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: This study focuses on the investigation of airline brand

personality and analyzes the influences of airline brand
images in terms of brand logo and staff uniform on
passengers’ perceptions of personality, and the impact of
brand personality on buying intention. This study used the
stereotype content model as the theoretical base to develop
the measurement of airline brand personality including two
main facets, warmth and competence. Empirical data for
analysis came from university students. The data regarding
students’ perceptions of the aesthetics of brand logo,
style of the staff uniform, warmth, competence, and buying
intention were collected after providing several airline
brand images and pictures of airline staff uniform.
Confirmatory factor analysis and Structural Equations
Modelling were selected for data analysis. The results
indicated that the stereotype content model could be
successfully used for measuring airline brand personality.
The aesthetics of airline brand logo, antithetic of brand
logo, style of staff uniform significantly affect airline
brand personality. Moreover, airline brand personality has
a significant impact on buying intention. The outcomes of
this study are useful for airline brand management.

Airline brand, brand personality, aesthetics, stereotype
content model
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ABSTRACT

This study focuses on the investigation of airline brand personality and analyzes the influences
of airline brand images in terms of brand logo and staff uniform on passengers’ perceptions of
personality, and the impact of brand personality on buying intention. This study used the stereotype
content model as the theoretical base to development the measurement of airline brand persoanlity
including two main facets, warmth and competence. Empirical data for analysis came from university
students. The data regarding students’ perceptions of the aesthetics of brand logo, style of the staff
uniform, warmth, competence, and buying intention were collected after providing several airline
brand images and pictures of airline staff uniform. Confirmatory factor analysis and Structural
Equations Modelling were selected for data analysis. The results indicated that the stereotype content
model could be sucessfully used for measuring airline brand personality. The aesthetics of airline
brand logo, antithetics of brand logo, style of staff uniform significantly affect airline brand
personality. Moreover, airline brand persoanlity have significant impact on buying intention. The
outcomes of this study are useful for airline brand management.

Keywords : Airline brand, brand personality, aesthetics, stereotype content model
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