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Abstract- The notion of personality is natural for humans, conceptualised for brands but unattained to space. Although the 
idea that each place, commercial or residential, has its own character is a familiar concept, the theoretical background that 
links the qualities of space with personality theories is non-existent. The subject of this research is thus the examination of 
this hidden field and the formation of a scale of measurement that can sufficiently and accurately depict the characteristics 
that portray personality for various branded environments. The goal is to extract the space personality types elaborated from 
reappearing patterns of traits across different places. The overall aim of this research is the creation of a mobile application 
that will use the scale to express each visitor’s impression, building this way the character of the place, contributing to its 
amelioration and establishing a connection. Fifteen case study brand stores have been selected for evaluation and a space 
personality scale has been constructed for this purpose. To measure the dimensions of space personality an idiosyncratic list 
of traits for space had to be generated and factor analysis from the collected data of the application’s case study evaluation 
had to be executed. The five dimensions and twelve facets of space personality measure the symbolic nature of space that 
goes beyond its physical materiality and targets the psychological imprint left on its visitors from the embedded values and 
meanings it contains. The space personality scale is presented theoretically as a customer-oriented tool for marketeers and 
architects around which they can match their concepts to their visitors’ perspective. Practically it empowers participation and 
social responsibility by creating citizen-responsive spaces in the city. The construct of space personality and its mobile 
application, along with its shaped typologies are presented and analysed in this study. 
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I. INTRODUCTION 
 
Space has started all the more to state its presence in 
the consciousness of its visitors, its owners and its 
beneficiaries. Architecture has played its part 
(Klanten et al., 2013), and now, space is no longer the 
setting of every occasion but the environment we live 
in, the society we evolve with (Klingmann, 2007). 
From meticulous advertisements and powerful logos, 
to beautiful window displays (Kirby & Kent 2010) 
the design for the experience has become crucial in 
the life of modern society, opening the mind of 
consumers and moving forward the strategies of 
entrepreneurs (Brakus et al., 2009; Pine & Gilmore, 
1999). The emergence of branded spaces is the 
symbol of that evolution. Spectacular stores that use 
authenticity and identification to differentiate oneself 
in the global market has brought the issue of a 
brand’s spatial identity to the surface. P. Kotler 
(1973) had grasped even from 1973 that “buyers 
respond to the total product”, directing the attention 
to a store’s atmosphere. The holistic representation of 
brands along with the advancements in information 
and communication technologies, have significantly 
altered our perception of the world. 
Extensive research has been performed on store 
atmospherics and environmental graphics (Hunt, 
2004; Greenberg et al., 1983; Kotler, 1973) regarding 
so far the physical attributes of space (air, colours, 
sound, service, technology, clientele) and their affect 
on consumer behaviour, yet the theoretical 

background that correlates the idea of personality 
with space, is non-existent. A significant gap has 
therefore been spotted in all relevant fields 
(psychology, branding and architecture) rising a 
multifold question that requires their congruence. The 
notion of space personality is viewed as the 
psychological imprint left from the sum of 
multivariate stimuli originating from the built 
environment and directed to its visitors guiding their 
actions. The goal of this research is firstly to cover 
this blind spot in literature by linking qualities of 
place (Franz, 2006; Zumthor, 2006) with personality 
theories (Goldberg, 1999; Costa & McRae, 1992), 
secondly to explore in situ if branded spaces emit 
personality as humans or brands do towards their 
respondents (Escalas & Bettman, 2005; Aaker1997) 
and thirdly to find an applicable way to use the 
findings of this research for the sake of a 
collaboratively formed and value-oriented cityscape. 
 This research aims to mark the boundaries of 
the psychological spectrum of spatial experiences by 
clarifying and quantifying their personalities. By 
defining them in polar dimensions marketeers and 
architects could be conscious of their spatial gestures. 
The focus is placed on branded environments but the 
scale could expand upon further research to public, 
residential or office spaces. This idiosyncratic scale 
will describe the innate and inherent features of this 
specific element regardless the human factors of 
predisposition, cultural or educational background. 
The scale should be considered as a constructive 
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guide for all stakeholders to review their 
establishments according to what citizens perceive. 
Common people are this way given the power to 
shape their environment by stating their opinion in a 
simple, contemporary way. Streets could be active 
spaces that grow responsively and responsibly until 
they shape their mature social character as humans 
and brands do (Muzellec et al., 2012). 
 
II. LITERATURE REVIEW 
 
The aspect of branded spaces links space to brands 
and humans through the common and fundamental 
ground of human psychology and perception. The 
structure of personality signifies individuality in 
humans and has been proven to be associated with 
brands in a way that makes them perceived as 
humans themselves (Escalas & Bettman, 2005). This 
anthropomorphic aspect of a commercial institution 
leads to the conclusion that other inanimate structures 
can also be imbued with personality traits. Animism 
in objects is not a strange concept, yet animism of 
space demands a leap of faith. The difficulty in space 
personification may explain why literature has moved 
on to a bigger scale, place branding entire cities 
(Kaplan et al., 2010).  
In this research, the key areas of discourse are: 
personality theories and branding structures. First and 
foremost, space needs to be defined. Space here is not 
used in its pragmatic sense, nor in its interplanetary 
sense, but in its poetic sense taken from the Perec 
(1974) who regards life as a constant movement from 
one space to another constructing a series of 
experiences. D. Massey (1994) stresses the duality of 
an open-ended relationship analysing “space as both 
the product of social phenomena and a modus of their 
reproduction” (Kalandides, 2012). D. Läpple’s (1991) 
approach sees four dimensions that through a separate 
mechanism synthesise spaces perceived in a human 
mind: a)the material fabrication of social relations, 
b)the social structures of interaction generated from 
that material substrate, c)the institutions that regulate 
the production between social space and social 
structures and d)the spatial system of symbols, signs 
and representations woven in that material fabrication 
(Kalandides, 2012). Therefore, the complex dynamics 
that contribute in the creation of space cannot be read 
separately, while paradoxically they cannot be 
perceived in their totality either, even when lived. 
 
2.1. Personality Theories 
Numerous theorists have been concerned with the 
subject of personality. Eysenck (1992) has identified 
two main personality categories, neuritis and 
extraversion as the general tendency to enjoy positive 
or negative emotions and events. The theory that is 
highly accepted so far is the Five Factor Model by L. 
Goldberg (1993) which contains an empirically 
formed list of personality traits, compiled and tested 
further by numerous independent academics. The five 

domains (openness, conscientiousness, extraversion, 
agreeableness, neuroticism) portray the personality 
dimensions and facets (John & Srivastava, 1999). 
This method has been proven to cover the spectrum 
of human personality variations sufficiently and 
collectively without overlapping factors, presenting a 
stable set. Other five-factor inventories are the NEO-
PI-R, CPI, TCI (Goldberg, 1999). 
 According to J. Aaker's (1997) brand 
personality construct brands too have five personality 
dimensions: sincerity, excitement, competence, 
sophistication and ruggedness, three of which 
correspond to the human personality scale 
(agreeableness and sincerity correspond to warmth 
and acceptance, extroversion and excitement to 
sociability, energy and activity, conscientiousness 
and competence to responsibility, dependability and 
security) while sophistication and ruggedness differ 
from the “Big Five” dimensions and respond to 
unattained desires that humans may have. Those 
systems are closely related but they operate in 
different ways in terms of how they affect behaviour.  
 Space personality shows the unique set of 
characteristics possessed by a place that portray its 
values and motivations influencing the cognition and 
behaviour of those in it. Literature (Schlosser, 1998) 
confirms this concept’s existence stating that “stores 
have “personalities” (Martineau, 1958) or social 
images (Greenberg, Sherman & Shiffman, 1983; Rich 
& Portis, 1964) and that such social identity 
information about a store can be communicated to 
consumers through the store’s decor (Greenberg et 
al., 1983; Kotler, 1973).”. The personality of a place 
is emitted by design gestures associated with both the 
type and style of a space, yet the space personality 
construct differs from architectural types and styles as 
it implies a metric system associated with the human 
recipient rather than an infield categorisation that 
classifies architecture-centric elements.  
 
2.2. Branding Theories 
Extended research has been performed by multiple 
academics in the field of branding to cover all its 
branches, such as brand personality (Aaker 1997), 
brand image (Keller 1993), brand trust (Delgado-B et 
al.,2003), brand attachment (Thomson, MacInnis & 
Park 2005), brand involvement (Barone, 2005; 
Zaichkowsky 1985), brand love (Carroll & Ahuvia, 
2006; Fournier, 1998), brand equity (Aaker 1991; 
Keller 2010), sensory branding (Solomon, 2008), 
customer satisfaction (Verhoef, Langerak & Donkers 
2007; Parasuraman, Zeithaml & Berry 1988), 
customer experience (Holbrook, 2000; Pine & 
Gilmore, 1999; Schmitt, 1999; 2012; Arnould et al., 
2004), store atmosphere (Harris & Ezeh, 2008; Kotler 
1973), consumption rituals (Rook, 1985), purchase 
behaviour (Holbrook & Hirschman, 1982), consumer 
mood (Gardner, 1987). Considering the broad context 
and intangibility of the term brand Muzellec, Lynn 
and Lambkin (2012) undertake “a multi-dimensional 



International Journal of Management and Applied Science, ISSN: 2394-7926 Volume-1, Issue-11, Dec.-2015 

The Personalities Of Space. Beyond The Physical Characteristics Of Built Environments 
 

75 

approach which sees a brand as an abstract object or a 
set of associations in the mind of the consumer”. 
Brands need to be shaped around “values and beliefs” 
in order to be viable in a competitive market (Moor, 
2003) and experiences strengthen their performance.  
Brand spaces form experiences that trespass norms 
and portray signature through experimentation and 
multi-sided communication. Experiences are strictly 
personal and require involvement at multiple levels 
(Gentile et. al., 2007). According to literature (Brakus 
et al., 2009) they have four dimensions: “sensory, 
affective, intellectual and behavioural” and can be 
distinguished as “aesthetic, educational, entertaining 
and escapist” (Pine & Gilmore, 1999). Brands like 
Prada, Gucci, Nike, Starbucks, Aesop, have created 
what A. Klingmann (2007) refers to as “brandscapes” 
through “a dramatic shift of the aim of architectural 
design, from producing static and discrete objects to 
the generation of a consciousness of desire and a 
desire for consciousness through a deliberate 
construction of context”.  
 
III. RESEARCH  PROCESS 
 
This research has been broken down to seven distinct 
and linear stages. As an overall statement, it should 
be noted that Aaker’s (1997) methodology on the 
brand personality framework has been used as a guide 
for research execution. Her approach has been used 
for its strong connection thematically and for its 
academic recognition. 
 The first stage entails secondary research to 
scrutinise the research area and identify the 
methodology that would best fit the purpose of this 
study. On second stage, the personality items 
collected from the literature of human personality 
lists (Goldberg, 1999), brand personality lists (Aaker, 
1997) and architectural lists of space qualities (Franz, 
2006) generated a list of 224 items after a screening 
procedure eliminating items with close meanings 
across them. Those personality items were further 
reduced for redundancy when compiled with 160 
space personality traits acquired from primary data 
through a qualitative research of three focus groups 
(of different age groups with mixed occupational and 
educational backgrounds). Participants were asked to 
be imaginative and express as many characteristics of 
space as they could when bringing to mind places of 
various uses and styles. They were urged to avoid 
nouns of physical condition. This step enabled the 
extraction of innate qualities identified instinctively 
so that no idiosyncratic characteristics were left out.  
 On third stage, the sum of the items (272 
traits) was translated so that it could be screened by 
an internet quantitative survey and reduced to a more 
manageable and meaningful to space list of traits. The 
Greek participants were asked to rate how descriptive 
each item was of space on a likert scale of 1 to 7 
(1=not at all descriptive, 7=very descriptive). They 
were prompted to think of a variety of places to 

ensure open-mindedness, and to consider them as a 
person to facilitate personality qualities recognition. 
The findings of that process (list of 80 traits) prepared 
for the fourth stage, the testing phase of the list 
through the mobile application in actual stores, which 
evaluated branded spaces who sell products or 
services in respect to their space personality so that 
traits could be linked and tested along with their 
corresponding environment. This stage required the 
launch of a prototype version of the application in the 
form of an online survey in order to start the 
collection of data electronically. Participants rated 
each item in the list on a likert scale of 1 to 5, either 
inside the store or shortly after departure, to capture 
the after taste of the experience. Each participant had 
to evaluate all brands, by visiting the stores of one of 
the two designated locations according to their 
convenience. The sample was guided at two suburbs 
of Athens known for their market. This way the 
differences across stores in remote locations of the 
same brand could also be recorded portraying the 
level of affect of brand personality on various spaces 
for starters, but most importantly, of different 
physical atmospherics on space personality. 
 In the fifth stage, the personality dimensions 
would be identified through factor analysis method 
from the collected data. On a sixth stage, further PCA 
was used to extract the space personality facets 
correlated to each dimension and finally on a seventh 
stage, the collected data for each store were cross 
referenced and grouped so that space personality 
types could be elaborated from reoccurring patterns. 
 The key points that required thorough 
handling for the success of this study were: a) the 
formation of an appropriate space personality list of 
traits and b) the selection of a wide range of spaces 
with strong identities. Since Aaker’s problematic was 
aiming at brands and not at brands’ stores, a 
comprehensive list of items that would make sense 
for this scenario had to be established anew. Also, a 
wide and representative selection of branded spaces 
was devised for comprehensiveness after Ratchford’s 
(1987) categorisation of products in three groups: 1) 
utilitarian (e.g. computers, electronics), 2) symbolic 
(clothing, cosmetics, fragrances) and 3) symbolic 
/utilitarian (automobiles, beverages, shoes). Fifteen 
brands were selected firstly on terms of spatial 
identity, variety and popularity. 

IV. RESULTS AND DISCUSSION 
 
4.1. Findings 
A manageable list of meaningful to space qualities 
was formed through the second and third stage of the 
research, concluding the trait list generation phase 
with eighty unique space personality characteristics, 
elaborated by literature and three focus groups and 
validated by sixty two survey responses of a random 
sample. Through the fourth stage of the case study 
tests the information acquired identified the 
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personality of each store and portrayed, when 
analysed as a whole, the space personality facets and 
dimensions. The data collected from this stage 
correspond to a 80x135 matrix composed of the 
scores for each trait (80 columns) for all the stores 
(15 brands) across the full sample (135 rows).Factor 
analysis method has been chosen for analysing the 
raw data. Principal components analysis was used on 
the fifth stage, to dictate the dimensions of space 
personalities and the personality types of branded 
spaces. The raw data were analysed in two separate 
ways for validation. The first way was through the 
use of Matlab R2013a for the entire matrix (80x135) 
and the second through the use of Excel 2007 and the 
add-in “real statistics resource pack” downloaded 
from real-statistics.com where the sample had to be 
divided in two orthogonal matrices (80x80) for the 
calculations to occur. The two sub-matrices were 
separated in terms of store locations (north/south 
suburbs) so that the relations between brand, space 
and district could be detected. All three matrices were 
factor analysed individually and cross checked. 
 The first step of the process ordered the 
creation of a correlation matrix for each scenario in 
order to produce the eigenvalues and their composing 
eigenvectors. The eigenvalues resulting from each 
scenario had close values and the first five principal 
components were selected each time since a 
significant dip in the scree plot Fig.1. after the fifth 
component was clear. All eigenvalues weighed 
greater than one, and the total variance of the first 
five principle components was 49,55% for the total 
sample, 53,84% and 50,19% for the two sub-
matrices. The five principal components from the 
three matrices obtained through this method dictated 
the dimensions and facets of space personality. 

 
Fig.1. South Sample’s Eigenvalues Scree Plot 

 
The results of the five dimensions represent the group 
of characteristics each component entails and the 
names assigned suggest a descriptive meaning of 
them: PC1:Attraction (for attractive, interesting, 
exciting, inspired, creative), PC2:Serviceability (for 
helpful, technical, adaptable, functional), 
PC3:Formality (for clean, professional, luxurious, 
organised), PC4:Connection (for happy, 
contemporary, full, youthful, entertaining,) and 
PC5:Sociability (for cheerful, family-oriented, warm, 
outgoing, rejuvenating). The facets of each dimension 

are guided from the items with the highest values in 
each principal component when projected to the 
original dimensions (80 items). Further factor 
analysis (PCA) was performed to each group of 
components from the results of the three matrices to 
identify the number and the nature of sub-
components (facets) each dimension has. The facets 
occurring from this process validated the results from 
the first principal component analysis applied to the 
sum of the raw data indicating similar items scoring 
highly for each component in both stages of the 
process. The first principal component is comprised 
of three principal components (facets), the second of 
two, the third of three, the fourth of two and the fifth 
of two. Therefore, the space personality dimensions 
Fig.2. and total scale Fig.3. are formed as follows. 

 
Fig.2. The Space Personality Dimensions 

 

 
Fig.3. The full Space Personality Scale 

 
Through the case-study analysis stage, six personality 
types have emerged. Patterns of grouped traits with 
closely weighed values recognised and reproduced 
across various stores rendered the generalisation of 
personality types a concluding fact worth noting. The 
typologies identified have been named according to 
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the traits with the highest average and can be 
regarded as: the industrial, artistic, corporate, stylish 
or cosy type. Some brands fall into a single type there 
are though others that fall in-between utilising traits 
from multiple sides. Also, there were cases that gave 
away a type yet due to weak space personality few 
traits became apparent. 
The important factor that was tested after the 
extraction of space personality for each case-study, 
was the extent to which it correlates with brand 
personality. On that grounds, Nike was a powerful 
example of alignment that has gotten the philosophy 
of activity, crossing limits and personal engagement 
to be communicated spatially as well, through open, 
hospitable, attractive, exciting and innovative design 
solutions. Differentiations among stores of the same 
brand across regions did not result in ultimately 
different characters but in modifications in hues 
implying that it was mostly a matter of negligence in 
the condition of the store, since at times, brand 
personality could be clear but space personality 
indistinct resulting to low visitation. 
 
4.2. Validity/Reliability 
Several steps have been taken to ensure the reliability 
of the results and the validity of the method. To begin 
with, the methodological guidelines have been 
extracted from literature. In addition the section of 
the process in multiple stages has been done to verify 
logical stability and maintain validity from external 
sources. To be more accurate, literature was 
combined with primary data to ensure 
comprehensiveness and to minimize arbitrariness and 
an internet survey was performed to ensure 
robustness of the correlation of traits with space. 
 The primary factor that puts in jeopardy the 
reliability of the research is the interpretation of the 
researcher on the one hand, and the willingness of the 
sample on the other. The main risks identified can be 
found in the formation of the list of characteristics 
which is the foundation of the study. Inaccurate 
translation, unjust elimination of adjectives with close 
or deep meanings, as well as the selection of 
representative stores that may exclude particular 
spatial identities can cause the structure’s ignorance 
of a whole other combination of traits. All in all, the 
validity of this research depends greatly on the 
critical and sensitive mind of the participants, from 
the list generation phase to the testing phase since 
their choices shape the results. With probability 
sampling the results would be more accurate. The 
statistic methods and the strategic moves try though 
to ensure the minimum level of corruption. 
4.3. Further Discussion 
Space personality as elaborated in this research is a 
new multidisciplinary concept that has been broken 
down to a measurable scale, based on acknowledged 
theories of the three related fields of science, 
(psychology, branding and architecture). The 
theoretical value of this research can be considered as 

a motive to bring forward a hidden field of study and 
as a step towards a greater discourse. Thus, to take 
this research a step further, a broader selection of 
brands for testing could enhance its facets and verify 
the structure. To extend the field even further, 
research on public buildings and offices or housing 
environments could portray aspects of space 
personality not visible to branded spaces. In addition, 
validation across various cultural backgrounds and 
topological conditions would help solidify the 
concept. Finally, cognitive science could bring to 
light the sum of elements that form space personality 
linking stimulation with psychological imprint. These 
areas need to be studied in order to reach the full 
potential of the mobile application. Then, with this 
tool the cityscape could be collaboratively shaped 
considering the viewpoint of the recipient as equal to 
the proprietor, the marketeer or the architect.  
 
CONCLUSIONS 
 
Out of the eighty original personality items associated 
with space, fifty six have been proven to portray 
space personality through this construct. The five 
extracted dimensions can be considered as items 
themselves, if a shorter scale is in need. All 
dimensions seem to be meaningful and applicable to 
various places according to the raw data collected 
from the mobile application. Each facet enhances the 
information required to evaluate personality. Since all 
items are positively valenced, the negative values can 
be found from each principle component as seen in 
the Big Five for Extrovert versus Introvert, Agreeable 
versus Antagonistic and so on. To be exact, the poles 
of each dimension are Attraction - Aversion, 
Serviceability - Decoration, Formality - Informality, 
Liveliness - Quietness and Sociability - Enclosure. 
The space personality dimensions portray similarities 
to the NEO Big Five framework (Costa & McCrae’s, 
1992) and to J. Aaker’s (1997) brand personality 
framework, while affordable differences are 
anticipated considering the nature of each field. In 
fact, Attraction is closely referring to the qualities of 
uniqueness and imagination as Openness to 
Experience and Excitement do, Serviceability also 
suggests close values to Conscientiousness and 
Competence, like Efficiency or reliability, Formality 
shows the notion of acceptance as Agreeableness and 
Sincerity while approaching Sophistication too, 
Liveliness can be reflected to Emotional Stability in 
optimism or calmness and finally Sociability to 
Extroversion reflecting the effort of connection. 
The way that human personality applies to space is 
twofold. First it implies that people project 
themselves to space assigning to it personality traits 
as observed in other cases of animism and secondly it 
shows that space has its own system keeping a 
specialised code of expression that still imbues signs 
of character. Therefore, the personification of space is 
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an actual concept that points out a field of study 
seemingly apparent but academically untouched.  
The space personality scale serves as a tool that 
measures qualities of physical environments 
overcoming their physicality. It manages to set aside 
its practical side originating from the particularities of 
the building, the neighbourhood or legislations, the 
design gestures dictated by the architect, the 
designers or the owner, but also the educational 
background and psychological predisposition of the 
visitor, in order to bring to light the sense each place 
emits as a sum of all those conjuring factors. 
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