
- 101 -

Rudy Prilto Lesmana, et al. / The Art of Luxury: Sealy Brand Personality Identi�ication / 101 - 117

e-ISSN: 2622-4585 | p-ISSN: 2580-0132INTERNATIONALJOURNALOF
BUSINESS STUDIESipmi Vol. 5 | No. 2 (June 2021)

*Corresponding Author E-mail:

20210330057@lspr.edu

A R T I C L E I N F OA B S T R A C T

Sealy is one of luxury mattress brands in the global market that
since 2013 strives to have a successful business in the Indonesia
luxury mattress market. In Indonesia, Sealy competes directly with
many top collection models from several other international mattress
brands. To face the competition, Sealy needs brand personality.
This research aims to identify Sealy's brand personality, which can be
used as a guideline for the company when setting up its marketing
communication plan. This research's methods are qualitative, and
as desk research, the unit analysis are both product-related and
non-product-related characteristics of Sealy that called drivers.
This research constructs a category based on 42 traits, 15 facets,
and 5 dimensions of Aaker’s brand personality framework to analyze
Sealy's speci�ic brand drivers. The result is that Sealy main
personalities are leader and upper class from competence and
sophistication dimensions.
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INTRODUCTION
Ken Research reports in September 2017, that
Indonesia mattress sales �igure is very bright
and will have annual double-digit growth for
the next 4 years, and it will cross USD 350
million in 2021. The mattress demand growth
is primarily caused by substantial investment in
key segments such as residential housing and
institutional sector including hospitals, hotels,
and college hostels. Ken Research also found

out that the increase of consumer expenditure
by the rising awareness among the people, and
sound sleep quality are the main reason for
them to increase the needs for luxury mattresses
in the Indonesian market.

The World Bank, in their published report
on January 30, 2020 on “Aspiring Indonesia:
Expanding the Middle Group”, stated that
Indonesia is having an amazing annual economic



- 102 -

International Journal of Business Studies Vol. 5 No. 2 (June 2021)

or gross domestic product growth with 5.6%
rate over the past 50 years which as a result
enabled the country to breed a middle income
group of people. According to their report
at least 20% from 52 million people in middle
income group plus the whole top income group
are able to buy luxury things such as car,
insurance, lifestyle gadgets, abroad holiday
travel, and luxury mattresses. That makes up
a total of more than 10 million people in
Indonesia as potential customers of luxury
mattress products.

The growing of middle income group in
Indonesia that provide abundant potential buyers
together with the rising consumer awareness
regarding the association between good sleep
and a healthy mind and body created a demand
for better quality and more expensive mattress.
The situation excites mattress manufacturers to
create and introduce more advanced products
to be able to sell their products with higher
price and higher margin. They educate new and
updated techniques to improve the quality of
mattresses to their potential consumer, which
led to the incremental of production capacity of
luxury mattress segment in Indonesia.

The market competition in this segment is
getting though as they competing with each

other to be the �irst company who launched
the newest technology to lure consumers with
the better mattress that can give reliable and
durable support that can last for years,
selection of �irmness feel, new comfort level
such as insensible motion of sleeping partner,
indulgent fabrics that offer ultimate tenderness
with cooling sensation and moisture control
that can reduce the risk of having dust mites,
and the very important one is the prestige of
the brand they can use to impress other people.
The retail price �igure is the most common price
range used in the mattress industry.

The mattress is categorized based on their offer
to their consumer by communicating their
premium price, best features, technology, best
quality, aesthetics, and prestige image as a luxury
mattress brand. This concept of luxury brands
by Heine’s, that de�ine luxury brands as brands
that are regarded as images in the minds of
consumers that comprise associations about
a high level of price, quality, aesthetics, rarity,
extraordinariness, and a high degree of non-
functional associations (Heine, 2012).

There are more than 10 mattress brands that
exist and compete in the Indonesian luxury
mattress market, such as Kingkoil, Serta, Springair,
Therapedic, Simmons, Sealy, Lady Americana,
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Tempur, Dunlopillo, Slumberland, Curem,
Dreamline, Silent Night, Lamborghini, etc. As the
product availability of luxury mattress brands,
with numerous functional product bene�its,
the market is growing and the competition level
is getting high among the consumers’ mind.

Sealy is one of luxury mattress brands in the
global market that also strives to have a
successful business in Indonesia luxury mattress
market. According to Sealy Indonesia website,
www.sealy.co.id, “Sealy” was taken from the
name of a small town in Texas, USA, called Sealy,
where the �irst Sealy mattress was made in 1881
by Daniel Haynes. Their mattresses quality are
as good as in a very short period of time, the
brand’s tagline “mattress from Sealy” gets famous
and becomes a trademark among the people as
they scrambled to buy the mattresses. In the
year 1950, the company of�icially introduced
the Posturepedic mattress collection, the only
mattresses in the industry that focused on
correcting and support the back (spine) and
they worked together with Orthopedic Surgeons
on designing the mattress. The Posturepedic
mattresses sold with the perceived very high
retail price at that time which might have been
the trendsetter of today's luxury mattress. (“Our
Company,” n.d.).

Sealy has a long history of making good quality
mattresses, the company's �lagship brand, Sealy,
has been the number #1 selling bedding brand
in the USA market since 1970 for 30 years until
2010 and reclaims again that title in 2019 (Perry,
2020, June 8).

Further on their website, Sealy informs that they
entered Indonesia market in 2013 and since then
positioned the brand in the luxury mattress
segmentation with their top 2 collections out of
a total of 4 collections sold with retail price from
Rp. 20 million up to Rp. 80 million per mattress.
This makes the brand compete directly with
many top collection models from several other
international mattress brands such Dunlopillo,
as the oldest luxury brand (since 1977) and King
Koil, as the current market leader of luxury brand

(since 1996) that already set up their foot in
Indonesian market more than decades before.

The current market leader in Indonesian
mattress held by Kingkoil as this claimed by
the buyer of high end department stores such
as Sogo, Seibu, Lafayette, Metro, Central, Lotte,
and the owner of biggest furniture or mattress
stores in greater Jakarta area such as Chandra
Karya, Danamas, Diana Eva, Subur, Handal, New
Home Centre, that lead all of them to give the
most strategic and largest display area for
Kingkoil brand in their stores compare with
Sealy that currently has 26 sales outlets, and
focus their distribution channel mainly in the
Greater Jakarta area.

The objective of this research is to identify
Sealy brand personality, which can be used as a
guideline for the company when they set up
their marketing communication plan. Aaker
(1996, p. 138), the most referred �igure of brand
concept, in order to emphasize the importance
of brand personality, quoted 2 famous sayings
from Scott Talgo, a brand strategist, “a brand
that captures your mind gains behavior, a brand
that captures your heart gains commitment”
and from Bob Dron, Harley-Davidson dealer in
California-USA, “what other brand name do you
see tattooed in people?” implying that Harley
Davidson brand goes deep into their customer’s
heart and gives them an opportunity to express
who they are or who they want to be by using
the brand. While, Carlson, Donovan, and Cumiskey
(2009) concluded in their research that brand
personality is strategically important for every
company to build a good relationship with
their targeted customers. It is essential for Sealy
Indonesia to understand and know its brand
personality in order for them to be able to
communicate effectively with their targeted
customers, that in the end, will turn them into
loyal Sealy customers.

In terms of practical signi�icance, there is so
many research that determines the brand
personality in a various product category but
rare in mattress product category, only 1 journal
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article related to mattress brand personality’s
research that found by the researcher so far, the
researcher hopes that this research will enrich
the practical world by giving a description
of brand personality in the mattress product
category within the luxury segmentation of
Indonesia. While in terms of academic signi�icance,
the research will examine theoretical knowledge
and its application in the �ields of brand
personality. The scope of the research covers
only on brand personality study of Sealy based
on its brand drivers that are obtained from Sealy
Indonesia and other public documents available
in the internet.

LITERATURE REVIEW
The following section will discuss previous
studies that have been published in journals and
become references in this research. Jennifer L.
Aaker’s brand personality dimensions and David
A. Aaker’s brand personality drivers’ concept are
widely used in many previous studies to determine
brand personality. For example, Lazareva (2016)
in her research, used David Aaker’s brand
personality drivers and examining those with
Jennifer Aaker’s dimensions to determine and
describe the brand personality of several mattress
brands such as Tuft & Needle, Casper, Eve, and
Napsie in America. Mustamil, Chung, and Shoki
(2014) also used the dimensions to determine
brand personality of Nike sports shoes in Malaysia.
Das, Prakash, and Khattri (2012) used the same
dimensions when they measured the brand
personality of the 3 cola brands, namely Coca-
Cola, Pepsi, and Thumbs Up in India, and they
also assert that brand personality is considered
to be an important factor for the success of a
brand in terms of preference and choice because
the customers interact with brands as if they
were people that in the end make the customers
choose a brand similarly with how they choose
friends or with whom they want to have a
relationship. In addition to that, Geuens, Weijters,
and Wulf (2009) state that brand personality
measurement must consist of only big 5 human
personality dimensions to respond criticisms
of a brand personality measurement concept
that embrace too many aspects while Carlson

et al.(2009) conclude that brand personality
is strategically important in creating a good
relationship with the targeted consumers.

Sealy is a mattress brand in the luxury
segmentation and Ranchold (2015) was
investigating the meaning of luxury brands
from a consumer perspective which in the end
provides an insight of how consumers perceive,
search and buy luxury products. While both of
Sokhela (2015) and Romero and Gomez (2014)
suggest the luxury brand marketer to identify
the traits for both of its customers and potential
customers that must be associated with their
brand personality.

Brand Personality
Aaker (1996, p. 141) de�ined brand personality as
a set of human characteristics that are associated
with a brand. Other researchers, Sweeney and
Brandon (2006) explained brand personality in a
broader de�inition as a set of human personality
traits that correspond to the interpersonal domain
of human personality and are relevant to describe
the brand as a relationship partner. If a brand
was a human, He or she would carry human
personalities such as honest or dishonest,
trendy or old-fashion, hardworking or lazybones,
masculine or feminine, and so forth.

Kapferer and Azoulay (2003) found that
consumers have no dif�iculty answering
metaphorical questions such as: ‘suppose the
brand is a person, what kind of person would
he/she be, with what personality?’ In fact, the
consumers are able to perceive the brands as
having personality traits. He further explained
that a brand constructs its character by
communicating its personality to the consumers,
which in turn clari�ies what kind of person a
brand would be if it was a human being.
Aaker (1996) added that brand personality,
like human personality, is both distinctive and
enduring.

Finally, Aaker (1996, p. 150) elaborate 4 reasons
why the marketers should use brand personality
when they set up their marketing communication
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plan. Brand personality study can help the
marketers by enriching their understanding of
the customers’ perception and attitude toward
the brand, contributing to differentiate the brand
identity among others, guiding the communication
effort with the same and consistent message, and
�inally creating brand equity. As such, brand
personality provides a powerful tool to develop
an identity, a communication effort, and in fact,
a whole marketing program (Aaker, 1996, p. 174).

Brand Personality Dimensions
Aaker (1997), marketing professor at Stanford
Graduate School of Business and David Aaker’s
daughter, constructed a framework for describing
and measuring brand personality through 5 core
dimensions which consist of 15 facets that are
further elaborated by 42 traits. This framework
has been considered valid by many scholars and
is frequently used to examine the personality of
a brand by other researchers.

How A Brand Personality is Identi�ied
Aaker (1996, p. 145-147) stated that a brand
personality is affected by everything associated
with the brand, the same as the perceived
personality of a person is affected by everything
associated with that person including his or
her neighborhood, friends, activities, clothes,
and manner of interacting. He further outlined

2 groups of characteristics that affecting
perceptions of a brand personality, both related
and unrelated to the product, that he called
brand personality drivers, or simply drivers.

Product-related drivers can be primary drivers
of brand personality. A bank or insurance
company, from the product category point of
view, will tend to assume a stereotypical “banker”
personality such as competent, serious, masculine,
older, and upper-class while an athletic shoe
such as Nike or Reebok might tend to be rugged,
outdoorsy, and adventures, as well as young and
lively (Aaker,1996, p.145). A package, product
attributes, and price will also in�luence brand
personality, for example, the white box with
black splotches, reminiscent of Holstein cows,
provide a down-to-earth personality for Gateway
Computer, and Weight Watchers that has “light”
brand is described as being slender and athletic,
while Tiffany as a luxury brand with high price
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might be considered as wealthy, stylish, and
perhaps a bit snobbish (Aaker,1996, p.146).

While product-related drivers clearly in�luence
brand personality, non-product-related drivers
also affect brand personality, include things like
advertising style, country of origin, company
image, CEO identi�ication, and celebrity endorsers.
For example, Calvin Klein’s Obsession advertising
help de�ine a strong personality for the brand or
a German brand like Audi might capture some
perceived characteristics of German people such
as precise, serious, and hard working. While
user imagery, the image that comes from people
that we see are using the brand or models that
are hired to use the product in the advertising,
for example, is showed by the upscale of
Mercedes Bens car, or the sexy, sophisticated
users personality of Calvin Klein (Aaker,1996,
p.146-148). Other drivers such as sponsorship,
symbol, and age also affect the brand personality
as well.

So, we can identify and describe personality of
certain brand by examining its drivers to �ind
out what is the core values of each driver, and
then, analyze it to �ind what personality traits
suit those core values. Lazareva (2016) in her
theses research to describe several mattresses
brand personalities, through the observation
of its drivers, for example, she concludes that
the main personality of Tuft and Needle brand
as honesty from sincerity dimension. If Tuft and
Needle were a person, he or she would appear
as someone who listens with empathy to every
complaint and shares a similar disrespect to sales
tricks and too high mattress price. The honesty
personality is clearly stated from the quote of
its founders, JT Marino and Daehee Park, saying
that prices for mattresses were too high and were
not necessarily justi�ied by the quality of the
product and followed by their clear positioning
to advocate transparency in the business. Park
further stated that he wants Tuft and Needle is
known as an honest company that opens up the
transparency of this industry. That kind of
message such as price transparency, mattress
stores are greedy, the same price for everyone

all year round, or discount is the same with
manipulation are consistently aired through
their social media, prints, billboards, and tv
advertising, as their marketing communication
strategy to make the message clear and easy to
understand by their customers (Lazareva, 2016, p.
45-51).

While for Casper, another mattress brand, she
mentioned about the uniqueness of the brand
name that has association with cute character,
a friendly ghost, well-known by everyone since
childhood, and also the simple white minimalist
design for the mattress itself from the surface,
border, logo tag on side, stylish white-blue box
packaging, welcome kit, and safety blade for
opening the vacuum package, hand-written thank
you note from the Casper team, and a book of
fairy tales tucked into the box. All of those things
plus their marketing communication strategy
focusing the message of their mattress is suitable
for everyone with the series of eye-catching,
hand-drawn ads feature a variety of characters
from humans to animals to �ictionary creatures,
presented in a fun, humorous, and unexpected
way to form the main personality of Casper as
imaginative from excitement dimension (Lazareva,
2016, p. 53-58).

The same way analysis she uses to describe the
main personality of Napsie brand as exciting by
having at least 3 stand-out facets of daring in
terms of product design, imaginative by creating
its magic world of sleep and dreams, up to date
with current industry trends and customer
demands. Napsie is clearly seen to have a
connection with excitement dimension by always
using young people, not famous model but
ordinary-looking people in their daily routine of
waking up in the morning, having breakfast in
bed, relaxing, doing some activities in bed such as
reading, watching, and certainly looking fresh,
healthy, happy, and energetic in their marketing
communication strategy (Lazareva, 2016, p. 66-
73).

The Luxury Mattress Segmentation
There are at least 4 criteria to de�ine the luxury
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mattress segmentation used in this research
(Heine, 2012).
1. The brand came or originally from the

countries traditionally known as the
reference for luxury brands or high
technology-perceived countries such as
USA, England, Germany, Italy, and French.

2. The brand exists and has a good international
reputation not only in Indonesia but also in
many other developed and wealthy countries.

3. The brand is acknowledged as a premium
brand by leading worldwide organizations
relevant to the mattress product categories
such as International Sleep Product
Association, European Bedding Industries’
Association, or Furniture Today.

4. Have at least one model with a premium retail
price. The price will be categorized premium
if the mattress retail price reaches more than
IDR. 20 million per 1 mattress for the double
size or size of 2 adult users.

RESEARCHMETHOD
In this research, the researchers choose
qualitative research method with pragmatist
paradigm. The method will give a deep perspective
and a comprehensive understanding of a given
phenomenon within a particular context in the
�inal result, while the paradigms will give
freedom of choice to the researchers to choose
methods, techniques, and procedures that best
meet the needs and purposes of the research
(Creswell, J.W., 2007).

Again, the identi�ication of Sealy brand
personality will be obtained by examining 13 unit
analysis from Sealy’s brand personality drivers,
both product-related and non product-related,
to know what are the core values of each driver
(Aaker, 1996, p. 145). In fact, this research uses
the same analytical techniques as those carried
out by previous researcher, Svetlana Lazareva,
when she analyzed the personality of several
mattress brands namely Tuft and Needle, Casper,
and Napsie in 2016. As the personality of Sealy
should be the same everywhere in the world,
then the drivers of Sealy can be taken either
from Sealy Indonesia or other Sealy subsidiaries
such as Malaysia and Singapore as the closest
countries with Indonesia or even from Australia
and USA as the parent companies and share
holder of Sealy Indonesia. Furthermore, the
�inding core values of each driver will be
analyzed by matching and conforming it to 42
traits and 5 dimensions of Aaker’s brand
personality framework. What personality traits
suit Sealy drivers, and how many traits appear
in the end, will de�ine the strongest personality
and its dimension.

RESULT AND DISCUSSION
As described in the methodology section, the
�irst step in identifying brand personality from
Seally is to study 13 units of analysis based on
its drivers. The following are the result from
examining of 13 Sealy brand personality drivers.
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Brand Personality Drivers
Product category
Luxury mattress which has association with
images in the minds of consumers that comprise
associations about a high level of price, quality,
aesthetics, rarity, extraordinariness, and a high
degree of non-functional associations (Heine,
2012)

Package
• Fully imported mattresses
• 10 years new-unit replacement guarantee
• Sealy global quality concept means Sealy

mattresses that are sold in Indonesia have the
same quality with Sealy mattresses that are
sold anywhere in the world

Price
The price range of more than Rp. 20 million per
1 pcs of double size mattress which will be
considered very expensive or unaffordable for
most common mattress buyers in Indonesia
• Posturepedic Palatial Crest: (Rp. 53 million –

Rp. 80 million)
• Posturepedic Enhance: (Rp. 22 million – Rp. 45

million)

Attributes
• Sealy logo is a butter�ly like-form with Sealy

italic word in the middle, and blue and white
as its main color. In mattress industry, blue
color associated with peace and calmness,
while white color with cleanliness and purity
(Lazareva, 2016)

• Sealy tagline is “Support You Trust Comfort
You’ll Love”

• ‘Sealy’ is the primary brand – it’s the name of
the company, it’s the butter�ly logo that
appears on every product and it’s the name
that every consumer knows

• ‘Posturepedic’ is the sub brand – it’s the name
used as the name of the highest or top
product range of Sealy mattresses and has
a meaning as “the mattress that provides
its users orthopaedically correct support,
pressure-relieving comfort, and long-lasting
durability functions” (“What is Sealy
Posturepedic,” n.d.).
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User imagery
Sealy mostly uses a successful, healthy, active,
and middle age-mature woman �igure as their
models on their ads or catalogs, sometimes they
also use man and children �igure when they want
to portray a happy-healthy family.

Sponsorships
• Sealy Singapore has once became a sponsor

for a fundraising campaign organized by

National Arthritis Foundation and continue
to keep cooperating with Ronald McDonald
House Charities Singapore until now (“Sealy
Singapore extends support to Ronald
McDonald House Charities,” 2019, 2 April).

• Sealy Australia continues to keep cooperating
with Ronald McDonald House Charities
Australia, Queensland Ballet, and Soft Landing
for mattress recycling (“Our promise to
Australia and you,” n.d.)
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Symbols
• Perpetual Endorsement from Orthopaedic

Advisory Board that is always advertised in
almost every printed advertising to send a
message that the product created through
technical consultation with the expert of
human anatomy

• Titanium as the material of its spring system,
it is patented and used in every product
catalog to give association from the traits
of titanium which is stronger and lighter.

Age
• Though Sealy entered Indonesia market

quite late compare to other brands, but in
terms of the establishment year in their
respective country origin, Sealy which was
established in 1881, in fact, is the 2nd oldest
brand after Simmons which was established
in 1870 (“Our Company,” n.d.)

Advertising style
• The advertising communication theme that

mostly used by Sealy:
• The fresh, smile, and happy-look models

that are doing activities such as waking up,
reading, watching, or just relaxing on Sealy
beds.

• The fresh, smile, and happy-look models that
are doing activities after having a good and
restful night’s sleep.

• The superiority of Sealy beds compared to

other beds, especially in terms of technology
• The achievement of Sealy such as the

awards or title that have been given from
respectable-relevant organization such as
the world’s #1 USA bedding producer (Perry,
2020, June 8), the best mattress of Expat
Living Reader’s Choice award for 3 years
in a row 2018, 2019, 2020 in Singapore
(“Readers’ Choice Awards results are in,”
2020, January 10), and Canstar Blue “Most
Satis�ied Customer Award” for mattress
brand in Australia (“Why Sealy Posturepedic,”
n.d.) etc.

• The wealthy image described by a Sealy bed
is often shown by glamorous-image models,
usually woman, in the luxury indoor location
such as a room with very expensive interior
or a magni�icent theater room, and also
beautiful natural outdoor locations in the
garden, beach, etc

• The story telling of relevant information
with Sealy from trusted sources such as
famous artists, engineers, architect, doctors,
orthopaedic practicioners, iconic international
hotels representatives.

Country of origin
Though Sealy has global quality concept that
emphasize each Sealy mattress sold anywhere
has the same global quality standard, all Sealy
subsidiaries have to mention in their websites or
other advertising tools that Sealy is originated
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from USA (“Our Company,” n.d.).

Company image
Sealy Indonesia is a subsidiary from Sealy
Australia, the biggest premium mattress
manufacturer in Australia, and Tempur-
Sealypedic USA, a public listed company that
sells Sealy and Tempur brand, and currently
are considered as the 2nd biggest bedding
producers in the world after Simmons-Serta
holding company (“Our Company,” n.d.).

CEO
CEO of Sealy Indonesia, who is also the CEO of
Sealy Singapore, together with CEO of Sealy
Australia and USA always remind all Sealy staff
about the Sealy global product proposition as
unique, superior, and proprietary (“Our Company,”
n.d.). Detail explanation about those product
proposition are as below:
• Unique: Sealy mattresses have unique

support systems, spring system, and edge
support technology, that are not used by any
other brands. Simply, Sealy uses a different
technology that no other brands use.

• Superior: Sealy summarize their superiority
on mattress support system by informing the

unique-patented spring system based on its
construction and titanium-added material,
and edge support system based on its
construction and polyethylene material
which both are used by Sealy. Simply,
Sealy’s technology is better in terms of the
construction, the materials, and most
importantly, can be proved scienti�ically.

• Proprietary: the unique and superior
technology such as SRx, and ReST spring
systems, Titanium alloy as compound
material of the spring, and Unicased edge
support system are patented by Sealy.
Simply, Sealy has legal rights to claim they
are the owner of those technologies due
to long internal research from their R&D
development.

Celebrity endorsers
Sealy is not aggressively using global �igure
to endorse its brand but give freedom to its
subsidiary in each country to decide:
• in Malaysia, Sealy once collaborated with

Benjamin Young, founder and group CEO of
the Big group, a successful culinary young
businessman in the country, to become a
temporary brand ambassador and promote
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one of Sealy luxury mattress collection there
(“Ask Benjamin Young, why Sealy mattress is
so good,” 2017, July 21).

• In Australia, Sealy engage with Alice
Parkinson, an Australian artist known for
X-Men Origins: Wolverine (2009), Sanctum
(2011), and Where the Wild Things Are
(2009) as their TV commercial ads artist

• While in Indonesia, Sealy collaborates with
young and quite famous artists such as

Melaney Ricardo, Rasyena Hikmayudhi, and
Rigen Rakelna to promote Sealy in Indonesia
through a few postings in their respective
Instagram accounts.

This section will analyze all the �inding core
values of Sealy brand personality drivers obtained
from the previous chapter by matching and
conforming it with Aaker’s personality traits, and
the result as below:
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Sealy brand personality identi�ication
The suitable personality traits generated from
those 13 unit analysis are collected, grouped, and
recorded according to their facets to form the
brand personality dimension. In the grouping
process, each unit analysis can only generate 1
same personality trait, so if there are more than
1 same personality trait appear on certain same

unit analysis then only 1 trait is recorded into
the table recapitulation. For example, in the unit
analysis #13, Celebrity Endorser, personality
traits of “successful” appear (3x) and “young” (2x),
but because all of those traits are came from
the same unit analysis then successful and
young traits will be recorded only once (1x) in
the table.
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Total 18 personality traits appear when the
researchers analyze the core values of 13 Sealy
brand personality drivers. Based on the table,
we can describe the Sealy brand personality as
below:
• There are 2 strongest or main Sealy

personalities, leader and upper class, as both
of those personalities appear in the 7 out of
13 drivers (54%), or more than 1/2 of total
available drivers.

• After the 2 strongest personalities, there are
4 other quite strong Sealy personalities,
successful (46%), technical (38%), corporate
(31%), reliable (31%), as all of those
personalities appear in at least 4 out of
13 drivers (30%), or almost 1/3 of total
available drivers.

• Finally, there are 12 weak or very weak Sealy
personalities, as all of those personalities
appear in less than 1/3 of total available
drivers.

Sealy brand personality dimension
Total number of 54 personality traits appear
when the researchers analyze the core values of
13 Sealy brand personality drivers with Aaker’s
brand personality framework which in the end
form 4 dimensions. Based on the table, we can
describe the Sealy brand personality dimensions
as below:
• 4 dimensions out of a total 5 Aaker’s

dimension are formed from the appearing
personality traits, but the strongest
dimension is competence because there are

33 personality traits (61%) support the
dimension.

• The 2nd strongest dimension is sophistication
because there are 17 personality traits (31%)
support the dimension.

• Finally, the other 2 dimensions, excitement
and sincerity, are very weak or can be
considered irrelevant as both of them are
supported by only 2 personality traits (4%).

CONCLUSION AND RECOMMENDATION
The overall �indings from the analysis concluded
that Sealy has several personalities, total of 18
personalities, however, only 6 personalities can
be considered quite strong which is successful,
technical, corporate, reliable, with leader and
upper class as Sealy main or strongest
personalities. In terms of personality dimensions,
there are 4 dimensions formed from the
analysis, which is competence, sophistication,
excitement, and sincerity, though the last 2
dimensions are too weak or can be considered
irrelevant. In summary, we can say the Sealy
personalities are leader and upper class from
dimension competence and sophistication.

The result of this research again proved that
Aaker’s brand personality framework is useful
and applicable, including in the mattress product
category. The identi�ication of Sealy personalities,
leader and upper class, should become a guideline
for the company and consistently being used as
the focus of Sealy’s marketing communication
plan message in order for the company to
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communicate effectively with their current and
potential customers through winning their heart
and loyalty.

The �indings of this research could serve as a
starting point for practical world to understand
more about brand personality of mattress product
category, especially in the luxury segmentation.
The construct of this research could act as a

reference in designing luxurious mattress product
which would ultimately �it the desired personality
of its targeted consumers. It is recommended
that there is further research from the company
on Sealy brand personality perception based on
Sealy users and non-users, so the company can
measure its marketing communication plan and
evaluate what needs to be improved or changed
and what needs to be maintained.
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