

According to Yin (2009), single case study could be applied as an appropriate design if the study 

satisfies one of the following rationales.  

Firstly, the research is conducted to test a widely accepted theoretical framework. By applying a 

single case study, it enables the researcher to critically test the applicability of this framework in 

a new context. As result, the existing theory could be reconfirmed, extended or modified. The 

second reason occurs when the study represents for a unique and irregular case in a specific area. 

Thus single case study is an appropriate approach to get a deep understanding about its 

differences. On the other hand, the third rationale orients to the study of a typical case in which 

the results could be generalized to explain other relevant circumstances. The next rationale refers 

to the context when a single case study is applied to explore an underlying concept which was 

previously inaccessible to other scientific researchers due to certain objective reasons. Finally, 

the fifth rationale describes a longitudinal case study when it is repeatedly conducted at two or 

more different points in time to identify how variables are conditionally changed (Yin, 2009).  

Referring back to this study, Swedish Red Cross (Röda Korset) is applied as a single case study 

to construct brand personality for nonprofit sector in Sweden. This strategy is selected due to the 

following reasons. Firstly, it satisfies the first rationale of case study since it is constructed on the 

ground of a well formulated model of brand personality in US nonprofit sector. This model is 

tested in a new cultural context of Swedish nonprofit sector which specializes in Swedish Red 

Cross. The purpose is to examine if the model is still applicable in a new culture. Based on the 

mismatches, it is modified to specially fit in a given context. Alternatively, Red Cross is selected 

because it is one of the largest of international nonprofit organization (Forbes, 2013-04-12). 

Therefore the result could be able to convincingly represent for other nonprofits in the same 

category of human service. Further information about Swedish Red Cross is provided in the first 

part of chapter 4- Empirical data.  

3.5 Data collection methods 

Data collection method is constructed on the basis of research strategy. Based on these research 

strategies, the most appropriate data collection methods are in depth interviews, focus groups, 

triangulation, content analysis, structured observation and surveys (Bryman and Bell, 2007). 

http://www.redcross.se/
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Regarding to this specific case study, it is conducted on two methods of in depth interview and 

survey. They are selected due to the suitability with the study purpose and the alignment with 

previous researches which have been conducted before in the same area. Regarding to the 

interview, the author aims to explore how brand personality of a nonprofit organization is 

perceived in Sweden. Based on that, the differences in brand personality between two cultural 

contexts could be identified. The survey is applied to test the modified model in a large number 

of respondents to verify its validity and reliability.  

3.5.1 Qualitative research interviews 

According to Bryman and Bell (2007), qualitative research interviews refer to either individual 

(in depth) interviews or group- interview which is called as focus group. Individual interview is 

defined as a form of one to one interview while focus group represents for an interview that 

including several participants (six to ten) at the same time (Morgan, 1998a).   

Individual interviews 

Individual interview is classified into semi- structured and unstructured interviews (Bryman and 

Bell, 2007). Based on the study purpose, semi structured interview is applied in this study. 

Semi structured interview is constructed on a formal structure with a set of predetermined 

opened questions. However, the interviewee does not have to exactly follow the structure. 

Following up questions could still be flexibly added during the interview to strengthen the 

interviewee‟s opinion and generate a smooth flow for the conversation (Bryman and Bell, 2007). 

It enables the interviewer to get a deeper understanding towards the underlying thoughts, feelings 

and beliefs expressed by the interviewee.  

Regarding to different techniques to conduct an interview, third- person technique is selected. In 

this technique, the respondents are presented to a verbal or visual situation. Their task is to 

describe personal beliefs and attitudes of a third person. Furthermore, this technique could be 

applied to personify an object as a human based on the interviewee‟s perception and imaginary 

(Malhotra and Birks, 2003).  

Conduct an in depth interview 
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In order to conduct an in depth interview, some factors should be taken into consideration: place 

to conduct the interview, required skills for the interviewer, type of questions, the quality of 

recording and transcription (Bryman and Bell, 2007).  

Place to conduct the interview is considered as one of the most decisive factor to the success of 

an interview (Bryman and Bell, 2007). A suitable place should be quite, private and being distant 

from the outside noise. Besides, it should be airy and spacious enough to make the interviewee 

feel comfortable.  

Regarding to the role of interviewer, there are certain criteria that he/she should be fulfilled. 

Firstly, the interviewer has to be comprehensive about the topic. During the interview, the 

interviewer should be clear and straightforward to the main problem, behave kindly and gently to 

the respondents. Moreover, the abilities of being able to quickly interpret the interviewee‟s 

responds and remember what they have previously said are also a requirement for an interviewer 

(Bryman and Bell, 2007).  

In terms of the questions, there are different types of questions which could be suitably applied 

for a semi structured interview: introducing questions, following up questions, direct questions, 

interpretation questions, and indirect questions (Kvale, 1996).      

Applied to this case study, six in depth interviews with Swedish Red Cross employee and 

volunteers are conducted in their office and are separated in two different times. The first two 

interviews took place in 2013, April, 9
th

 and the rest were conducted one week later. The reason 

of this separation is to conform to the interviewee‟s schedule. Regarding to the place, the author 

chose a private and quiet room in Red Cross building for six interviews. Each interview lasted 

from half an hour to forty five minutes. The interview follows the prearranged structure. Firstly, 

the interviewer gently welcome for the interviewee‟s participation. Subsequently the interviewee 

is informed a document which includes topic explanation and a list of prepared questions. Due to 

the nature of the interview, the interviewer intends to direct the interview structure not to be so 

formal which enables the interviewee to express their ideas and feelings naturally. Apparently, 

following up questions are often raised to strengthen the interviewee‟s answers and clarify their 

ideas. Tape recording is used in six interviews to guarantee the answer accuracy. Besides, the 

interviewer also takes note important ideas and reminds the interviewees to review after finished.                
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3.5.2 Survey                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                           

Survey is a quantitative method in which a questionnaire is designed to the given sample of 

population (Malhotra and Birks, 2003).There is two types of survey: census survey and sample 

survey. Census survey targets to study the whole population while sample survey only focuses 

on one specific portion of the population. A survey is conducted on three major modes: 

Telephone, personal face to face and mail (Malhotra and Birks, 2003). This study focuses on the 

sample survey of Swedish people who are living in Vaxjo.  

Advantages of survey 

The administration is simple since the questionnaire is constructed on a prearranged order. It also 

reduces the variability in answers between respondents. Therefore, the collected data are 

consistent and relevant. As result, it simplifies the steps of data transcription and data analysis 

(Malhotra and Birks, 2003).  

Conduct a survey 

According to Bryman and Bell (2007), a survey is conducted on following steps: Topic and 

research area determination, framing relevant theoretical concepts, defining population, selecting 

appropriate sample design and sample size, deciding administration structure, developing a 

questionnaire based on study purpose and finally pretesting.  

Regarding to the questionnaire, it is a technique of survey data collection. A questionnaire is 

formulated on a series of written or verbal questions about a certain topic. It is an effective tool 

to standardize the data collection process of the survey (Malhotra and Birks, 2003). The question 

structure is divided into unstructured and structured questions. This study is mainly conducted on 

structured question. Structured questions refer to a set of certain answer alternatives for a 

question and the respondent only need to select one of them. A structure question could be 

multiple- choices, dichotomous and a scale. Dichotomous question is followed by only two 

alternatives of respond: Yes or No. Scale represents the measurement of an object or concept. 

There are four types of scale: Nominal, ordinal, interval and ratio (Malhotra and Birks, 2003).  

In the context of this study, multiple choices, dichotomous, and scale are used to develop the 

questionnaire. In particular, multiple choices and dichotomous questions are conducted to 
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identify respondents based on gender, age, member/ non member of nonprofit and how often 

they donate money to nonprofit organization. Scale questions measure the descriptive level of 

each personal characteristic for Red Cross when it is personified as a human. In particular, the 

scale is ranged from 1 which represents for “Not at all descriptive” to 7 which stands for 

“Extremely descriptive”. The seven ranged- scale is selected because it is considered as an 

appropriate scale to measure brand personality. This choice is also recommended by an expert in 

the same field. (See appendix 2) 

3.6 Data collection instrument 

3.6.1 Operationalization and measurement of variables 

Operationalization is the process of associating the theoretical research into practical conducts. 

In particular, the theoretical concepts are transformed into the set of measurable items which are 

subsequently formulated on specific questions (Bryman and Bell, 2007). This process is 

fundamentally conducted on six steps: theoretical insight, defining key variables, providing 

operational definition of key variables, finding and listing potential measures for key variables, 

and finally pretesting. 

Theoretical insight 

 The main theoretical concept in this study is brand personality.  

Define key variables 

Concept Conceptual definition 

Brand personality 

- A number of human characteristics 

which are associated with a brand 

(Aaker, 1997) 

- A set of human characteristics that are 

both applicable and relevant to a brand 

(Kaferer and Azoulay, 2003) 

 

Table 5: Concept and definitions of brand personality (Aaker, 1997; Kaferer and Azoulay, 2003) 
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Provide operational definition of key variables 

In this research, Swedish Red Cross is applied as the single case study of brand personality for 

nonprofits in Sweden. 

Find and list potential measures for key variables 

Due to the nature of this study, it is conducted on the mixed method of in depth interview and 

survey. Therefore, key variables and potential measures for each method are separately 

mentioned in two different tables.  

In depth interview 

Operational definition Measurements 

Brand personality applied to the case study of 

Swedish Red Cross 

- Imagine if Red Cross became a human, 

what type of person do you think he/ 

she should be? 

- Based on these characteristics, please 

list out the most important 

characteristics which are most 

representative for Red Cross. 

 

Table 6: Operational definition and measurements of Red Cross brand personality for interviews 

After in depth interviews, the model of brand personality in US nonprofit sector is modified to be 

appropriated in the case study of Swedish Red Cross. This modified model includes seven 

dimensions to measure Swedish Red Cross brand personality. 

Survey 

Operational definition Dimensions 

Brand personality applied to the case study of 

Swedish Red Cross 

- Integrity (Venable et al., 2005) 

- Humane (Renamed from Nurturance) 

- Sophistication (Aaker, 1997; Venable 
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et al., 2005) 

- Ruggedness (Aaker, 1997; Venable et 

al., 2005) 

- Sociability (New) 

- Specialization and job performance 

(New) 

- Equality (New) 

 

Table 7: Operational definition and dimensions of Red Cross brand personality for survey. A more 

detailed table which includes 37 characteristics is presented in the part of Analysis- Table 12.  

Pretesting 

The process of pretesting is implemented by the thesis tutor and potential respondents. In 

particular, they review the question list to assess if the questions correlate with the theoretical 

concepts. For instance, the questions of in depth interviews are reviewed by the tutor and the 

interviewees to make sure that they interpret the questions and these questions are relevant to the 

study. For the survey, the questionnaire is pre-tested by the tutor and six potential respondents in 

order to make sure that they understand the concept of brand personality and the meaning of 37 

human characteristics.  

3.6.2 Interview guide and questionnaire design  

Interview guide 

Six in depth interviews are conducted with full- time employees and volunteers in Vaxjo Red 

Cross. The main purpose of in depth interview is to examine how the interviewees perceive Red 

Cross as a person. The semi- structure includes five main questions. The first three questions are 

typed as introducing questions. They aim at identifying the interviewee‟s personal information 

which is related to Red Cross. They also help the interviewee access to the topic naturally. 

Continuously, the fourth question is the main part of the interview which asks the interviewee to 

describe Red Cross as a person. Depending on each interviewee‟s answer, following up and 

interpretation questions are added to facilitate the respondent‟s answer. For instance, following 
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up questions are asked to elaborate the item‟s meaning. Interpreting questions are to clarify the 

interviewee‟s ideas. Based on that, it helps the interviewee easier to come up with new items. 

Finally, the interview ends with a direct question to select the most important items from the list 

they have just mentioned (See appendix 1).  

Questionnaire design 

From data collected above, a survey will be carried among Swedish students and adults to verify 

these opinions quantitatively. Due to the target sample, survey is conducted both online and in 

physical. The questionnaire is divided into two sections: the first section includes identification 

questions regard to gender, age, if the respondent is a member of any nonprofit organization and 

how often they donate money. It is constructed on dichotomous and multiple choices 

alternatives. The second section focuses on Red Cross‟s brand personality. The respondent is 

asked to measure to which extent the 37 human characteristics can describe for Red Cross as a 

person. A scale ranges from 1- “Not at all descriptive” to 7- “Extremely descriptive” is applied. 

(See appendix 2). 

3.7 Sampling 

There are three main steps to construct sampling: define population, identify the sampling frame, 

and decide the selected sample (Bryman and Bell, 2007).  

3.7.1 Defining population 

Population is defined as all entities or individuals who belong to the universe. It could be 

considered as a country, city, region, organization or group of individuals (Bryman and Bell, 

2007).  Applied in this study, the population is Swedish people. 

3.7.2 Sampling frame 

Sampling frame comprises of all elements and characteristics of the population from which 

sample is framed (Bryman and Bell, 2007). Applied in this study, the sampling frame for the 

survey is Facebook that enables the author to conveniently contact to Swedish people by 

organizing an online event and group messages. These two functions of Facebook help to spread 

out the survey link to target population and sometimes reminding them by the feeds on their 
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wall. Regarding to the sampling frame for in depth interviews, it is the email address of Vaxjo 

Red Cross. Based on it, the author initially contacts to Red Cross‟s representative and 

subsequently get accessed to communicate with their employees and volunteers.    

3.7.3 Sample size 

According to Bryman and Bell (2007), sample is defined as a subset or segment of population 

which is selected for the investigation. It is classified as probability and non probability sample. 

Probability sample describes the method of random selection which means that individuals share 

equal probability to be selected among population. Non probability sample implies that some 

individuals have more chances to be selected than the others in the same population and it 

depends on the individual judgment of the researcher (Malhotra and Birks, 2003).  

In terms of non probability sampling, it is categorized as convenience sampling, judgmental 

sampling, quota sampling and snowball sampling (Malhotra and Birks, 2003). Convenience 

sampling is defined as a technique to select a sample based on the criteria of convenience. For 

instance, the respondents are selected due to their appearance in right place and at the right time. 

This technique is considered as least expensive and least time consuming in relation to the 

others. Regarding to judgmental sampling, it is the technique of choosing sample in which the 

respondents are judged purposely based on the researcher‟s criteria in order to find the 

appropriated ones. Quota sampling refers to two steps of sample selection. Firstly, the researcher 

develops a quota of certain characteristics for sample selection such as the proportion of gender 

and age. Secondly, the selection takes place based on convenience or judgmental technique. 

Finally, snowball sampling is a technique in which the first group of respondents is randomly 

selected. These respondents will be the consultants for selecting subsequent respondents. This 

sampling technique helps to identify target respondents who do not obviously show their 

characteristics (Malhotra and Birks, 2003).  

In this study, judgmental sampling is applied to select sample for in depth interviews while 

convenience and snowball sampling is designed for selecting survey respondents. In particular, 

the potential candidates for in depth interviews need to satisfy three standards:  

 Swedish people 

 Being able to communicate in English 
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 They have been working as an employee or volunteer of Red Cross in Sweden. By this 

criterion, the author is able to get a more intensive description about brand personality 

Red Cross compared to non participants.  

Regarding to the selection for survey respondents, the only criterion is that respondents have to 

be Swedes. Firstly, the survey is sent to the respondents via email or Facebook and they are 

asked to forward the survey to other respondents whom they know and considered to be 

appropriate. In order to accelerate the response rate, the author also sends out the survey directly 

to random Swedish people in the university and they are asked to fill in the survey at hand.  

Besides, the determination of sample size is based on different available methods: previous case 

studies about similar research topic, the researcher‟s affordability, the level of precision and 

statistical method applications (Malhotra and Birks, 2003). In this context, six in depth 

interviews are conducted and two hundred respondents will participate in the survey. Regarding 

to six in depth interviews, this number is selected due to the following reasons. Firstly, it is an 

appropriate choice in terms of time and cost. Besides, the saturation point is reached in the sixth 

interview when the answer of interviewee starts to replicate the previous ones. Besides, the 

number of 200 survey respondents is selected due to its suitability in terms of time and author‟s 

affordability.  

3.8 Data analysis methods 

3.8.1 Qualitative analysis method 

According to Malhotra and Birks (2003), there are four main steps to analyze qualitative data: 

Data assembly, data reduction, data display and data verification.  

Data assembly refers to the process of gathering data from different sources which are based 

upon the applied methods. Regarding to in depth interviews, data are collected from the answers 

of respondents through note taking, tape recording or observations during the interview. Data 

reduction describes the process of data filtering. In this step, all of data that are not relevant to 

the study will be removed. This step also involves data coding. It means that data are separated 

into discrete chunks with different labels. Data display regards to summarizing and presenting 

data in a comprehensive and logical way. For instance, data is presented in a graphical format 

which clearly shows the interconnection between different issues and variables. Data verification 
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refers to the explanation of data structure and how its meaning is connected to the theoretical 

concepts. In other words, this step verifies the validity of collected data (Malhotra and Birks, 

2003). 

In this study, the process of data analysis adheres to these four steps. Firstly, tape recording and 

note taking are used to record the interviewee‟s answer. Subsequently, all of data are filtered and 

only those related to Red Cross brand personality are retained. The next step aims to categorize 

and group different characteristics into relevant dimensions based on its meaning and the 

theoretical framework. Based on that, the existing model of US nonprofit is modified as 

combining both current and new dimensions. Finally, the model is simplified by sorting out the 

similar characteristics which is based upon the author‟s interpretation.  

3.8.2 Quantitative analysis method 

According to Bryman and Bell (2007), there are two approaches to analyze quantitative data: 

using mathematical formula or computer software. This study chooses to work with computer 

software which is called SPSS. There are four steps of analyzing quantitative data by using 

SPSS: Data coding, Data entry/transcribing, Data examination and analysis (Malhotra and Birks, 

2003). Regarding to the process of analysis, it is varied between different types which is based 

upon different study purposes: frequency/ descriptive analysis, reliability analysis, correlation 

analysis, hypothesis testing, regression analysis and etc. (Malhotra and Birks, 2003). The study 

focuses on frequency analysis, reliability analysis and correlation analysis.  

Frequency analysis 

According to Aaker et al. (2011), frequency analysis fundamentally reports the number of 

responses for each question and how frequently a scale alternative is selected by respondents. By 

using SPSS, it is estimated by the sample mean value. The mean value is defined as an average 

number formulated by summing all of responses for one question and subsequently dividing by 

the total number of respondents (Aaker et al., 2011). Besides, the value of standard deviation 

(Std. Deviation) measures the dispersion from each response to the mean value. The more varied 

it is from the mean value, the higher value of standard deviation it results in (Malhotra and Birks, 

2003).  
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Reliability analysis 

Reliability analysis is the statistical measure of assessing the internal consistency between 

variables in the same scale or dimension (Aaker et al., 2011). In other words, this measure 

indicates how well the items are able to measure for a concept. It is calculated by the standard of 

Cronbach‟s coefficient alpha. According to Litwin (1995), this value reflects the homogeneity of 

a concept based on its measurements. If Cronbach‟s coefficient alpha is greater than or equal to 

0,7, it represents a good reliability of internal consistency between items.  

Correlation analysis 

Correlation analysis aims at evaluating the correlation between one measurement in relation to 

the others (Malhotra and Birks, 2003). This association is calculated based on the value of 

Pearson‟s correlation coefficient. It is ranged between -1 and +1. The value of -1 indicates an 

absolutely negative relationship between two variables. It means that a higher value of this 

variable results in a lower value of the other. On the other hand, +1 refers to a perfectly positive 

relationship between two variables (Aaket et al., 2011). Therefore, the higher the correlation is, 

the more similar two variables are to each other.  

In this study, the process of quantitative data analysis includes the following steps. Firstly, the 

author starts with data coding. In this step, each question is coded by a shorter name. For 

instance, gender is coded as Gen, 37 items of Red Cross brand personality are coded and 

numbered in order as BP1, BP2, … and BP37. Continuously, the collected data from 200 

respondents are transcribed into SPSS. Regarding to the missing value, it is coded as 99. This 

step marks the missing value and makes it recognizable to SPSS when later it comes to 

calculations. Due to the purpose of this study, frequency, reliability and correlation analysis are 

applied to process data. In particular, frequency analysis is to summarize the answers of 200 

respondents of each item. This analysis presents the average descriptive level of 37 

characteristics for Red Cross brand personality. It is calculated by individual mean value for each 

item and average mean value for each dimension. Besides, reliability analysis is used to verify 

the consistency between items in the same dimension. It examines if items within one dimension 

are related to each other. Finally, the author use correlation analysis (Pearson Correlation) to 
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validate the meaning difference between items in the same dimension, to make sure that they are 

not similarly interpreted by the respondents.  

3.9 Quality criteria 

According to Bryman and Bell (2007), two main criteria are applied to measure the research 

quality: validity and reliability. In general, validity examines if the instruments really measure 

the concept and reliability is to verify the stability of these instruments. 

3.9.1 Qualitative methodology 

Qualitative validity 

Validity in qualitative study is varied into content validity, construct validity and external 

validity. Content validity refers to the subjective evaluation of a survey‟s content. It is 

accomplished by the review of experts and the potential respondents before starting the data 

collection process (Litwin, 1995). Construct validity is measured by the accuracy of recording 

and transcribing respondent‟s answers. It also involves the note review after the focus group/ in 

depth interview to make sure that all information are accurately noted. External validity refers to 

the generalization of the theory. It is developed by replicating multiple- case studies and figuring 

out key points for generalization (Bryman and Bell, 2007).  

Regarding to this study, content validity is approved since the question list for in depth 

interviews is reviewed by the tutor and six interviewees before the interview really gets started. 

They said that the definition of brand personality is clear and the questions are understandable. 

Similarly, construct validity is guaranteed by the application of tape recording and note taking. In 

addition, the interviewees are asked to review their answers once again after finished. In terms of 

external validity, it is achieved to some extent since the result could be generalized to other 

nonprofit organizations which belong to the same category of human service.  

Qualitative reliability 

In terms of reliability, it is categorized as internal and external reliability. External reliability 

focuses on the repeatability of a study. Internal reliability conveys the same meaning with inter- 
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observer consistency which requires the unification between observers in a research team 

(Bryman and Bell, 2007).  

Applied to this study, the consistency between data recording and data transcribing is guaranteed 

since these two steps are accomplished by one person. Therefore, internal reliability is reached. 

External reliability could be achieved since this study is the starting point to develop brand 

personality for nonprofit organizations in Sweden. Further researches could be conducted by 

replicating this study and positioning it in another context. 

3.9.2 Quantitative methodology 

Quantitative validity 

Regarding to the concept of validity, it is classified into three categories: content validity, 

construct validity and criterion validity. Content validity conveys the same meaning as in 

qualitative study. Construct validity is the measure of how well an operational definition is able 

to measure a concept (Aaker et al., 2011). It includes convergent validity, discriminant validity 

and nomological validity (Malhotra and Birks, 2003). Regarding to the study purpose, 

discriminant validity is accessed to measure construct validity. It refers to the low correlation 

between two variables to reflect the difference in their meanings. This standard is achieved by 

the assessment of Pearson Correlation (Malhotra and Birks, 2003). If this value is greater than 

0.8, it indicates a very strong correlation between two variables. In other words, they might carry 

the same meaning to respondents (Evans, 1996). Finally, criterion or concurrent validity 

measures the extent of how well the scale has performed in congruent with other criterion 

variables. There are two forms of criterion validity: concurrent validity is applied when the data 

of the scale is collected in the mean time with the criterion variable. Besides, predictive validity 

illustrates how accurate the existing data can predict a future criterion (Malhotra and Birks, 

2003).  

This study satisfies two standards of content validity and construct- validity. In terms of content 

validity, the questionnaire is pretested by the tutor and six respondents. They reviewed the topic 

explanation of brand personality and 37 characteristics to make sure that the definition is well 

interpreted and the meaning of characteristics is clarified. Moreover, the measurement of brand 

personality on a seven- scale is approved by a marketing expert who has conducted the same 
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research before. Regarding to construct validity, the definition of brand personality and its 

measurements in the context of Swedish Red Cross has adequately mentioned in the 

operationalization and analysis. This concept is measured by 37 human characteristics, being 

categorized into seven dimensions (See Analysis- Table 12). Regarding to criterion validity, it 

could not have been decided yet until the future researches are conducted on the same scale.  

Quantitative reliability 

Reliability is used to examine the consistency of the measure of a concept. The level of 

reliability is based upon three concepts: stability, internal reliability and inter- observer 

consistency. Stability is defined as the level to which a measure can be stable over time (Aaker et 

al., 2011). Internal reliability refers to the consistency between two indicators, in which the score 

of respondents on one indicator is related to their score on the other. Inter- observer consistency 

implies the situation where more than two observers take part in the process of data recording 

and transcribing. Thus it might lead to the inconsistency between observers. Reliability in 

quantitative research can be assessed by the repeatability of the study and Cronbach alpha 

coefficient. If this coefficient is greater than or equal to 0,7, it indicates a good level of internal 

consistency while the value of less than 0,6 reflects an unsatisfactory of scale‟s reliability 

(Malhotra and Birks, 2003).  

Referring to this study, inter- observer consistency is guaranteed since there is only one observer 

who is responsible for data transcribing. In addition, internal reliability is approved since five out 

of seven dimensions reach the Cronbach alpha coefficient of more than 0,7. One dimension is 

more than 0,6 and the other is less than 0,5.  
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Chapter 4: Empirical data 

This chapter starts with a brief introduction of Red Cross’s mission, visions and fundamental 

principles. The second part follows by presenting qualitative data from six in depth interviews. 

4.1 Mission, vision and seven principles of Swedish Red Cross 

Red Cross is one of the largest and most well- known international nonprofit organizations and 

belongs to the category of human service (Forbes, 2013-04-12; International Committee of Red 

Cross, 2013-04-12). It was founded in 1863 at the initiative of Henry Dunant. Red Cross is 

operated as a neutral and independent nonprofit organization to maintain humanitarian values all 

over the world, assisting people who are victims of natural disasters, armed conflicts and social 

violence (International Committee of Red Cross, 2013-04-12). Red Cross‟s mission, vision and 

fundamental principles are united across different countries and territories around the world. 

Mission statement of Red Cross is to protect people and prevent human suffering by a strong 

network of experienced volunteers and donators around the world. Regarding to the vision 

statement, Red Cross commits to be in time when people need help. It is an organization where 

human compassion is transformed into practical actions.  

Besides, members of Red Cross need to follow seven fundamental principles: humanity, 

impartiality, independence, neutrality, volunteer service, unity and universality. Humanity aims 

to guarantee and protect human values, prevent human sufferings, ensure the respect to all 

human beings. Impartiality emphasizes on equality which means no discrimination to nationality, 

religions, beliefs, social classes and different political perspectives. Neutrality means not to 

involve of any arguments regarding to political, religious and ideological beliefs. The principle 

of independence separates Red Cross from any national government policies but only to act on 

the behalf of its own principles. Volunteer service underlines the main core of the organization‟s 

voluntary relief. Unity relates to the equality and solidarity between members in Red Cross. 

Finally, universality targets to the universal role of every countries to responsibly support for 

each other (American Red Cross, 2013-04-12). 
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4.2 Qualitative data from six in depth interviews 

Six in depth interviews are conducted with one employee and five volunteers at Swedish Red 

Cross in Vaxjo. 

The interviewees include three males and three females. Their ages are between of 18 to 32 year 

old. The time that they have been working for Red Cross are varied across six interviewees. The 

longest time is seven years (since 2006) and the shortest time is two months (since February, 

2013). 

Regarding to the third questions, there are three main reasons which motivates them working for 

Red Cross: 

- They want to do something helpful and beneficial to the society. This reason is the most 

important since it is mentioned by six interviewees. In particular, there are two 

interviewees said that they want to do something meaningful but not wasting their t ime at 

weekend. One interviewee said that he wants to involve in nonprofit related activities 

which originates from the human benevolence but not for profitable purpose. Two 

interviewees explained that they want to apply their specialized knowledge in 

mathematics to help immigrants to gain basic understanding in this area. One interviewee 

said that he want to dedicate something back to life and share happiness to other people, 

as the way his life is blessed.  

-  The second reason is being able to work in an international context with multinational 

cultures. By communicating to immigrants who come from all over the world, it is a 

chance for them to learn and know more about new traditions, cultural norms and habits. 

This reason is mentioned by four interviewees. Most of the them think that they are not 

only helps the immigrants to learn Swedish but it is rather an interactive way of 

communication in which they can also learn something back from the immigrants. 

- Finally, working for Red Cross allows them to meet and work with the right people is the 

third reason. They are able to share the same goal of helping people, improving 

humanitarian values and preventing human suffering. This reason is mentioned by three 

interviewees.  
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Regarding to the next question, a total of 41 items are mentioned by six interviewees when being 

asked to describe Red Cross as a person. They are varied between six interviewees. 

The first interviewee described Red Cross as an unselfish person, who is willing to do things 

helpful to people and society without considering. It is followed by the traits of dedicated, 

giving, caring, sympathetic, kind and loving. Besides, Red Cross is a person whose working 

activities are widely varied in different domains but not limited in any specific field. Therefore, 

the items of smart and multi tasking are used to describe for this characteristic. On the other 

hand, the interviewee has mentioned “neutral” as an important trait of Red Cross. It means that 

Red Cross does not involve or take side in any argument relates to religion, politics and idealistic 

nature. The only value that Red Cross follows is the humanitarian value. Thus everyone is equal 

no matter where they come from and which religion they worship. She also used the word 

“united” which refers to the equality and solidarity between members in Red Cross. As she 

describes, Red Cross is a big family, members should be treated kindly and equally. Finally, the 

interviewee associates Red Cross with the traits of reliable and trustworthy as a human being. 

These two items describe Red Cross as a person whom everyone can trust on.  

The second interviewee starts to describe the humanitarian values of Red Cross as she perceived 

to be the most important if it were a human. First of all, Red Cross would be the one who is 

humanitarian, caring and loving. In terms of humanitarian, the interviewee emphasizes the main 

focus of Red Cross is on human perspective which includes human respects, health care, safety 

and life quality improvements. Based on this value, it distinguishes Red Cross from other 

nonprofit organizations which focused on animals, environments or vice versa. Reliable and 

responsible are mentioned to emphasize the reliability of Red Cross as a person. In terms of 

working, Red Cross is experienced, effective, practical, courageous, innovative, independent and 

international, the one who always try her best to finish tasks despite of danger and difficulties. 

Based on the following up question of the interviewer, the respondent explains “independent” as 

not being influenced by the local governmental policies. Similarly, practical refers to the real 

effects that Red Cross contributes to the human life. Besides, the item of courageous is 

mentioned to describe Red Cross‟s pioneer in dangerous situations to save people such as in 

disasters and human violence. Referring to internal relationship between members, Red Cross is 

united, neutral, equal and non- discriminated. It means that members who are working for Red 
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Cross are considered as being equal and united- like a big family. There is no discrimination 

regards to religions, races and politics allowed. Finally, the interviewee uses the words of social, 

active and friendly to describe Red Cross as a human who is always friendly and social in 

communicating with immigrants, actively talk to them and show the willingness to help them to 

be familiar with their new life in Sweden.  

The third interviewee talked about Red Cross as a helpful and caring person. In his opinion, these 

two characteristics are quite identical to other nonprofit organizations which focus on the 

humanitarian values and social benefits. On the other hand, Red Cross is described as well- 

organized, multi tasking, knowledgeable, innovative, medical oriented, idealist and ambitious in 

terms of working enthusiasm and striving for achievements. When being asked to explain more 

about “medical oriented”, the interviewee said that Red Cross always reminds him of a doctor or 

nurse- image. Besides, two items of well- organized and knowledgeable are emphasized as 

important values of Red Cross which can be seen as competitive advantages over other 

organizations. As the interviewee described, all of activities in Red Cross are clearly assigned 

and the volunteers only need to follow the guidance. Continuously, impartial and neutral are 

mentioned by the interviewee as important traits of Red Cross which are deeply rooted in its 

principles to target the value of equality. On the other hand, Red Cross is adaptive to the change 

of different social contexts. Finally, the trait of reliable is mentioned as an indispensible 

characteristic of Red Cross as a human.  

The fourth interviewee starts to describe Red Cross by using the traits of social, adaptive and 

international. Social refers to the sociability and extroversion of a person who prefer to spend 

time talking to other people and participating in outdoor activities. He also clarified the meaning 

of adaptive as being able to catch up with the social change and differences between countries 

and regions. International is used to describe the global operating system of the organization. 

Consequently, he described the humanitarian values of Red Cross as the person who is caring, 

kind and empathetic. As he explained, the trait of empathetic describes Red Cross as a good 

listener who always cares and is willing to listen to people‟s difficulties and problems. Finally, 

Red Cross is reputable and reliable person. These words are apparently mentioned due to the fact 

that, since Red Cross is one of the most well known global nonprofit organization so it is more 

likely to be trusted.  
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The fifth interviewee describes Red Cross as a woman who tries her best to provide humanitarian 

values and take care of miserable people. These humanitarian values are exemplified by the traits 

of feminine, generous, kind, and caring. In terms of working, Red Cross is described as 

experienced, multi tasking and courageous. The interviewee also explains the meaning of 

courageous. Due to the nature of Red Cross, she is all over the world, even in dangerous 

situations such as earthquake and tsunami to save human life. Besides, neutral and impartial are 

mentioned as important and featured characteristics of Red Cross. The explanation for these two 

characteristics is similar with the previous interviewees which refer to the perspective of 

neutrality and avoid judging sensitive issues.   

Finally, the sixth interviewee imagined if Red Cross came to life as a person, the first thing came 

to her mind is that Red Cross would be a good person and humanitarian focused, who is nice, 

kind, caring, generous, helpful, dedicated and especially non- discriminated. In terms of non-

discriminated, Red Cross is described as a person who treasures the value of human equality. On 

the other hand, Red Cross is a person who is social, friendly and open-minded. As she explained, 

these characteristics also describe Red Cross whose activities are not only operated in door but 

also include outdoor missions such as volunteering in developing countries or first aid in 

dangerous situations to save people and prevent human sufferings. Regarding to the item of 

open- minded, the interview explains that Red Cross is not conservative and being restricted in 

any certain ideology. It enables Red Cross to approach in any situations regardless of country 

borders. Besides, the interviewee mentioned Red Cross as a reliable person due to her 

international reputation as well as the contributions she has dedicated to human beings around 

the world.  

The table below summarizes all of items mentioned by six interviewees to describe Red Cross as 

a person.  

Items Items 

Unselfish 

Trustworthy 

Multi tasking 

Dedicated 

Independent 

Effective 

Courageous 

Experienced 
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Kind 

Giving 

Sympathetic 

International 

Loving 

United 

Smart 

Friendly 

Neutral 

Active 

Humanitarian 

Caring 

Equal 

Social 

Responsible 

Reliable 

Practical 

Helpful 

Well- organized 

Knowledgeable 

Ambitious 

Medical oriented 

Impartial 

Adaptive 

Idealist 

Empathetic 

Reputable 

Generous 

Feminine 

Nice 

Open- minded 

Innovative 

Non discriminated 

 

Table 8: The summary of 41 items to describe for Swedish Red Cross brand personality 

In the last question, 17 items are selected as the most important personal characteristics to 

describe Red Cross as a person: unselfish, kind, international, loving, neutral, humanitarian, 

caring, reliable, independent, effective, experienced, helpful, well- organized, knowledgeable, 

impartial, generous and non- discriminated. They are subsequently selected by each interviewee 

from the list of items they mentioned to answer the previous question.  

Interviewee 1: Unselfish, loving, neutral 

Interviewee 2: Humanitarian, international, independent, experienced and effective 

Interviewee 3: Well- organized, knowledgeable, reliable and impartial 

Interviewee 4: International, neutral, caring and reliable 
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Interviewee 5: Generous, kind and helpful 

Interviewee 6: Non- discriminated, humanitarian and reliable.  

Items Items 

Unselfish 

Kind 

International 

Loving 

Neutral 

Humanitarian 

Caring 

Reliable 

Independent 

Effective 

Experienced 

Helpful 

Well- organized 

Knowledgeable 

Impartial 

Generous 

Non- discriminated 

 

Table 9: The most 17 important items filtered by the interviewees out of 40 items 

Especially, 3 items are mentioned twice by two interviewees to be the most important 

characteristics of Red Cross as a human: international, neutral and humanitarian. Moreover, 

1 item is repeated three times by three interviewees to be one of the most characteristics of Red 

Cross: Reliable.  
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Chapter 5: Analysis 

This chapter analyzes the collected data from six in depth interviews by comparing to the model 

of brand personality in US nonprofit context. The similarities and differences are identified. 

Based on that, a modified model of brand personality for Swedish Red Cross is developed.  

5.1 The dimensions of Swedish Red Cross brand personality 

According to the empirical data, 41 items are mentioned to measure five dimensions of 

personalities of Red Cross as a human.  

The first dimension refers to the humanitarian values of Red Cross. In other words, it reflects the 

social benefits that Red Cross as a person is able to provide for people and the society. 

Summarizing the answers from six interviewees, this dimension includes items of humanitarian, 

loving, caring, giving, nice, kind, helpful, generous, unselfish, dedicated, sympathetic, 

empathetic and feminine. These items are grouped into one dimension due to the similarity in 

meaning they carry. Moreover, it is inspired by the dimension of Nurturance (Venable et al., 

2005) which reflects the general social benefit of nonprofits. In practice, the interviewees use 

these items to describe Red Cross as a person who is always willing to do something helpful 

without considering, takes care of people and provides humanitarian values. In terms of 

humanitarian, on one hand it still refers to the social benefits that Red Cross contribute to society 

such as loving, caring and compassionate. On the other hand, this item also emphasizes the main 

focus of Red Cross is on human which is able to differentiate the organization values from the 

others.  Regarding to the trait of feminine, it is not exactly mentioned to reflect the humanitarian 

values of Red Cross. However, one interviewee came up with this trait when he tried to describe 

Red Cross as a kind woman who takes care of vulnerable people.  

The second dimension explains the sociable perspective of Red Cross as a person. Based on the 

empirical data, it is described by the items of social, active, open- minded, friendly, and adaptive 

to social change. The reason to form these characteristics into one dimension bases on the 

dimension of Excitement from Aaker‟s model which measures the social and extrovert related 

characteristics (Aaker, 1997). Referring back to FFM of human personality, it is similar with the 

dimension of extroversion in human personality (Goldberg, 1990; John and Mc Crae, 1992). In 

this context, it indicates the active interaction between Red Cross volunteers and immigrants. It 
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also refers to the ability of being adaptive with the social change and the differences across 

countries. Moreover, this dimension reflects external aspect of Red Cross in terms of outdoor 

missions such as saving human life in the battle field or volunteering in disaster areas.  

The third dimension focuses on Red Cross‟s specialization and working performance. To some 

extent, this dimension is congruent with the dimension of conscientiousness in human 

personality model which measures the ambition for success and goal orientation (Goldberg, 

1990; John and Mc Crae, 1992). According to empirical data, Red Cross is described as being 

well organized, smart, knowledgeable, multi tasking, medical oriented, practical, idealist, 

innovative, effective, experienced, ambitious, courageous and independent. To be more clarified, 

multi tasking refers to Red Cross‟s multi activities which varied across different areas such as 

children and young people, refugee operations, First Aid, etc, but not being bounded in any 

specific field. The item of medical oriented is mentioned by one interviewee who views Red 

Cross as a doctor or nurse, who always appears in time to save injured people and war- wounded 

victims. Followed this meaning, Red Cross is associated with the item of courageousness to 

imply the pioneering of Red Cross in danger. Referring to idealist, the interviewee to uses this 

item to explain an absolute faith in Red Cross principles and always tries its best to follow it.   

Based on the empirical data, the traits of equal, impartial, neutral, united and non- discriminated 

are mentioned to describe the principle of equality. Everyone should be equal and non- 

discriminated. Especially, items of impartial and neutral are appeared as two out of seven 

principles of Red Cross. Therefore, this dimension distinguishes Red Cross‟s brand personality 

from the others as it represents for the organization‟s fundamental principles (American Red 

Cross, 2013-04-12). 

The fifth dimension focuses on the reliability and reputation of Red Cross. It is followed by the 

traits of reputable, international, reliable and trustworthy. These items are similar to the 

dimension of Integrity in US model (Venable et al., 2005). Therefore, they are grouped in one 

dimension. Especially, the item of reliable is mentioned as the most important trait of Red Cross 

according to the empirical data.  
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5.2 Similarities and differences between US model and Red Cross brand personality 

After forming 41 items into five dimensions, the comparison is made between these five new 

dimensions and four original dimensions of the US model. Based on that, similarities and 

differences are identified. 

5.2.1 Similarities 

First of all, two dimensions of integrity and nurturance of US model are similar to Red Cross 

personality. In particular, integrity measures the reliability and reputation of a nonprofit 

organization which is identical to the traits of reliable, trustworthy, reputable and international. 

On the other hand, the dimension of nurturance and Red Cross‟s humanitarian values are found 

to be similar which both measure the social benefits that community receive from a nonprofit 

organization: loving, caring, compassionate, helpful, nice, kind, empathetic, sympathetic, 

dedicated, giving, generous and unselfish. A minor difference here is that the items specialize in 

human related social benefits but not being mentioned in a general perspective. Finally, the item 

of Outdoor in Ruggedness is found to carry the same meaning with the items to describe sociable 

perspective of Red Cross. In one aspect, they both refer to the outdoor missions of Red Cross‟s 

abroad volunteers.  

5.2.2 Differences 

Being apart from the similarities, there are several items that could not be explained by using the 

US model: 

- The items of social, active, friendly, open- minded and adaptive which measures the 

sociability and social adaption of a nonprofit organization as a person. 

- The items to describe an organization‟s specialization, its performance to reach success 

and goal achievements: well- organized, smart, multi tasking, medical oriented, effective, 

responsible, experienced, practical, idealist, independent and ambitious.  

- Lastly, the items of neutral, non- discriminated, impartial, equal and united which refers 

to the value of equality and solidarity between members in Red Cross.  

- Finally, there is no item regarding to Sophistication and Ruggedness are mentioned in the 

interviews with Red Cross employee and volunteers except feminine.  
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Based on the similarities and differences of items between the US model and how Red Cross is 

described in the interviews, it might be questioned that four dimensions of Integrity, Nurturance, 

Sophistication and Ruggedness are not sufficient to explain for the brand personality of Red 

Cross in Sweden. It is demonstrated by the existence of new items which could not be explained 

by the original model. On the other hand, the applicability of sophistication and especially 

ruggedness should be also taken into consideration.  

Stemming from these mismatches, it is noticeable that the US model should be modified in order 

to be more appropriate in the context of Swedish Red Cross. The process of modification 

includes two major steps. Firstly, three new dimensions will be added in the modified model. 

Subsequently, the overlapping in meanings between items is analyzed and sorted out. This step is 

based on the author‟s interpretation.  

5.3 The process of model modification  

5.3.1 The modified model of Red Cross brand personality dimensions 

The modified model is constructed on the basis of the model of brand personality in US 

nonprofit context. However, new dimensions will be added to more sufficiently reflect Red 

Cross‟s brand personality in Swedish context. As mentioned above, three new dimensions 

involve: 

- The sociability of Red Cross which is congruent with the traits of social, active, friendly, 

adaptive, and open- minded. Due to its conveyed meanings, this dimension is temporarily 

named as sociability.  

- Referring to the second new dimension, it focuses on Red Cross in the perspective of job 

performance. Thus, the author temporarily named it as specialization and job 

performance.  

- The last new dimension emphasizes on the equality between members in Red Cross. Due 

to this value, this dimension is named as equality.  

Regarding to four original dimensions of integrity, nurturance, sophistication and 

ruggedness, they are followed by the same characteristics as being mentioned in the 

theoretical framework. However, there are minor changes in the dimensions of 

sophistication, ruggedness and nurturance. 
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- Due to the similarity in meaning between the item of outdoor with those in Sociability, it 

is removed from the dimension of Ruggedness. Therefore, Ruggedness only includes 

masculine, tough and western.  

- Relating to sophistication, it is added by a new trait of feminine which is mentioned in 

the in depth interviews. This trait is positioned to this dimension as it is presented in 

Aaker‟s model (Aaker, 1997).   

- In terms of nurturance, it is renamed as humane. This dimension is renamed to specify 

the humanitarian values that Red Cross provided for the society. It is described by the 

traits of loving, caring, giving, compassionate, kind, nice, generous, unselfish, 

sympathetic, empathetic, humanitarian, dedicated and helpful (See table 10).  

Dimensions Items 

Integrity (Venable et al., 2005) 

Honest, Reliable, Trustworthy, Reputable, 

International, Positive influence to community, 

Committed to public good 

Humane (Renamed from Nurturance) 

Nice, Kind, Loving, Caring, Compassionate, 

Giving, Sympathetic, Empathetic, Unselfish, 

Generous, Helpful, Humanitarian, Dedicated 

Sophistication (Aaker, 1997; Venable et al., 

2005) 

Good looking, Glamorous, Upper class, 

Feminine 

Ruggedness (Aaker, 1997; Venable et al. 

2005) 

Western, Tough, Masculine 

Sociability (New) 
Active, Social, Open- minded, Friendly, 

Adaptive 

Specialization and job performance (New) 

Well organized, Multi tasking, Smart, 

Knowledgeable, Medical oriented, Effective, 

Experienced, Innovative, Idealist 

Practical, Independent, Courageous, 

Responsible, Ambitious 

Equality (New) 
Non discriminated, Neutral, Equal, Impartial, 

United 

Table 10: The modified model of Swedish Red Cross brand personality 
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Based on this table, it is noticeable that some items are overlapped their meanings with each 

other. Therefore, an additional step of sorting out these duplications is conducted.  

5.3.2 The interpretation of overlap in meaning between items  

Dimension of Equality: Similarity between non-discriminated, equal and impartial 

As the author‟s interpretation which is based upon the empirical data, three items of non- 

discriminated, equal and impartial convey the same meaning. They uniformly refer to the 

principle of non discrimination between people regarding to nationality, race, social class, 

religion beliefs and political perspective. Everyone is equal and Red Cross will come to the one 

who is in the most urgent and dangerous situation. Therefore, the author decides to remove two 

items of non discriminated and equal.  

Dimension of Integrity: Similarities between reputable and international; trustworthy and 

reliable 

In terms of the reputation, two items of international and reputable both refer to the reputation of 

Red Cross and the item of international is retained due to its adequately reflection of the 

reputation in a global scale. Similarly, two items of trustworthy and reliable both measure the 

reliability of an organization. Thus the author removes the item of trustworthy.  

Dimension of Humane 

Regarding to the dimension of humane, there is an overlapping between items of helpful, 

dedicated, giving, nice, kind, empathetic and sympathetic in relation to compassionate, loving 

and caring. In other words, they could be explained by only using these three items. 

Similarity between compassionate, sympathetic and empathetic 

The item of compassionate can be used to explain for sympathetic and empathetic. In general, 

they refer to the willingness to listen, understand and show sympathy to the problems faced by 

other people. Therefore, the items of sympathetic and empathetic are removed.  

Similarity between loving, nice and kind 



Linnaeus University 
School of Business and Economics  

 
48 

Besides, the item of loving can cover items of nice and kind due to its meaning. Loving is to 

show a strong and positive feeling to people. As the author‟s interpretation, includes behaving 

kindly, sympathy with their sufferings and support them to overcome challenges.  

Similarity between giving, dedicated, helpful and caring 

Similarly, caring is identical to the items of giving, dedicated and helpful which describes for the 

dedication as well as the willingness to unconditionally offer or provide something helpful and 

beneficial to the others. Due to this similarity, only item of caring is retained as it is mentioned in 

the original model.  

Similarity between generous and unselfish 

Regarding to two items of generous and unselfish, they can be combined into one item due to its 

overlap in meaning of generosity.  

In conclusion, the dimension of humane measures the humanitarian values that Red Cross 

delivers to society. It is explained by the items of humanitarian, generous, loving, caring and 

compassionate.  

Dimension of specialization and job performance: Similarities between smart and 

knowledgeable; well- organized and effective 

Concerning the dimension of specialization and job performance, two items “smart” and 

“knowledgeable”, they are combined to the item of “intelligent”. Besides, based on the empirical 

data, the item of “effective” overlaps its meaning on the item of “well- organized” which 

together refer to an effective organizational structure of Red Cross. The author decides to retain 

“well- organized”. The table below summarizes the similarity in meaning between items.  
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Dimensions Similar items Interpretation Combined item 

Integrity 

International and 

reputable 

The reputation of Red 

Cross on a global 

scale 

International 

Reliable and trustworthy The reliability of Red 

Cross 

Reliable 

Humane 

Loving, nice and kind Showing the feeling 

of love and behaving 

kindly to other people 

Loving 

Compassionate, 

sympathetic and 

empathetic 

The willingness to 

understand and show 

sympathy to problems 

faced by other people 

Compassionate 

Caring, giving, helpful 

and dedicated 

The dedication of care 

and helpfulness to the 

others 

Caring 

Generous and unselfish The generosity- a 

willingness to give 

without consideration  

Generous 

Specialization 

and job 

performance 

Smart and 

knowledgeable 

A broad and extensive 

understanding on 

different areas 

Intelligent 

Well organized and 

effective 

The effective 

organizational 

structure of Red Cross 

Well- organized 

Equality 

Non discriminated, equal 

and impartial 

The principle of non 

discrimination in 

terms of nationality, 

race, social class, 

religions and politics  

Impartial 

Table 11: The summarization of similar items in the same dimension 



Linnaeus University 
School of Business and Economics  

 
50 

The simplified version of Swedish Red Cross brand personality model 

After similar items are sorted out, the simplified version of Swedish Red Cross brand personality 

model is presented. It includes seven dimensions with 37 items. It is the official version that will 

be tested later in the survey (See table 12).  

Dimensions Items 

Integrity (Venable et al., 2005) 

Reliable, International, Honest, Positive 

influence to community, Committed to public 

good 

Humane (Renamed from Nurturance- 

Venable et al., 2005) 

Humanitarian, Generous, Loving, Caring, 

Compassionate 

Sociability (New) 
Active, Social, Friendly, Adaptive, Open 

minded 

Specialization and job performance (New) 

Well- organized, Intelligent, Multi tasking, 

Medical- oriented, Responsible, Courageous, 

Experienced, Innovative, Ambitious, 

Independent, Practical, and Idealist 

Equality (New) Neutral, United, Impartial 

Sophistication (Aaker, 1997; Venable et al., 

2005) 

Upper class, Glamorous, Good Looking, 

Feminine 

Ruggedness (Aaker, 1997; Venable et al., 

2005) 

Tough, Western, Masculine 

 

Table 12: The simplified version of Swedish Red Cross brand personality model 
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Chapter 6: Survey result and interpretation 

This chapter presents the survey result by using three analysis functions of SPSS: frequency 

analysis, reliability analysis and correlation analysis. Subsequently, the results are interpreted 

and discussed.  

6.1 Survey result 

The data are analyzed by using frequency, reliability and correlation analysis of SPSS. In 

particular, frequency analysis is applied to measure the extent of descriptiveness for each item 

and reliability analysis identifies the internal consistency of items in one dimension. Finally, 

correlation analysis examines the level of similarity between items. 

6.1.1 Frequency analysis 

The first part of questionnaire includes the identifying questions such as age, gender, nonprofit 

members and how often to donate to a nonprofit. Due to its irrelevance to the analysis of brand 

personality, the responses for these questions are summarized in the appendix 3. 

The main part is to measure the level of descriptiveness for 37 personality items. The scale is 

designed from 1 (Not at all descriptive) -7 (Extremely descriptive). The response of 200 

participants is presented by the mean value and standard of deviation (std. Deviation).  

Based on frequency analysis, the dimension of Humane achieves the highest average mean value 

of 5,382. It followed by the dimension of Integrity with 5,33. The dimension of Sociability 

obtains the third position with the mean of 5,07; Specialization and job performance follows by 

the average mean score of 5,037. Continuously, the average mean value of Equality is calculated 

as 4, 875. Regarding to two last dimensions of Ruggedness and Sophistication, they got quite 

low average mean value compared to the others. In particular, 3,955 is the average mean value 

for Ruggedness while Sophistication got 3,247.  

 

From the perspective of item in particular, humanitarian achieves the highest mean value of 5, 

985 and it is followed by the item of international with the mean value of 5,955. The other items 

also gain the high mean value which are more than 5,00. They are listed as positive influence to 

community, committed to public good, compassionate, caring, generous, active, social, friendly, 
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ambitious, experienced, multi tasking, responsible, medical oriented, courageous, practical, 

idealist and impartial (See table 13). On the other hand, the items in two dimensions of 

Ruggedness and Sophistication got quite low mean value. For instance, masculine only got 3, 

1357 and it is similar to good looking, glamorous and upper class in which the mean value 

respectively are 3,603, 2,41 and 2,73. The table below presents the mean value and std. 

Deviation particularly for each item and averagely for each dimension.  

 

Dimensions Items Mean Std. Deviation 

Integrity 

Reliable 4,9050 1,24649 

International 5,9550 1,20425 

Honest 4,7800 1,28446 

Positive influence to 

community 

5,4350 1,13677 

Committed to public 

good 

5,5750 1,15370 

Average  5,33  

Humane 

Compassionate 5,4550 1,16825 

Loving 4,8850 1,38614 

Caring 5,4550 1,27124 

Generous 5,1300 1,22088 

Humanitarian 5,9850 1,14074 

Average  5,382  

Sociability 

Active 5,4200 1,22929 

Social 5,0950 1,25453 

Friendly 5,3450 1,21381 

Adaptive 4,7100 1,23431 

Open minded 4,7800 1,40766 

Average  5,07  

Specialization 

and job 

performance 

Well organized 4,7950 1,26926 

Intelligent 4,7250 1,24383 

Multi tasking 5,3150 1,23018 
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Medical oriented 5,1055 1,54525 

Responsible 5,1300 1,26137 

Experienced 5,7550 1,19251 

Innovative 4,2929 1,37233 

Courageous 5,0750 1,37068 

Ambitious 5,2950 1,21877 

Independent 4,7300 1,35509 

Practical 5,1550 1,22001 

Idealist 5,0700 1,42310 

Average  5,037  

Equality 

Neutral 4,6600 1,53171 

United 4,8342 1,30950 

Impartial 5,1300 1,46074 

Average  4,875  

Ruggedness 

Tough 4,3266 1,35544 

Masculine 3,1357 1,40586 

Western 4,4020 1,68451 

Average  3,955  

Sophistication 

Good looking 3,6030 1,38469 

Glamorous 2,4100 1,26089 

Upper class 2,7300 1,51942 

Feminine 4,2450 1,62733 

Average  3,247  

 

Table 13: The mean value and standard deviation of 37 items in particular and 7 dimensions in 

average (Source: SPSS) 

6.1.2 Reliability analysis 

Based on the result of reliability analysis, the internal consistency between items in five 

dimensions of Integrity, Humane, Sociability, Specialization & Job performance and Equality are 

relatively high. It is demonstrated by the percentage of Cronbach alpha. In specific, the highest 
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Cronbach alpha belongs to the dimension of Specialization and job performance with the value 

of 0,894. It is followed by the dimension of Humane with the Cronbach alpha of 0,873. 

Sociability and Integrity also result in high reliability by the alpha of 0,817 and 0,805. Equality 

achieves an accepted Cronbach alpha of 0,76, Sophistication follows with 0, 683. Finally, 

Cronbach‟s alpha of Ruggedness is 0,490 (See table 14).  

  

Dimensions 
Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

No of 

Items 

Integrity ,805 ,806 5 

Humane ,873 ,873 5 

Sociability ,817 ,819 5 

Specialization and jobperformance ,894 ,896 12 

Equality ,760 ,762 3 

Ruggedness ,490 ,494 3 

Sophistication ,683 ,698 4 

 

Table 14: The Cronbach alpha coefficient of seven dimensions (Source: SPSS) 

 

Besides, the perspective of how Cronbach alpha will be changed if item deleted is focused. 

According to the calculation on SPSS, it is varied across seven dimensions. Regarding to the first 

dimension of Integrity, Cronbach alpha will decrease if one of these five items is deleted. This 

result is identical to the dimensions of Humane, Equality and Sociability where their Cronbach 

alphas tend to be reduced if any of the items is deleted. On the other hand, Cronbach alpha of 

Specialization and job performance is calculated to be improved if the item of “Independent” is 

removed. Similarly, the Cronbach alpha of Ruggedness tends to increase to 0,533 if Tough is 

deleted and finally, Sophistication‟s Cronbach alpha would be able to reach 0,710 if the item of 

Feminine is taken away (See appendix 3).  
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6.1.3 Correlation analysis 

Based on the result of correlation analysis, the values of Pearson Correlation between items in 

seven dimensions are less than 0,8. The highest correlation lies between 2 items of loving and 

caring which is 0,720. Similarly, two items of “positive influence to community” and 

“committed to public good” are considered as highly correlating to each other with the Pearson 

value of 0,716. Appendix 3 presents the correlation between items in more detail.  

 

6.2 Interpretation 

Based on the result of frequency analysis, four dimensions of Integrity, Humane, Sociability, 

Specialization and job performance achieve the level of mean value to be greater than 5,0. It 

demonstrates a high descriptive level of these dimensions for Red Cross brand personality. In 

particular, the dimension of Humane got the highest mean value of 5,382. This number indicates 

that Humane is the most important dimension to describe Red Cross as a person compared to the 

others. In particular, the item of humanitarian got the highest mean value of 5, 985 which means 

that it is selected as the most descriptive characteristic. Besides, the dimension of Integrity gains 

the second highest mean value of 5,33. Within this dimension, the item of International reaches 

the mean value of 5,955 which demonstrates its importance in Red Cross personality. It is 

aligned with the original model in which integrity is considered as the distinctive dimension 

which differentiates nonprofit sector from the others. However, two items of reliable and honest 

only achieve the mean values of 4,905 and 4,78. In some extent, it does not correspond with the 

result from in depth interviews when reliable was selected as the most important characteristic of 

Red Cross.  

In terms of Sociability and Job performance, the mean values of these 2 dimensions are relatively 

high of 5,07 and 5,037. For instance, the items of active and friendly significantly contribute to 

the average mean value for Sociability with 5,42 and 5,34. Similarly, the average mean value of 

job performance is improved by the items of experience, multi tasking, ambitious and practical. 

Equality achieves the medium mean value of 4,875. This result indicates the difference in 

describing brand personality between Red Cross employees and survey respondents. Based on 

the in depth interviews, items of neutral and impartial are mentioned as one of the most 

important characteristics to describe Red Cross as a human. They are also positioned as two 
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fundamental principles of Red Cross. However, the mean value of neutral is only 0,466. It might 

reflect the mismatch in Red Cross personality‟s interpretation between the organization and the 

society.  

On the other hand, a similarity has been found between interviewees and the survey respondents 

in terms of Sophistication and Ruggedness. According to the frequency analysis, these two 

dimensions sequentially got a medium and low level of brand personality‟s descriptiveness. In 

terms of Ruggedness, the mean values of masculine and tough are quite low compared to the 

others. Similarly, the items of good looking, glamorous and upper class are not suitably 

descriptive for Red Cross based on the low level of their mean values. Referring back to the 

result from in- depth interviews, there is no item related to ruggedness has been mentioned and 

the interviewees only used one item of Feminine to describe for Red Cross as a person. Based on 

this similarity, items of masculine, good looking, glamorous and upper class are not appropriate 

to represent for Red Cross brand personality. In addition, the low mean value of upper class 

(2,73) once again supports for the higher mean value of impartial (5,13) which refers to the 

equality between people, regardless of social classes and statuses. Comparing this result with the 

original model, it obviously shows the mismatches between two cultures in the way people 

perceive Ruggedness and Sophistication for brand personality. In particular, US stakeholders 

tend to describe their nonprofit brands to be masculine while Swedish people prefer the item of 

feminine.  

Concerning the internal consistency between items, the first five dimensions are highly reliable 

when the Cronbach alphas are equal or greater than 0,76. Sophistication indicates the acceptable 

consistency between items with the Cronbach alpha of 0,683. Finally the dimension of 

Ruggedness results in the low level of reliability when its alpha is only 0,490. This number 

reflects the inconsistency between items. Furthermore, it indicates a large fluctuation in 

responses for each item. This issue could be clarified by using the function “Cronbach‟s alpha if 

item is deleted” of SPSS.  

According to the result, the reliability of some dimensions would be improved if one of their 

items is removed. For instance, if the author takes away the item of Feminine, the Cronbach 

alpha of Sophistication is increased from 0,683 to 0,710. It could be explained by two reasons. 

Firstly, based on the mean value, Feminine prominently achieves an obvious higher mean value 
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in comparison to the items of good looking, glamorous and upper class. In other words, the 

descriptive level of this item is significantly differed from the others. Therefore, the consistency 

of descriptive level between these items is decreased. It results in the low level of Cronbach 

alpha in general. Furthermore, this mismatch could stem from the differentiation in answer 

between respondents for this item. For instance, some respondents might select the alternative of 

1- (not at all descriptive) whereas the others choose the alternative of 6 or 7. It generates a large 

distance between responses. Similarly, the dimension of Ruggedness and Job performance could 

be more reliable if the items of independent and tough are removed from the scale. This result 

could be explained by the conceptual ambiguity which leads to the differentiation in 

respondent‟s interpretation. 

Finally, the correlation between items in the same dimension is verified through the correlation 

analysis. Based on the result of Pearson Correlation, each item within one dimension is well 

interpreted by the respondents (Pearson Correlation< 0,8). In other words, their meanings are not 

overlapped with each other. However, there are four items which result in relatively high 

correlations: loving and caring in the dimension of humane; positive influence to community and 

committed to public good in the dimension of integrity. In one aspect, it indicates a good positive 

relationship between them which means the increase in value of one item accompanies by the 

positive increase of the other‟s value. However it also means that these words might carry the 

similar meaning to respondents and they could not concretely distinguish the difference between 

them.  
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Chapter 7: Conclusion 

Based on the analysis of in depth interviews, a total number of 37 items are selected to describe 

for brand personality of Swedish Red Cross, being categorized into seven dimensions: Integrity, 

humane, sociability, equality, specialization and job performance, sophistication and ruggedness. 

These items are tested in a survey of 200 respondents.  

According to the survey result, two dimensions of Humane and Integrity are the most descriptive 

for Red Cross brand personality. Comparing to the original model, Integrity still demonstrates its 

importance as a distinctive dimension of nonprofit brand personality which is able to 

differentiate this sector from commercial brands. On the other hand, Humane is concluded as the 

most important dimension of Red Cross. Three new dimensions of sociability, job performance 

and equality are acceptably descriptive for Red Cross. On the other hand, two dimensions of 

ruggedness and sophistication are not appropriate for Red Cross based on the survey result. 

Referring to the dimension of sophistication, the items of good looking, glamorous and upper 

class are not suitable to reflect Red Cross personality. However, the item of feminine achieves 

higher descriptive level than masculine. It is aligned with the culture perspective since Sweden is 

a feminine country.   

Concerning the criteria of reliability, it results in a good and acceptable internal consistency 

between items in six dimensions except ruggedness. In addition, the meanings of items are not 

overlapped with each other. This result approves the criteria of construct validity. 

From the ground of Red Cross as a single case study, this model could still be applied to other 

nonprofit organizations. In particular, the dimension of Integrity is able to represent for brand 

personality in a whole nonprofit sector. Humane could be seen as the personality dimension to 

distinguish the category of human services from the others. Equality stands for Red Cross since it 

is generated from the organization‟s fundamental values. However, it could also represent for 

other organizations which follows the similar values of non discrimination and human solidarity. 

Relating two dimensions of sociability and job performance, they should be reconsidered before 

being applied to other nonprofit organizations. It depends on the operating system of different 

nonprofit organizations.  
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Chapter 8: Discussion 

In general, there are some factors that could influence the study result. Firstly, the single case 

study of Red Cross is applied to resolve the research purpose. It is advantageous since the focus 

of brand personality is analyzed in depth. However, it limits the generalization of the study 

result. In particular, the result could only be generalized to organizations that are operating in the 

same category of human service but not the whole profit market. The second factor regards to the 

subjective assessment of similarities between item‟s meanings. Items are sorted out based on the 

author‟s interpretation. Due to the constraints of time and cost, the sample size of two hundred 

respondents may somehow influence the study result.  Similarly, the candidates for in depth 

interviews are only limited in Vaxjo Red Cross. Additionally, due to the language obstacle, the 

interviewees and survey respondents are restricted to those who can communicate in English.  

Excluding the limitations, the result of this study could contribute to future development of brand 

personality in Swedish nonprofit sector. For instance, future researches can examine the potential 

relationship between this modified model and stakeholder‟s donating behavior in Sweden. 

Furthermore, the study could be extent to other nonprofit categories in Sweden such as animals 

and environments, education, children development and vice versa. On the other hand, Red 

Cross could be considered as a case study for future researches in new contexts. In addition, the 

aspect of cultural difference should be taken into focus, for instance, the study about cultural 

influence on nonprofit brand personality. It might be interested by the researchers since the 

similar studies have been conducted with commercial brands in different cultures such as Japan, 

Korea, and Spain (Aaker et al., 2001). 
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Appendix 1- In depth interview 

This is the bachelor thesis of an International Marketing student in Linnaeus University. The 

project is about developing brand personality for nonprofit organizations in Sweden. The 

researcher really appreciates for your participation as an interviewee. All information will be 

only used for academic research and your answers are anonymous.  

Concept explanation 

“Brand personality” is defined as a set of human characteristics that associates with a particular 

brand (Aaker, 1997). For instance, when it comes to PEPSI as a brand, if it were a person, people 

tend to associate with a cool, young, active and enthusiastic person.  

Interviewee selection 

Referring back to this context, my goal is to conduct an in depth interview with Swedish 

stakeholders. The criteria for selecting sample are that the interviewee has to be either an 

employee or volunteer of Swedish Red Cross.  

Reasons to conduct interviews 

The only reason for the author to conduct six in depth interviews is to know how the employee 

and volunteers, the one who are working for Red Cross, describe their organization as a person.  

Structure of the interview 

Introduction 

The interview starts by the introduction about researcher and the paper content in general. It 

helps the employee to get the point and understand the topic. Then it comes to the introductory 

questions 

Introductory questions 

1. In which position you have been working in Red Cross?  

Categorizing the interviewees into nonprofit employee/ volunteer/ donator 

2. How long have you been working for this organization?  
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Asking about experience 

In general, these two questions aim at identifying the interviewee which includes their positions 

in Red Cross and experience. 

Main questions 

3. Why do you choose to work for Red Cross? Is there any reason that 

motivates you to devote time and money?  

This is considered as a warming- up question which motivates the interviewee to start connecting 

themselves with Red Cross.  

4. Imagine if Red Cross became a human, what type of person do you think he/ 

she should be? 

(Which personal characteristics can be used to describe her?)  

This is the main part of the interview. Firstly, the interviewee is free to answer and describe Red 

Cross as they think. The interviewer flexibly involves in their answers by raising following up 

questions to clarify and broaden the answers, For instance: “What do you mean by this 

characteristic? Could you explain more?” 

5. Based on these characteristics, please list out the most im portant ones 

which are most representative for Red Cross in your opinion  

Thanks for participation!  

Summing up the interview, asking the interviewee to review their answers once again to make 

sure its reliability 
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Appendix 2 

Survey of Red Cross brand personality 
 

I am a student of Linnaeus University- Marketing program. This survey is a part of my bachelor 

thesis. It is conducted to measure brand personality of Swedish Red Cross (Roda Korset). All 

information is guaranteed to be anonymous and only applied for academic research. I really 

appreciate for your participation. The survey only takes five minutes to complete! 

If you have any question regards to the survey, please do not hesitate to contact me via email: 

boitram2909@hotmail.com.  

Definition of brand personality 

- Brand personality is defined as a number of human characteristics that associate with a brand 

(Aaker, 1997). In other words, a brand is personified to become a human 

* Required 
 

I. Gender * 

 Male 

 Female 

II. Age * 

  16-25 

  26-35 

  36-45 

  46-55 

  56-65 

  >65 

III. Country of origin * 

 

IV. Are you a member of any nonprofit organization? * 

  Yes 

  No 

If yes, please specify the name: ____________________________________________ 

mailto:boitram2909@hotmail.com
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V. How often do you donate money to nonprofit organization? * 

 None 

 Less than once a year 

 1-5 times/ year 

 6-10 times/ year 

 More than 10 times/ year 

VI. If Red Cross came to life as a person, please indicate to what extent these 37 human 

characteristics would best describe for him/ her 

(The scale is ranged from 1- Not at all descriptive to 7- Extremely descriptive) 

1. Reliable * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

2. International * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

3. Honest * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

4. Positive influence to community * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

5. Committed to public good * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

6. Compassionate (The willingness to understand and share problems faced by other 

people) * 
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1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

7. Loving * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

8. Caring * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

9. Generous * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

10. Humanitarian (Try to improve human life and prevent human sufferings) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

11. Active * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

12. Social * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

13. Friendly * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely des cr iptive,.        Extremely descriptive 

 

14. Adaptive (being able to catch up with the social change) * 
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1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

15. Open-minded (Not conservative or being restricted in any certain ideology) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

16. Well-organized * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

17. Intelligent * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

18. Multi- tasking (Being varied in multi- activities in different areas such as children, 

refugee operations, health care, etc.) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

19. Medical oriented (Being associated with a doctor image) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

20. Responsible * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

21. Experienced * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

 

22. Innovative * 
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1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

23. Courageous (Pioneering in dangerous situations) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

24. Ambitious * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

25. Independent (not depending on any local government policies) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

26. Practical (Doing things that result in real and practical effects) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

27. Idealist (Always try to follow and fight for Red Cross's own principles) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

28. Neutral (Not taking part in arguments relate to any specific political, religion and 

ideological view) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

29. United (the solidarity between members in Red Cross) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

30. Impartial (Being equal to everyone, regardless of genders, social classes, nationalities, 

religions or politics) * 
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1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

31. Tough * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

32. Masculine (a men- liked) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

33. Western * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

34. Good looking * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

35. Glamorous * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

36. Upper class (stands for rich people) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

37. Feminine (image of a kind woman who takes care of poor people) * 

 
1 2 3 4 5 6 7 

 

Not at all descriptive 
Select a value from a range of 1,Not at all descr iptive, to 7,Extremely descr iptive,.        Extremely descriptive 

Thank you so much for your participation! 
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Appendix 3 

1. Frequency analysis 

Gender: 

Two hundred respondents participated in the survey after one week of conducting. The 

proportion of gender includes 28.5% males (57 respondents) and 71.5% females (143 

respondents).  

 

Source: SPSS 

 

 

 

 

 

Age: 

Regarding to the respondent‟s age, there are 112 respondents who are between the age of 16 and 

25. They account for 56% of respondents. Subsequently, 22.5% of respondents belong to the 

range from 26 to 35. It is followed by 13.5 % of respondent whose age are between 36 and 45, 

5.5% is from 46 to 55. Only 2% of respondents stands between the age from 56 to 65 and finally 

0,5% is greater than 65 years old. 

 

 

 

Source: SPSS 

 

 

Gender

Male

Female
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Member of nonprofit organization 

Based on the result from the third question to identify nonprofit organization‟s member, 84 

respondents which accounts for 43% are member of one or several nonprofits and the rest of 

57% are not member of any nonprofit organization (See pie chart). Following this question, the 

names of nonprofit organizations are listed out for those who are members. It includes both 

international nonprofit and local nonprofit organizations. In terms of international nonprofit, they 

include Red Cross, Green Peace, Amnesty International, Doctor without Borders, UNICEF, 

United Nations, WWF (World Wide Fun), Save the Children, SOS (Save Our Soul), AVAAZ 

(The world in action), Cancerfonden (Swedish Cancer Society), Fair Trade. Referring to local 

nonprofits, they are mentioned as VIS (Vaxjo International Student), EHVS, Vaxjo sister city 

association, Swedish Convenant Church, Ordfront, and A Reaching Hand. 

  Source: SPSS 

How often to donate money for nonprofit organization 

Regarding to the next question of nonprofit donation, 83% of respondents has been donating 

money to nonprofit organizations while the rest of 17% has never donated before. Among 83% 

of donating, 26,5% donates less than once a year, 32,5% of respondents donates 1-5 times/year 

while only 2,5% donates 6-10 times/year and finally 21,5% committed to donate more than 10 

times/year (See table below). 

 

 Frequency Percent 
Valid 

Percent 
CumulativePercent 

 

None 34 17,0 17,0 17,0 

Less than once a year 53 26,5 26,5 43,5 

1-5 times/year 65 32,5 32,5 76,0 

6-10 times/year 5 2,5 2,5 78,5 

Yes

No
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More than 10 

times/year 

43 21,5 21,5 100,0 

Total 200 100,0 100,0  

 

2. Reliability analysis: Change in reliability if item is deleted 

Each dimension has an average Cronbach alpha. The tables show the difference which could 

happen to that number if the given item is deleted. For instance, if reliable is deleted, then alpha 

of Integrity will be changed from 0,805 to 0,773.  

Dimension 1: Integrity 

Cronbach alpha: 0,805 

 

 
 

Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Reliable- Integrity1 21,7450 13,608 ,574 ,773 

International- 

Integrity2 

20,6950 14,695 ,465 ,805 

Honest- Integrity3 21,8700 12,877 ,641 ,751 

Positive influence to 

community- Integrity4 

21,2150 13,888 ,621 ,759 

Committed to public 

good- Integrity5 

21,0750 13,527 ,658 ,747 

 

Dimension 2: Humane 

Cronbach alpha: 0,873 

 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if 

Item Deleted 

Compassionate- 

Humane1 

21,4550 17,445 ,684 ,850 

Loving- Humane2 22,0250 15,823 ,702 ,847 

Caring- Humane3 21,4550 15,978 ,777 ,826 

Generous- Humane4 21,7800 16,595 ,744 ,835 
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Humanitarian- 

Humane5 

20,9250 18,321 ,601 ,868 

 

 

Dimension 3: Sociability 

Cronbach alpha: 0,817 

 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if 

Item Deleted 

Active- Sociability1 19,9300 16,236 ,557 ,795 

Social- Sociability2 20,2550 14,925 ,698 ,754 

Friendly- Sociability3 20,0050 15,714 ,631 ,774 

Adaptive- Sociability4 20,6400 15,578 ,632 ,774 

Open minded- 

Sociability5 

20,5700 15,402 ,532 ,807 

 

Dimension 4: Specialization and job performance 

Cronbach alpha: 0,894 

 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if 

Item Deleted 

Well organized- 

Specialization and Job 

performance1 

55,6244 99,511 ,541 ,888 

Intelligent- Job 

performance2 

55,6954 96,264 ,689 ,881 

Multi tasking- Job 

performance3 

55,1066 97,034 ,670 ,882 

Medical oriented- Job 

performance4 

55,3147 95,105 ,573 ,888 

Responsible- Job 

performance5 

55,2792 96,733 ,661 ,882 

Experienced- Job 

performance6 

54,6548 99,503 ,578 ,887 

Innovative-Job 

performance7 

56,1269 97,693 ,559 ,888 
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Courageous- Job 

performance8 

55,3452 95,176 ,660 ,882 

Ambitious- Job 

performance9 

55,1117 97,763 ,641 ,883 

Independent- Job 

performance10 

55,7056 101,392 ,424 ,895 

Practical- Job 

performance11 

55,2690 96,902 ,684 ,881 

Idealist- Job 

performance12 

55,3452 95,421 ,619 ,884 

 

Dimension 5: Equality 

Cronbach alpha: 0,760 

 

 

 Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Neutral- Equality1 9,9648 5,822 ,596 ,674 

United- Equality2 9,7839 6,877 ,581 ,693 

Impartial- 

Equality3 

9,4874 6,089 ,601 ,665 

 

Dimension 6: Ruggedness 

Cronbach alpha: 0,490 

 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if 

Item Deleted 

Tough- Ruggedness1 7,5404 6,585 ,213 ,533 

Masculine- 

Ruggedness2 

8,7172 5,199 ,424 ,199 

Western- Ruggedness3 7,4596 4,778 ,308 ,404 

 

Dimension 7: Sophistication 

Cronbach alpha: 0,683 

 



Linnaeus University 
School of Business and Economics  

 
79 

 Scale Mean 

if Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if 

Item Deleted 

Good looking- 

Sophistication1 

9,3869 10,420 ,561 ,557 

Glamorous- 

Sophistication2 

10,5779 10,821 ,594 ,548 

Upper class- 

Sophistication3 

10,2513 10,886 ,415 ,651 

Feminine- 

Sophistication4 

8,7538 11,045 ,339 ,710 

 

 

3. Correlation analysis 

Correlation analysis indicates the relationship between items within one dimension through the 

value of Pearson Correlation. For instance, the item of reliable has the correlation with 

international, honest, positive influence to community and committed to public good sequentially 

as followed: 0,392; 0,643; 0,345 and 0,370.  

Note: The highlighted numbers represent for a strong correlation between 2 items.  

 

Dimension: Integrity 

 

 Reliable- Integrity1 International- 

Integrity2 

Honest- 

Integrity3 

Positive 

influence to 

community- 

Integrity4 

Committed to 

public good- 

Integrity5 

Reliable- Integrity1 

Pearson 

Correlation 

1 ,392
**

 ,643
**

 ,345
**

 ,370
**

 

      

      

International- Integrity2 

Pearson 

Correlation 

,392
**

 1 ,312
**

 ,374
**

 ,406
**
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Honest- Integrity3 

Pearson 

Correlation 

,643
**

 ,312
**

 1 ,472
**

 ,510
**

 

      

      

Positive influence to 

community- Integrity4 

Pearson 

Correlation 

,345
**

 ,374
**

 ,472
**

 1 ,716
**

 

      

      

Committed to public good- 

Integrity5 

Pearson 

Correlation 

,370
**

 ,406
**

 ,510
**

 ,716
**

 1 

      

      

 

 

 

        Dimension: Humane 

 

 Compassionate- 

Humane1 

Loving- 

Humane2 

Caring- 

Humane3 

Generous- 

Humane4 

Humanitarian- 

Humane5 

Compassionate- 

Humane1 

Pearson 

Correlation 

1 ,538
**

 ,584
**

 ,600
**

 ,559
**

 

      

      

Loving- Humane2 

Pearson 

Correlation 

,538
**

 1 ,720
**

 ,659
**

 ,390
**

 

      

      

Caring- Humane3 

Pearson 

Correlation 

,584
**

 ,720
**

 1 ,635
**

 ,570
**

 

      

      

Generous- Humane4 

Pearson 

Correlation 

,600
**

 ,659
**

 ,635
**

 1 ,535
**

 

      

      

Humanitarian- Humane5 

Pearson 

Correlation 

,559
**

 ,390
**

 ,570
**

 ,535
**

 1 
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Dimension: Sociability 

 

 Active- 

Sociability1 

Social- 

Sociability2 

Adaptive- 

Sociability4 

Friendly- 

Sociability3 

Openminded- 

Sociability5 

Active- Sociability1 

Pearson 

Correlation 

1 ,583
**

 ,422
**

 ,488
**

 ,283
**

 

      

      

Social- Sociability2 

Pearson 

Correlation 

,583
**

 1 ,553
**

 ,576
**

 ,425
**

 

      

      

Adaptive- 

Sociability4 

Pearson 

Correlation 

,422
**

 ,553
**

 1 ,439
**

 ,533
**

 

      

      

Friendly- 

Sociability3 

Pearson 

Correlation 

,488
**

 ,576
**

 ,439
**

 1 ,453
**

 

      

      

Open minded 

Sociability5 

Pearson 

Correlation 

,283
**

 ,425
**

 ,533
**

 ,453
**

 1 

      

      

 

Dimension: Equality 

 

 Impartial- 

Equality3 

United- 

Equality2 

Neutral- Equality1 

Impartial Equality3 

Pearson Correlation 1 ,512
**

 ,530
**

 

    

    

United- Equality2 

Pearson Correlation ,512
**

 1 ,505
**

 

    

    

Neutral Equality1 

Pearson Correlation ,530
**

 ,505
**

 1 
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Dimension: Ruggedness 

 

 Western- 

Ruggedness3 

Masculine- 

Ruggedness2 

Tough- 

Ruggedness1 

Western- Ruggedness3 

Pearson Correlation 1 ,367
**

 ,113 

    

    

Masculine- Ruggedness2 

Pearson Correlation ,367
**

 1 ,253
**

 

    

    

Tough- Ruggedness1 

Pearson Correlation ,113 ,253
**

 1 

    

    

 

 

Dimension: Sophistication 

 

 Feminine- 

Sophistication

4 

Goodlooking- 

Sophistication1 

Glamorous- 

Sophistication2 

Upperclass- 

Sophistication

3 

Feminine- Sophistication4 

Pearson Correlation 1 ,389
**

 ,272
**

 ,151
*
 

     

     

Goodlooking- 

Sophistication1 

Pearson Correlation ,389
**

 1 ,527
**

 ,337
**

 

     

     

Glamorous- 

Sophistication2 

Pearson Correlation ,272
**

 ,527
**

 1 ,512
**

 

     

     

Upperclass- 

Sophistication3 

Pearson Correlation ,151
*
 ,337

**
 ,512

**
 1 
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Dimension: Specialization and job performance 

 

 Well 

organ

ized 

Intelli

gent 

Mul

ti 

task

ing 

Med

ical 

orie

nted 

Respon

sible 

Experie

nced 

Innov

ative 

Courag

eous 

Ambiti

ous-  

Indepe

ndent 

Pract

ical 

Idea

list 

Well 

organiz

ed 

 
1 ,588

**
 ,434

**
 

,349
**

 

,362
**

 ,395
**

 ,388
**

 ,419
**

 ,397
**

 ,152
*
 ,394

*

*
 

,297
**

 

             

             

Intellig

ent 

 
,588

**
 1 ,595

**
 

,440
**

 

,510
**

 ,459
**

 ,489
**

 ,404
**

 ,452
**

 ,311
**

 ,459
*

*
 

,431
**

 

             

             

Multi 

tasking 

 
,434

**
 ,595

**
 1 ,420

**
 

,456
**

 ,512
**

 ,343
**

 ,501
**

 ,451
**

 ,416
**

 ,453
*

*
 

,470
**

 

             

             

Medica

l 

oriente

d 

 
,349

**
 ,440

**
 ,420

**
 

1 ,505
**

 ,454
**

 ,327
**

 ,456
**

 ,377
**

 ,201
**

 ,430
*

*
 

,419
**

 

             

             

Respon

sible 

 
,362

**
 ,510

**
 ,456

**
 

,505
**

 

1 ,449
**

 ,434
**

 ,445
**

 ,475
**

 ,282
**

 ,545
*

*
 

,462
**

 

             

             

Experie

nced 

 
,395

**
 ,459

**
 ,512

**
 

,454
**

 

,449
**

 1 ,238
**

 ,472
**

 ,451
**

 ,149
*
 ,420

*

*
 

,368
**

 

             

             

Innovat

ive 

 
,388

**
 ,489

**
 ,343

**
 

,327
**

 

,434
**

 ,238
**

 1 ,451
**

 ,413
**

 ,373
**

 ,405
*

*
 

,375
**

 

             

             

Courag

eous 

 
,419

**
 ,404

**
 ,501

**
 

,456
**

 

,445
**

 ,472
**

 ,451
**

 1 ,513
**

 ,338
**

 ,486
*

*
 

,474
**
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Ambiti

ous 

 
,397

**
 ,452

**
 ,451

**
 

,377
**

 

,475
**

 ,451
**

 ,413
**

 ,513
**

 1 ,268
**

 ,557
*

*
 

,457
**

 

             

             

Indepe

ndent 

 
,152

*
 ,311

**
 ,416

**
 

,201
**

 

,282
**

 ,149
*
 ,373

**
 ,338

**
 ,268

**
 1 ,421

*

*
 

,364
**

 

             

             

Practic

al 

 
,394

**
 ,459

**
 ,453

**
 

,430
**

 

,545
**

 ,420
**

 ,405
**

 ,486
**

 ,557
**

 ,421
**

 1 ,549
**

 

             

             

Idealist 

 
,297

**
 ,431

**
 ,470

**
 

,419
**

 

,462
**

 ,368
**

 ,375
**

 ,474
**

 ,457
**

 ,364
**

 ,549
*

*
 

1 

             

             

 

 

 

 


