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Big Five personality traits
In contemporary psychology, the "Big Five" factors (or Five Factor Model; FFM) of personality are five broad

domains or dimensions of personality which are used to describe human personality.

The Big five factors are openness, conscientiousness, extraversion, agreeableness, and neuroticism (common

acronyms are OCEAN, NEOAC, or CANOE). The neuroticism factor is sometimes referred by its low pole Ä
"emotional stability". Some disagreement remains about how to interpret the openness factor, which is sometimes

called "intellect" rather than openness to experience. Beneath each factor, a cluster of correlated specific traits are

found; for example, extraversion includes such related qualities as gregariousness, assertiveness, excitement seeking,

warmth, activity and positive emotions.[1]

The Five Factor Model is a descriptive model of personality; psychologists have developed a number of theories to

account for the Big Five.

The five factors
The Big Five factors and their constituent traits can be summarized as (OCEAN):

Ä Openness to experience Ä (inventive/curious vs. consistent/cautious). Appreciation for art, emotion, adventure,

unusual ideas, curiosity, and variety of experience.

Ä Conscientiousness Ä (efficient/organized vs. easy-going/careless). A tendency to show self-discipline, act

dutifully, and aim for achievement; planned rather than spontaneous behaviour.

Ä Extraversion Ä (outgoing/energetic vs. solitary/reserved). Energy, positive emotions, surgency, and the tendency

to seek stimulation in the company of others.

Ä Agreeableness Ä (friendly/compassionate vs. cold/unkind). A tendency to be compassionate and cooperative

rather than suspicious and antagonistic towards others.

Ä Neuroticism Ä (sensitive/nervous vs. secure/confident). A tendency to experience unpleasant emotions easily,

such as anger, anxiety, depression, or vulnerability.

The Big Five model is a comprehensive, empirical, data-driven research finding. Identifying the traits and structure

of human personality has been one of the most fundamental goals in all of psychology. The five broad factors were

discovered and defined by several independent sets of researchers (Digman, 1990).[2] These researchers began by

studying known personality traits and then factor-analyzing hundreds of measures of these traits (in self-report and

questionnaire data, peer ratings, and objective measures from experimental settings) in order to find the underlying

factors of personality.

The initial model was advanced by Ernest Tupes and Raymond Christal in 1961,[3] but failed to reach an academic

audience until the 1980s. In 1990, J.M. Digman advanced his five factor model of personality, which Goldberg

extended to the highest level of organization (Goldberg, 1993).[4] These five over-arching domains have been found

to contain and subsume most known personality traits and are assumed to represent the basic structure behind all

personality traits. These five factors provide a rich conceptual framework for integrating all the research findings and

theory in personality psychology. The Big Five traits are also referred to as the "Five Factor Model" or FFM (Costa

& McCrae, 1992),[5] and as the Global Factors of personality (Russell & Karol, 1994).[6]

At least four sets of researchers have worked independently for decades on this problem and have identified

generally the same Big Five factors: Tupes & Cristal were first, followed by Goldberg at the Oregon Research

Institute,[7] [8] [9] [10] [11] Cattell at the University of Illinois,[12] [13] [14] [15] and Costa and McCrae at the National

Institutes of Health.[16] [17] [18] [19] These four sets of researchers used somewhat different methods in finding the

five traits, and thus each set of five factors has somewhat different names and definitions. However, all have been

found to be highly inter-correlated and factor-analytically aligned.[20] [21] [22] [23] [24]
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follows the way we perceive individual personalities 



culture + personality
“acquiescence” – people’s tendency to agree with survey items).

Despite these methodological challenges, several large studies have repeatedly uncovered
variation in average personality across the globe, and the results usually chime in
theoretically consistent ways with other measures – countries that score higher in
Extraversion, for example, also tend to score higher in average levels of self-esteem.
International studies of personality have also shown that while average trait levels vary
between cultures, the basic structure of personality, organised into five main traits, seems
to be a universal.

Consider another huge study of cross-cultural personality differences, led by David
Schmitt at Bradley University and published in 2007, that involved over 17,000 people from
56 different nations around the world. Again, between-nation variation emerged in average
personality. For example, the highest average scores for trait Neuroticism were found in
Japan and Argentina while the lowest were found in the Democratic Republic of the Congo
and Slovenia. Meanwhile, the highest scoring nations for Agreeableness, on average, were
the Democratic Republic of the Congo and Jordan, while Japan and Lithuania scored the
lowest.

"
People in Africa tended to score higher on trait
Conscientiousness than people from all other world regions

This study also looked at similarities in average personality across supra-national regions,
finding for example, that people in Africa tended to score higher on trait Conscientiousness
than people from all other world regions, while people in East Asia tended to score lower.

But while differences in personality do exist between cultures and nations, they often don’t
match up with the widely held stereotypes of national character. You probably have an idea
in your head of what the average personality profile is of people from the various cultures
that you’re familiar with. Take the trait of Extraversion. Here in the UK most of us would
probably say that the average English person is far more reserved than the average
American. But these kinds of national personality stereotypes are rarely accurate (in fact,
the 51-culture study described above found that average Extraversion was higher in

http://www.bbc.com/future/story/20170413-different-nationalities-really-have-different-personalities 2017/04/14 11@29
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to quote Dr Christian Jarrett, BBC, 13 April 2017



brand personality
• as perceived by customers, & as understood & projected by a business

• perceptions amongst customers may vary across markets, segments, time

• e.g.. Clarks shoes across countries, Dr Martens over time

• firms may lose control over the cultural meanings & perceived personality of 
their brands

• much corporate communication design is about trying to define, position 
and project a brand’s personality in public space (virtual & actual)

• increasing attention given to ‘co-creation’ of a brand personality with 
customers and other stakeholders in a firm



brand personality expressed

• through overall design and production ethos

• the materiality and aesthetics of the product

• values, visual and other language embodied in corporate communications

• associations that a firm chooses to have with prominent personalities, 
subcultures, other products and brands



2. brand narratives
EXAMPLES



brand complexity

• a firm may hold a diverse portfolio of brands (each with a distinctive 
personality) but also be noted for a particular ethos and/or have its own 
brand personality

• e.g.. Shiseido

• Luxottica has little reputation outside Italy but is the largest owner of 
leading sunglasses and sports eyewear in the world (eg. Oakley, Ray Ban, 
Persol, Prada and many other fashion brands)

• portfolios of brand, and particular product personalities

• e.g.. Nissan’s past and current Z, GTR, more recent Cube, X Trail, the Datsun 
brand abroad, the more recent luxury brand Infiniti



Japanese brands
Two step process in defining a particular brand 

personality for Japan-origin enterprises



Nissan case

• Japan’s first car manufacturer, with a history of some iconic products - mass 
and boutique - but by 1999 was facing bankruptcy

• Renault equity investment & new CEO Carlos Ghosn brought 
transformative leadership but which emphasised that ‘the answers lie within’

• new strategic focus on design, with Chief Creative Officer position created 
and filled by Shiro Nakamura

• reviewed Nissan’s brand personality, strengths and weaknesses, ‘DNA’ as 
both Nissan and as a Japanese-origin enterprise

• sought key words to articulate the complex bundle of attributes that was 
Nissan’s ‘brand equity’ amongst current and former customers, employees 
and others



The ‘iconic’ products 
might only be a small 

part of total past 
production but ‘brand 

communities’ often 
have shared 

understandings of 
what products 

encapsulate a firm’s 
ethos at its best
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Nissan GT-R Nismo.

Nissan's highly-anticipated GT-R Nismo has broken cover ahead of its official debut at the Tokyo motor show.

The most extreme version of the Japanese supercar has been developed for even greater performance, with its 3.8-litre twin-turbo V6 developing
an additional 40kW that takes its peak output to 444kW and slashes its sprint from 0-100km/h to around 2.0sec.

The power boost is a result of modifications to the intake system, a free-flowing exhaust and larger turbo chargers.

Nissan GT-R Nismo.

Working with the extra grunt, Nissan has further honed the GT-R's all-wheel drive chassis with light weight 20-inch alloys, modified suspension
components with a stiffer Race Plus setting and numerous aerodynamic tweaks - including revised front and rear bumpers, deeper side skirts and
a fixed rear wing - for added downforce.

November 19, 2013 - 10:38AM Read later

Details of 444kW hard-core GT-R leaked ahead of Tokyo motor show debut.
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brands beyond control


