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Under standing orientation of corporate brand per sonality
in business-to-business markets

Abstract

Corporate personality scale available to markeatasgarchers has been useful for assessing the
characteristics desired by customers of internatibrands in consumer markets. The objective of
this research was to understand the personalitactaistics that business customers look for in a
person who represents a brand. Data suggestechiduatcteristics that business customers look for
in a person who represents a brand are different the characteristics that its consumers would
seek. It was empirically found that a human fae tBpresents a brand can be associated with its
own identified characteristics and these charaattesiinfluence the brand selection criteria of
resellers in highly competitive business-to-bussmasrkets. A theoretical framework drawn on
existing literature was empirically tested to deyelhe scale.
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I ntroduction

A linkage that customers try to make between hunaadsbrands has been a subject of interest to
marketers because of its influence on their brahecton criteria (Aaker, 1997; Azoulay and
Kapferer, 2003). The concept existed in literaginee 1950s and can be traced back to 1959 in a
research conducted by Evans (1959) who studiethtluence of different objective and
psychological factors on the choice of brand magdednsumers. Five dimensional brand
personality scale developed by Aaker (1997) is hasethe metaphoric attribute of the brand i.e.
‘brand as a person’. The scale developed by AEIB97) has been widely used to measure the
impact of brand personality on attitude of custasrewards the brand.

Research that measures the impact of brand eatensn brand personality emphasizes that
it can help brands to motivate its customer fouecpase and be loyal to the brand (Fournier, 1994;
Diamantopoulous et al., 2005). Chun and Davi@932 studied the influence of metaphors on
customers and associated the root metaphor ofrtimell.e. ‘brand as a person’ to the customers’
understanding of personality of the brand basecelationships that customers have with the brands.
Researchers have used such knowledge about custtonerderstand loyalty of customers towards
the brand, reputation and values of the brand pexddoy customers (Caprara et al., 2001; Keller,
2003; Urde, 2003; Aggarwal, 2004).

Extending same knowledge at the corporate lev@duetievelopment of a corporate
character scale that can measure the effect o sudicators on the reputation of the organization
that is reflected in customer behavior in consumarkets (Davies et al., 2004; Money and
Hillenbrand, 2006; Anisimova, 2007). This papearsattempt to understand the behaviour of
customers in business markets based on the appiaeahby previous researchers from the context
of consumer markets.

Theoretical foundation

Marketing literature draws on metaphoric persoatfan to identify the qualities that form the
personality and becomes the basis of differentiatiat influences customer behaviour (Davies et
al., 2004). The scales available to researcheesune the behaviour of customers in consumer
markets (Anderson, 1968; Markham, 1972; Biel, 199&er, 1997). There is no scale available to
academic and practicing marketers that provideyttaities of a person who represents a brand
specifically preferred by customers in businessketar Based on the review of literature this
research is an attempt to assess the benefitsngf eretaphoric personification as a point of
reference for developing relationships in busimeaskets for an impact on purchase behaviour of
customers (Roper et al., 2002; Cleopatra and Mbatig2008).

Predominant view of researchers about ‘brand@erson’ is a psychological aspect
(Delgado-Ballester and Munuera-Aleman, 2001). btminess markets, it has been highlighted as a
generic personality trait that influences corporatautation and brand management (Silva and Alwi,
2007). Brand personality researchers have higtddlis role in developing relationships and have
linked benefits of its usage such as commitmenst @nd mutual benefits to social exchange theory
(Patterson and O’Malley, 2006). When a personesgts a brand and tries to develop an informal
interpersonal relationship with customers to shaamd knowledge, the person acts as a source
domain of information about the brand and trandieesnformation to customers who behave as a
target domain (Hunt and Menon, 1995; Keller, 20®i8;a and Alwi, 2008). Such a transfer of
knowledge nurtures trustworthiness and dependal8itott 2003; Kannan and Tan, 2006).

The utilitarian approach taken by Keller (2001ptopose the model for building customer-
based brand equity if applied to business markaisegplain how the personality characteristics
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satisfy customers and fulfill their needs. Therfsieps identified by Keller (2001) for building a
brand are creating awareness, developing favouessieciations, eliciting positive response and
nurturing relationships. These stages are basg@&idormance, judgment, resonance, salience,
imagery and feelings as blocks required for bugdarbrand (Keller, 2001). As represented by
Keller (2001) in customer based brand equity pydaitiie state of resonance is based on judgement
and feelings developed built on imagery and peréoroe which help customers to make a purchase
decision in favour of the brand. The utilitariaancepts and complex ideas about brand when
presented by a person representing brand as a coicative artifact of brand, result in resonance
and judgment because it gets stored as sensorynda@aminds of the customers (Scott and Vargas,
2007).

Resonance influences developmental stages of mwosrelationships and encourages
customers to actively engage with the brand, isteaad demonstrate behavioural loyalty and
attitudinal attachment towards the brand (Joy ameh$, 2003; Keller, 2001). The intangible
associations that customers have with the braredeetationships with brands based on the
personality traits that link personality of braiwdat person who represents the brand (Aaker, 1997,
Keller, 2001; Chen, 2001; Chun and Davies, 200Bgrsonality traits are attributes that influence
responses of customers based on their emotionsdsewze brand and help them to differentiate
between brands (Patterson, 1999). Literaturederréising explains relationship as a cognitive and
effective behavioural process that operates imtimels, allows drawing of inferences and
construction of opinions based on the observatiadarby customers about attitude (Blackston,
2000; Braun-Latour and Zaltman, 2006).

Selection of a corporate brand by customers dependheir assessment of the attitude of the
company behind the brand that they are dealing, Wotkards its customers (Blackston, 2000).
Blackston (2000) extended the concept of relatigussto corporate brands for understanding the
relationship between responses of customers antkaleof trust in relationship based on social
exchange theory. Role of individuals in developiekgtionships of trust with customers and
satisfying them by being pro-active for influencimgnd selection criteria of customers has been
discussed in detail (Doherty and Alexander, 2004n&3ekaran and Ngai, 2004). Pro-activeness as
proposed by Blackston (2000) is a relationshipupip®rtiveness that is customer-centered and
depends on the feeling of customer about beingnest to and responded appropriately.

Representation of a brand requires alignment afjgrof the brand with values demonstrated
by an internal source that can be a person whesepts the brand (Aaker et al., 2001). Role of
person who represents the brand in developing pesperson relationships by communicating
brand’s attitudes to its customers has been viesegh organization’s internal source, used with an
objective to inform, persuade and remind custorabmit the offerings made by the brand ((Chun
and Davies, 2006; Braun-Latour and Zaltman, 20@3)aping expectations of customers in
business-to-business markets involves developirgppeo-person relationships which are based on
the communication ability and brand imagery of iygresentative of the brand as a corporate
character (Aaker, 1997; Azoulay and Kapferer, 2004)

Expectations of business customers are differem the expectations of customers in
consumer markets (Zeithaml et al., 1993). Corgochtiracter scale developed by Davies et al.,
(2003) identifies five types of human characterstais dimensions for measuring the effect of
corporate personality on satisfaction of custonaaigtheir ability to differentiate in competitive
markets. Five dimensions identified by Davieslgt(2003) are competence, agreeable, enterprise,
chic and ruthless. Marketing literature contrilsute knowledge on corporate brand personality in
consumer market but unfortunately there is lackt@fature that can explain the influence of
characteristics of corporate brand personality usiriess customers of the brand. Objective of this
study was to empirically contribute to this streaimesearch. An exploratory study for testing the
difference between characteristics or dimensiorisafd personality expected by business
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customers as to customers in consumer markets evammed. This paper presents insights and
analysis based on the data collected from busmestesmers which collectively enforces a new
thinking for industrial marketing researchers.

Research Method

Inadequacy of existing literature to differentibtween the characteristics of brand that customers
in business markets look for, this research stuthpted a mix method approach (Churchill, 1979).
An epistemological paradigm shift requires rhet@rend philosophical arguments combined with
empirical data (Glaser and Strauss, 1999; Hammera0®3). Research design called for a set of
respondents who were decision makers for the fimtise business selling products offered by
international brands and was dealing with repredemts of these international firms owning the
brands. Review of literature for understandingt@xg theories was supported by preliminary field
interviews with a small sample of respondents wieoenwchosen to provide expert views on the topic
being investigated (Spiggle, 1994).

Data Collection

Research data was collected from purchasing atifsnn reseller organizations of international
brands. Respondents were asked to name the refaise who was interacting with them
frequently at the operational level on behalf & dompany who owned the brand they were selling.
The unit of analysis for the study was the custofiner of international brands represented by
purchase decision maker of international brandsdsale. Data was collected during qualitative
interviews from 11 senior managers of firms who kigghificant experience of dealing with
international brands. Interviews lasted approxetya45 minutes each. The analysis of data
collected during personal interviews provided nasgights into the research being performed.

For qualitative data collection respondents wekeds set of structured questions which
were worded carefully allowing them to reflect twierin with relevant examples. Sometimes to keep
respondents focused around the research questonitinn the framework, some probing questions
had to be asked by the researcher. In case of sspendents, researcher could take only detailed
notes because respondents were not comfortabldhvatboncept of their interview being recorded.

Respondents were asked following broad questiotisseime probing questions:
1. Who do you think represents the brand that yo? sell
2. What are the type of characteristics that you kmokn a person who represents the brand to
you?

The responses were analysed and results very deefugxt stage of quantitative data collection
as they enabled the researcher to identify newyagit and missing but specific themes. The themes
that emerged from personal interviews of induskyyegts were helpful in assessing the face validity
of the constructs and relationships that were qotuedized to develop a theoretical model. Based
on the qualitative data analysis, a research imstni was prepared for collection of quantitativeada
from the field. Before sending the questionnairée field for final data collection, it was impant
to test the reliability and validity of the questi@ire. Hence, it was given for auditing to sorhe o
the marketing lecturers, a set of marketing re$esiadents for feedback and a set of respondents in
reseller organizations.

Modeling Approach
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Factor analysis of the data collected from a s@&68frespondents using the research instrument was
found to be appropriate. Items that emerged togdtbmn exploratory factor analysis using varimax
rotation represented latent variables that have bemulated in Table 1. The accuracy of the data
collected and appropriateness of the factors wsiedeby studying value of Kaiser-Meyer-Olkin
Measure of sampling adequacy which was found 10.8@4. Value of Barlett’s test is considered to
be significant when it is less than 0.05 and sigaifce level (p-value) of Barlett’s test of sphityic

was found to be 0.000 for the dataset being usethi®research.

Table 1
Factor Item Correlationf Cronbach Alpha

Leadership | Ability to drive 0.5 0.8
Create right brand expectations 0.6
An advisor 0.6

Cultural Understand local business community 0.4 0.7
Speak local language 0.4
Cooperative 0.4

Competent | Convincing 0.7 0.8
Enterprising 0.5
Passionate 0.5

Agreeable | Understanding 0.3 0.2
Assuring 0.1
Agreeable 0.1

Proposed view

This paper uses metaphoric personification of ‘ras a person’ approach in line with extant
literature (Roper et al., 2002; Silva and Alwi, Z0@lwi and Silva, 2007) to measure the attitudinal
differences that it makes to resellers of inteoral brands. It draws upon the characteristicselks
by customers from the literature and based oniclassearch paradigm proposed by Churchill
(1979), it uses qualitative data collected fromfthkl to have deeper insights for identifying the
domain of the constructs and items. During quahedata collection it was found that
characteristics desired by resellers of internatidmands in a person who represents a brand were
not similar to those desired by consumers of tla@dbr A senior manager of a reseller firm explained
it as:
“As regards brand representatives, the person dh@ye a genuine interest in business. It is
more of an advisory role if | look at it. May kag difficult for me to quantify all the
characteristics of an advisor but | see brand sgmi&tive as more of an advisor and
therefore, attributes and characteristics thatwould look for are attribute of an advisor.”

As explained in the quotation, business customepgct a person who represents the brand
will explain how the brand will drive partner’s baosss and future growth. As one of the
respondents highlighted:

“The representative of the brand has to have sonmat of concern for business partner in

all aspects like taking feedback and assuringytbatcan or cannot get support for marketing

and supplies of stocks.”

Such characteristics were mentioned by respondemsiny ways. Another respondent
mentioned it as:

“| feel that brand representative in the field érithe market. As far as business partners are

concerned their role is fulfilment of the demanddmguring placement of material. 1 think

my job is to make the products available acrosthalkections of the market with all these
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categories of dealers it could be retailer or pomate reseller. But to drive the market vis a
vis competitors depends on the person who reprefiemtrand.”

Some of the respondents while discussing the fodeboand representative acknowledged:
“I would like to deal with representatives who urstand business model of each reseller,
understand their individual strengths and try twufoon the strengths of the reseller rather
than trying to turn their weakness into their sytbs”.

While discussing the cultural aspect that busicessomers look for in a person who
represents a brand, one of the respondents medtione

“Yes, it is about understanding the territory, urstignding the people, because when the
representative understands how to manage activiti@garticular locality, what is the local cukuyr
how people speak, it helps”.

The qualitative data was useful for refining ttearis for the development of questionnaire.
Items were initially chosen based on the extaetdiure. Items for leadership were chosen from
Bradshaw and Brash (2001), Assael and Kamins (1&8@)McKenna (2002). The three items that
represent the construct of culture were taken fWdaorside (2003), Kim and Slocum (2008) and
London (1999). Research studies performed by Oeikal (1998), London (1999) and Milton-
Smith (2006) contributed items for identifying tbenstruct competent. Indicators of agreeable
came from Grewal et al. (2001) and Silva and ARAQ7). Quantitative data was collected from
business customers of international brands to ecafly test the hypotheses developed and establish
the scale using structure equation modeling.

Conclusion

Sustainability is becoming a regular concern feerinational brands as competition is growing at a
much faster rate than anticipated. In businedsutness markets, this trend is reflected in the
choices available to customers. The qualitiesaitstof the person who represents the brand
dominate the minds of the business customers arwhieaftereffects become evident in the
purchases made by them. In view of these trehdsrésearch proposes a corporate personality
scale for humans who act as figurative represemsbf the brand and try to psychologically
influence the attitude of customers towards thadbia highly competitive markets. The scale will
be useful for international brands and will enahkem to fill the gaps posed by representative
personality factors that influence purchase desssmf customers in business markets.

References

Aaker J. L. (1997), “Dimensions of brand persorgalitournal of Marketing Researckpl. 34 No.3,
pp. 347-356.

Aaker J.L. (2001), “Consumption symbols as carrggrsulture: A study of Japanese and Spanish
brand personality constructslournal of Personality and Social Psycholpyyl. 81 No. 3,
pp. 492-508.

Aggarwal P. (2004), “The effects of brand relatimpsnorms on consumer attitudes and
behaviours” Journal of Consumer Researc¥ol. 31 No. 1, pp. 87-101.

Alwi S.F.S. and Silva R.V. (2008), “Online and @it corporate brand images: do they differ?”,
Corporate Reputation Reviewol. 10 No.4, pp. 217-244.

Anderson N.H. (1968), “Likableness ratings of 5®&5gonality-trait words”Journal of Personality
and Social Psychologyol.9 No.3, pp. 272-279.

Anisimova T.A. (2007), “The effect of corporate bdaattitudes on attitudinal and behavioural
consumer loyalty”Journal of Consumer Marketinyol. 24 No. 7, pp. 395-405.

6



Abstract preview

Assael H. and Kamins M.A. (1989), “Effects of appgae and involvement on product
disconformation: A cognitive response approachughoproduct trial” Journal of the
Academy of Marketing Sciendéol. 17 No. 3, pp. 197-207.

Azoulay A. and Kapferer J.N. (2004), “Do brand jpeality scales really measure brand
personality”,Journal of Brand Managemernfol. 11 No. 2: 143-156.

Biel, A.L. (1993) ‘Converting image into equityin Aaker, D.A. and Biel, A. (eds)Brand Equity
and Advertising: Advertising’s Role in Building &g Brand¥, Lawrence-Erlbaum
Associates, Hillsdale, NJ, 67-82.

Blackston M. (1992), “Observations: building bragglity by managing brand’s relationships”,
Journal of Advertising Researc¥ipl. 40 No. 6, pp. 101-105.

Bradshaw D. and Brash C. (2001), “Managing custamationships in the e-business world: how to
personalize computer relationships for increasefitpbility”, International Journal of Retail
and Distribution ManagemenYol. 29 No. 12, pp. 520-530.

Braun-Latour K.A. and Zaltman G. (2006), “Memoryacdige: an intimate measure of persuasion”,
Journal of Advertising Researc¥ol. 46 No. 1, pp. 57-73.

Caprara G.V., Barbaranelli C. and Guido G. (20(Bjand personality: How to make the metaphor
fit”, Journal of Economic Psychologyol. 22 No. 3, pp. 377-395.

Chen A.C. (2001), “Using free association to examnthre relationship between characteristics of
brand association and brand equitydurnal of Product and Brand Managemevibl. 10 No.
7, pp. 439-451.

Churchill G.A., Jr. (1979), “A paradigm for develog better measures of marketing constructs”,
Journal of Marketing Researchol. 16(February): 64—73.

Cleopatra V. and Moutinho L. (2008), “Brand relathips through brand reputation and brand
tribalism”, Journal of Business Researdfol. 62 No. 3, pp. 314-322.

Chun R. and Davies G. (2003), “The use of metaphtire exploration of the brand concept”,
Journal of Marketing Managementol. 19 No. %, pp. 45-71.

Chun R. and Davies G. (2006), “The influence ofooate character on customers and employees:
Exploring similarities and differencesJpurnal of the Academy of Marketing Scien¢el. 34
No. 2, pp. 138-146.

Davies G., Chun R., Silva R.V. and Roper S. (2004 );orporate character scale to assess employee
and customer views of organization reputatiddyporate Reputation Reviewol. 7 No. 2,
pp. 125-146.

Delgado-Ballester E. and Munuera —AlemanJ.L. (20@rand trust in the context of customer
loyalty”, European Journal of Marketiny/ol. 35 No. 11/12, pp. 1238-1258.

Diamantopoulos A., Smith G., & Grime |. (2005), ‘@ mpact of brand extensions on brand
personality: Experimental evidencBuropean Journal of Marketing/ol. 39 No. ¥, pp.129-
149.

Doherty A.M. and Alexander N. (2004), “Relationskigvelopment in international retail
franchising: Case study evidence from the UK faslsiector” European Journal of
Marketing Vol. 38 No. 9/10, pp. 1215-1235.

Evans F.B. (1959), “Psychological and objectivadexin the prediction of brand choice Ford
versus ChevroletJournal of Business/ol. 32 No. 4, pp. 340.

Fournier S. (1998), “Consumers and their brandseldping relationship theory in consumer
research”Journal of Consumer Researdol. 24 No. 4, pp. 343-373.

Grewal R., Comer J.M. and Mehta R. (2001), “An stigation into the antecedents of
organizational participation in business-to-businglgctronic marketsJournal of Marketing
Vol. 65 No. 3, pp. 17-33.

Gunasekaran A. and Ngai E.W.T. (2004), “Informatsgystems in supply chain integration and
managementuropean Journal of Operations Researdbl. 159 No. 2, pp. 269-295.

Hammersley M. (2003), “Conversation analysis arsta@lirse analysis: Methods or paradigms”,
Discourse and Societyol. 14 No. 6, pp. 751-781.

Glaser, B.G. and Strauss A.L. (199®)jscovery of Grounded theory: Strategies for quedive
research New York: Hawthorn.



Abstract preview

Hunt S.D. and Menon A. (1995), “Metaphors and catitige advantage: evaluating the use of
metaphors in theories of competitive stratedgtirnal of Business Researdfol. 33, pp. 81-
90.

Joy A. and Sherry J.F. (2003), “Speaking of armabodied imagination: A multisensory approach
to understanding aesthetic experiendeyrnal of Consumer Researdfyl. 30 No. 2, pp. 259-
282.

Kannan V.R. and Tan K.C. (2006), “The impact ofdigr selection and buyer-supplier engagement
on relationship and firm performancéfiternational Journal of Physical Distribution and
Logistics ManagemenYol. 36 No. 10, pp. 755-775.

Keller K.L. (2001), “Building customer-based braaguity”, Marketing Managemenvol. 10 No. 2,
pp. 14-21.

Keller K.L. (2003), “Brand synthesis: The multidingonality of brand knowledgeJournal of
Consumer Researgchol. 29 No. 4, pp. 595-600.

Kim K. and Slocum J.W. (2008), “Individual differees and expatriate assignment effectiveness:
The case of US-based Korean expatriatéstrnal of World Busines¥ol. 43 No. 1, pp. 109-
126.

London M. (1999), “Principled leadership and bussdiplomacy: A practical, values-based
direction for management developmerdidurnal of Management Developmeviol. 18 No. 2,
pp. 170-192.

Markham V. (1972), Planning the Corporate ReputatigrGeorge Allen & Unwin, London, UK.

McKenna S. (2002), “Can knowledge of the charasties of high performers be generalized?”,
Journal of Management Developmgyiol. 21 No. 9, pp. 680-701.

Milton-Smith J. (2006), “Dialogue of the deaf: thisconnect between the research mandarins and
business innovatorsinternational Journal of Enterpreneurship and SniisinessVol. 3
No. 2, pp. 222-244.

Money K. and Hillenbrand C. (2006), “Using reputatimeasurement to create value: An analysis
and integration of existing measureddurnal of General Managementol. 32 No. 1, pp. 1-
12.

Oakes L.S., Townley B. and Cooper D.J. (1998), iBess planning as pedagogy: Language and
control in a changing institutional fieldAdministrative Science Quarterlyol. 43 No. 2,
pp.257-292.

Patterson M. (1999), “Re-appraising the concefrahd image”Journal of Brand Management
Vol. 6 No. 6, pp. 409-426.

Patterson M. and O’Malley L. (2006), “Brands, com&us and relationships: A reviewfish
Marketing ReviewVol. 18 No. 1&2, pp. 10-20.

Roper S., Davies G. and Murphy J. (2002), “Linkatmosphere and reputation in order to measure
business-to-business relationshipdurnal of Customer Behaviawol. 1 No. 2, pp. 215-240.

Schuster C.P. and Keith J. (1994), “Factors tHatcathe sales force choice decision in internation
market entry strategiesJpurnal of Global MarketingVol. 7 No. 2, pp. 27-50.

Scott J.E. (2003), “The role of trust in e-businkisswledge managementhternational Journal of
Electronic Business/ol. 1 No. 2, pp. 187-210.

Scott L.M. and Vargas P. (2007), “Writing with picgs: Towards a unifying theory of consumer
response to imagesJpurnal of Consumer Researdhol. 34 No. 3, pp. 341-356.

Silva R.V. and Alwi S.F.S. (2007), “Online corpardirand image, satisfaction and loyaltyournal
of Brand ManagemenVvol. 16, pp 119-144.

Silva R.V. and Alwi S.F.S. (2008), “The link betweeffline brand attributes and corporate brand
image in bookstores”Journal of Product and Brand Managemeyiol. 17 No. 3, 175-187.

Spiggle S. (1994), “Analysis and interpretatiorgaflitative data in consumer researclgyrnal of
Consumer Researci/pl. 21 No. 3, pp. 491.

Urde M. (2003), “Core value based corporate brarittling”, European Journal of Marketing/ol.
37 No. 7/8, pp. 1017-1040.



Abstract preview

Woodside A.G.. (2003), “Middle-range theory constron of the dynamics of organizational
marketing-buying behaviourJournal of Business and Industrial Marketingpl. 18 No. 4/5,
pp. 309-335.

Zeithaml V.A., Berry L.L. and Parasuraman A. (1993he nature and determinants of customer
expectations of serviceJournal of the Academy of Marketing Scierel. 21 No. 1, pp.1-12.



