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Abstract

The currenbusiness context is highlighted by the need for informatoreoverstakdr o | der 6 s
consideratehat it isimperative to establish transparency and mutual understaddicanstant
request that transparency amkpproachability should come from the brasd'internal
environment, justifying its true essenatiile humanizingits value to the community. Here,
certain brands have introduced the continuous intervention of their CEOs, acting as a brand
ambassador and the eatiment of its characteristics. Leadevho nov acton relationship
building, benefit Brand Equityand stakeholders' brand perception over its intangible value.
However, this evidence contrasts with the academic development around this topic, assuming an
embryonic stage and for which this resteseeks to build understanding. This dissertation seeks

to highight the links between concepts and explheinfluence of CECsociabilityon Brand

Equity. Additionally, examine the influence of Sociability on the relational aspect between brand
and camsumer,as this outgoing leadership posture may engender those outchmeesetical

and empirical support is adopted to facilitate the comprehension around this topic. The
exploratory aspect is reviewed in the useedlitativeandquantitativemethodg(8 interviews

and 356questionnaire respondeptfResults showed th&ociability, captured by means of
Credibility and Approachabilityassumeto significantly influence Brand Equity a@bnsumer

Brand Relationship Moreover, the latter also significantlynfluences Brand EquityFor
Executives, their role in brand's value stems from their willingness to introduce this sociable
leadership, as it benefitsonsumes brand perception, where wead-mouth builds brand
positioning and sustainability.

Keywords: Sociability, Brand Equity Chief Executive Officers, Marketingrand
Relationship; Credibility; Approachability.

JEL Classification System:
M167 International Businessdministration
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Resumo

O contexto empresarial destesm pela nesssidade de informaga onde osstakeholders
considerammperativo garantir a transparéncia e matuo entendim&ntrgeo pedido contante

de a transparéncia e aproximacéao partir do contexto interno da marca, justificando a sua esséncia
e humanizando o sewalor na comunidade. Certas marcas tém introduzido a intervencgao
continua do seu Diretor Executivo, funcionando como embaixador da marca e personificador
das caracteristicas desta, partindo de uma comunicacao ativa e elevada sociabilidade, que age na
constucédo de relacao e acréscimo no valor intangivel e percebidigb@holdersatribuindo

0 destague a consumidores. A evidéncia destes casos contrasta com o desenvolvimento
académico neste tema, assumindo uma estatura ainda embrionaria e para aiones tigigao

procura construir entendimento. Esta dissertacdo procura salientar as ligacdes entre conceitos,
explorando a influéncia da Sociabilidade do CEOB¥and Equitye na relagéo entrmarca e
consumidor,visto que esta postura humana e extroveniddera implicar esses resultados
Suporte tedrico e empirico é adotado, desenvolvendo entendimento do tema e do carater
exploratério garantido pelos métodos quantitativos e qualitativos ugadmdrevistas e 356
questionarios preenchidops resultadosnostram que a Sociabilidade do CEO, expressada
através de Proximidade e Credibilidade, influencia significativaniBrated Equitye a Relacao

entre marca e consumidor. Além disso, o aspeto relacional influencia significativddreamde

Equity. Para Execunos, o seu papel no valor da marca parte da vontade de or@a@uizir

este cenario sociavel, visto que beneficia a perce¢do do consumidor, amdd-af-mouth

sedimenta o posicionamento da marca.

Palavras chave:Sociabilidade Brand Equity DiretoresExecutivos, MarketingRelacdo de
Marca; Credibilidade; Proximidade.

Classificacao Sistema JEL:

M167 International Businessdiinistration

M317 Marketing
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1. Introduction

The objective of this analysis will be to determine the influence of CEOciability on
ConsumeiBasedrand EquityandConsumeiBrand Relationshig To confine research, a focus
will be made on tke Portuguese audience. However, North American Brand respective
CEOs will be used as context for this empirical study, as thesealmoader level of exposure
and easier recall fromonsumers around the world, adding to an ideal fit to whaktsepted as

research objectives.

1.1. ThemeRelevance

I n todayds competitive business environment,
differentiates them from their competitors. This emmfrom markets being continuously
maturing and the level of competition around the consumer is at-timalhigh, with this

consumer being more demanding and sophisticated as he/she is able to access a vast quantity of
information. As a result, brandsaognize that transparency and proximity are critical to create
relevance in thenarketplaceand sustain a good relationship with its many stakeholders, other

than the consumer itself. Accordingly, consurhedlective mental picture, composed of
emotiondand rational perceptions, dictate business effectiveness, positionirgysaathability

in a given sector (Fombrun 2005Halliburton & Bach, 2014)

Hence, the current business scenahiowsthat companies must create a exttwherethere g

mutual understanding, common ground and an environment based-amwmmmunication

An ecosystem that pushes brands to open their Bilasl i gned wi th a true
citizenship behaviour 6, a0d6inHalliherton &Bact,2014) Bur m
Stakeholders demand from brands to be open on not just describing its corporate values and
strategic mindset, but show tiheal use of them and justify its essence and authenticity with
tangible elment s and actions. Ther efoompanydoheée snobi
valuable,and from recent years we have faced a shifttte way leadersapproach this
assumption of the public taking an increasing interest in the activities of organi{Zisofass

et al, 2016) Using this need for information and relation with the exdeenvironment, leaders

al so realize that their attitudes 1 mpact t he
perception(Dutot, 2017) Likewise, CEOs ahcorporate behaviour have been confirmed to have

a direct impact on identitfCorporate Identity st ati ng o6éwhat the compar

with internal and external Cc 0 mmu @rgaociztionab n o f
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Identity, describng 6 who t he company is6 and pays grea
values (Balmer 2001 iHalliburton & Bach, 2014)This isa notion that introduces the CEO as

a bridgebuilder, working as a key advocate and a perfestwaa s t hat revi ews t
characteristicand valuesas these are embodied in a single elementsténweng through brand
storytelling and helping the CEO to create an ongoing conversation, as he/she works as a

communication channel.

In fact, we sart considering some brandstbewayt hey t ackl e a recent cor
and how they position their Chief Executive Officers as the face of the company, Helping
enhancée he brandds overall reputati orbeamdy adpsporce h
begins to invalidate t he prteavtakesitagassive tole mn o f
creating selexposure to the public. Consequently, the CEO is now too valuable to be kept
hidden or silent, as he/she is able to raise the cdgprafile, encourage positive perceptions

and add perceived value to different stakeholder gr{B@sdisch, Larsen, & Trueman, 2013)
Respectively, the CEO can help create identity, supporting consume
identificationwith the brand, generating empathy and experiences that can be (®tfeidt,

Gelhard, Strotzer, & Heseler, 2018)

As a way of promoting the brand and as an el ¢
(Scheidtet al, 2018) it grants organizations a greater visibility, presence and purpose, as by
being humanized with its CEO, its strategy and actions have now @f sedihenticity that turn

them closer to stakeholders, and most impdstanbnsumergWeber Shandwick, 2012Being

connected grants consumers the opportunity to continuously place faith in brands that appeal to
them and remain close tloam, which serveas a form of promise and object for loyalty (Kotler

& Keller 2006 inChen & Chung, 2017)hus, using the CEO botlk a bridgebuilder and relate

him with stakeholders, with aactivepresence on social media or other offline touchpoints (e.g.

press publicity, events, interviews, conferences), acknowledges a viable path for building

successful brands, based on trust amderstanding.

Bei ng t he dnbassadhEOs hmewa now the responsibility to have a more active

role onthe way they communicate with different audiences and tlmey manage their
expectations and perceptions around the company, as this r&giovill ultimately build their
reputation as leadersaalsoi nf | ue nc e obverall reputatiop. Besyles,sthhecome

more importantot e | | the companyds st or(@anasRadsd, 2015 oi ni

in Weber Shandwick, 2015accountingstakeholders tbe part of the decision making.
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Besi des, I ni ti al i ndi cat i onaasdtia interacbhoaseyreld ma d e
greater effect on audience enjoyment, learning, identification, and need for gratification
providing an exceptional result on relationship managerfiesati & Men, 2017) This occurs

from the preeminent importance given to individuals, with mass media laying greater emphasis
on public figures and offering them notable newstivoess. Thus, it led brands to utilize a new
personalization strategy, where its main representative gives an organizational face and a
medium for transmitting organizational me s s a
and open access to infoation (Nessman 2008 DottanNir & LehmanWilzig, 2018) Besides,

it has been shown that digital interaction leads to beit@alssupport and enhanced learning and
knowledge exchange, thrdugvhich a reatime discussion turns inta better perception of
Credibility and trust from consumers on corporate brgMidgenet al, 2013) Likewise, the
availability to participate and access to information, witdking control of content more

difficult, signal to better closeness and proximity between constituents. The prevailing scheme

of transparency and leadership exposure from mass media and other gatekeepers of the public
agenda drove BEOs,and their personalitieso be initially conveyed to the public sphere, where

individuals ream of detailecdluesabout their lives and activities.

As a result, we now enter into a new leader profile with an active social role, sharing
transformational attributes that lead him/her to enhanced brand value, combining with the
possibility of CEOs to virtually become the corporate brand. Not only that,rcbses have
shown how CEOG6s efforts to communicate thei
respond to collective concerns may encourage the development of sustainable, satisfactory
relationships with stakeholders and, by extension, with thenaa#ons they lead and represent.

A notion that when added to social media, with its advancements, offer a convenient and flexible
way for corporate leaders to manage their personal in{@dgisawi et al, 2014) Besides, the

CEOs social stance sibeen classified for making them more effective leaders and help associate

the company with some features like innovation, competitionagagditive impact on business
results(Weber Shandwick, 2012)n fact, the greater disclosure from industry reports and
conducted research from Public Relations firms, on G&0ability, feature that relevance and
power of communicati on, as a str eohefgsitrae c¢c o mp c
potential and beliefs they hold towards communication and its contribution to organizational

goals(Zerfasset al, 2014)

When Brand Equityis considered CEO Sociability may offer some level ovalug as

Approachability and perceive lead@redibility can, irdeed, have some softimpact (elements
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that have been considered as an integral p&tofbility). Here, theCEOS social stance offers

a new consumer relationship lay@rhus, it acquires addition8rand Equity as the power of

brands lies in the mind of consumers anatthey experience, learn, and fell about brands over

ti me, giving O6added val udoneetald006)dNdverthadessaa pr o d
relationshipp s a Omustdé in todayédés business scenari

as the customers they attract and retain over time.

Furthermore, a socially active CEO can indeed create the necessary differentiation point between
competitors, and thugh active dialoguaurtures the encounter between constituésdgsig the

leader across different platforms alwrands to set the communication tone while being
proactivein the way they broadcast conversatidasnuinely, CEOs must understathatthey

are a leading voice with those who follow their company, as this aaéisrshown to improve
reputation(Fetscherin, 2015)visibility, companyCredibility, word-of-mouth, riskand crisis
defensdAlsop, 2004) and retention. Besides, they are now less dependent on traditional media
to profile their vision as leaders and create collaborative narratives with consumers while

creating influence and recognition among commun(ifésbe Shandwick, 20132017)

1.2. Research Problem

With this reasoningn mind, notorious academic work has been dhiggoughout the years,

using the CEO as an object of stullyhile some authors began to introduce the CEO as a brand
asset(Kapferer, 2012 or the importance of CEO brand reputation, identity, positioning and

equity (reflecting its perceived value and the value it creates to the con{Bamgischet al,

2013), other contributions have identified how the congregation of values between the company

and its CEO, reiforced by how easily attributes are transferred in a virtuous d&ietigeerthe
corporate brand and (Scleigtet @ E20Bswoyldefrarsecarbalthy b r a n
approach of using the CEO abrand endorser and have the necessiatyility to start a brand
relationship with stakeholders. Here, communicating through different means of communication

also grant CEOs to make them more relatable, from a constamelpoint.

In fact, researchers refer, from given limitations, that future endeavours should relate CEO social
communication to mediators and outcomes such as loyalty or purchase intention. Despite the
attempt to fulfil a research need, relating CEQsuwet at i on wi t h publicbs at
(Graffinet al, 2012; Sohn, Weer Lariscy, & Tinkham, 2009ksuggestions have been made on

how new investigation is applicable on relating how g@al interactions may affect
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important perceptual outcomes such as brand identification, perceived organizational reputation,

corporatecharacter, and imageas it remains unexplorddsai & Men, 2017)

Considering now the social CE@&s a key aspect drand Equity it becomessuitable to
understand how this new social role hasmapacton the waystakeholders, with a focus on
consumers, are keen on believing the brand and having a following intent, and how their
perception carcrystdlize their positive attitude towards the brand dahd waythey attribute

valueto it. However, @spite the considerable contribution of both theoretical and empirical
research that, from the past decadhes been gathered an built upogiating the emipasis of
corporate |l eaders and CEOs on developing co
competitive edgé through stock returns, corporate performance, and reduced sigholars

have revealed that CEO br an geraeiged &lughlthoughs i nf
being an applicable topic to be explorisdat annitial stage, allowing room for new research to

be added on trying to instil ogprehension on this connectibnZ er f ass, Verl i | , &
2016) Moreover, when relating t8rand Equity focusing on it€ustometBased scholars have

focused that most studi¢ésrgetproducts only, leaving an opportunity advise on the service
sector(Brahmbhat & Shah, 2017)

Indeed, further explanation will be needed as in recent yeafsave witnessed wide media
coverage otthe issue oSociability(Blackeman, 2018; Davis, 2018; McGuiness, 2015; Mielach,
2012; Sundberg, 20194ere, CECSociability, called as a leader who actively communicates,
shares transformational a transformational attitude, enjoys human connection as he or she values
relationships, and has higher public visibility, has been idedtds a new trend. Besides, these
journalist piecesssert how companies can embrace this concept and raise the added value if
they decide to change their current paradigm and bring leaders closer to stakéDaloeas,

2016; Drumwright, 2014; Fox, 2017; Leein2010; Olenski, 2012a, 2012b; Reid, 2017; Reiss,
2013; Smith, 2013)in fact, these media articles support ideas from case studies such as Richard
Branson, Elon Musk, Steve Jobs, Jeff Bezos or Bill Gates which, in turn, advise them as a
valuable benchnk that other CEOs can follow.

Moreover the increased number of industry repdigeber Shandwick, 2012, 2013, 2015,
2017) adding to research carried out by private entgigésn, 2018; G&S, 2016jequires a
needed follow up of academic research onrdtetionship betwee@EO Sociabilityand Brand
Equity, along with relating the theme 8bciabilitywith relationship outcomes between brands
and consumersMoreover, this is also shown as scholars have confirmed that there are few

studies that truly cover this topic, and identify ttia¢re isstill an empirical gap over the

5
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importance of the CEO on the procedsconsumeibrandidentification and brand alliance
(much related with trust, commitment, satisfactiamglloyalty) (Scheidtet al, 2018)i making

it challenging to address this topic of the importancehef CEO insideBrand Equity and
approach the dynamics that influenthe effects of CEO soctatediated communication on
building relationships with digital savvy stakeholdékéen & Tsai, 2016)

Hence, sholars mention that only some literature has focused on the importanceGH @
leadership brand oBrand Equityand corporate brand managemé@déndischet al, 2013)
Likewise,theroleof he CEOO s pirhuiklingBeand Eduityzas ribt been explicitly
investigated in the context of organizatidhat operatén a multibrand service contexge\el,
Abratt, & Kleyn, 2018)

Based on the premigbat CEOSociability, and itscontribution toBrand Equityin under an
embryonic stage, with notable exploratory/qualitative studies, it sheds new light upon
explanatory/quantitative analysis. Moreoveheastscholars remind how CEO branding is still
scientifically underdevelope(Bendischet al, 2013; Er d o Y mudespité&theEs e n ,
decisive steps on proposing models that show important branding components.

Given this classified research gap, an opportunity opens as researchers have never previously
consideredCEO Sociability i which is assessed from a twlonensional perspective of
ApproachabilityandCredibility i on its possible effect oBustomeiBasedBrand Equity(also

future mentioned as CBBEhdConsumeiBrand Relationshig with special emphasis on &t
Commitment, andsatisfactioni three dimensions thare massively covered and are perceived

to be the main pillars of relationship marketiagd vital for the assessment ofistomer
relationships(Breivik & Thorbjgrnsen, 2008; Garbarino & Johnson, 9:98lorgan & Hunt,

1994; Oliver 1980).

As a result, the main research problem will biemtify the Influence of CEG Sociabilityon

both ConsumeiBasedBrand Equity and ConsumerBrand Relationshifs.

From this reasoning, and becaubis phase of studgontinues to be under development, the
researclproposalfor this dissertatioseeks to follow upnthe exploratory aspeeround CEO
Sociability, but also to bring a new layer through an explanaogie. As a resultp ensure a
better understanding tfis topig the focus will be on combining quantitative and qualitative

research methods.
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However, the complete studyill, therefore, be guided by the following research questions,

attempting to serve the main research objective and problem:
RQ1: How does CEOSociability influence Customer-BasedBrand Equity ?
RQ2: How doesCEO Sociability influence ConsumerBrand Relationship?

RQ3: How doesConsumerBrand Relationship influence Customer-BasedBrand
Equity ?

Notwithstanding the focus should be extendedim T s a i & Mends main fo
supporting recent undergone research, on trying to ex@lastomesBasedBrand Equityand
ConsumeiBrand Relationshipthrough CECBociability. Based on these subjects, a conceptual
framework will be created to spprt business leaders and be accessed by communication
professionalsThis framework seeks to spell out the effects that may exist between variables that

are being analysed, providing visual representation for those who consult this paper,

summarizing dlthe data that was collected throughout this investigation.

The highlighting and assessment of the relegafheach of these concepts will then be presented
in the next section.



CEO Sociability. Path towards Brangquity and Brand Relationship

1.3. Academic & Managerial Objectives

The comprehensive objective of thisskrtation is to providaninitial ground on relating CEO
Sociability to CustomerBasedBrand Equity Apart from measuring the influen@a brand
value,Sociabilitywill be studied through the evaluation and perspective of the two dimensions

of Approachabity and Credibility, as it will be described in later stages of the following
document. Moreover, this document also seeks to measure the impact of these two dimensions
on ConsumeiBrand Relationshig, accentuatinghe research on Trust, Satisfaction,dan
Commitment. Basing premises and research orientation will be made from the gap in the

literature, previously described and highlighted as a future endeavour by previous researchers.

Although this topic has not been fully explored at the empirical lewel to help gather results,

an emphasis will be attributed to international CEOs, who have a greater level of public exposure.
Hence, these become sounder examples and fit the present context and body of research.
Notwithstanding, this research tries ipkore and evaluate the social effectiveness of Portuguese

CEOs, as a consequence of this investigation being localized in Portugal.

More than accessing the true potential of social miedral other touchpoints that offer visibility

and connection withtakeholdersi and ongoing communication from CEOs, the present
research will attempt to provide leaders and communication professionals the importance of
Sociabiltyasa key trigger f or ,aadalrelaBonstipcsystallimer eetavepn b | e
the company and its stakeholdepgying special consideration to consumers. As a poorly
explored opportunity, when looking at the Portuguese market, this research will seek to motivate
some CEO%o consider being more sociable and begin to invest intadeiehip mentality that

puts them close to the community, while perceiving this new paradigm as a strategy for building
their personal brand and value proposition as leaders, and frame the cors@dug to

consumers.
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1.4. Structure

The first chapter wilunderpin the central topics that will be covered, pairing with a given outline
of research limitations and suggestions that have been assigned by past research on CEO
Branding, Communication and other relevant academic contributions that help setti@rthe m

research questions afidal investigation course.

In a second chapter, different topics will be covered to identify variance in previous studies, from
both exploratory and explanatory analysis, to unveil inputs from different scholars and clarify
progress overtime. This presentation allows a better understandinghe main research
objective and helps to establish a foundation on which current research can be based and
outlined. Moreover, unveiling the key constructs of C&@riability, CustomeiBasd Brand

Equity (CBBE) andConsumeiBrand Relationshwill allow the creation of a conceptual

framework, granting a visual representation of interrelations depicted from the literature.

Afterwards, a chapter focused on tracing the appropriate reseatobbdwill be presented. As

a considerable amount of exploratory research has been made, and to truly understand the effects
of CEO Sociabilityon both CBBE andConsumeiBrand Relationshi a quantitative method

will be utilized, as it gives greater s&dtcal properties that become convenient on framing strong
foundation and reliability to given resul¥et, it should be mentioned that the quantitative study

for this research is presented through two stagepretest and final questionnaire.

Nevertteless,the room will be gven over qualitative research, whose insights will serve the
research viabilityHence, these will add a subjective andl@pth detail on the relevance of the

respective topic under analysis.

After conducting research, a chaptell be focused on data analysis and discussion of obtained
results. There, the conceptual framework will be put under coiaieaihalysis and its reliability

will be tested. Consequently, managerial implications will be displayed, attempting to give
support to business leaders and communication professionals, on the relevancy of this given
subject. Hence, suggestions will be maskyving businesses on how they ogiift their value
proposition and intangible value through CEOciability. These implicaons will be followed

by the research limitations and suggestions for future work, providing respattth and

opportunities, which future researches can follow.
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2. Literature Review

2.1. Introduction of the CEO Brand

CEO Branding from this shared dualism beten internal and external audiences, considers a
new di mension of 6Celebrity CEOGOG, being the
sphere, speaking on behalf of the company and assuming a management instrument for
endorsement a person that befe had a total administrative focus but now requires taking
public recognition and full purpose on promoting the entity (brand) (Bergkvist & Zhou 2016 in
Scheidtet al, 2018) Moreover, the CEO, that initially starts to lead thgamization based on

ethics, proximity, transparency and accountability at an internal level, is expected to transfer this
attitude on how he genuinely relates to consumers and other external clusters, as this procedure
has already been confirmed with ajtive effect on building his/her charactersdsader, related

to personal branding and recognitigfaraduman, 2013)

Hence, as he/she humanizes the bi@shi & Men, 2017)the alignment between CEO and
Company brand profile§Karaduman, 2013)established othe same set of values, is said to
build the overall brand essence, being the CEO a supportive element in the rise of integrated
marketing communications and as a upside potential strategic componBranof Equity
construction (Kitcheret al 2004 in Scheidtet al, 2018) through an emotional connection
(CottanNir & LehmanWilzig, 2018)

As Credibility is achieved on past referrdzehavioursand the cumulaive effect of past
marketing mix strategies and activities, studies encourage the CEO, as a brand, to achieve
consistency withbrandrelatedcommunications and marketing expenas<redibility, from

coherency, signals product positiamdquality (Erdem & Swait, 2004)

Finally, thoughtleadership and task attraction, the core of this social outlook, have been pointed

out as primary motivators drivinpep u bl i cs 6 | i king and foll ow in
social expsure and expertise reflection is said to be a new way of managing expedtdeons

& Tsai, 2016) Here, the state of cooperatidst,opportunismandclosenesslecreasepower

distance between constituentstablishingoverall satisfaction(Baldinger, 1992; Eggert &

Helm, 2003)
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2.1.1.The Relevance of Sociable Leadership

Based on the previous idedse tcurrenh organizational environment requires, from a leadership
standpoint, a new mindset capable of uplifting positpehavioursaround a large set of
stakeholders and create the needed sense of a unified community. This prevailing scenario is
much enhanced bgocial media, as it made stakeholders, and most consumers, placing
unprecedented hi gh expectations on compani
Credibility. As a result, by adapting to a leadership system based on transformgitioinaies

and aithenticity,the sociable CEO leads to decisive outcomes around stakeholders, beginning at

an internal level with employe¢Butot, 2017)

Moreover, research has showhat authentic leadership plays a critical role in nurturing the
transparent communication system which in turn will shtqee organizations internal and
external reputatiofGordon & Martin, 2018; Greyser, 2000)n fact, it has a planned effort on
providing interral stakeholders substantiality amctountability framing how these clusters will
perceive the organization in a more favourable way, and its main |¢ael€@EO(Men, 2014)
Hence authenticity conveys that CE®@shave according to their true self, from which scholars
feature two antecedenfarity, holding unique characteristics that are not easily copied, seen as
uncommon or d notconform with the norm&ability, showing consistenggalmness morality;

and coherencgyMoulard, Anne, & Folse, 2016 onsequently, authenticjtyery much in tune
with Credibility, is said to be a leading component of brand and huwharacterasCredibility
offers CEOs the possibility to hold valfrem a communication perspectiv&lso, this essence

is closely related to brand meaning and prominent over identifioq@ia@yser, 2009; Tsayogel

& Schwartz, 2014)

In addition,scholars have proven that authenticity supports substance in communication. From
this reasoning, a CEO who & authentiand cedible communicator with strongpersonal
behaviourand corporate values, yialgreater stakeholder trustijpportandinteraction(Cottan

Nir & LehmanWilzig, 2018; Gibersonet al, 2009; Greyser, 2009)thus assuming that
Credibility, a dimension that helps to evalu&eciability, seens to have a constructive and
positive influence around brand relationshipreh&vith particular emphasis onrust This
premise is also reinforced by Ronaitsop (2004)that argues that thevel of openness and
closeness, spects ofApproachability(Porter Wrench& Hoskinson, 2007petween the CEO

and its stakeholders will help over repidgatand relationship managemérd belief that seems

to link the second dimension $bciabilityi Approachabilityi with a positive ifluence of brand

11
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relationships Besides, it points out that this leadership systerfaitafully correlatedto the
organizational culturéGibersonret al, 2009), as an open line of communication, combined with
constant feedback, resglfrom internal stakeholders, into (1) higher investment and personal
desire to build a relationship with the organization; (2) commit to its strategic orientation; (3)
trust ts main leader (CEO) dse/she isauthentic, ethical, balanced, fair, transparent and
consistent in whdte/shesaysand d@s(Men, 2014) To thisline of thought, HarriendOgbonna

(2001) relate leadership style irfluencing the process oevelopingmarket orientation

With these notions in mind, it just confirms how corporate communication should embrace a
dialogic loop. Here, the dialogue should be a philosophical disposition rather than a physical
action that aim to achieve a predetermined outcome (Theunissen & Noordin 20¥2niet

al., 2018) Thus, the existence of a dialogue influences how stakeholders intéhactimerous
messages and engage with the company. To this subject, CEOs can indeed reinforce public

engagement (cognitive, affective amehaviourf (Menet al, 2018; Tsai & Men, 2017)

As an adding remark, it appears to set how public involvemenbamunication strengthens

their affection tahe organization and likability towardsellCEO, evoking emotional exchange

and confirming the unique value of the CEO as a point of contact with both internal and external
audiencegMen & Tsai, 2016)

From this body of knowledgescholars casransparencyApproachability and Credibility as
crucial variables for CEOs to succeed as reputation agents and brandnfiuegeers Studies
show how stakeholders expect greater actefsights and vision of corporate leaders in more
open dialogues, demanding from them to be more vigibgai & Men, 2017) In fact,
transparency an@redibility areattained from the CE® will on developindghis communicative
attitude(Zerfass & Schramm 2014 i, Li, North, & Liu, 2017) Consequently, it induces trust
(Zerfasset al, 2014)as transparency, bed on the perceptioaf the quality of information
(given limited information exchange), derivé®g value to customers, increases satisfaction,
reduces uncertainty and leadskehaviouralintentions(Eggert & Helm, 2003) Therefore,
Sociability, through bothApproachability and Credibility, seems to capture returns of brand
relationshig, as the open line of communication and information exchange ssflquositive

impact on consumer satisfaction.

This goes in line with the notion of participati management systeoutlined by Gupta
Javadian, & Jalili (2014&as they describe how the current business scheme demands a higher

level of collaboration betvem leaders and its stakeholdeasd how it impacts corporate

12
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reputationi it was proven that by breaking silad turnings leadeds c¢ | baildsevalue over

me mber 0s i nvol vement as it drives into a h
participativeoriented leadershiploes notdisregard the importance of balancing between a
directive and participative managementfudfill business assertiveness. Nevertheless, and
pointed out byWallace, Chernatony, & Bui(201)), the leadership style and commitment
positively influence employeesdéd adoption of
behaviour Thus this leadershityle positivelyinfluencese mp | o gffeciv@ sontinuance

and normativeommitment to the organization, with closeness leading to influgaelon &

Martin, 2018; Ranft, Ferris, Zinko, & Buckley, 2006)n assumption that helps to link
Sociability with a third brand relabnship construct Commitmenti assuring an achievable

positive influence.

Indeed, and due to the current businessrenment,research confirms that CEQlemand for
being closeto stakeholders, a€redibility awards him/hema positive impact over messag
acceptancandfavourableémpressiongJin & Yeo, 2011; Stever & Laves 2013 in Tsai & Men,
2017; Vidgeret al, 2013) Other authorgeature leadership and bra@dedibility as it increases
the probability of inclusion, from stakeholders, in the consideration set, b&neglibility an
important antecedent of brand choi{&dem & Swait, 2004)This last idea comes from the
neededCEO intervention o corporaterelated marketingwhere sourceCredibility plays a
constructive efforbf brand value, affecting consumer choicestigh perceied tisk and quality
(Newell & Shemwell, 1995; Newe& Goldsmith, 200}

Apart from offering a strategy of community building;redibility is proven to positively
influence CEO'sconnectionwith different stakeholdergvidgen et al, 2013) and with the
advent of sociamediateccontentthis variable isessential to create influence. HeGeedibility
comprises a cognitive (logical) and affective (emotional) compoent (Evans, Novicevic,
Martin, & Dorn, 2008) Theformerinvolves trustwerthiness and expertise along with reliability
and competence; thatterinvolves empathyVidgenet al, 2013) Thus, theformer component

is said to decreasegnitive effort to evaluate a given person or brand, whereby its subdimension
of trustworthiness hava greaterimpact under consideration and cho{8eckeret al, 2014,
Sohnet al, 2009) With this reasoning in mind and all these academic contributions, it becomes
possible & also start connectinGredibilityand br andds perceived qua
elements ofBrand Equity grasping a positive impact betwe8ociability and these latter

dimensions.

13
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As a result, by fostering participation and trust at an internalleve r esul t i ng i n s
positive expectations regarding the brand, organizations require a transformational leadership
whereby CEOs are charismatic as they motiatersand appeal to their ideas and moral
values. Thus, producing and representing iaspiring vision,they createan emotional
attachment with these audienceggegrating trais such as empathy, compassemg innovation.

Without discarding the importance of a transactional leadership system, thatohelamtain

control and authaty, scholars highlight thaCEOs should know the best contéatdeviate
between these different roles. Acting as a moral agent that represents the organization, being a
transformational leader grants CEOs an opportunity for empowering their internlostigke

whilst building internal trust, commitment, satisfactioleader identification and job
performanc€Wong & Cummings 2009, in Men, 2014; Resick, Whitman, Weingarden, & Hiller,
2009; Walumbwa, Avolio, Gardner, Wernsing, & Peterson, 2008)

Also, thisreputablevalue-based leadership will fon the wayinternal stakeholders position their
perceptions towards the company and what t he\
advocatesand information carrierfHalliburton & Bach, 2012)their level of commitment and

trust traces the level of how they willfdad the compangGainesRoss 2000 irCottanNir &
LehmanWilzig, 2018) as these individuals are credible information souttatscan help secure

the external reputation, basing how external stakeholders will perceive the organization and
frame its brand imagélnguestionablyscholars attribute to CEOs their impression on how their
personality lead to their leadership styletedimine theigoodwill with stakeholders; potentially
foster stakehol der s @ultivate€EEOtattathmer(®ouiardetal, ®016)h t h e
andbuildh e Or g a n i zoadep(Beokérat al,2@14; Grunig 1993 in Sotet al, 2009)

With timely references to the internal and extemad mpany 6s envi r oandnent s,
empathy helfprandstdb e part of st ak gHuotl2018)Basides,dhistgaesn d e d
in line with Tsay and Bodine'®012)conceptualization of parsocial interactions (PSI) which
involve aspects such gsidance(e.g. learning from a media personality as anobele); desire

for faceto-face contact(e.g. wanting to meet the personalityjtfimacy (e.g. perceiving
closeness outside of media consumption settlmgf)avioural engageme(d.g. talking to others

about a media personality and taking an active stance on advodssy) the authors point out

how PSI affecthe waymediated messages are predictably inttgal, dictate knowledge on
viewers, and evoke interpersonal reactidrehaviourand external dialogue (Sood & Rogers

2000 inTsai & Men, 2017) declaring attractiveness, impactful, and notability to those who
initiate PSIs.
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In fact, behaviours can be drawn and dnaentificationi an active, selective and volitiahact
motivated by the satisfaction of seléfinition need¢Bhattacharya & Sen, 20p8Besidesywhen
drawing on social identity theoryidentification indicates how it is enhanced when the
organization is perceived to be distinctive, attractive anérgalHowever, other authors case
how, besides positive or negative information and news treatment, other factors may intervene
between attitude/behavioural intentions and actual actions, meaning brand selection,
commitment, and customer recruitment can als the consequence of price, product quality, or

corporate action

2.1.2.Introduction of the Social CEO within ConsumerBrand

Relationships

However, this transformational leadership style has, in recent, ygatsvith the aid of social
media, been introduceid the external corporate environment, with the increase of the new
concept of iibcarobe defined a€ddader that is socially active and prone to listen,
engage in a twavay dialogue with stakeholdersiernal and externglandbe confortable in
creating contact with the communifWeber Shandwick, 2012, 2013, 2015, 20Mdyreover,

and from what can be gathered from past researah observations already presented
Sociability lists Approachabilityand Credibility asits key dimensions (M@, 2012, 2015; Men

& Stacks, 2013; Men & Tsai, 2016; Men, Tsai, Chen, & Ji, 2018; Tsai & Men, 2017).

Some authors have pointed out that leaders have started to perceive themselves as a powerful
outlet b create influence, empower aliakeholders ansitrudure the overall brand reputation
managementAlghawi et al., 2014; Capriotti & Ruesja, 2018; Denradral, 2018; Gordon &

Martin, 2018; Tsai & Men, 2017While taking social media or other platforms to raise their
voice, CEOs ar@mow stepping of their administrative role and start interacting with external
communities, showing the same outcomes as tested from an internal perspective: social

engagement, trust, and corporate reputglie@e & Jongh, 2016)

With these previous comments in perspective, it is appropriate to indicate the relevance of
ConsumeiBrand Relationshify a relationship between a brand and a consumer based on the
belief that this same brand is humanizedhe minds of ajiven individual,or the collective
construction of a given group, meanititat the brand and consumer can develop bonds as
partners (Loureiro, 2012). In fact, this concept haenidentified throughout the theoretical

work around the benefits that com®rh correct leadership and communication strategies,

especially when integrating the CEOOG6s rol e i
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Indeed, while touching the dimengiof relationship, important work has been done on trying
to initiate academic ground, recoagngT s ai and Meno6és remar kabl e r e:
i combining the elements of Approachability and Credibility that constituté @nd
communication, relating it to relationship outcomes (engagement, trust, satisfaction) and
corporate reputatioMen, 2012, 2015; Men & Stacks, 2013; Men & Tsai, 2016; Men, Tsai,
Chen, & Ji, 2018; Tsai & Men, 2017n additionother important contributions were added to
support this relevant topic of CEOs addressingimooinication and reputation as important
variables(Alghawi, Yan, & Wei, 2014; Becker, Einwiller, & Medjedovic, 2014; Capriotti &
Ruesja, 2018; Denner, Heitzler, & Koch, 2018; Gordon & Martin, 2018; Graffin, Pfarrer, & Hill,
2012; Vidgen, Sims, & Powell, 2013; ZerfaSghwalbach, Bentele, & Sherzada, 2014; Zerfass
et al, 2016)

Likewise,t he t r an s i tshaedreldtianship with Btérdasand external audiences has
raised the importance tifie CEOG influence on brand attitude (from stakeholders) and brand
vaue: different studies have confirmed that influence adldvetter connectedness and
reachability, as this concept weights from the CEOs social cépijgle of relationships one
possesses and their personal ability of securing valuetifrem(Vidgenet al, 2013) Moreover,
Social Capital encompasses three dimensi@rsctural (social interaction ties)Relational
(trust, norms of reciprocity, identificationognitive(shared vision and language) (Nahapiet &
Ghoshal 1998 ividgenet al, 2013) As a result, being able to ate and sustain value from
relationshipwith stakeholders can modify thdiehavioursstimulate action, alter opinions and
empower them to create val(lé.-M. Chen & Chung, 2017; Jin & Yeo, 201Based on these
observations, the CEO seems to be able to tackle key dimensions of relationship marketing and
decisive for the assessnexi consumer relationshipsTrust, Satisfaction, and Commitmént

as these comprise the affectieyer & Allen, 1990)and cognitive elements that derive from
this link between brand and consum@seivik & Thorbjgrnsen, 2008; Garbarino & Johnson,
1999 Hon & Grunigg,1999 Morgan & Hunt, 1994; Oliver 1980).

Besides the fact that Social Capital brings useful benefits to the leader and brand, scholars add
power as a second element watljual outcomes. In fact, CEO power corfresn the collective
attribuion that an executive has authority and influence over a firm and its manageesees

it is said thatthis power is acquirethroughinternal sourcesugeh as managerial expertise,
ownership controbr centrality of decision makin@ark, Kim, & Sung, 2014external sources

such as personal prestige and sociaustéftinkelstein 1992 iRarket al, 2014)
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Giving CEOs foundation to state ideas and relate with audiences, wgmilg their duality,
tenure, prestige and managerial expertise to practice influethes,authors highlight how CEO
popularity, through media exposure and engaging in externaloredatind communication
activities, motivated by media recognition (Malmendier & Tate 200G naffin et al, 2012)
yields an external soce of CEO powe(Parket al, 2014)i while using their influence to uplift

a shard reputation of a given brand andntanagement structu(Paltonet al 1986 andVade

et al. 2006 inGraffin et al, 2012)and apply bier control under dismissal or crisis scenario
(Roweet al 2005 inParket al, 2014)

2.1.3.CEO Communication and Positioning

Based on the academic consideration described above, and the result of the impact that the CEO
may point to in the context of relational influence and retéitspp 2004)stateghat it must be

the CEO who sets the tone of communication as it permeates the comparg &loihgside its
stakeholders, meaning CEO personality is forenamed to shape the corporate communication

character

However, this communication approach is saidbto firmly related to the importance of
devel oping the CEOO6s equity swhare sooed présenceu n d e f
instils positive st ak e liMeh& Tesai,2016)Aidnegtbthinidesa, t owa
(Zerfasset al, 2016)argues that companies shoulhtinue to use factoes personification in
messaging strategies and reputation management will position their top leaders, meaning this
pl anning stage wi ISbciabdith @nd relationship statums ewith GlEeDants
stakeholdergelevant to create congruency between actual and intended brand i(ianiiet

al., 2018)i other authors relate image strategies onebel of loyalty on followergAlghawi et

al.,, 2014) who are driven by sockariented gratification. In fact, usage orientation on
communication moderates the effect of CEO image on follower loyalty, and whemdyneers

can follow CEOs to learn rather than to have fun or make friends, being the search for
professional and/omteractivity a cultural construction. Thus, strong positioning is key on
building CEOBrand Equityi an aggregation of stakeholder patteshbehaviourand attitudes

that the brand can benefit from competitive differences, higher profits and reducé@oitks

Nir & LehmanWilzig, 2018)

Besides, the effectivenestcorporate communications, and with greater emphasis on the CEO,
goes from theorrect balance between assertiveness and responsiveness, as these are presumed

to present the core elements of communication style: a fundamental dimension that combines
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individual skills in initiating, adapting and responding to interpersonal communications (Thomas
et al. 1984 inMen, 2015)and create important leads on how receivers perceive their personality
and profile based on how he/she communicates or conveys his vision andGdeden &
Martin, 2018) Others add that regarding external stakeholders, the key concerns of
communicéion include reliability for customersCredibility for suppliers and investors, and
responsibility for thegeneralpublic; on the other hand, internal stakeholders pay particular
interest to trustworthiness (Fombrun 2005alliburton & Bach, 2014Klebba & Unger, 1983

In more detail, the assertive aspect of communication entails that the sender is able to initiate,
maintain and terminate conversations according to their interpersonal goals (focusing on the task
dimension of redtionships); the responsive aspect describes that the sender is more sensitive to
others, recognize their needs and listéa them (focusing on the relational aspect of
relationships) (Wheeless & Lashbrook 1987Men, 2015) The responsive, compassionate,
understanding and sincere communication of the CEO is said to encourage quality of consumer
basedrelationships, while the assertive, dominant and competitive traits of assertiveness share
less stronger effects but may also support perceived CEO communication quality. Thus, making
him trustworthy, while enhancing consumer commitment, satisfactioncady and willingness

to participate in a conversation and seamless relationship (DiCleeteht2013 inTsai & Men,

2017)

To this end Approachabilityalso seems to be built on the responsive and assertive aspects that
build the CEO&6s communication tone and ti min
interacts with the public and proposes to have relational return and consideration for brand value.
Moreover, scholars point out that both Corporate and CEO brands need to be communicated at
an equal and coherent leydenying the CEO as an independent comupatian source. In fact,

this dual communication effotielpscobrand the CEO and Organization, as they uplift one
another(Scheidtet al, 2018; Schreiber, 2002; Zerfastsal, 2014) Also, it has been mentioned

that the complementary perspeetifrom the CEO, evading from his/her administrative and
biased perception and approaching stakeholders in a more personal way, gives him/her
perspective, context, meaningnd depth, making messages more engaging and turning
stakeholders, and essentiatignsumers, prone on adding to the conversation and engage in a
more active wayTsai & Men, 2017; Zerfasst al, 2016) while lowering perceived risk over

business decisions and charigmredduet al, 2014)

As a result, being an informal way of introducing corporatated communication®idgenet
al., 2013) the CEO camrystallizehi s t houghts &6wi t h o whlenlasingnot o6t
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the corporate jargon, using pronouns, vocatives and other inclusive language elements that build
ties(Gordon & Martin, 2018; Taylor & Kent, 2014 in Maxt al, 2018)as important steps for

making messages are empathetic and believable to its target audience. This confirms
Gof f manos iJanpesoh, 2014yt Specifiesreffectiveness of communication on the

triadic combination ofAppearance(signals social status and related with influence and
visibility), Manner( si gnal s the communi c dteg.rtobel andthe i t ude
expected attitude from others) aSdtting(physical elements that define a certain situation)

noted as important variables for presentation and storytelling of CEOs tiuess®y elements

of their professional and personal l{feapacharissi, 20129 convey emotion, while nurturing

their identity over different platforms (e.g. social medimeson, 2014)

Authors acknowledge that social media has gained an impquanose of allowing a channel
where consumers can follow corporate leaders and discuss with them currerfMepicz015)

Thus allowing this interpersonal communication approach, characterized byonomercial

and norpromotional messages, to have a higher grade of interactivity and favourable evaluation
(Sung & Kim, 2014 in Men & Tsai, 2016; Tsai & Men, 2017)

This last thought goes in line wigohnet al (2009) who encourage CEOs to address botlctire
(stakeholder direct experiences) and indirect (gained Wvond-of-mouth media coverage and
indirect experiences) reputations, giving clear arguments on how CEOs should actively relate
with customers and medi a, awwluationsangsdgeengnmé ct e d
the firm and CEQDenneret al, 2018) On top of this, the ethical construction of interpersonal
communication is said to an important wagifor advocacymeaning it allows the public to
imaginethemselves being addressed by a close and trusted friend ratherdisgamgpublic

figure (Men & Tsai, 2016; Tsai & Men, 2017Besides building goodwill andipproachability

this wotthy democratization of communication blurs power distance and levels both CEO and
its target audience, empowering them as gatekeepers (and loss of ownership on behalf of the
CEO), crosscontent creators andncouragesa more equal and accountable relatiops
(Jameson, 2014; Men, 201Bbsai & Men, 2017)

Indeed, the importance of social encounters and social media, built on collaboration and
visibility, goes in line with howBentele and Nothhaft (20} describe the CEO positioning as a
specific communication strategy that uses both persuasive and collaborative communication
activities to increase se#fiwareness and visibility to the organization, while differentiating

him/her in a credible way in theublic spheré a notion that can be tangible with how Ellon
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Musk, CEO of Tesla Inc., created his character (making him less distant, condescending and

misleading) and built awareness towards his vision for Tesla as an automotive company.

Finally, the CEOpositioning, and as part of the corporate communication strategy, can be
considered as the backbone on which the corporate reputation is built on, and where the CEO
Sociability can improve this dimensio(CottanNir & LehmanWilzig, 2018; Zerfasst al,

2016) as itembracesntermal and external communications, symbolically and behaviouyrally
and continuity from a communicatistrategyperspectivéBendischet al, 2013; Edehan, 2017

in Capriotti & Ruesja, 2018; Gordon & Martin, 2018)s a result, beingncorporated across
different communication tools, while being strategically selected according to better business
advancementaffectsorganizational standing$-etscherin, 2015; Men, 2015; Park & Berger,
2004 in Tsai & Men, 2017)

In order to attain this milestone, andNessmann (201@)escribes it, at arsitegic and tactical
perspective, CEO positioning and communication is done within four cluSedfsnanagement
cluster, based on its personal data and basic profile construdtiggression Management
cluster, combining his/her communication skills asdlfpresentation techniques (e.g. social
stance, nominations, media trainingfledia Management clusteby access his public
positioning and perception, and manage his/her media outlets, in which social media can be

included;Social Management clustdraming his commitmerto society.

From this constructionZerfasset al (2016) outline the importance of Public Relations in
providing support, edutathe CEO, and being a driving force behiminmunication strategy
i over content, channels and timingkee & Jongh, 2016)how to rect to good and bad
publicity, media training and prepare the leader to relate with different stakeholders and structure

actions points on risk and crisis management

Despite CEOs not yet taking full advantage of social media as a diadogee channel

(Capriotti & Ruesja, 2018; Meet al, 2018; Porter, Anderson, Nhotsavang, & Porter, 2015)

simulates fac¢o-face communication withstinteractive, reaime, conversational and personal
characteristics that are the starting point for facilitating authentic communication and leadership.

In fact, Johansen & Weckesser 20168Zapriotti & Ruesja, 2018)ontinue by stating how Social

Media proves to be an important tdolenhance issue management, crisis colffratk, Jin,

Stewat, Kim, & Hipple, 2012) environmentmonitoringand t o | drewltddrys & f an
O0héehtod dersdé that a company has in social netv

drives ongoing feedback and receptiveness to conveyed mesdamasver,it is the intent of
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the person behind the media that matters and to whom the dialogic exchange can initiate, as

social media is theedonicmedium of that exchange.

2.2. CEO Sociability and Brand Value Construction

2.2.1.Introduction and Overview of Customer-BasedBrand Equity

Before deconstructing the conceptBrand Equity it is necessary to highlight the overview of
brand reputation, as brand image, an integral part of this latter notion, helps to undnatand
Equity from a sharper formHere, reputation sns to work on th&rand Equityof both the

corporate brand and the CEQO's personal brand, as it will be highlighted throughout this section.

Being timeoriented and the result of symbolic interactions from experiences of each stakeholder
Corporate Reputain is based on two attributeSubjective Collectivity individual experiences

of stakeholders hold them distinct perceptions about the comg@amgulative of Cognitive
Presentatioi aggregation of beliefs and cognitive recognition to a collegtidgementand
assessment systavhquality overtime (Graffin et al, 2012; Fombrun & Van Riel 2003 in &i

al., 2017) Other authorslraw how corporateaputation is a conjoirdriteriono f st akehol d
direct experiences with the company and other communieatadiated or secondary brand
associationsfrooppe er s 6 i ndi (Gotsit& Wdsgnp260d,iind et ale2017)i asa

result, they determine the magnitualed direction of how stakeholders, at large, evaluate and

perceive a target organization.

Respectively, companies with greater reputation are perceived as being durable and consistent,
and consumers know what to expe@ positive reputatioreduces stadholder uncertaintyas
it signals quality, and is said to encourage them to engage in transactions, meaning it leads to
better organization economic performafRedova & Fombrunl999andRindovaet al, 2005,
in Graffinet al, 2012) Besidesit signalsbuyingdecisions (Fombrun 1996 Sohnet al, 2009).

At its forefront, corporate branding systematically planned and implementecessof
creating and maintaininigqvourablemages and consequentlypaght reputationwhile sending
signals to all stakeholders by managbehaviour communicationand symbolism (Einwiller

& Will 2002 in Beckeret al, 2014)i has the objective of both enhance brand value and reduce
perceived riskHalliburton & Bach, 2012)

To reach these outcomes, positioning and brand management unfolds the act of designing the
companyb6s offer angyi madessontchatanidt deamn redac y

(Keller, 2013) meaning it requires an enduring communication effddwever, the current
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brand reputation levelinfluences how it will base itsommunication approacfFloreddu,

Cabiddu, & Evaristo, 2014)being communication a means of reputation crystallization.
Nevertheless, and with the advent of a socially networked environment, reputation can be rapidly
modified both positive and negativelycdmpanies should not effectively tackle the validity of

social media and its online community. From this standpoint, stakeholder engatgadsta
proactivecontent consuming, contributing and creation (Muntiegal 2011 inJi et al, 2017)

i showing engagementas behavi our al motivator that el i«
towards an organizatiofBung & Kim, 2014) Other authors add on relating Social Network

Sites as good channels for community management, and improvement for top management
(Capriotti & Ruesja, 2018)

From this reasonindghe necessity for engagement and a canvas for corporate symbolism turns
the CEO as leading element for communicating the corporate brand, meaning it is easier for
consumer to recall key features of an organization, working as a strategic asset that yields better

performance and competitive advantéBalmer 2005andUrde 2003 inSevelet al, 2018)

In addition, orporate reputation has a critical role in generating continuing purbleaseiour
andword-of-mouthrecommendations (Wareg al 2006, inJin & Yeo, 2011) and CEOs have

an active rolein building this advoda contextaligned with organization goa(8almer 2001

and Abratt & Kleyn 2012 inSevelet al, 2018) moderating the effect ad€onsumeiBrand
RelationshigKim et al 2013 inJi et al, 2017) Here, a virtuous circle seems to exist, where the
sociable CEO, accounting for better participation on communication, can use corporate
reputation in his/her advantage, but serves it as wBltarsd Equity through relationship means
that assure consumers to grasp trudtpasitiveattitudebrand, meaning thabése elements will

build corporate reputation and the brands intangible value.

As pronounced by several scholdle corporate brand leads employees to derive meaning and
identification from it, which leads to more commitment and loyalgypositive affinity with
productivity and market shatBeckeret al, 2014) Here, other scholars assign commitment as

the reactionof brandCredibility i def i ned as the believability
particular time, posited to have two componefrsstworthinessand expertise As a result,
Credibility and accountality are needed to assure consumers perceive brandsn&istently

have the ability and willingness to continuously deliver what is pron(iset:m & Swait, 2004)

Adding to this idea, other authors have laid researchoanQredibility gains extra influence

under products or services that require higher involverfieiem & Swait, 2004)Moreover,

stakeholder evaluation is paired with peer comparisconfirming that stakeholders determine
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content, amount and tonality of what people remember and talk about an orgarfliatici,

2017 iand i f this information doesalrandsigpal c h wh
Brand Equitywill erode (Erdem & Swait, 2004 Here, and from this reasoning, perceieO

Credibility appears to positively influence a third brand relationship dimeiissommitment

and also have an equal outcome on brand loyalty, hereinafter described as one of therfiahda
elements oBrand Equity(Budac & Baltador, 2013)

Now realizing the contours of the usefulness of organizational reputatiogimangible brand

value, it becomes possible to shift our gaze to the decomposition Bfahd Equityconcept.
According toDavid Aaker (1991)Brand Equitycan be described as a set of assets and liabilities
linked to a brand name and syrhhwhich add or subtract some degree to the value provided by

it. As tangible and intangible advantages that combine added value or incremental utility to a
brand(Brahmbhat & Shah, 201,7pther authors emphasize equity on how it endows the product
and gives incremental cash flows when the brand is associated with the product (Farquhar 1989
in Brahmbhat & Shah, 2017)a concept that is said to have three components: brand evaluation

or loyalty, attitude accessibility, and brand image or personality.

To this notion of equitywhich can be both financial am@dustometBased authors have laid

larger emphasis o@ustomeiBasedBrand Equity(CBBE). The most common model is by

Kevin Keller (2013)that defineBrand Equityon the differential effectfdorand knowledge on
consumer response to the [tdesailk$ the resaltrokteeiri n g
experiences over time and whereby the desired thoughts, feelings, images, beliefs, and
perceptions become linked to the brand. As a reselinasurement of CBBE is donéh how
stakeholders react to products, services, and messages when the brand is identified, making the
consumer more prore acquiring information and be receptive to it. Indeed, the premise entails
thatthe brand powerwil i nf | uence t hesposéwasds thecbradithereforet | v e
brand cognitive knowledge andgerception towardsther and i nfl uences cons
advocacy (Burmann & ZepljrR005 and Morokanet al. 2016 n Sevelet al, 2018 Dozier,

Grunig, & Grunig, 1995; Jt al, 2017;Miller & Lammas, 2010Thorson & Rodgers, 2006

Indeed, research has shown tBaand Equityhas a predictable and meaningful impact on
customer acquisition, retention, and profitabilitgey components of customer lifetime value
being Brand Equitya useful indicator for the effectiveness of marketing instrumgsteshl,
Heitmann, Lehmann, & Neslin, 201Mloreover, other researchers have linBednd Equityto

Customer EquityLeoneet al, 2006)and presemtdthem as complementary.
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Besides, Keller reinforces his model by describing Brahd Equityoccus when the consumer

regards a high level of awareness (recognition and recall) and familiarity with the brand, holding,

at the same time, stronfigywourable and unique brand associations in his menjoepneet al,

2006) As argued by the author, awareness is related to purchase considerations, positive
purchase mot@ t i on, and regard to the brand. Il n su
Brand Awareness andr&d Image, the l&r involving types, favourability, strength and

uniqueness of consumer associations.

Moreover, Young &RubbicanBAV (Brand Asset Valuator) is considered to be the best known

and largest database of conswderived information on bramsdIts measure variables capture,

with four pillars, the awareness/familiarity and brand association constructs encompassed by
Kell erds theory as serves BtaideEquitya sY & R4 so r moAdaek
highlightsKnowledgethe extent to whichustomers are familiar with the brariRRelevancethe

extent to which customers find the brand relevant to their néstisemthe regard customers

have for the brand®és q Ddfdranttation the ertentdte whicththep an d
brand is seen as different, unique or distinct. The Knowledge pillar directly taps the
awareness/familiarity construct and the three additional pillars capture brand asso(Gaslbhs

et al, 2012)

Notwithstanding, scholars have atfetied to propose an integrated conceptual framework, built
upon a number of previous studies, showing how corpdBatexd Equityis generated.
Halliburton and Bach (2014)ase theiCBBE frameworkas itintegratesnternal determirants,

that are set or formulated by the CEO (e.g. value scheme, mission, vision) and demand for
harmony and behaviours that set consistendluencing corporate identity. However, these
elements can be formed thglua consensus basa&cross the organiian, depending
corporate or national cultu{&imdes, Dibb, & Raymond, 2005nd where CEOs or company
founders form corporate personaliBesides, the frameworlomprises an external determinant,
framed by the SOR Modefa) Stimulus total corporate communications (primary, secondary,
tertiary) that are nder activation and involvemegading to cognitive information processing

and affective process of associah and attitude formatiofBalmer, 2012) Thus, the result
enjoys strong corporate brand awareness and positive brand associations across a given
stakeholder groupelevant over brand choi¢keller, 2013) In fact, Halliburton & Bach mark

CEOs on embodying corporate identity through values, culture and communications, leading to

1Third party communications can be outlined by the collective effort of referrals from customers, as persuasive commumication, pr o mot er 0,
advocacy, reviews, social networking, consumer communities; dthidrpgarty may include journalists, influencers, independent reviewers,
suppliersi to these constituencies Public Relations can influence the overall communication outline)
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a relevant, long term, differentiated and consistent positidialer & Joachimsthaler, 2009)

(b) Organism as the cognitive brand perception procéss, activated via human driierces

such as emotions, motivatigrand attitudes that result in filtered awareness and attention,
triggering specific behaviours (Meffeet al 2005 in Halliburton & Bach, 2012)Again, and
based on Kel | e’ddpsndsiupbthelevglof staketpatdertinizolvement, context,

and brand familiarityBallester & Sicilia, 2012)Using different stimuli patterns, attention levels

can be easily triggeredurning information into knowledge, meaning it later evokes an
associationThe @asessment of associations is then turned into attitudes, leading to a response
(behaviouy; (c) Responsecognitive process and associations lead to corporate reputation and
corporateBrand Equityi the outcome is tangible through awareness and percenssul b
intangible valué Lastly, Halliburton & Bach (2014)tateCorporate Performantelndustry

Secto? and Internationalityas CBBEmediating factorsWith this model in mind, the CEO
appears to have the necessary capacity, ascable element, to participate in all these
determinants, from the creation of stimuli that lead the consumer or other audience to denote
corporate related messages, to conceive behaviour that derives from brand knowledge, capable

of encouraging aspectsich aBrand Equityand reputation.

To this extent, research has shown that the intangible value of a brand becomes the leading
concern, as differentiation and relevance, that set up brand strength, combined with reputation
and knowledgerelated to brandtatus, framehe correct brand position arghp between
competitors ands perceived qualityAaker, 1996 and points of differenc@Budac &Baltador,

2013)

In other words, a nurtureBrand Equitywith favourablevalue leads to firm effectiveness, a
bettermanifestation of thgosition matrix(Hunt, 2018) As a result, and as stated Agker
(1991) Brand Equitycan also be understood with the help of variables such as brand loyalty
(recalled as the attachment that the coresunas to the brand), awareness and association that

are combined with perceived quality (whereby brand reputationasliatingeffect), meaning

2 Mental rational process of absorbing (selective perception and evaluationjngdtitinking and knowledge) and saving (learning and

memory) information decisive over how individuals conceive their environment and personal behaviours accordingly.

5Stakeholderés ability to ident i fagpedfic mifegsecategdry (Blatktlorff 2008\iHaligurtént& t o mi nd
Bach,2012) The highest | evel of awareness is reached when wantbr and is f
brand choicel{eing awaeness a key factor under image development, the foundation of corporate brand value)

“Factors as leadership, talent management, marketing intensity, CSR initiatives; negative factors of unrelated diversificatitia presence;

positive guantitativefactors: market capitalization, market share, equity use, assets, etc.; negative quantitative factors as volatility or risk
assumptions; Reputation supports are said to be a viable support over sustainable competitive advantage.

® Esteem of a given sector its industry classificatian

& Whether an industry has a high rating in a specific country; usage of national competitive advantage on cognitive puasiiesational

perceptions and country of origin effects.
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the brand assumes-ofani m @diidacd&nBaltador, 20E3j Hualtjburtort & p
Bach, 2012Yoo0, Donthu, Lee2000.

While continuing to desdpe the effectiveness @rand Equity authors have indicated how
factors such as stakeholder recognition and accountability play a key role, from with customer
loyalty suffers a transformation: from an intentitmperform a diverse set of behaviours that
cues a motivation to cultivate a relationship with a firm, to being an ongoing process in which
logical (cognitive loyalty) associations between the customer and the product, followed by a
commitment to rebuy (edencing customer loyalty), and may result in evolutionary repurchase
even when action (loyalty) is necessary to overcome obstacles (Fr&eiigor 2013 in

SanchezCasado, Confert TomasetSolano, & Brunetti2018)

In addition Aaker (L996)later modifies itBrand Equitymodel as he denotes leadership as an
important element for sustaini@yand Equity under perceived quality, as he recognizes that

popularity, leadindpehavioursproductsservices, and innovation supply brand building.

Besides Burmann, JosBenz, & Riley 009)highlight their identitybasedBrand Equitymodel
whereby internal brand strength, from internal employees, and external brand strength, with
direct contact with customers, set brand building and potéBr@add Equity This idea goes in

line with how employees are said to play a big ralbuilding Brand Equityof service brands

(De Chernatony & Segdforn 2003 inSevelet al, 2018) As recipients of corporate brand
communications and projectors thfe corporate memtn external stakeholdertiey leadto
identified efforts of employer branding amtand Equityconstructia, while translating the
brand promise in real terms (Balmer & Wilkinson 1991 and Faegtat 2010 inSevelet al,

2018 Fombrun & Shanley 1990 f&ohnet al, 2009)

In fact,this dual strength, combinedtiithe quality of brandssociationsvould position overall
behavioural brand streng(imfluencingfuture brand induced cash flowsith anexploration of

future market opportunities and assessment of brand extension succéswithteeterminants

such adelpingbehaviour brand enthusiasngndseltdevelopmentFrom this outline, and with
dedwctivereasoning, the CEO appears to be raetetatake parin theBrand Equityprocess, as
he/she is relatetb the way & organization is perceived by stakeholders, being the leader an
important gear for brand awareness and proximity with consumers. Moreover, and as outlined
by (Burmannet al, 2009) the CEO would tackle all external brand strength measures: (1)
Preferenceoriented brand sympathy and trust; (Benefitoriented brand benefit uniqueness,

perceived brand quality and brand benefit clarity;{Bdwledge-oriented brand awareness.
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As brand awareness can be increasedahifgher rate of exposu(&eller, 2013) CEOs, acting
as endorsed brands, can motivate the creation of experiences, crystalizarugretsonify
brand benefits through an authentic attitubhe addition, it addresses all six criteria to be
considered a brand eleméKeller, 2013)i memorabldgattentiongetting), meaningfukproject
information on attitudes and benefits of the brafillable (appealing and being connected to
the target audiencepdaptable(updated and according to the environment) pratectable
(being unique). Moreover, the CEO brand participates as a resource, a tainekgdby Hunt

(2018)when referring tanarket offerings in given consumer segments

Incidentally,Bendishet al (2007 inCottarNir & LehmanWilzig, 2018)bed thisassumption

on stating that the power of human and product brands to add value emanates from the cultural
significance that it transmits to consumers, who use it to build theiidseifity. Hence the

authors compare both brands on (1) their visual commiofor differentiation; (2) need to be
positively positioned relative to competitors to produce brand valudif{@)entiation, premium

pricing andcanreduce risk to consumerd/hereas models of branding products relate to two
perspectives product ad consumer human brands have to be contextualiaétin two other
perspectives: brand creators that include, apart from the organization itself, consultants, external
experts, and the person being branded; other stakeholder gralmut just consumer8esides,
peopl edbs brand identity and reputation are
individual person, and if a personal brand identitgatteachedo the human identityt is more
powerful, credible and sustainable whereas successful corpte brands are usually
characterized by consistency and clarity, human brands are subject to emotional swings and

moods.

Notwithstandingthesenotes appear to encourage the CEO to a&rand Equityconstruction

as he or she, as scholars perceive, comaoate in reflected glory, elevating achievements of
both CEO and Corporate brand, uplifting common visibility, and impact in sales and stock
returns(Aaker & Jacobson, 1994; Bharadwaj, Varadarajan, & Fahy, 1993; €adhl 995, in
Brahmbhat & Shah, 201 Elberse & Verleun, 20%2roo et al, 2000. Other scholars add that
controlled effort over content armbmmunication awards CEOs the opportunity to legitimize

their proposition an@€redibility (Sevelet al, 2018)

Therefore, being a fundamental aspect of brand identity and a medium of brand exposure,
positively involvedunder brand constructid@€hen & Chung, 2017; Leoret al, 2006; Seveébt
al., 2018) the CEO, under the corporate brand, cphiftucurrent brand knowledge towards

consumerswhile attempting to put this knowledge in a desired amtalways drivenby
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communication(Keller, 2013) Neverthelessthis commurcation only provides value if
Approachabilityis exhibited as studies have demonstrated that individual stakeholders who are
more deeply relatetb the organization are more satisfiedmmitted and trust the organization
they follow (Men & Stacks, 2013) Thus, the brand relationship foundation, being
trustworthness and commitment, two elementsBsand Equitymeasurement introduced by
Martin & Brown (1990), also crave for emotianmaking CBBE coverage with not solely

cognitive and adding a nerognitive domair{Wang & Finn, 2013)

From this reasoningthe CEO and corporate communicatia@ indeed exhilarate brand
knowledge and devote Brand Equitystrength. Likewise, communication and active disclosure
from the brand serweord-of-mouthi a forceful medium that also has an impact on consumer
knowledge, awareness, aptigement(Keller, 2013) As a result, research has proven that
congruence is key between the Corporate Brand and CEO brand (synergy effect), where
personality traits can be transferred between these two and the specific image regarding the CEO
enhances or reduces the brand imag® consumer evaluatighurray & White, 2005; Ranfit

al., 2006; Scheidetal., 2018)

Despite the relevance of personal branding on behalf of the CEO, through which the organization
takes an advantage over corporate reputd@maduman2013) by how attitudes and values

are tansferred between both bran@kheidtet al, 2018)it is vital for the CEO not to reach a
narcissist level. In fact, it has been classified and proven as a vile tra# nétiativeeffect on

brand managemeffetscherin, 2015; Gordon & Martin, 2018)

Moreover and as proven bgs SanchezCasadcet al. (2018) despite the positive benefits of
brand commauities onBrand Equity loyalty, and relational benefits that drive from CBBE
monetary, recognition, social, entertainment and exploratiorherethe CEO can mdiate

public attachmentt may nd lead to repurchase decisions, despite motivating the audience to
perceive higher brand value. For this observation, CEOs should be aware that connection is not

always necessarily linked with sales results.

2.2.2. CEO Reputation and Branding Process

Putting the theoretical development described earlier under perspective, attention should also be
placed on CEO reputation, as besides having an integral role in corporate brand management
(Shahri 2011 inSevelet al, 2018) This intangible assdRanft et al, 2006) has as critical
importance toeconomic and purchase decisiof@hnet al, 2009) and whoseportrayed

businessmage is beneficial in influencingcustomé& s cogni ti ve formati on
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(H.-M. Chen & Chung, 2017; Jin & &0, 2011) Hence, CEO reputation is said to comprise
nearly 50% of a company reputati@ainesRoss 2000 in CottaNir & LehmanWilzig, 2018;
ErdoYmuk & Es etral, 2000DphiBng witB enployees and customers as main
influencefactorsthat help secure this val@g@anesRoss 2000 ilCottanNir & LehmanWilzig,
2018)

Also, there is a direct link between CEO reputation on establishinggsttorporatebeliefs
(Beckeretal, 2014 ; Er do Y nplaying& ke mlein drivinthé dodrate brand
values and aligning t he mBamer 2001tBalmer & Grgysean,i z at i
2006; Balmer & Greyser 2003 in Sewtlal, 2018)7 as brand meaning and promise, based

under real use of values, is vital for service branding and building str@ugomerBased

Brand Equityfor the corporate brani®evelet al, 2018)

Neverthelessauthorshave laid empirical evidence that corpor@edibility influences CEO

reputation for leadership and relationship buildwile recent organization performanicéhat
confrmsthewelk nown bi as of & r eiahEhedich,a&fDukierieha 1085) s hi p ¢
of observers over attributing organizational eveneexrutive decisiomakers and corpoate

reputation determin@erceived initial CEO qualityGraffin et al, 2012; Jin & Yeo, 2011)
MoreoverEr d o Y mu k & cBnsireienby $p2cliyin@ thatimensions such as reputation
management activities, media suppogersonal prestige, social status (academic and
professbnal background), ingratiating angkersuasiorhave a decisive role irthe symbolic

construction of business leadership and CEO reputéBathey & Jackson, 2005)

Although Corporate and CEO reputaticonvergs over time and proven to have shared
immediate and londpsting effect{ Er d o Y mu k & aubherghave pipOirtt diffierences
between these two construdgambrun (1996)ntroduces Corporate Reputation as it sits on the
slippery ground of t hei r(Denremrtsat, 2008) Mondtheléss, f i ¢ k |
Executive reputation is more volatile. In fa@raffin et al (2012)recap those differences on (1)

time horizon in which they are built and how performance is more heavily weighted for
executives; (2) executive reputation may be less stable due to time horizon and the salience of
new information that is inconsistent to extee reputation; (3) executive reputation is portable,
once the CEO leaves the company. Therefore, this notion sheds additional light on the
importance of CPBs building their own brand and -twand it with the corporate branfitom

which CEO reputation sees as an intangible asset on which a firm can capit@fea et al,

2018; Sohret al, 2009)
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In addition, Graffin et al (2012) continue to statéow executive succession or unexgec
positive or negative events separate corporate and executive reputation: insdetaission
convey that CEOs heavikgly on their status and previous reputation to positibamselves

using strategies to structure early evaluation; with unexpesitedmstances (e.g. lawsuits,
mergers and acquisitions, crisis, earning surprises), executives employ a less of a buffer or
reservoir of goodwill, having a greater effect in response to these occur(@utzsiNir &
LehmanWilzig, 2018; Pfarrer, Smith, BatdKhanin, & Zhang, 2008)Thus, the authors state

that with negative events, executives will ha\gzable negative impact.

Nevertheless, and from what has already been built on the relevance ofv@kE@s and
reputationon upliftings t a k e h o legtiens(Gofianigire&i_ehmanWilzig, 2018) through

devoting to their brandthasbeen poi nted out that CEOO6s per s
effective at generating goodwilhd Brand Equitythan corporate brand alone. In fact, societies
trustpersonalities more than busineséeEr d o Ymuk & Esen, ad@cbect Ji n
with a firm better through a CEO6s personal
business brand (Montoya 2002 Ghen & Chung, 2016As a result, this goes in line wikkanft

et al. (2006) whomstate that CEO reputation is socially peivasand where CEOs areltd as

public figures, to which they need to cope vifteongoing visibility. Here, the CEO guidand

saturate organizationabehaviour, elevating his nameaddranded status, meaning that he/she

is able to guide tangible ressltOther authors illustrate this idea with Ste¥eo bheaith
condition,which affectedtheperceptionro f Appl eds i dentity caeati o
decreasén company share prigé&reyser2009) Hence, messages that came from CEOs were
ratedas beingnore interestinginformative, trustworthy, angersuasive than the ones coming

from other sourceSohnet al., 2009)

Taking goodwill as a cdral component, communication, as a reputation Brahd Equity
reservoir(Greyser, 2009)just introduces outcomes that are s@ice greatly rewarded and
stimulating, especially by consumgiBhompson 2007 inrSohnet al, 2009) Besidesas the
organization is personified by its CESgciabilityand positioning strategies achieve a true sense

of partnershigMen & Tsai, 2016) As a result, both executive and corporate communication
demand social integratioft-loredduet al, 2014 Taylor & Kent, 204), where both b
intangible value is heavily shaped by engager(iesdi & Men, 2017)

As a comsidered tool for career advancemdiiteters 1997 irCottanNir & LehmanWilzig,
2018) PersonaBranding is conceptualized aset process of establishing a unique personal

identity, actively communicating to a specific target market, and evaluating its impact on
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personal image and reputation bui | t on st akehol d(€ed&Chang,i ni on
2016, 2017; Karaduman, 2013; Satral, 2009) A procedure that can be summedinphree
stages: establish identity, positioning dmand image evaluatioh Er do Ymuk & Esen,
Hence, it conveys a carefully pselected set of skills, ideas, and values assoamatkéa public
personagéChen & Chung, 2016)Arruda and Dixon (2007 i€ottanNir & LehmanWilzig,

2018)add social media arttieinternet to this effort.

Just slightly described earligr,h e  (pEr€ddabrandis said toshape the company brand and

overall public perceptiofFetscherin, 2015while also impacting the compay 6 s per sonal
behaviours and cultu€hen & Chung, 2017)eingthe corporate brand its second provider

evolving brand valueand positionindBeckeret al, 2014) Besidesthe personal brad allows
stakeholders to be more familiar and i1 dentif
CEOOGs true self and enhancing orChea&iCluagt i on e
2017) Based onthisreasonimighe CEOG6s personal brand seems t
of the leader and, coupled with aspects su@®oasabilityand public exposure, facilitates brand

building and relationship outcomes on behalf of consumers, as this positioning strategy also
grants them the opportunity to relate to a given leader, grasping trust and identification as
variables that set their overall brand perception and atti8egices, Sociability may allow

leaders to help gather better brand esteem, acknowledgamehtonsideration on behalf of
consumers, and use this outgoing attitude to show his true character to this audience, defining

his personal brand to these message rexepto

In fact, these observations also share incremental practicality from the aftermath of a fragmented
media structure that Baushed consumers to be scattered across different platforms. Thus, these
factors make it harder for brands to get easily heahilge leavng a lasting impression, and

figure who holds the key to influence. To this effort, scholars have addressed how the CEO brand

can streamline a more valid point of cont@etoysberg, Kelly, & MacDonald, 2011)

To better understandnd advance studies on CEO brandi@gpen & Chung (2016, 2017)
conceived a scale for CEO brand managermeartonstruct with seven dimensions and 31 items:
Standards Style Leadership Personality Values Charactey Teamwork Other scholars
suggest, from their studies, that CEXndbrr andir
(CEOs must remain calm, positive, trustworthy, and crediGl@ymunicatior{fengage with the

public); Consultation(raise their profile by demonstrating their expertisegntrast(create a
memorable, differentiated personal bran@yntrol (constantly sending consistent messages
reinforcing the brand) (Naton & Dick 2015 @ottanNir & LehmanWilzig, 2018)
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Scholars ground CEO Brand IdentitythePersonal Branding starting poininfluenced by two

C 0o mp 0 n e n tManageaBHd@dtig(sharingA a k e r 0)otionbfbared as product and
asanorganization) comprising perceptio of quality, country of originleadership skills and
management quality; CEBuman Identitf{ s har i ng A alkaadaé ersonartdbrand o f

as symbol)i comprising personality, relationshipgersonal story, core valuesjsual

di fferentiation and appearance. Therefore, C
perceptionof CEO managerial anduman reputation, thus structuring CEO brand positigni
(CottanNir & LehmanWi | zi g, 2018; Er d.oChemu& Chéng B0Lld n , 2 (
complemenby referringthat personal brand effectiveness comes from the alignment between

t he CEOO6s i nv e presergingthis mersonality traitspvalliey, competencies, and
leadership that differentiates him from other CEOs, but also offering a scenario whereby
stakeholders can trust these traits and both identify and be influenced gattership value
propositoni personal brand as a perception of emotindeed, these ideas align wiollach

& Kerbler's (2011)corstruct of CEO impressions than pertain from functional, cognitive,
personal and ethical competen®éith this in mind,personal branding just confirms that it
practices remarkable importance in help building CEO identity, which allied to aspects of
Crediblity, authentictyand trustworthiness, j ust prove t
relationship outcomes and a trigger for building brand value.

In fact, scholars havemphasized the imperativeness of symbiosis between CEO and corporate
brand, as CEOhsape the perception of the company through personality and refine the corporate
brand in ine with his beliefs and valuésas a result, incongruence is said to lead to poor learning
standardsacceptability attitudes andvalues, and badly perceived corate value on behalf of
different constituencieBeckeret al (2014) continue their ideas ansupporton Cognitive
Dissonance fieoryasinconsistency evolsdliscomfort and leasto weakened attitude towards

the company, lost identificatipnorientation, relationship statusgmotional attachment,

commitment and influence capacity, leadingnégative effects othe purchaselecision

2.2.2.1. Impression Management

Impression Management (IMias beemeferredto as a critical element ahe wayCEOs relate
with stakeholders and positi their value propositions, accordingly. Focused on communicating
the desired identity to take particular outcomdsoth to defend or enhance portrayed identity
(Gordon & Martn, 2018; Pollach & Kerbler, 2011i} leads to relevaneffecton reputatiorand
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mediatesthe relationship between leadeis in change (performancel;EO brandingand
perceived influence Er doYmuk & Esen, 2018 ePabRUOBch & Ke

In fact, Graffin et al (2012)express that CEOs existing reputation provides some sort of buffer

early in his/her tenuregr lead to higher expectations that may lead to higher performance
expectationsfor well-known and reputable CEOs, reptibn serves as an IM strategy to be
given O0the benefit of the doubtdéd when stumbl
newly appointed CEOs with lower reputation, organizations engage in IM strategies to minimize
potential negative market reamts, as CEOs perceived quality is heavily influenced by new
pieces of informatiorkHence, IM is attained because of the halo or possjpikovereffect from

the organization to the executivEhis halo of mutual image exchang@&anft et al, 2006;

Muzellec & Lambrin, 2009 in Seveit al, 2018 Simonin & Ruth, 1998has been justified to

increase and secure CEO positioning, as both executive and corporate reputaticgecameer

where observers only monitor the organization reputation at this earlyi stabe organization

mai ntains its high reputation, and continues
increase although the same linear reaction may occuceothe corporate reputation is
undesirableln fact, this idea goes in line wiMiller & Allen (2012) who defend that endorsed

brand elements (e.g. celeraffiliates) empower both meaning transfer and shared stimuli

i mportant to the formation of consumer s bra

In point of fact,despite the existence of defensive IM strategies, meaptdtectingthe CEO
identityand perceived quigy i described as the executive's ability to consistently deliver value
over time and outlined for its evaluative uncerta{i@yaffin et al, 2012) Tedeschi and Melburg
(1984, n Pollach & Kerbler, 2011introduce different assertive IM strategies that are used to
enhance CEOs identityBelfpromotion(making actions to be better perceiveBjititlements
(attribute positive outcomes to oneselEnhancementgon positive value of outcomes);
Exemplification(presenting as a role modesteen(showing expertise, abilities, competence
and expertise)i concept divided in four tiers: functional (having skill); personal (adopt
appropriate behaviour); cognitive (processing relevant knowledge); ethical (processing
appropriate personal and professional valuesgstige(use of informal power ifiormal and
informal networks they are part o§tatugposition ofthehierarchy; Credibility (correct match

between words and degds

Likewise, it exerts better managemeneafpectations, while it has been shown that IM strategies
positively bolstetheimageof competence, increase subordinate compliance, &mdsupport

from stakeholdergBeckeret al, 2014) In fact, and based on Symbolic Interactionalism,

33



CEO Sociability. Path towards Brangquity and Brand Relationship

stakeholders are expected to change trehavioutto the actions of others based on the meaning
they attach to these individuals and acti@Bisimer 1969, in Pollach & Kerbler, 2011)

In particular,Pollach & Kerbler(2011) highlight how content management across different
means, both online and offline (e.g. publication of articles, business performance rankings,
website, or events), grant CEOs ti@ssibility to outline their impressions. Apart from media
covers, through interviews or news, the other means offer CEOs better control on how they are
presented to stakeholders, as this content is not mediated or influenced-pgityiidformation
gaekeepers, sharing trustworthiness @neldibility. As a result, a sociadICEO requires greater

care about his posture and communication format, as this attentive look suggest a better rate of
personal branding and thought over strategies likat suppdrCredibility, meaning better
effectiveness over consumaffection and reflections on the image that is bulioutthe

organization.

2.2.2.2. CEO Celebrity and Media Personalization

Based on the reasoning and theoretical work that was described edsbenries important to
ascertain how some scholars have perceived the CEO as a true celebrity, where a greater level
of exposure and recognitigiDenneret al, 2018; Gordon & Martin, 2018¥rom this notion,
upliftsthe market value of a given bramnhile reassuring consumers about the true quality of a
productand where congregation of values helps the firm to enhance attrifiibesse &
Verleun, 2012Tsai & Men, 2017)

Moreover, other authors peak the economic value of celebrity endorsementscandetsient
appearance on secondary brand associations, as it facilitates consumer identification and serves
preference, where stakeholdersare abdgypor e ci at e t he brand t hrough
as its visual aspec¢CottanNir & LehmanWilzig, 2018; Elberse & Verleun, 2012; Haloren

knight & Hurmerinta, 2010)

| n f acekebritizatibhbe o6f CEOs i s t he f al |AwribwtiondHeorywh at s
finding explanation oattribution of actions with positive or negative outcor{fésaver, 1985)

i Hayward, Rindova, & Pollock (2004add that social perceivers attribute actions to
dispositional or suational factors because they predesimplified attribution procedudue to

cognitive constraintand selinterested motivation&raffin et al, 2012; Moularcet al, 2016)

On the same tan, the authors mention journalists as kegnponents othe waythey attribute

thef i rmés actions and p erolifeate haidea that CEDs shoukl beC E Os

viewed ascentral figures with higher visibility. aturally, besides shedding atidinal light on
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CEOrolesinfiirms t he media play a power ful role 1 n ¢
and entities, effectively O0setting the agen
effectiveness of firms and their leadgiGottanNir & LehmanWilzig, 2018; Pollock &

Rindova, 2003)Also, scholars defend that CE@ediatisationcombined two perspectives of

celebrity that outline sources dame and explain this phenomen@anftet al, 2006)

Here, the media has been recognized to form public trust and commitment, as these are cultivated
andperpetuated in no snigart by promotional efforts. Here, aspects sucEe© reputation

and valueare pulledby the media and pushed by companies througitaesion management
(Ranftet al, 2006)

This way, and sing the three elements of the Covariation Model, scholars have outbmed
actions that diverge froraxpectations are more readily attributable to the actor (CEO) rather
thanthe situatiori Distinctivenessthe actor effect on different context and aitans (e.qg. risk
seeking actions on ask-seekingCEO) lead tobeng more likely attributed to the CEO
Consensusobserved effects that occur over time in the presence of the actor lead to perception
on dispositional and internal factar€onsistencyKelley 1972 inHaywardet al, 2004)

Indeed, image generators (e.g. publicists, Public Relations) and information intermediaries (e.g.
analysts), added toyrnalists, have been proven to build CEO identity and ini#ige& Yeo,

2011)7 plus, putting dispositional explanations of organizational performance makes it easier

for audiences to understand, appreciate and internalize information, despite over focusing the
CEO asaleadingfactor of organization performance and not giving enough grip on other broader
situational factors that guide performanées a resul t , the greater e
actions are attributed to the CEiSalsodttlibetedgr e a't
to the CEO, and more |likely a firmds stakeho
CEO6s responsibility and past pe(@Haywardstaln c e, a
2004) Other authorgeaturehow positive information presented in the media about a corporation

and its CEO affestcustometoyalty (Jin & Yeo, 2011)

From all these academic inputs, and bearing the gains that may result from this coalition between
a brand and a single indiwdl, it just places the role cApproachability component of
Sociability, asa leading factofor managing the degree of attributiand public perception

towards the degree some CEO has as intervenient in company results, and an opportunity to

7 Celebrity is the outcome betese entertainment and notoriety and serves to create a persona that may trigger a positive emotional response: 1)
fame is deserved by the who possess it and has been earned based on past achievements and the quality of performanoé afehgradpu

celebrity is a media based phenomefiomedia focus attention on worthy and unworthy, churning out many admired commodities, called
celebrities, famous because they have been smiled upon by the media (p. 284)
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manage itdmage as a celebrity figure. For this reason, CEOs are encouraged to invest in
Sociability(Men & Tsai, 2016; Tsai & Men, 201@nd playing a planned role as a public figure
andbrand spokesperso(Barket al, 2014; Sohret al, 2009) As other authors state, offering a

0 c e |l estatus didg ceputatiofGraffin et al, 2012; Graffin & Ward, 2010and informs
stakeholders about legitimacwllowing them todistil myriad data points into one ranking,
making comparable attributions onaqualityevbile r el a-
also holding him accountable for corporate actions, due to causal ambiguity of firm performance
(Parket al, 2014; Treadway, Adams, Ranft, & Ferris, 2009)

Despitebeingformedby the judgement of observerglp informthe assessmenf executive
quality,andformed byorganizational aotcomes, a necessary antecedent for exagsigjarnering

a high reputation, or attempting to become a celebrity through public exposure, is a strong
organization performandginkelsteinet al 2009 inGraffin et al, 2012) In addition, scholars
highlight how CEO celebrity is only attainable or focused on a small nushbrecutives, while
reputaton can pertain to anyone of them/hat gaps these two is the CEO wil engage in
distinctivebehaviours thawill set the way consumers, media, and other stakeholders could view
the CEO as the causal mechanism behind positive organization ou{tteesrdet al, 2004)

Neverthelessthe noteworthiness and better compensation that is won from this context (e.g.
winning certification contests, being interwied by mediajMalmendier & Tate, 2009joes not

di sregard t he concer n(Graffin ettalh 2012pvrkingche aloubdef Cel e
edgedsword, greatereputation, visibilityand social approval among stakeholders may lead to
lower levels of satisfaction if the organization performs poorly and does not match expectations
(that are conceived from highegputation) (Rhee & Haunschild 2006,@raffin et al, 2012)

Thus, different authors defend that CEO hubris may be a reality from media coverage, leading
CEOs to become overconfident in their own managerial anwendfail to match expectations

and objectivegHaywardet al, 2004) and underestimate the impact of external factors on
organizational outcomgsraffin et al, 2012) Here, inertia has been confirmed to be a major
liability of CEO céebritization,while CEOs becoming the scapegoat for failure to be a possible
backlash of mediatisatiaiikanftet al, 2006)

Nevertheless, this last observation does not discredit the value of celebritization, but uncovers
how fragile Sociability could become if CEOs deny collaboration, basing decistongheir
incessant nekfor social recognition. To add to this ideeaffin et al. (2012)argue that excessive

reputation and visibilitymay effectively push CEOs into pursuing higék, highreward
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strategies to meeatverincreasimy expectations of stakeholders, turning it into a derogatory effort

on managing these expectations duee.

However being a celebrity, the CEO can indeed use his power and influence to safeguard his/her
position under paoperformancegParket al, 2014) although strengthening the likelihood of
executve dismissal. At the same time, other authors have suggestextligtaitizationis also

beneficial for top managers that work alongside CEOs, identifying positive outcomes such as
receiving better recognition and visibility, and bolster satisfactionaavdcacy(Jin & Yeo,

2011) crucial features for better positioning from this collaborative environ(@naiffin et al,

2012) Hence, this goes in line with hdRanftet al (2006)describehatcelebritizationenables

the access to resources such as human capital, capital jaadietn ¢ r e a s eothpefitie r moé
advantaggSevelet al, 2018) Besides, celebrity exposure excels perceived influévoalard
etal,2016)and all ows to expl oit tve pecception towatdsthes d u e
CEO, emotional response and high I(Ranftethl, of at
2006)

In sum,Parket al (2014)uses the ideas of other auth@isywardet al, 2004; Rindova, Pollock,

& Hayward, 2006; Wade, Porac, Pollock, & Graffin, 2086y frames four stagdsroughwhich
celebrity CEO gains power: (Eelebritizationarises from social recogniticattained from CEO
performance, leading the public and media to pay positive attention to the CEO; (2) increased
social recognition drives the public feels and gathers more support for and trust toward the CEO,;
(3) public support and trust can be conwrieto internal confidence from stakeholdérs
enhances the firm relationship with the puldicd greater social capital; (4) confidence of

stakeholders (e.g. consumers, shareholders) can be internalized into CEQRfewesr 1981)

As a final remark, éspite some authors emphasizing CEOs to have full accountability of
corporateBrand Equity(aligning it with corporate strategy and valug€@velet al, 2018) while
others point out thahe actual function is fulfilletdy corporate communicatioriBalmer, 2008;
Shahri, 2011)studiesappear tagree that CEOs affect ther a nnthidgible value and attitude

i a phycological tendency (internal) that is expresses by evaluating a particular entityMeogni
affective or behavioural) with some degree of favour or disfavour (Eagly & Chaiken 1993 in
Sohnet al, 2009)
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2.3. Conceptual Framework

In this section, a conceptuahmework is proposed, as it sums the construction of all theoretical
contributions around this topic. Besides, it seeks to compose a visual presentation of the depicted
relations between concepisctually, this framework detailScheidtet al. (2018) inuts about
theimportance of the CEO throughout the process of bcam$uner identification and alliance,
meaning i$ future brings useful triggers such as Trust, Commitment, and Satisfaction. As a
result, it seems to ascertain a positive relation betw8egiability and ConsumeiBrand
Relationshig. Furthermore other authors also sustained this apparent connection, announcing
Approachabilityand Credibility (Men & Stacks, 2013; Men & Tsai, 2016; Meh al, 2018;

Men, 2012, 2015Tsai & Men, 2017}hat ewaluateSociability, on their positive influence on
Brand Trust, Satisfaction and Commitment (Alsop, 2004; Catiak LehmanWilzig, 2018
Eggert & Helm, 2003Gibersonet al, 2009 Gordon & Martin, 2018Greyser, 2009; Lee &
Jongh, 2016Ranft,et al, 2006;Zerfasset al, 2014)

Moreover, other authors have clearly pointed out that the role of S&agtability, through
Approachabilityand Credibility, also governs a possible particular effectBrand Equity
meaning a notorious role in raising the qegation of brand value and quality, as well as an
important role in brand communication, vital under the creation of brand perceptions and
associations that both build and derive from brand reputaiendischet al, 2013; Chen &
Chung, 2017; Halliburton& Bach, 2014).Indeed, Brand Equity largely translates into
behavioural intentions, thus showing a possible connection to S&€ability. In fact,
Credibility and Approachabilityhave been shown to have the ability of playing influence on
consumer behawours, with specific emphasis on loyalty and perceived quéiten & Tsai,

2016; Meret al, 2018; Men, 2012, 2015evelet al, 2018 Tsai & Men, 201Y. For this reason,

and at this level of response to both cognitive and affective components, cep&is @avered

the pertinence of this argument, showing usefulness in presenting this possible effect between
variables under this research (Erdem & Swait, 2004; Esbak 2008; Jin & Yeo, 2011).

Finally, the presented literature atpaides the investagion as it features a potential relationship
betweenConsumeiBrand Relationshig andCustomeiBasedBrand Equity as certain authors

have been presenting timely links between some of the constructs that help raise each one of
these concepts. Hence, TruSatisfaction, and Commitment already show timely links with key
elements such as advocacy, recommendatiorg-of-mouthand brand identification, elements

that have been highly covered by studies aroBrahd Equity Therefore, the use of these
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dimensons is also intended to respond to the constructive comment that brand management also

combines relational aspects that play greater effect on some key notions such as Associations
and Perceived Quality, integral parts@istomerBasedBrand Equity(Erdem& Swait, 2004;
ErdoYmuk & Etalk2017;Jh6 Yed,;2011; Leoret al, 2006; Sevetbt al, 2018)
Throughout this path of value creation and interconnection between corieeptsnd attitude

has a timely @lue and mediates the inhereinks, and it is useful not to discard this control

variable throughout this research.

Customer-Based Brand Equity (CBBE)
. Brand Loyalty

> - Brand Awareness & Asscciations
. Perceived Quiality

CEO Sociability
. Perceived Approachability
. Perceived Credibility

Consumer-Brand Relationship
. Trust
. Satisfaction

. Commitment

Figure 1 - Conceptual Framework (own elaboration)

Based on this conceptual framework, reached through the literature rewidvihe research

guestions that would guide this dissertatitwe, following hypothesis can be identified:

1 RQ1: How does CEQOSociability influence Customer-BasedBrand Equity ?

Hla: PerceivedApproachabilityhas a positive and significant effect on Brand
Loyalty;

H1b: PereivedApproachabilityhas a positivand significaneffecton Brand
Awareness & Associations

Hlc: PerceivedApproachabilityhas a positivand significaneffecton
Perceived Quality

H2a: PerceivedCredibility has a positivand significaneffecton Brand

Loyalty;

H2b: PerceivedCredibility has a positivand significaneffecton Brand
Awareness & Associations

H2c: PerceivedCredibility has a positivand significaneffecton Perceived
Quality.
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1 RQ2: How does CEOQOSaociability influence ConsumerBrand Relationship?

H3a: PerceivedApproachabilityhas a positive and significant effect on trust;
H3b: PerceivedApproachabilityhas a positivand significaneffecton
Satisfaction;

H3c: PerceivedApproachabilityhas a positivand significaneffect on
Commiment;

H4a: PerceivedCredibility has a positive and significant effect on trust;
H4b: PerceivedCredibility has a positivand significant effecbn Satisfaction;
H4c: PerceivedCredibility has a positivand significaneffect on

Commitment;

1 RQS3: How does ConsumerBrand Relationship influence Customer-BasedBrand

Equity ?

H5a: Trust has a positive and significant effect on Brand Loyalty;

H5b: Trust has a positivand significaneffect on Brand Awareness &
Associations;

H5c: Trust has a positivand signifcanteffect on Perceived Quality;

H6a: Satisfaction has a positive and significant effect on Brand Loyalty;
H6b: Satisfaction has a positiand significaneffect on Brand Awareness &
Associations;

H6c: Satisfaction has a positiand significaneffecton Perceived Quality;
H7a: Commitment has a positive and significant eftactBrand Loyalty;
H7b: Commitment has a positiand significaneffect on Brand Awareness &
Associations;

H7c: Commitment has a positiand significant effeabn Perceived Quaiit
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3. Methodology

Aiming to evaluate thenfluence of CEOSociability, expr essed by means of
Approachability and Credibility, on CustomerBasedBrand Equity and ConsumerBrand
Relationship a mixed approach was adopted. Indeed, it helpadgulate and back up the best

set of findings from one method or data collection underpinned by another methodology.

Qualitative and quantitativéata were collected. Despite secondary data, from theory, industry
reports and case studies cause to ackn@eletbductive reasonirihat helps raise potential
effects and linkage between concepts, primary research will run effective conclusions and allow
to test undergone research hypothesis. Moreover, it gives additional support to presented

statements and annees further examination on this early developing academic topic.

3.1. Research Approach

As the aim of the study was already showcased, to answer this question both an exploratory and

explanatoy research method were applied.

3.2. Methods for data collection

Regarihg methods, and based on the presented research outline, both qualitative and
guantitative methods were applied. For exploratory research, and to better organize concepts and
test out hypothes underlined frontheliterature review, interviews were seed. On the other

hand, and to analyse, and possibly confaachresearch hypothesis, the explanatory research
was taken through a questionnaire. For both of these data collection sources, participants were

Portuguese consumers.

3.2.1.Qualitative Methods

Hencetheexploratory analysis leads to a ground study that will guide future studies and support
the findings obtained from other sources. Thus, interviews were conducted with Portuguese
consumers, from which several inputs were utilized to solidify findiniggioed from

explanatory research and add a qualitative take to nuatigiti@sed outputs.

Indeed, the hypothesis and literature review grounded up questions and the overall structure of
sessions, sample selection, and group composition. Besides a gougstdns that ran across

differert interviews, each session started with a small context and introduction of the topic under
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analysis, where different CEOs were used as case studies. By reserving to a short presentation
in form of a script structureisng images and videos that would justify the sociable behaviour

of these leadershis introductiorservedas icebreaker and providarticipants a platform on

which they could add insights and give their opinion, being well cooperative under the concept
of Sociability, and prone to deliver their feelings, knowledge, experiesmog input on CEOs

tacking this sociable behaviour.

3.2.1.1. Interviewee Profiling

Due to the interview structure, content, and coxipjef this qualitative studythe ideal number

of interviews would be eight and being conducted individuaMiso, each interview was
conducted in public spaces, while maintaining some privacy about the topics being discussed,
although offering an interview setting where respondents could feel comfortabland not

fell cloistered, allowing them toaturally give their opinion regarding this subjédiis number

of interviewswould give reliable insights, andhiorder to gather a more constructive range of
viable observationsand avoid convergence anabed results, all interviews werandledwith
participantsvho had different profiles from each otlfsze Table 3 (ranging with different ages,
academic or professional backgrounds and status, among other variables). This was an attempt
of having indivduals with very diverse characteristics among them, grantingrasolidified

analysis, while bypassing levelness of responses.

In fact, besides being holders of certain knowledge or familiarity to the topics being discussed,
maximization of contributiomwas attained through taking a method of purposive sampling,
where participants had no association or acquaintance to the interviewer or between themselves,

offering no skewed answers.

3.2.1.2. Recordingand Interview Structure

Each interview session was audezorded to ensure that all important information was not lost
while maintaining a natural and fluid conversation with each participant. Nevertheless, each
partidpant was given a consent forfppendix 3 on which was stated how each session would

be recoded, confirming that all data was confidential and for mere analysis. Hence, this consent
form gave all terms and conditions of participating in each interview (regarding research
procedure, permission to quote, etc.) to which each participant had toFsigiy, body
expressions and posture were also noted throughout the session as important remarks for future
data treatmeng&ach session was organized to last between 20 and 30 minutes.
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Moreover, to avert any influence from the interviewer a questiadeguas made and followed

i here, questions would all share ogard characteristics, giving participants room to share their
opinions and use each question to encawmpés reasoning. lie initial moments of each
interview had a debrief from the interviesveshereby the purpose of the study would be shared,
followed by contextualization and broader questions to initiate conversation and put participants

at ease.

Nevertheless, the interviews were aheadtpsted with six individuals whose criteria of cleic

followed the same guidelines and the interview was carried out under comparable standings.
From these sessions adjustments were made to the final version of questions todbe aske
(Appendix 2)to the final groupleaving room for improving the tone on whieach question

woul d be made and evade difficult jargon tha
behalf. Appendix 2 alsodescribes how questions were asked in Portugssséhese were

translatedwhichwasalso pretested to ensure relidiby.

3.2.1.3. Analytical Approach

Given the available options dhe data treatment, a thematic analysias usedldeas and
opinions were coded into pattes of information. These framgffom a concise way, the main
observations and takes after each questisked All feasible data from transcripts was
organized, coded into themes, and findings were theerlated and conferred\ppendix 3.

However, by virtue of time and nature of this given study, information was summarized for data
treatment, without disgding its utility on offering a more oeise look over findings.
Information that deviated fronthe research purpose was disqualified. Likewise, filtered

information was presented as a revised shape, applying verification and validation measures.

3.2.2.Quantitative Methods

As an explanatory research tyeguestionnaire was conductedtestthe researcthypotheses
that were built from the literature revieand evaluated through the conceptual framework. In
order to correlate each concepanstructsand respetive items were adopted from prior studies,
taking small adjustments to match this research but without damaging its vialidéyoriginal
and adapted items are presentefippendix5, as well as localized versiswhereby items were

adapted to Portugse.
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3.2.2.1. Development of the Questionnaire

Nonetheless, controfariables regarding CEO brand knowledge and CEO brand attitude were
carried out at the beginning of the question
and perception towards sociable @&being presented and usedtescontext of evaluation.

Besides, a funnel method was exercisddis started with questions regarding CEO qualities

and respondentés attitude towards its soci al
brand includng brand knowledgeand breaking up with demographic dimensions that were

utilized for future galuation of results.

As an attempt to study the connection between constthetspntext of analysis was constructed
in a way that the respondent would &&ss or her responses on one CEOtaedorresponding
brand.

To ensure the validity of the study, a randomizer was implemetttad, the CEO and respective

brand would be given to the respondent at ran@foom a final list of three CEOs that were
deermined through a p#est) once they entered the link on which they completed the
guestionnaireOn the verge of the chosen CEO being poorly known by the respondent, a second
CEO would be introduced. The questionnaire would always be conducted in \‘lenemialysis

of a sole CEO and respective bramtus, it highlighted the fact that the respondent needed to
have a reasonable knowledge and awareness of the CEO as to who would elaborate his or her

responses.

In order to ensure better insurance overeméid data, questions regarding the attitude towards

the CEO were presented at the beginning of the questionisdlren analysed and compared to

the overall set of «c¢hoi c 8xiabditpandjattiwde towasds the r e | a
brand. Moe o v e r , additional Il tems were used to ass
the sociable behaviour of the corresponding CECfact, the goalvas notto benchmark or

establish a comparative analysis betwksaders but only equate the potentieffect between

the variables and constructs of this research, using the three CEOs as a mere as a pure context

for assessing those effects.

No Portuguese CEO came to be used in this respective questionnaire, since the levels of CEO
recall, without inductin, presented by respondents through thetgsewere notexpressive

enough to consider in the final steptlog¢ quantitative research.
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Moreover, jargon or difficult/technical words were avoided, leading to a linear interpretation
from who was answerintihhe questionnaire. In addition, usage of reverse items allowed a better
response validity but &as not intended to generate any confusion to respondents, leading to
misgng reliability of this study. Safeguarding potential errors in the way the questierwias
organized, and serving as learning platform to correct the adequacy of each item and respective

content, a préest was developed.

3.2.2.2. Measures

Brand attitude towards the CEO was captured through the usagmro, Rita & Salgueiro
(2018)five-item scale.To test CEGsociability, concerning the fact that this concept needs to be
assessed through the two dimensions described throughout this doctimeeomnstruct of
perceivedApproachabilitywas approached through a shorter version of Pettat (2007) 20

item scale, using seven items that were indicated by the authors as being the ones which better
testApproachability PerceivedCredibility was advised through Klebba8nger (1983) eight

item scale, from their similarly prepared paper on GE€&dbility.

Secondly, Yocet al (2000 scale was used to clarify atber understanding €ustometBased

Brand Equity evaluating the constructs of Brand LoyaltyraBd Associations, Brand
Awareness and Perceived @lity. Finally, to assesonsumeiBrand Relationshig, an
aggregation of Hon & Grunigg (1999) and Meyer & Allen (19%9@les was achieved to evaluate

Trust, Satisfactionand @mmitment.All the items, under each construct, were made up of 7

point Likerttype scales,ragi ng fr om i(dgagrdeeod atl d y( d) ot ot allly

To have a better comprehension and data collection on both the attitude tthea@dEO
Sociabilityand brand, the sanm®epoins Likert scaleand codingvereapplied. Concerning the
respondent 6s | ev e lareness towacds the CHOt asedcte coralition thev
respondentés future steps on the qgquesha onnai
di stinct Idondtk mgw &ni1yt i ngo; (4) ol know reas
latter coding waslas o presented on questions regarding
acquaintance towards the brand. The respective compositimeadgures can be reviewed in

Table 1.
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Construct Item Original Item Source
BALl | | perceive this CEO in a more favourable wg More favourable
than others
o
5] o )
2 E)J BA2 | | perceive this CEO in a more appealing wa] More appealing =,
5 N
° Q
g B BA3 | This CEO is better than others Better ©
@ = =
S 2 8
o ;f BA4 | I recall this CEO in a morfavourableway More pleasant @
(] c (=
k! < =
g o BAS5 | | perceive this CEO as more likeable than | More likeable g
< others
The CEO6s communication
PAP | Openminded 20 item scale
1
PAP | Accessble
> 2
3 . =
8 PAP | Sociable 5
& 3 Y
O —
a [
g PAP | Approachable 3]
g | 4 <
= 5
8 PAP .
Qo 5 Unfriendly [r]
PQP Welcoming
P
= PAP Responsive
2 1
8
g PC1 | I perceive him as a trustworthy person Mr X is a trustworthy person
L
© PC2 | | perceive him asa credible person Mr. X is a credible person
PC3 | I perceive him as a person of integrity Mr. X is a person of integrity
PC4 | | perceive this person as a believable persol Mr. X is a believable person &
> 3
E PC5 | | perceive this person as a likeableqmer Mr. X is a likeable person S':
e] ()
(0]
O PC6 | | recognize this person as a knowledgeable| Mr.X is recognized as a knowledgeable person EC::
kS person about his industry about cars o
>
2 o
g PC7 | This person is knowledgeable about his Mr. X is knowledgeable about cars %
o industry <
PC8 | | perceive this person as an expert Mr. X is an expert on cars
PC9 | I perceive this person as an influential persd Mr. X is an influential person
PC1 | This person is powerful in its respective Mr. X is a powerful person in the autobite
0 industry industry
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BL1 | I consider myself to be loyal to this brand | consider myself loyal to X
>
% S BL2 | This brand would be of my first choice X would be my first choice
c >
m ©
- BL3 | I will not consder other brands if this one is | | will not buy other brands if X is available at the
available store
BAS | Some characteristics of this brand come to | Some characteristics of X come to my mind
1 mind quickly quickly
2]
c
2 BAS | | can quickly recall the symbol or logo of thi§ | can quickly recall the symbol or logo of X
-% 2 brand
?
< BAS | I have difficulty in imagining this brand in my | have difficulty in imagining X in my mind [r]
- 3 3 | mind[r]
= )] ~
2| @ 3
w S BA | I know what this brand lookskie I know what X looks like Q
o S w1 o
g 5: 9
% 2 BA | | can recognize this brand among other | can recognize X among other competing bran 3
ul < W2 | competing brands Z
o o 5
E BA | | am aware of this brand | am aware of X o
S W3 8
2 >
© PQ1 | This brand is of high quality X is of high quality
PQ2 | The likely quality of this brand is extremely | The likely quality of X is extremely high
high
P
© PQ3 | The likelihood that this brand would be The likelihood that X would be functional is veryj
(o4 functional is very high high
e}
(]
'% PQ4 | The likelihood that this brand is reliable is The likelihood that X is reliable is very high
S very high
a
PQ5 | This brand must be of very good quality X must be of very good quality
PQ6 | This brand appears to be of very poor qualitf X appears to be of very poquality [r]
(1]
T1 | Whenever the company makes an important decision, | know it will be concerned about peop
me
T2 | The company can be relied on to keep its promises
@
E T3 | I believe that the copany takes the opinion of people like me into account when making decis -~
i
o
a T4 |1 feel very confident about the companyos o
= c
7)) (]
.5 T5 | The company has the ability to accomplish what it says it will do 3
a =
& S1 | I am happy with the company §
2 &
© B S2 | Most people like me are happy in their interactions with the company
e} IS
L ‘@
g k= S3 | In general, | am pleased with the relationship this company has established with me
=] (%))
(2]
§ S4 | | enjoy dealing with this company
C1l | Ireally feel as if this organizatin 6s pr obl ems are my own
— c
c @
Q =
IS C2 | Ithink that | could easily become as attached to another organization as | am to this one [] é =)
= »
IS C O
g C3 | I do notfeel emotionally attached to this organization [r] % 2
O
=
C4 | This organization has a great dehpersonal meaning for me
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Age D1 | 1824 // 2534 |/ 3544 |/ More than 45 years
old

Gender| D2 | Feminine // Masculine // Rather not say

Educat | D3 | High School // Bachelor Degree // Master
ion Degree // PhD Degree // Other

Demographic Questions

Emplo D4 | Student // Employed Student // Employed //
yment Other
Status

Tablel - Final Questionnaire Structure & Measures

3.2.2.3. Pre-test Development

Prior to testing the hypotheses, defined for this study,tandilidate and adjughe overall
structure ofthe final questionnaireg pretest was designeaind conductedo gauge the brand
recall dimensionfor different leadersMoreover, this test ensured the correct usage of examples
i CEOs and brands that, for respondents, were edsyrecognize or be most aware béing

later used for the present study as the context of analysis through the final questionnaire.

Here, the praest had the purpose of accessing brand recall towards international and Portuguese
CEOsi respondents werasked to recall tepf-mind CEOs, without induction. In detalil, in

order to respond to the main objective of this research phdseiding which CEOs to use in

the final questionnairifurther insight into the data was advised, considering also poskiibtsb
elements that might spoil the researelence, through the presentation of three quesfions
AMenti on three CEOs,iMeati pouthaee ClE®ar d hat oy
have a high level ddociabilityp andii Ment i on t hr E®s Pohaugweseh&ve
- the result is delivered by the following distribution of responggspéndix §. Besides,a

second stage where respondents were asked to identify their |&ikebbility and recognition

with respect to a group of CEOs whiigh social presence and worlenowned personal brands

was grantedFor each one, respondents appraised their level of brand awareness towards these
leaders (assessing dimensions such as communication, whether the respondent knew their
personal charactestics, whether he or slveulddescribe the CEO to others, etbough brad
recognition items approachdaly Langaroet al (2018) scale(Appendix 4). The appendix
comprises also the localized version of each of these items, through a language adaptation

Portuguese.

In fact, the objective of both stagessuredhat all CEOs used on this research would have, at

least, similar brand recall and recognition, through a set of questions measuring brand awareness
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and recognition, not skewing future resutisthe relationship betwee8ociability and the

dimensions in this study.

Finally, the pretest served to decide the pertinence of using Portuguese CEOSs as case studies in
the final questionnaire, allowing room to identify brand recall of respondentsd®®artuguese
leaders who could knowlowever, this decision was later confirmed asagoéssibledue to the

weak expressiveness of brand recall results for Portuguese CEOs.

3.2.2.3.1. Sociodemographic Analysis

Understanding the assembled data, a total of 10®mesg were collected, showing to be all

valid and no missings were presented. These responses contained a relatively even distribution
across gender 49,5% women and 50,5% fonale respondentRegarding age group, the
distribution of responses showcasedonsiderable number of respondents ranging from 18 to

24 years old 68,6%- followed by a second and third grouf9% of respondents ranged from

25 to 34 years old and 11,4% from 35 to 45. Only one respondent (1%) was above 45.

In addition, educatiotevel and profession were also considered: 61,9% of respondents assumed
to have a Bachelor's degree, fol |l wthpsthigpy 22,
school education. As for profession, 47,6% of respondents were full time employed, mhased

28,6% of students and 22,9% as employed students.

3.2.2.3.2. CEO Brand Recall

Regarding the first step of brand recaljgegating the following results (Appendi}, éhe vast

majority of respondents identified Elon Musk (48) and Bill Gates (44) as the CRBOstine

easily came to their though when asked the question of CEOs that the respondent may have heard
of, followed by Mark Zuckerberg (28).

Moreover, exploring the brand recall and introducing the notioSaumfiability, an identical
output was presentedience, Elon Musk (47 responses) and Bill Gates (43) conferred the

broadest number, again followed by Mark Zuckerberg (36).

Given the initial desire to integrate Portuguese CEOs as a research context, as the presented study
was focused on a sample of Rgiese consumers, and to validate the potential link between
CEOSaociabilityand both CBBE an@onsumeiBrand Relationshig, a question of brand recall

was presented in this context. After reviewing the data, the future inclusion of a Portuguese CEO

in the list of CEOs used for the final questionnaire wasonfirmed as a high number of
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respondents (37) identified N/A (Not Applicable) as their final answer to this quésppandix
6).

Conferring the collected datall three CEOs who werintroduced p the researcher who
fortunately matched the ones who, without induction eviretiroduced by the respondentfiad
a simiar level of brand recognitiorAppendix 6§, ensuring that would be functional to opt for

these three executives, without skewing tasults.

However, the development of this study had to cope with the legal case around Facebook.
Despite Mark Zuckerberg having also a higher level of brand recall, the decision was to
invalidatehim as the top three CEOs used for this research, antewrents, enormous public

and media outrage, and lawsuits with privacy issues and Cambridge Analytica, would have
damaged the purpose of this study and consideration on measuring all research variables.
Moreover, Steve Jobs was also taken out of coretida, due to his decease and the fact that he

left the company a few years ago. Besides, the chosen CEOs needed to share a common level of
public perception, shying away from the possibility of majorly deviating levels of brand

perception and guarantegia fair platform among them to test these variables.

As a result, and based on the conclusions drawn from thiegtreneant to support the final
questionnaire, the CEOs used were Bitites, Elon Musk, and Jeff Beziothe latter being the

fourth most nentioned CEO on Brand Recall dimensions (AppendixTBese showed better
results on brand recall and recognition on behalf of respondents, dimensions that were considered

and evaluated through the gest questionnaire.
3.2.2.4. Final Questionnaire

Consideringhe measurements each construct under analysis, and the results provided by the
pre-test, the final questionnaire was latevised and implemented. Question randomizers were
also implemented to secure that the questchdsnotfollow the same order abe constructs

under analysis, achieving a more concise contribution on behalf of the respondent. Since some
of the items applied were revers@@presented as [r] on the following tabl&)is strategy
allowed the researcher to detect respondents wholdvbe filling out the questionnaire at
random and not having a considered input on the topic, being left out as a valid response. For
data treatment,these reversed items were recoded to match the body of research and be

statistically analysed.
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3.2.2.4.1. Sampling Procedures

Due to the fact that the present study follows an embryonic axadevestment on relating

CEO Sociability to both Brand Equityand ConsumeiBrand Relationshig, aiding that it is

difficult to reach a population who follows or has knowledge térimational CEOs and that

could be used as contextiederral andsnowball samplingvereapplied. Moeover, being a new

trend there ismiot much room for relatability to a massale population. This technique allows,

from what is pointed out as time arebource limitations, to frame an accurate sample that meets
research requirements. In other words, using thispmobability sampling technique grants
greater effectiveness of outputs and contributions that meet the proposed criteria and can, in
future sages, be treated data to confirm or dérg/ research hypothese settling population

rarity. To concentrate our scope of analysis, only Portuguese consumers were considered as

population for this study.
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4. Results

Section4.1 will, thereforejncorporatethe qualitative analysis, while sectidr? will comprise

quantitative findings and its consequent analysis.
4.1. Qualitative Analysis

The intention of this section is to consider the eight interviews (App&)dBesides, it seeks

to comprehend a possiblesasiation and influence of CESociability, focusing on perceived
Approachability and Credibility, on CustomeiBased Brand Equity and ConsumeiBrand
Relationship Conjointly, the ambition for these qualitative insights will be to provide adequate
substancéor this study. Besides, it also seeks to support the quantitative analysis, allowing for
concise observations and giving secured results that benefit hypothesis testing, formerly

identified throughout the literature review.

In order to best consider gim data, thematic content analysis witlereforepe used, as through
labelling describing and interpreting given data will enable a better content analysis. Moreover,
and to ease the future discussion and interrelation of important results, whibg fthgtin next

to what has been written and matched with published scientific articles, the different themes
proposed as hypothesis will be advised as used themes. Using both Literature Review and
Research Hypothesis as content categories will facilitate cktegorization and connection.
Moreover, the questions used for each interview were based on both the literature and hypothesis,
driving for a better match between data and assigning it to different categories. Beforehand,
insight into the relevance ofED Sociability, and perception over benefits and drawbacks that
can derive from iwill be given. Indeed, this will be advised as it benefits engagement between
the interviewer and interviewee while supporting the creation of a coherent narrative that goes
through all the important details and topics, indexing and attempting to connect them, and giving

a welkbasel overview on the scope of CE&dciability.

To ensure respondentsd anonymity, each of 't he
(eg. Respondent 1, Respondent.Zfhe following table considers the following sample

characterization.
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Gender | Age Group Education Level Professional Situation
Respondent 1 Male 3545 Master 6s Employed (Marketing)
Respondent 2 Female 3545 Baché or 6 s EmployedStudent (Public Relations)
Respondent 3 Male 2534 Bachel or @ Employed (Engineer)
Respondent 4 | Female 2534 Master 6s Employed (Physiotherapist)
Respondent 5 Male > 45 years Master s Employed (Management)
Respmdent 6 Female 1824 Bachel or @ Student iedicing
Respondent 7 Male 1824 Bachel or @ EmployedStudent (Politics)
Respondent 8 Female | > 45 years PhD. Degree Employed(JournalisnProfessoy

Table2 - Interviews: Saple Characterization

4.1.1. Why having Sociable CEOs and Leaders who Work as Brand

Ambassadors

The majority of respondents recognize th&ociability from CEOs, and its active
communication standpoint enable the organization to be perceived from its humaatipersp
Respondent 1 argue#l find it quite good that CEOs stand there and communicate, and
showcase their achievements and personality but also talk about what their plans and visions
are, and we, as consumers, have someone to talk to if something goes) Respondent 7
agrees S uThegee GBOs arg ,also finterested in showing their personal aspect,
channellingtheir personality to the brand. (...) These (brands) end up giving those personal
characteristics of whoever leads the company to the titselD . Respondent 8
personificationfiallows us, as consumers or other audience, to relate to a particular brand. (...)
This face has become a reference and an element that ensures that this trust reallf.exist
Having this figure, th&€EO, and centralize these characteristics and assign a face to actions
would also be an importantaséet Fi nal | y sum&ese ptatemdnts expresding that
CEOs need to show their personal side &glpps gather consumer attentidhthink it is very
important for CEOs to use social media and other means to actualycsise their human side
becausehey try to appeal to peaplwho buy their products so itvery interesting to see what

the vision is and how the business will be carried ounfthis point on . the©Orespondents
highlight how Sociability enables CEOs to reach higher levels of awareness and create brand
relevance. Respondent 4 argudSEOs can get a greater level of exposure and have easier
access on sharing information to thetside world Responder agreedo statehatSociability

happens Goeseneers,snewadays, want to know more about brands and look after
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information that goes beyond a sheer product or setvice A d dassuingions telate
Sociabilityas a meansf notoriety, and a platform where both the CEO and Corporate Brand

can elevate each otheroés value. Besi des, it
himself matching key statements around CEO bran@@igen & Chung, 2017; Cottair &

LehmanWi | zi g, 2018; ErdoYmuk & Esen.,etal20063; Pol
Respondent 5 highlight$iThis (CEO) visibility bringsa certain stepping stone to the brand,
awarding it with higher exposure, influen@nd presence inside a given sector. The brand, in

itself, is dragged, in a positive way, to these social tools (...) These CEOs, aside from
communicating their brands thugh sociable means, they also, indirectly, sell their personal

brand to consumers (personality, values, influence,etc.) F iarmganenhtsyare presented

where Sociability comes as a new approach for companies to build up awareness, meet
transparency regrements from consumers and use the CEO to centralize messages and grasp
relationshipgJameson, 2014; Papacharissi, 20Byspondent 6 presenfsBr ands nowad :
need to tackle this opportunity and use CEOs as an important communication channelgreceivi
benefits that would not receive with other marketing tools. Respondent 7 confif@a©Os)

play an important role in establishing relationships and moderate the connection between
brands and consumers, employees, shareholder®) etlRe s pond e fi(TheBCEO)n c | ud
begins to centralize messages and begins to relate with consumers and other stakeholders,
elevating the brand concept to whoever is up for listening to what he or she hastosay i k e wi s €
these statements seem to follow Tsai & Men (201d) $cheidtet al (2018) insights, relating

Sociability with relationship outcomes and an opportunity for creating empathy and

understanding.

Contemplatig all presented arguments, CEBOciability may be introduced as a facilitator on
bothCustomerBasedBrand Equity elevating brand value and overall consumer attitude towards

a given brand. Moreover, and as emphasiheough the literature revievgociabilityseems to
condition, in a positive way, the construction and mediation of relationships betveceratid

and its stakeholders, conferring special emphasis to consumers. Likewise, brand personification
may engender the overall construction of CEOs impression management, helping both CEOs

and corporate brasdo position themselves as a single element.

Although the overall conception and commenisusedon the sitive aspects related to CEO
Sociability, and its relevance taking into analysis some examples of brands who start to have this
phenomenon, negative aspects were also brought throughout tiiesgews. A further

examination 6both benefits and drawbacks will formerly be needed for examination.
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4.1.2. Benefits of CEOSociability

Comprehensively, all respondents classified C&aziability as both an opportunity and as
something that would add value tile company. In detaithe spotlight was given to CEO
Approachability- the opportunity of knowing the human side of the CEO, recognizing, aside

from his or her professional aspect, his personal #idditional ideas suggest th&bciability

benefits bandclarity, promoting Gor don &.Rbspandent présents( 2 0 1 8 )
filt humanizes the brand and allows consumers to relate to a given company oo leader
Respondent & d dPReoplgd get to know these leaders a little bit better and see thse the
untouchabl ed i ndi vwedettknsw their gersonality and humagneidep | e
aside from their administrative role inside their organizatioRespondent 4hares this latter

i dea, Nowteadarsineed fio be present and it is fibsgbr everyone to access them, in

real life or through digital meas 0 . Ot her connections were al
identification and brand perception crystallization, developed through understanding.
Respondent 8efers ASociability supports on ieating brand visibility, the embodiment of the
companybs identity, capabl e of reaching bett
through the mediation of an individuathe CE@ Respondent 6ontinuesfiThe main (benefit)

IS to be more ansm@rent, and from that there reom for understanding, and, from that common

ground, relations with consumers or other stakeholders may be enhanced. It can lead to the

expansion of the brand narrative

Even though reputational gains and brand awarenassagbectively identified throughout all
respondents, links were made concerning it as a dadged swordGraffin et al, 2012)
Further exploration will be needed, highlighting this and other benefits that arise,

simultaneously, as drawbacks and daradjes.

4.1.3. Drawbacks of CEO Sociability

Despite he comprehensive regard to CESoaciability, sharing several positive viewpoints,
certain individuals highlighted challenges that alsoSmdiabilityas a fragile strategy regarding
communication and reputatiahgains. Respondés commentedn how Sociability can, both
positive and negatively, impact the corporate brand and their brand perception, as consumers
continue to manifest Becket al (2014) input over cognitive dissonance thedkgcentuation

to congderation is displayedRespondent 4pecifies fil truly believe that if a CEO has a good
projection of himself and high level of visibility, certainly follows a greater level of caution on

what is said and how messages are presénkRespondent étates hat as a wwci abl
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need to understand the power of the stage or channel you have bgcauae talking to
millions of people at the same tim&espondent & | a b o Riaktmayscomeifrom the easy
association we do between the brand and thevididal - if something negative occurs, from
misconductof the CEO, the brand can suffer from the same damage, directly or indirectly
Respondent 8nishes fil find exposure and visibility, from this sociablehaviour as a double
edged sword (...) (iMlows people to know more about brands and leaders, but gives room for

them to question strategic decisions and leadership once expectationstfully mebd .

This goes in line with criticism, an additional element that was referred, from almost all
respondentsaffirming the notion of Graffinet al. ( 201 2) under the conce
Ce | e b asia viaplé challenge to take care of fidatiability. Here, criticism may be enlarged

as the aftermath of CEO visibility and messages thatremenelledhrough a sociable leadership

and volatile the development of reputatiBespondent dlaboratesiWith this level of exposure,

CEOs need to realize that they will be subject to a higher probability of criticism. The
democratization of communication awlad people to share their opiniqgasd forleadess they

will be subjecto individuals who are against strategic decisions or the vision of the CEO (...)
With this level of control CEOs need to see criticism as a given from this sociable behaviour,
and beready to talk on behalf of the company, having in mind that not everyone will be on the
s ame .[plathieeatentRespondent Becognizesfil admit that another challenge that might

arise is that the CEO, who once believed that his training and stuaieks! only focus on his
development of management skills, nowadays, and because of our needs, as consumers,
demanding for relationships and ease of access to information, meant that CEOs need to be both
leaders and communicators. (...) skills need to t&dhkterpersonal communication, media
training, and soft skills to facilitate relationships. The requirement now goes through a new CEO
profile - and for a sociable one these necessities become almost mandatory to run a successful
business and relationshipi t h st a.lOthér @arinatations are diagnosed on managing
expectations once a sociable leadership is materiakaidh is much in tune with the notions

of Scheidet al (2018) covering thalignmentetween expectations and realizatiBespondent

7 adds filf this individual fails, this failure is then reflected on the perception a person might
have towards a brand, as the company failed to meet a certain level of expect&espondent

2 agreedo statethat control has to be met on how promisee made through sociable means
fiDeliver the deliverables rather than being out there and too crazy. (...) | think is also important

to understand that the core business has to be met at some point to haveda.vision
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Despite the existence of a consenaomngst all respondents on perceiving that brand identity

i's enhanced once the CEO assumes an active
personification, ambiguity is presented on how the identity, [summed on the CEO level of
Sociability, is beneficial or not.Respondent depicts iWhen he or she exits the company or is
substituted may detract the | evel of consume
future. One example is Steve Jobs (...) this creates a difficult burden thehoever comes

to replace him, as he or she needs to retai:l
corporate identity is personified, the brand turns out to be umbilically linked to that person and
personality. When this person leaves youaaonsumer, may start to lose reference and the

narrativeds guidong thread is dissipated

Conspicuous beliefs were detected relatiogthe positive effect of CECsociability on
organizations. These notiortentredon brand humanization, making brandsser to the
community, and positive results such as brand visibility, awargaedspersonal branding on
behalf of the CEO. Moreover, and despite the seeming adverse effect on reputation once harmful
behaviours or messages are carried out by leadersjtavpaelation wasnade between CEO
Sociabilityand reputational gains, awarding CEOs the opportunity to enhance their profile as
leaders and congregate their values and personality with consunagching Bendisclet al

(2013) and Fetscherin (2015) wieover reputation and opportunity for equitBesides, a
collective judgenent was presented on relati@gciabilityas a moderator or positive trigger of
consumer perception towards the organizatiwough applicable message strategasdepicted

in theliterature review(Alsop, 2004; Zerfasst al, 2016).

Following the overall perception &EO Sociabilityas a necessity, taki nq
environment and easy access to information, challenges were also presented. These concerns
were raised athe aftermath ofociability, which in turn may make it a risky strategy in order

to raisethe brand value, crystalize consumer relationshignd achieve brand awareness.
Additionally, objections were lifted with regard to the negative effect on brandeiraad
perception created by a possible lack of alignment between the corporate and CEO profile
(personality, values, communication, cultys#)aring the ideas of Scheeédtal (2018) regarding

the attention to the synergy effect between the CEO anbdrémel Finally, expresions were
presented on noting éhdamagng effect on value creation on&»ciability, from CEOs|s not
authenti¢does nomatch his personality, or has no prior purpose (e.g. create relationships with
stakeholders). Looking overdHiterature review it is conceivable to find a match between these

preceding notions and what was prasdr(Gordon & Martin 2018; Erdem & Swait 2004).
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Counsellinghe overall reaction from respondents, brand visibility, awareness and humanization

were €t as the main outcomes of CEB0ciability.

4.1.4. The influence of CEOSociability on Brand Perception and Band

| dentification

As confirmed throughout the literature review, and as depicted from the majority of respondents,
coherency and alignment must be rbetween the sociable CEO and the organization, as this
predicts the future influence on RespondentiBer s 0
brings, wusi ng t htenktat lenanwing the boahd thhopgh the CEO ffias great

value to meeven more than knowing the CEO after knowing the brand or the opposite. These

two need to be linked from the beginning to create relevancy and correspondence. (...) (with
Steve Jobs) we got an inside | ook ofulwhatgdt h
consumers and people to embrace their vision and identify with their proposal and objectives.
Clearly, Steve Jobs and his high exposure helpedtand to create value anddleonsumers

to like the brand and have a positive perception towardlsRiespondent @&dds, connecting
Sociabiltyas an additional el ement of rel thisi onshi
sociable behaviour assumes to be an additional communication channel and an additional
opportunity, for me as a consumer, to conngth the brand and relate with its main leader (...)

it surely would revise my identification with that brand and would add a new layer on my
potential relationship and emotional connection with that biarRespondent &ontinues,

fisurely influences howonsumers may perceive the brand, and also how they would relate to a
certain | eader and believe in his or her ide
working as a beacon, and aTakng themenpast dbsemagsn t o f
they seem to align with certain authors who perceive relationship and personal interaction as it
benefits affective attachment (Tsai & Men, 20¥ijgenet al, 2013)

Other considerations connect brand perception and identification work on the hasrs-of-

mouth Respondent 8 x p | dooking at anfiextremely influential person, with a very strong
personality andoublic presence, you, as a person, can easily captivate people to adopt your
ideas, products, services, and to believe in you, as a person.this)iridividual sharestrong
Sociability and connection with the public, his presented behaviour cangehéme way a
consumer perceives a particular brand or idea. Here, the CEO can even act as a mediator and
speed the contact between the brand and the consumer. (...) the CEO, here, gives a face to

corporate actions and proves the perception consumers rhightv e t owar d.s t he

58



CEO Sociability. Path towards Brangquity and Brand Relationship

Respondent features storytelling, followed iheinfluence that is created throu§bciability,
despite asking for coherency over tsingf er e n 1
storytelling CEOs can communicate the brand and f | uence consumer 0s pe
them and the brand, helping on brand identification for the medium andlmagObservations

that go in line with the notion that the CEO should be part of the overall communication strategy,

working as a key chael (CottarNir & LehmanWilzig, 2018; Zerfaset al, 2016).

Overall, nearly all respondents brought relatability to a given @Esbmething that leads to
brandattachmentRespondent arguesiilf a CEO has certain type of values, it is going to mirror

on his leadership style and, eventually, reflect on the entire company. This way the company
runs on the values that the CEO has and those values are reflected the entire ecosystem around
the brand. Those aspects come to us, through communication, greaissible desire to follow

the brand . is §des in line with Bspondent 4, who statg®©bviouslythe CEO has a central

influence on how consumers or other individuals perceive the brand and are prone to follow a
certain strategy and vision. Product@ity is a must, but allied to this there must be a person

who really believes and someone with whom people can identifywithRe s pon ditfnt 2 ¢
you, as a consumer, see that a CEO behaves a certain way and decides according to something,
and you see it reflected in the company, you get drawn with it. Seeing this, from a leadership
standpoint, and relating to it, you get to like the company tnore Re s p o n d,dirAt 3 a
consumer may like the product, busiallowed the chance to know who wasibéhhat product
developmenis this person the CEO, and this same consutioes notike this CEO or how he

actson behalf of the company, eviéithe product is useful or important to him, this consumer

wi |l I gi ve u.dosummatizh, Bsponént 7esaydi @, as a consumer, | see the CEO

talking publicly, being interviewed, communicating on social media, all this helps me identify,

or not , with the brand. I have in him a su

representso.

Overall, a conmrection was made betweeSociability and both brand percepti and
identification, wherebgociabilitymoderates anfhvoursconsumer connection to a given brand.
Likewise, and from findings depictedbin the literature review, CESociabilityand visibility

benefit consumers to identify with the personality of the CEO and, by reflection, share
identification with the brand, as it claims those same characteristics and values. As detailed by
the majority of respondents, the personification of the brand thrtheyCEO, humanizing its
values, personality and actions, seems to award and facilitate a more positivedsemdtion

following the research steps of Tsai & Men (2017) on human relatatMibyeover, these
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commente ndor se Eredondsuk?2 @&l &E)xs s eabidr toérusteparsonalitiosa t It
than the corporationalond.n opportunity to know the brand f

central element, as indicated by$§ponderstl and 3.
4.1.5. The effect of CEOScciability on Brand Visibility and R eputation

Agreement between respondemtas reached on declaring th@ociability reinforces brand
positioning, while also helping CEOs to market themselvesredible leaders reating a

common belief of Halliburton andach (2014) Respodent 5 specifies thaBociability

fiCertainly elevates his profile as a leader and proves his charisma. These communication
channels will not outline the way a CEO is, but they will broadcast his personality, mentality

and visiom .  &dentB is sceptical on this notion, presentiihgm not entirely sure, surely

it helps on building visibility around them, but when these leadspgcially these sociable and
communicative ones, | think that their growth is in tandem with the compahy¥rom what |

perceive, leaders growith the organization and thege this alliance and symbiosis between

each otherdéds growt h. (...) For him to grow,
ot herdés reputationeod.vilLsikbeiwiistey,, baen d epfesr fwoerrnea
possible drawback of exposure and effects on brand reputation, associating rough behaviours, or
misalignment or mismanagement of expectations that once added to higher visibility may detract
reputationalalue. Inclinations were also presented regarding low performance on the process

of building the | eaderds peBeomagl dlmmandev slpu
that what he says and does is easily seen by consumers and what is risky drtayblieal

damage or decrease on brand reputaion N e \s® thd rBspdndent states tBatiability

leads to the expansion of the brand narrative.

To this extent, CEO participatian corporate actions is perceived to benefit brand reputation.
Respondnt 7 defendsi Loo ki ng at i nternati onal brands,
sociable position, while also taking an active rate corporate social responsibility, have
positively impacted brand image as well as their image as leaders. Here, vaueslected in

the behaviour of the CEO and t he . a&hisgoe®ims t ha
line with an agreementf all respondents, pointing out thaahd humanization, through CEO
Sociability, leads to a positive brand image thatuim, will lead to better reputational gains and

brand advocacy, making organizations and CEOs more relatatbla topic of peer discussion,

components already introduced proposed by Erdem & Swait (2004).
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Finally, inclinations were shown, displaying theputational gains, aside from other aspects can

be transferred between the sociable CEO and the organizRegpondent 3ntroduces the
possibility of deferce from criticism fiEven if a CEO is under criticism, and this situation
possibly transferringd the brand, of an organization has great positioning and power inside a
certain market, it also helps on how they recover the narmatit#owever, agreement is also
presented on requesting that alignment between both CEO and brand must be ensuned, offeri
authenticity and valueRespondent 5 n d i cTde beamd, in ifiself, is dragged, in a positive

way, to these social tools that these CEOs use and end up making a personal admiration of the
company they represent, and the products and services theinaifgiven markét. Re s ponder
8 a difdhey (CHDS) were charismatic, or connected with the community, once they leave the
company they can channel that perception once they land into a new organization or business,

enhancing the overall perceptioovtards that new compaay.

In summarysimilarities to Tsai & Men (20)Zhoughts can be depicted, wh&aciability, from
respondents, demands for audience involvement throughout the brand narrative, as this elicits
brand perception, resulting in brand geaand from with advocacy secures the organization true
value and overall visibilityMoreover, these comments also outline how attributes are easily
transferred between CEO and Corporate brands (Satedlt 2018).

4.1.6. The effect of CEOSociability on Customer-BasedBrand Equity

Rendering the opportunity of creating intangible brand value, linear judgements were observed.
Thus, respondents agree thre wayCEO Sociabilityis an influential element @drand Equity
Respondent 1 claims that throu§wociability iThey market the brand, products and corporate
equity, but I think they also market themselves. Especially because of social media they have the
right stage now to become a brand within the corporate brand which, in my opinion, is very
interesting as thee two brands become very cliyslenked to each other, but also seeing their
name up there gives us two perspectivitEem a public relations standpoint it is a big driven

when it comes tBrand Equityand building intangible value on a brand, and alseeg public

rel ations oppor t urHowevere atherfremarkst presen@ddd statihngghat! f o .
Sociabilitycannotbe understood as a sole elemenBiEnd EquityconstructionRespondent 4
clarifies fiBefore taking this sociable mentalitybeand needs to have other channels and ways

of 0 st a-rbecausegfor exarhpée, a CEO ¥auTubealone,will not create attention or
relevance to consumers. In my opinion, there needs to be a level of trust that has to be already

set before havinghts sociable behaviour, through maybe corporate communication or
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effectiveness over marketing campaigns and product quality. bbtiem linewill conquer
consumers and then gives room to CEOs to be a new communication channel and increase the

relationshipwith consumers .

Taking these prior statementRespondent &agrees and ads coherency atignmentas an
antecedent oBrand Equitybuilding processfiThe CEO and Brand, aside from being linked,

they need to be coherent and consistenter expectatios and delivery. If either of these two

or other means of communication is misaligned, my perception towards the brand changes. Also,

| find the CEO, and now with some leaders taking this sociable view to how they lead, as a
central element to turn to. iiése two are linked and socially active, it will change how | perceive

the brandés overall value and my DReaspmdéntt o i r
4 continuesiThe CEO is the main brand advocate and is part of the brand identityhiand
attitudes and behaviours wil/l al ways be I ink
following intent. If he behaves positively and has a social mentality from which he projects his
vision, all these elements will elevate brand value, stodegrand brand followers. (...) The

more a CEO is known, the greater the impact of their good or bad conduct on consumers and

societyds perception of the company

Additionally, brand humanization is evoked by the majority of respondents as a key dlahent
ensures the br an dSogabilitybecenesvaa bppatynityvehpeoviding gn
equal ground between the brandlats stakeholderddence, respondents argue that the CEO
has a legitimate role inside the bramgilding processrequiringcommunity integration and

participation, from which consumer perceptio

Concerning brand loyalty, a leaning idea is presented from the majority of respondents, accessing
this notion with a clear connection to rdianships and desire to follow a given brand.
Respondent &rgues, using Tim CookAp p| e 6sa sCEOh e \ith thip éxact CEQ

who has great level &ociability someone who shares his personal and professional side, would
make me feel that | madee right decision to buy this product. | would feel pro@idsing this

brand because | trust this leader whe close to me and | have the opportunity of knowing
everything about the brand through kim Ot her C 0 n s iSacabiliy s amn s pr
addtional element, whereby product and service quality is the core influencer of brand loyalty.
Respondent Xlaims fiWhat really determines loyalty is the consumer experience with a
particular product or brand, and the satisfaction and feedback that commstlfiis experience.

The quality of this service or product defines the first level of consumer loyalty, and maybe
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having an additional element, this case the CEO, as something that can be built on top of this
baseline may vary my level of identificatiorddayalty towards a givenbraosd. Fr om t hes e
two argumentsRespondent @ d dFer thfose who seek the company or who identify with the

brand, theSociabilityof t he CEO i s a bonus to sustain rel
identity and consunndoyaltyo . H o Wechlslity seems to only serve those who already

follow a brand or consume their products or servicss respondent defends that for other
consumersSociability only awards brand visibility. Nevertheled2espondent Bupports on

these notions and introducesrd-of-mouth as a key trigger of brand loyalt{iThis way of
socializing CEOs also reflects on consumersbo
It almost works on the same basis of friendship that we all knavthesrbond will determine
consumersod | evel of | oyalty and affiliation
which in turn will build, througtword-of-mouth the entire corporate reputation. The word is

spread across peers and the comityuis built through this narrative

From these elements, the nosar brand loyalty andelatednesseem to be components whose

value can be satisfied througiord-of-mouth stemming from the CEO®G
relationshipgindcarrysomething aditional to theecosystemcontairing brand service and other

elements that surround the compéarstatements that are much in line with what was presented

on thelLiteratureReview (Alghawiet al, 2014; Leonet al 2006; SdncheZasadaet al 2018).

4.1.7. The effect of CEO Sociability on ConsumerBrand Relationships

Overall, afavourable association betwe8nciabilitywith Trust, Satisfactiorand G@mmitment

was identified across all responderiRespondent $inpoints fiThe sociable behaviour from

CEOs grans them the opportunity of bringing brands closer to consumers, and for those who
cherish the brand and feel proud of it, this sociable leadership will trigged-of-mouthand,

probably, create new links betwedrands and consumers who didt rfollow the brand,

enabling them to know it better. Despite affirming that Tru
Sociability, arebetter seen over consumers that already follow a certain bRegphondent 6

indicates that withvord-of-mouthfiThis sociable behaviour coutdsonate on those who are not

familiar with a certain brand, and the CEO could give an initial boost for them to be akare

the brandbdés dal Qtethenr oipmdiidatoinons predict how
motivates connectiorRespondent éxplains Alf you accept this sociable behaviour from the

CEO, and being this individual the main face of the company, as a consumer | will have a new

way of associating human characteristics to a company, and if these match what | believe and
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with whichl personally review myself, | will certainly feel more trusted and satisfied with the
compang . Adding to this idea, the respondent di
to an individual person (th€EO) enables greater effect on Trust aatistaction(Baldinger,

1992;Men & Tsai, 2016; Scheidit al, 2018;Walumbwaet al 2008) compaedto othernon
humanbrand elements e.g. logo, product or service. However, the respondent also presents
how bad leadership, mismatched communication orabelr can easily damage brand
Satisfaction and fmst, wherebyword-of-mouth assumes to be a risky element of reputation

damage.

Respondent ®laborates on presenting CEO exposure and active communication as a critical
gateway of information and opportimto gather consuer following, aiding to future Trust and
Commitment. Supporting on Elon Musk and the advent of Tesla, he, $thtesCEO was able

to integrate different channelsonline and offline- and use a personal take to professional
things- we were able to understand and trust his ideas because of his vision and personality,
that matched corporate ones, and how he thought about the future. (...) it allowed discussion and
a platform where we could understand strategic decisions and relate pgorete values and

actions . From this idea, t he ma jSociabilityps havingar e s p o1
greater impact on message acceptance and trustworth@rseascountability serves these two
elementsMoreover, these observations shed addititigat upon how communication serves

risk management (Halliburton & Bach, 2012), key to sustgifbrand Trust overtime. In
addition, satements are presented on relating consumer experience as a precedent of the
advantage ofSociability. Respondent5 exdains fMessage acceptance is higher if my
experience with a product or service is positive. That really creates room for the CEO to
advocate (...) | may see the CEO as being a better communication channel to receive information
from others means of comnicetion or other people Respondent @ x t e hwbsld alwéys

give more importance to messages and communication coming from the CEO, than from the
companyo6s wusual communi cation channel s. (.
or cadence otommunication (...) It all comes down to realizing what topics the CEO can
address and the frequency with which he communicates, because if he conveys irrelevant things
and important topics, the value of those messages @mdtagnating. It all dependsnahe
relevance of communication, and this will outline the importance | award to the CEO as an
important information sourae Respondent &greesiFr om t he point of vie
Credibility, we, as the audience, always attribute greater valuedssages uttered by the CEO,

regardless of whiclfiormat it is. (...) since therare a face and a human aspect. But balance is
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al so necessary (...) peopl e get suspicious .

communication might become trivializetecontextualized or fake.

Despite thepositive receptiveness of CE8bciabilityas an important element of relationship
crystallization, a minority of respondents showcased litswisefulness depends drand

culture, country, and the business sectbhese elements may determine the CEO flexibility over

this sociable sphere, and working asrediblecommunication channeRespondent €laims

fiThe culture here works as a mediator of the opportunity to taSklgability Perhaps in

another culture it$ easier for a person to trust a company based on its performance and results,

as in others trust and identification is earned by human valRespondent &greesfiThe

flexibility of a CEO to add value on this level is also bound by these variabldgviehalespite

CEOs having a take on how they influence the
set of identity traits and company values that they have to ensure, but the CEO also has a

participatory role in shaping that internal cultute

Taking these viewpoints into consideration, a clear judgment is presented throughout all
respondets, who state that Authenticity ar@€redibility determinethe contribution of CEO
Sociability within the overall process of brandul, Satisfaction and @nmitment, both on

CEO sociable posture and message purpéegeover, theseassumptions appear to match
Vidgen et al (2013) who state redime discussion, between individuals, ase#dds to a better
perception ofCredibility. From this understandin@ociabilty seems to serve consuniaust,
sharing the same quality as the one presented by Men & Tsai (2016) or theéi@018). By

the same token, the inputs from respondentserred an equal reasoning than the one from
several authors thaefendthat CEOs who share evident corpteattributes lead to consumer
Trust, support and follow intent (CottMir & LehmanWilzig, 2018; Gibersoret al, 2009;
Greyser, 2009) as this open line of conversation, from which leads to perception of
trustworthiness, aweds better consumer investmeand brand commitment (Men, 2014),
serving satisfaction t hr Agaig,lhese tollettddidsas araudr e s s
the necessity for frequency management around CEO communi¢atimates the same
outcanes presnted by Eggert & Helm (2003), given the limited informatexthangeand
necessit for information qualityi satisfaction, reduces uncertainty, awards better attention to

trustworthiness and leads to behavioural intentions.
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4.1.8. The Influence of Authenticity on CEO Sociability

Reflecting on the ideas of all interviews, a paitwas presented, introducingithenicity as a

major influencer oSociabilityd s t r wiéhin kirant rel&ionships argtand Equity Despite

the overall agreememiverseeing CECSocability as a necessity, requiring responsibility, the
majority of respondents outlined how this new communication channel needs to be genuine, and
allied with management of expectations and delivery of reduitss, behaving according to his

or her true alf, the CEO is able to assure effectivenesCoédibility throughout his/her
endeavour to add value to a given braRdspondent 2larifies filf he is notgenuine the CEO

is a sheer muppet running a script ashokes notdd any value to the company. Madue comes

if people see that CEGae notrunning a script and they truly believe in what they are saying

to the publio Respondent tontinuesfiLet him be a person who believes in his values and
matches corporate on@sRespondent AgreesfiThere musbe an importance to the message

that meets the importance of the title of this CE&hd the seriousness that comes from.it
Additional reasoning is presented with the importance of internal corporate insights on CEO
Authenticity.Respondent élaborats, fil think that afterwards, through employees or those who
know the reality of the company from the inside, we can confirm, as consumers, the real essence

of the company and its human value

A predominant nuroer of respondents safeguard@atiabilityasboth a corporate necessity and
apositioning statemenRespondent details filf it is spontaneous or a necessity, it depends on

the CEO profile, personality, leadership styd@d corporate values. (...) being spontaneous or

a positioning strategy, itsffectiveness relies @redibility, consistency and authenticitthose,

for me, confirm if what a CEO says and does is true, genuine and follows his vision as@ leader
Respondent &dds with the notion of consistency and a strategy that must matclotivér
communi cat i dhe CEChneedstdédwsconsisiency, because if hemy sociable

through digital- e.g.twitter - we, as consumers, might get a fake version of his true self and how

he behaves, over how content is presented or the fahatthe CEO goeswith. Addi t i on
ideas are presented regarding the role of public relatiopieparing CEOs teffectivelytackle
Sociability when help is needed in order to sustain coherency over content and posture
Respondent Shows his scepticispdenotingfiHere work is done through PR or communication
agencies whose responsibility is to brand these leaders and filter what they say or do publicly or
when they speak on behalf of the company. (...) you see him more as a muppet and where his
contentis what builds his character as a leader, even if this informata@s chotmatch his true

self. (...) I would say that outside a small number of CEOs, a larger number are shaped so as
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they match the audiente  H o Wesporedent ¢onfirms that alignmerawards effectiveness,
wher eby a | eAllows hinmtg make adjosenerds while he relates with the general
public- and it is great that leaders want to be part of this journey and I, as a consumer, would
feel convinced if a CEO wants to initiatenversations . Accordingl vy, this
indicates thatSociability cannot be a recipe, as it is an incomplete exercise that requires
corrections over time, proving to be a joint endeavour with the community and requires their

participation to pot errors throughout the exchange.

In summary, respondents point out that CEOs should have an ongoing sociable mentality, being
either present on events or important moments when relating to the press or shareholders or on
social media and beinggitally connected to everyone. It becomes edsiepeople to know

these leaders that run and represent a lot on a given. iWamedover,Sociability becomes a
concept that demands from leaders the necessary alignment between expectations and delivery.
An agreenent exists amongspondents who highlight th@redibility and Authenticiy play a

key rolein Sociability, and demands from leaders the need for conversation and matching the
CEO:s true self, vital throughout the assessment of its effectiveness aonstgts and brand

value. From thismeasure, it endorses the Cognitive Dissonance Theory (Beicke2014) as

the lack of consistency forces lost identification and emmaticonnection, evoking discomfort

and weak attitude towds the companyBesidesall respondents seem to pursue the thoughts of
several authors, highlighting the purpose of the CEOs true self (Chen & ChungliR81f)

from coherency, signals positioning (Erdem & Swait 20{@tning with the importance of both
antecedentsf autheticity T rarity and stabilig i that are much in tune witBredibility (Moulard

et al 2016). Here, stability appears to combine consistency, around channelsdiedces

representing the CE®human essence (Greyser 2009).

Despite the acknowledgmentlorand identity beingentralizedon one person that can be both
perceived as a positive or fragile aspect, the social value of CEramd Equityand
relationships comes from actions and delivand nd solely orthepresence on digital platforms

or other offline touchpointsas the outcome épproachability Actions that impact society, and
aligned with messages ete the true value of a leader and his input as charismatic andtprone
having people wanting to follow him. Those elements are whaiaweise to start associating a
leaderwith key brand characteristicsAs Respondent &erceives iiSeeing actions such as
corporate social responsibility, accountability and his behaviour in the public sphere we, as
consumers, can associate him, or nota harismatic person and who has great influence. But

if this person is sociable and shares high visibility and communication, it has a positive effect on
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creating relationships with stakehadedigents and

request forCredibility rather than reactiveness from this sociable leadership endeavour.

4.2. Quantitative Analysis

4.2.1.Questionnaire

4.2.1.1. SociecDemographic Analysis

A total of 356 responses were collected and considered valid for this research. The distribution
of men ad women was fairly similar. Consequently, 177 were women (49,7%) anthé&i9
(50,3%). Regarding Age Group, respondents were considered under four total groups, denoting
a group with a barely smaller number of individuals. Respectively, 122 w&é (38},36), 101

with 25-34 (28,4%), 93 with 385 (26,1%) and, finally, 40 were >45 years old (11,2%).

In addition, the sample was also considered under Education Level and Employment Status.
Accordingly, regarding educatipexpressive number of individuals westected within the

different categories that were formerly established. Hence, 196 individuals Baccah e | or 6 s
degree (55,1%), followed by 130 withMa st er 6 s ) The mrainihg3cétegbries

High Shool, PhD. Degree and Otherhad a cumulatie percent of 8,5% (30 respondents).

In fact, when analysing both Gender and Education Level, a general picture can be conceived as
gender was evenly spread between different levels of educ#jmpedix 7, despite the

statistical conclusion that thers a slightty higher value of ferale respondents (57,6%) with a
Bachel ords degree, cont r a satke eedpondeants (89,180) witeay | i g i
Masterds degree.

Similarly, despite its balanced distribution, when comparing the distributionsrmafeGacross
Employment Status we may perceive more male respandsnbeing employed (72,1%),
contradicting with a greater number of female respondents as being employed students (14,1%)
or only students (18,6%). Also, when comparing the Age Group distibby Education Level,

there s a clear statement of a larger number of individuals ranging betweah igh only a
bachel ords degr ee (,Wdse&ddrangedAither between 3 8545 i d u a |
or >45 years old, the distribution was gan betweenBac hel oMast emas degr
Regarding the distribution of Age Group across Employment Status entailed a greater number

of respondents with 184 that were only students (43,4%), followed by a clear distribution of
respondents under emphognt (2534 with 82,2%, 3515 with 91,4%, and >45 with 90%).
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4.2.1.2. Reliability of Constructs and Analysis of Control \ariables

As predicted in this type of explanatory research, it becomes relevant to analyse the relationship
and connection between the vargblsed in this study. In brightening up important inputs that
can, indeed, be used to draw future conclusions, they serve as useful support for confirming or

testingtheresearcthypothesesinder this scope of investigation.

Before examining each variabéend depicted scales from the dataset, it becomes relevant to
assess the internal consistency of the questionnaire, as the majority of items were made up of
multiple Likertt ype scal es and items. After computin
each castruct (Appendix 22), the questionnaire reached acceptable reliability (CEO Brand
Attitude U =Appr@ehdbilitylP e c.e8 A2 Credibdityd e+ ve 888; Br
Loyalty U = .850; Brand Associati 0.894;B&ndAwar e
Trust U = .841; Brand Satisfaction U = .875;
appeared to be worthy of retention, and, as a result, removal ofvitesn®t contemplated as a

decline of the alpha if deleted as a possibiineunder each construct and not a viable scenario

for this research.

Besides, and in order to serve the purpose of evaluating the reliability of the CEQandeal

view ofthembeing at the same level of assessment and not indicating perceptioethbidsee

control questions showed that the three leaders, used as context, dealt the fairly same level of
judgement Appendix § in the context of social media presence, media coverage and his role as

a brand ambassador. Through a harmonious and securerablapaean rank, it was possible

to continue the analysis as none of them would be biasing future results.

In addition, before concerning the analysis over possible correddiigtaveen variables and
constructs, the construction of a more educated asadysp lecomes possible by resorting to

the studyover possible relationships between each one of the core research constructs and the
other variables that took pairt this questionnaire. In detail, resorting to the demographic
variables that also follovaeup this scope of investigation, it creates an added step on sample
examination, as it becomes possible to point out likely dissimilarities between gromaigh
parametric @ests and ANOVA) and neparametric tests (when parametric test requiresnent
arenot fulfilled) - and find compelling highlights that would base future research conclusions in

some of the dimensions and established categories in this respective questionnaire.

69



CEO Sociability. Path towards Brangquity and Brand Relationship

Concerning Gender, there was some level of similarity between femdlenale respondents,
showing no significant insights that would predict or evidence gender as a compelling influencer
of Brand Attitude towards the CEO, or all research constructSaziability (Perceived
Approachabilityand PerceivecCredibility), CustonerBasedBrand Equity(Brand Loyalty,

Brand Associations and Awareness, and Perceived Quali@posumeiBrand Relationship
(Trust, Satisfaction, and Commitmenfppendix 9.

Nevertheless, respecting the Age Group of respondents, this preceding cse@mrnot
noticeable. Indeed, within CE@ociability there were differences among respondents on
PerceivedApproachability(Appendix 10, showing, after néulfilment of equality of variances

(Leven&® sTest) and thus resorting to KruskMallis nonparametic test, that the age of
respondentscoulsli gni fi cant !l y i n fAppuoachabibty IrlCdet@Iptlee mPaar c e i v

ranks confirmed that respondents from ages e24.8hown had lower values on this construct.

Moreover, contrasts were also grantedarm@rand Loyalty CBBE) whereby the usage of an
ANOVA and KruskalWallis test (with nofulfilment of the homogeneity of variances), the
significance of 0,001 (< 0,05) led to a rejection of HO: equality of distribution, and thus
suggesting that Loyalty sigitantly varies with Age GroupAppendix 10. Resorting to the

mean ranks settled that younger respondent24)&re less loyal, and where older respondents

(> 45 years old) perform higher values of loyaBgsides, Age Groups also differentiated on
Peceived Quality (sig. 0,001 < 0,05), as younger respondést24) shown higher levels of
Perceived Qality towards given brands, contrasting wikie olderr e s p o nlaver meas 0
ranks (Appendix 10 A fourthand final unconformity was introduced witlo@mitment (Brand
Relationship)As implemented in the previous analyses, similar testing was handled because of
the lack of assumptions being satisfied on the ANOVA test. Tthassignificancéevel (0,003

< 005) @Appendix 10 indicated Age as an influeac of Brand Commitment. Thus, younger
respondents presumed lower levels of commitment and older respoadéimsopposite side

of the spectrum. Concerning the remaining constructs under analysis, no significant variations

among age groups were identified

A third demographic variable was also put in reasonifigmployment Status. In detail, a
considerable difference was highlighted within Brand Loyalty, where, after performing an
ANOVA test and a Kruskall Wallisince the homogeneity of variance was safeguarded for

this analytical element (Appendix Llthe significance (0,013 < 0,05) proved that employment
status influences loyalty within individuals. As a follay, the mean ranks pointed students and
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unemployed/retired individuals (undéther®category group) as the ones who are less loyal,
differing from employed individuals who shown more confident results. Moreover, students and
individuals who were under th@ther® category group were proven to be less committed,
indicating lower levels oBrand Commitment and thus assuring a significance value (0,011 <

0,05) thafavoursemployment sttus as with its reaction ovepf@mitment.

Nonetheless, affinity within employment status groups was edduarthe remaining constructs.
Furthermore, and vwhta scope on Education Level, no compelling variations were recognized

between groups on each of the three main pillars that composed this research.

Concerning the relationship and connection between consumer asseTd knowledge about

the CEOcompard with the respective Attitude towards himgan be understood that there was

a positive correlation between these two variables, creating the assumption that if a consumer
has little knowledge of the CEO, this will make his attitude less obvious e Appendix

12), as thered a reasonably moderate positive correlation between CEO Knowledge and CEO
Attitude (Pearson Correlation = 0,411).

Moreover, from the collected data it is possiblereate the assumption that thes@imedium

high correléion between the attitude towards the CEO and both Percamaabachabilityand
Perceivedredibility (Apperdix 13). Namely, the more expressive the attitude towards the CEO,

the more suggestive or denotable the perception around the other two cotisatuctake up

for CEO Sociability. To this extent, and with the convention of linear regression, it is possible

to deliver that 44,6% of the variability of CESociability is explained by the attitude a
respondent has towards hinrepresenting a standardizl coef fi ci eandthus k of

confirming a positie effect of attitude oSociability.
4.3.Hypothesis Testing

Before studying or testing the possibility of causality between the respective consructs,
preliminary exploratory analysis was also undemaas it helped to investigate if there was a
relationship among these variabliesising a correlation matrigAppendix 14)or through a
scatter plot. The next sectiseekgo test each hypothesis to see if it can be accepted or rgjected

as a set of liear egressions were then performed.

With the necessity oinsweringRQ1: How does CEGBociability influence CustomerBased
Brand Equity? a group oftests vasperformed to access each research hypothesis that was set
throughout the Literature Review.
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Hla: PerceivedApproachabilityhas a positive and significant effect on Brand Loyalty

H1b: H1lb: PerceivedApproachabilityhas a positive and significant effemh Brand

Awareness & Associations

Hlc: PerceivedApproachabilityhas a positive and significantfeft on Perceived

Quality.

Understanding the connection between Perceipdroachabilityand Brand Loyalty, the
performed linear regressioAgpendix 13 shownat est on whi ch the coeff
significance of < 0.05. From this result, it can be stated Alpgiroachability significantly

influences Brand Loyalty, and helps to explain this construct among respondents/consumers.
Equal input fran the ANOVA testshoweda significance level that helps to determine that the

model is valid. Despite the fact that only 5,9% of the variability of Loyalty is explained by
Approachability t h e c ei® fdoditivec(.l68)nvhich beads to believe that(Rerceived
Approachability has a positive impact on Brand Loyaltyhus accepting this hypothesis.

When regarding the effect on Brand Awareness & Associagtiand from the preliminary
analysis, it was found that this pairvariables had a weak orgl@ible correlationTherefore,

and showing a coefficient correlatiomlue under 0,2, this linkvas notignored as a linear
regression was also performed, in order to consider if there was any degree of positive or negative
effect between these variabl€som this regression, supported through a scatteiploécame
possible to hold the presence of a feeble correlation, reflecting, or not, the weakened effect
between the dependent and independent variabtedact, the scatter plot shad that
observéions were randomlgpreagdwhere the fit line was nearly flat, showing no positive linear
relationship between variablédoreover, and from what can be depicted from the Appel4,

the outputs state thaim, the linkage between this pair of variabléee significance value (> 0,05)
indicated that there was no viable correlation among these variables, thus showing that there is
no functional desire to continue to study these linkages, as there was no statistical justification
that the independent variabcould create some sort of effect on the dependerdblei thus

rejecting H1b

Concerning the effect on Perceived Qualippendix 15, thettestd i s pl ayed coef fi c
a significance of < 0,05. As a result, it is possible to understand thatApp@achability
significantly influences Perceived Quality. Despite the Maviability (2,4%) of Perceived

Quality being explained by CE@pproachality, the positive beta coefficient (.122) leads to
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understanithg that Perceivedpproachabilityhas a positive impact on Perceived Quality, which
leads us to hold the research hypothesis.

H2a: PerceivedCredibility has a positive and significant effect Brand Loyalty;

H2b: PerceivedCredibility has a positive and significant effect Brand Awareness and
Associations

H2c: PerceivedCredibility has a positive and significant effext Perceived Quality

Despite Credibility presenting a greater corretati to Perceived Quality Appendix 1§ it

became important to understand its linkages Bithnd Equityconstructs. From this starting

point, linear regressions were performed, from the endeavour to forecast the impact of the
independent variable (Perceiv€uedibility) and how it predicts the value of Loyalty, Brand
Awareness and Associations, and the brandods |
of understanding the causal relationship between the independent and dependent variables, the
ttex coef ficient b presented a indeedydifferéntfrormah c e o f
and thus the explanatory variable is useful &®lps to explain Brand LoyalAppendix 1§.

Despite 3,% of the variability of this dependent variable beiegplained by Perceived
Credibility, the positive coefficienb (. 1 0 3) i mp | Credsilityt hasaat posiiver c ei v

effect on Brand Loyalty thus accepting the research hypothesis.

Regarding Brand Awareness and Associations, through the camvefta linear regression
(Appendix 1§thett est for coefficient b |l ed to a rej
which led to understand that, indeed, the constant term and the explanatory variable helped
explain Brand Awareness and Associations Against a low variability of 8% on Brand
Awareness and Associations, thiisl notdiscount the presence of a positive Beta coefficient
(.118) thus leading to the acceptance of H2b as Perc€neztibility showed to have a positive

influence on the dependevariable.

ConcerningPerceived Quality, an equal outcome was displayed (Appendix 16 The ttest

for coefficient b (< 0, Credbilitpsighifeantty dnfluenbes i n s i
Perceived Quality, and promotes to explain this construct among respondents/consumers. In fact,
PerceivedCredibility seems to have a greater inflaerand purpose when explaining Perceived

Brand Quality, contrary to the previous analysikis assumption gains the benefit of the 16,5%

of the variability of Perceived Quality being explained by PerceGredlibility. Once again, the
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coef f i ciagsma poshive galus 247) thus indicating that it indeed has a beneficial

influence on Perceived Qualitythus accepting H2c.

In order tofollow up on RQ2: How does CEOSociability influence ConsumerBrand
Relationshif a similar analytical rationale waalso followed, with a preliminary input where
the correlations between Perceivigagproachabilityand each of the brand relationship constructs
were rather balancedppendix 14, showing an almost moderate positive linear association and
a correlation béwveen variables. However, in the case of Percetwetlibility, the correlation

pair with Satisfaction was the most evident, in contrast to the lowest correlation pair with
Commitment Appendix 14. Notwithstanding, Linear regressions were equally apfdiedach

of the research hypothes
H3a: PerceivedApproachabilityhas a positive and significant effect on trust;
H3b: PerceivedApproachabilityhas a positive and significant effest Satisfaction;
H3c: PerceivedApproachabilityhas a positive and sigicant effecton Commitment.

Consideringthe first hypothesishe linear regression (Appendix )ldesignated atest from

which the significance value (< 0,08¢limited that Perceived CE&pproachabilityinfluences

Brand Trust. From this conception,dawith 12,5% of the variability of y being explained by the

i ndependent variabl e, t he p o sApproaghabilitghaseaf f i c i ¢

positive effect on trust, hence confirming H3a.

In view of the second hypothesis, a similar endingatem be discoverg@dppendix 17. In fact,

a significance that followed a value under 0
0 and thus the explanatory variable of Percepdroachabilitywas useful as it helps explain
Satisfaction. WithL3,1%o0f the variability of y being elucidatdal PerceivedApproachability

the positive Beta coefficient (.224) indicates that the influence Ba@sfaction is indeed

positive. For this reason, H3b can be confirmed.

Regarding the third hypothesis @amning the possible effect &pproachabilityon Brand
Relationship constructs, similar tests were carried out to test H3c. Genuinadyptleef f i ci en't
output (Appendix 1y displayed a significance level that held the need to consider Perceived
Approachaility in its account for Commitment. Besides, despite only 10,4% of the variability

of y being explained by the explanatory variable, its positive Beta coefficient (.314) accounted

for the perception that Perceivéghproachabilityhas also impact and ptse influence ove

Brand Commitment (confirmingl3c). At a deeper level of consideration for the assigned data,
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Perceived CE@\pproachabilityseems to have a more expressive impact on Brand Satisfaction

and Trust, after checking the percentage of vairtgitwh each individual construct.
H4a: PerceivedCredibility has a positive and significant effect on Trust
H4b: PerceivedCredibility has a positive and significant effest Satisfaction;
H4c: PerceivedCredibility has a positive and significant effext Commitment.

Seeingthe first hypothesis, the linear regression (Appedd) labelleda ttest from which the
significance value (< 0,05) delimited that Perceived CEe&dibility has the abilityo influence

Brand Trust. From this conception, and wiih 3% of the variability of y beingnterpretedby

the independent var i ab32egnfirmed thaCgOGadibilityhasac oe f f

positive effect orbrandtrust, hence confirming H3a.

In consideration of the H4b, a comparable resoluteonaiso be unveiled. In fact, a significance

that foll owed a value under 0,05 |l ed to the
explanatory variable of Perceiv&tedibility was useful as it helps explain Satisfaction. With

21,5% of the vaability of y being elucidated by Perceivecredibility, the positive Beta
coefficient (.230) inttates that the influence oveat&faction is indeed positive. For this reason,

H4b can also be confirmed.

Whenshedding light over the connection of PereeiCredibility with Brand Commitment, the
coefficient output, given fronhe linear regression (Appendix)l&dicates a-test significance

value that helps to ascertain h@sedibility needs to be held in this model, as it aids to explain
Brand Commitmet. The regression model assists with the input of the adjusted R square,
meaning the independent variable (Perceiv@cdibility) explains 4,6% of the Brand
Commitment variation. Without discarding this needed input, it should also be stated how the
posiive Beta coefficient (.171) announces the confirmation of H4c, meaning Perceived

Credibilityd e monstrates a positive effect over cons:¢

From this collection of insights, it can be seen that CEO Perc€xexibility seems to have a
more significant impact on the explanation of Brand Satisfaction and Trust, rathéreleifect

onc o n s u levelnfBiand Commitment.

Having this analysis already introduced in measuring how S&€abilityis able to take from
a brandbuilding perspetive and consideration forConsumeiBrand Relationship

crystallization, it is also necessary to predict if there is any kind of effect between the constructs
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that measure the relational slope &mel onegshat makeup CBBE. Thus, as an attempt to look

into RQ3: How doesConsumerBrand Relationship influence CustomerBased Brand
Equity?, a rather identical set of tests were compleWdhout disregarding its usefulness, the
preliminary awareness conferred by the correlation m&&ppendix 14 displayed arather

similar correlation value between trust and each CBBE construct, exhibiting an almost moderate
positive linear association between pairs of alsles; Satisfactiorseems to show aore
expressive correlation with Brand Loyalty, once compared \Wwighrémaining bracket$Vhen
highlighting the Commitment dimension, and from what was previously possible to ascertain, it
only presented some level of correlation with Brand Loyalty. Nonetheless, linear regressions

were correspondingly applied for eachtod research hypothesis.
H5a: Trust has a positive and significant effect on Brand Loyalty;
H5b: Trusthas a positive and significant effext Brand Awareness & Associations;
H5c: Trusthas a positive and significant effexst Perceived Quality.

Looking & H5a, the linear regressioAgpendix 19 presented a significance value (< 0,05) that
madeit possible to understand how Brand Trust has the capability to influence Brand Loyalty.
From this notion, and through 9,6% of the variability of y being undestdbgdhe independent
variable,the positive coefficienb (). eSt&bllshedhat Trusthas a positive effect orand

Loyalty, hence confirminghis research hypothesis.

Clarifying H4b, a comparable resolution can also be unveifgabendix 19. In fact, the
significance valuelet o t h e ¢ o n fwerne difteetent foom O &nld dous thé explanatory
variable ofTrustwas useful as iassistan explainng Brand Awareness & Associatiang/ith
15,26 of the variability of y beingclarified by Trust the positive Beta coefficient (72)
indicates that the ihdience oveiBrand Awareness & Associatioms indeedconstructive. For

this reason, Hb can also be confirmed.

Finally, when considering theonnection oBrand Trust on Perceived Qualithe coefficient
output(Appendix 19 indicates a-test significase value thahidsto ascertain howrustneeds

to beadvised in the analysias itcooperates on the explanatiprocess The regression model
assists with the input of the adjusted R square, meaning the independent vBreatdeTus}t
explainsl3, 9% of P er c e i v e daridendéspite hedassertive capacity of this preceding

insight thepositive Beta coefficient (.39@&nnounces the confirmation of E{5meaningBrand
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Trustestablishes positiveconsequence v e r ¢ 0 pesceptioea ofthe brad 6 s Per cei v
Quality.

In summary, and from the collection of these previous insights, it can be declared that brand
Trust seems to have a more compelling positive effect on Brand Awareness & Associations and

consumer 0s peQulgypti on of brand
H6a: Satisfactiorhas a positive and significant effext Brand Loyalty;

H6b: Satisfactionhas a positive and significant effeon Brand Awareness &

Associations;
H6c: Satisfactiornas a positive and significant effext Perceived Quality.

As worked inthe previoushypothesesthe linear regression for H6Agpendix 20 presented a
significance value (< 0,05) whereby Brand Satisfaction hagffieency to influence Brand
Loyalty. Through 21,6% of the variability of Loyaltybeing presumedby the independent
variabl e, t he phld established thebatisfactionhas agpaosttive bffect on
brand Loyalty, hence confirming 6

Interpreting H®, a proportionateresolution can also b#ld (Appendix 20). In fact, the
significance value ledtotheo n f i r ma wasdifferent from 0 anfl thus the explanatory
variable ofSatisfactiorwassuitableas itsupportexplaining Brand Awareness & Associations.
Despite only representing 7,266 the variability of the dependent variable, Satisfaction can
indeed have a positive effect on Brand Awareness & Associations, as it seems justified with the

positive coefficient (.218). As a result, Bi6an also be confirmed.

Lastly, when transferring the analysis to the third hypothesis (H®& coefficient oydut
(Appendix20) indicates a-test significance value that aids to ascertain Batisfactiorcannot

be discarded under the respective mpdslit coopeat es on the expl anat:.
perception of brand Qualitifhe regression model assists wtith input of the adjusted R square,

meaning the independent variable (Bre&®atisfaction) explains 74 o f Perceived Q
variation.Although being a weak result, which confirms what the correlation matrix had already
established this outcome, it doenot invalidate the important confirmation that Brand
Satisfaction has a plus effect over PerceiVvecd

I meaning it can confirm the individual hypothesis (H6c).
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Summarizing the collected data, BrandiSaction seems to better explain Brand Loyalty, rather
than the other two dimensions that ediyand Equity explained through the level of variability

explained once proceeding with a comparative analysis over results.
H7a: Commitmenhas a positive iad significant effeabn Brand Loyalty

H7b: Commitmenthas a positive and significant effeon Brand Awareness &

Associations;
H7c: Commitmentas a positive and significant effext Perceived Quality.

Interpreting the outputAppendix 2) ledtothea&a c e pt ance t hat b was dif
0,05) and thus indicating that Commitment was suitable to be kept in the model as it aids to
explain Brand Loyalty. Besides representing 17,1% of the variability of Loyalty, Brand
satisfaction shows also a postk e b coef ficient sign (.293),

variable has the ability to have a positive mark over Btamalty on behalf of consumers.

Regarding the connection and possible positive effettveen Commitment and Brand
Awareness & Associains, an initial scatterplot shown that observations were not organized in

a moncise way, and where the fit line was nearly flat, showing no positive linear relationship
between variables. Moreover, and from what can also be detailed from the Appenitig 14,
outputs state that the significance value of the correlation matrix (>0,05) leads to decide that
there is no viable correlation among these variables, thus showing that there is no functional
desire to continue to study these linkages, and wheredbpendent variable is unable to create

some sort of effect on the dependent variatteus rejecting H7b.

Moreover, a similar situation can also be perceived with the connection between Commitment
and Perceived Quality, as the scatter plot that devaedopsual representation of a linear
regression between this pair of variables shows that observaionstmatch, as these are
randomly distributed, making it difficult to observe, through the nearly flat fit line, that there is
some sort of positive ihfence of Commitment on Perceived Quality. Moreover, and from what
can be confined from the collected data, the correlation nm{&gppendix 14had already shown

a significance level above 0,05, thus leading to the agreemetitehatvas no initial coetation

among these variables, encouraging to consider that this hypothesis fails to be accepted (H7c).

Working as avisual representation of the given data, attributed to each hypothesis that was
respectively interpreted throughout this stage of quawgtaanalysis, the following table
summarizes all the inputs.
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Research Hypothesis Decision
Hla: PerceivedApproachabilityhas a positive and significant effect on Brand Loyalty Accepted
H1b: PerceivedApproachabilityhas a positive and significant eftem Brand Reiscted
ejecte
Awareness & Associations :
H1c: PerceivedApproachabilityhas a positive and significant effect Barceived
_ Accepted

Quality
H2a: PerceivedCredibility has a positive and significant effect Brand Loyalty Accepted
H2b: PerceivedCredibility has a positive and significant effect Brand Awareness &

o Accepted
Associations
H2c: PerceivedCredibility has a positive and significant effect Barceived Quality Accepted
H3a: PerceivedApproachabilityhas a positive and significant effext Trust Accepted
H3b: PerceivedApproachabilityhas a positive and significant effect $atisfaction Accepted
H3c: PerceivedApproachabilityhas a positive and significant effect Gommitment Accepted
H4a: PerceivedCredibility has a positive and sidicant effect onlrust Accepted
H4b: PerceivedCredibility has a positive and significant effect 8atisfaction Accepted
H4c: PerceivedCredibility has a positive and significant effect Gommitment Accepted
H5a: Trusthas a positive and significaetfect onBrand Loyalty Accepted
H5b: Trusthas a positive and significant effect Brand Awareness & Associations | Accepted
H5c: Trusthas a positive and significant effect Barceived Quality Accepted
H6a: Satisfaction has a positive and significaffect on Brand Loyalty Accepted
H6b: Satisfactiorhas a positive and significant effect Brand Awareness &

o Accepted
Associations
H6c: Satisfactiorhas a positive and significant effect Barceived Quality Accepted
H7a: Commitmenthas a positive ansignificant effect oBrand Loyalty Accepted
H7b: Commitmenthas a positive and significant effect Brand Awareness & _

o Rejected
Associations
H7c: Commitmenthas a positive and significant effect Barceived Quality Rejected

Table3 - Validation of Research Hypothesis (own elaboration)
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5. Conclusions

The effectiveness and usefulness ®déciability, captured by dimensions of Perceived
Approachabilityand Credibility, were highly covered throughout this document, from both the
collection of past studies to the development of this empirical study, combining the duality of
information sources (qualitative and quantitative). Besides, and through these critical mediums,

it is possible to interpret viable insights that will support thevetbpment of brand
communication strategies and relationship approaches to better retain consumers and create a
sense of unity between brands and stakeholders. For these pullpeseg)sights aid the notion

of highlighting the CEO as an important vdhaicfor building equity and crystalizing
relationships.

Considering the fact that quantitative analysis gtesivaluable inputs on how tBeciability
strategyshould be focused omvhile also making clear the way pattern orwhich it has the
possibility to supporBrand Equity some improvements are also introduced by the interviews,
ensuring in a more detailed and subjective format the usefuln€s@sgSociabilityand what
impact this strategy has to consumers. Beyond interpreting statistical thiatagathered
qualitative information offers a more detailed and interpretative content, statailgthat were

stated in the literature review.

Through comments andonclusions collectefrom past researchthese detailsvill then be
compared owalidatedaccording to thelata gatherettom this study. Although a large number

of studies have worked intensively on each of these constructs, either individually or through a
different scope ofheinvestigation that seeks to elaborate causality or effewss over other
variables, his rather embryonic study sextk combine three different constructs that have never
been studied together, from an empirical perspedtiveddition to ascertaininipe influence of

CEO Sociability on major constructs afusomerBasedBrand Equityand ConsumeBrand
Relationship this chapter will revisithe obtained findings and comments of both individual
interviews and questionnaire, always supported bykagsicademic contributions that allow to

confirm or perpetuatkey statements related to the topic under analysis.

In addition to organizing dialogue and storytelling of all obtained findings based on established
research hypothesis, comments and insights will also be presented taking into account the
conceptual fram&ork whose conterdllows to manage insights for each of the effects that have

been put under analysis throughout the document.
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From a macrolevel perspective, quantitative data has ntggessible to realize that CEO
Sociability, unde the two dimensionsf PerceivedApproachabilityand Credibility, is ableto
explainConsumeiBrand Relationshipalthough it also positively ipacts nearly all dimensions

of CBBE. However, when transferring to the overall spectrum of qualitative inputs, it becomes
possibleto describe how the expressiveness and effectiveness ofApptioachabilityand
Credibility aremost evident from a brand relationship side of view. From this exploratory data
source Sociabilityseems to mediate the relational aspects between branderasumergrom
which the construction drand Equityappeardo emerge more clearly from the dimensions of
ConsumeiBrand RelationshipAlthough commitment failsfrom a quantitative perspective,
affect the dimensions of Brand Awareness and Assocsgatod Perceive@redibility, it does

not invalidate the expressiveness aoditiveexplanatory values iBrand Equitywhen looking

at both constructs of Trust or Satisfaction.

As a resultfrusting or being satisfied with a brand seems to highlight éhéeva brand has in

C 0 N s u me s deaning that e relational aspect has a rather notorious input throughout the
Brand Equitybuilding process. However, on this development, the relational antecedent can also

be raised by the sociable character théinde CEOsjust as described from the interviews

this level, the aspect of being approachable and, above all, credible implies that the CEO can be
an important element for bringing brands closer to the community, enhancing the satisfaction
andtrusth at, combined, are key to help raise the
As an adding remarkSociability comes with an almosteeminglyindirect impact orBrand

Equity, although having, througBredibility, a recognizable effect on the peraa quality

ambit to the brandgstablishing and elevating a certain value in brand perceived quality on behalf

of consumers.

In fact, these quantitativeieces of evidenc®llow up the notion depicted from the literature

review of introducinghe importaace of CEOs Soal Capital, reinforced througbociability. In

fact, the ability of CEOs being able to create and sustain value from relationships yields the
overall construction of stakeholder perception and behaviour towards the lwadidgto

decise change over perception towards the branc
2017; Jin & Yeo, 2011, Vidgeet al, 2013).Enjoying feedback from the interviews of what can

also be ascertained from quantitative data, it is possible to develapribkisionthat CEOs

who dtend sociable characteristics can indeed excel over higher levels of visibility as they are
more present in the public sphere, reapirggbenefits and also weaknesses that may arise from

this personal desire to embark on a doleideadership typeMoreover, this visibility award
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CEOs the possibility of justifying their effectiveness as a credible leadexera element to
enhance brand Trust, Satisfaction and Perceivedity. While confirming the literature review,
Sociability, through visibility, begins to help consumers to outline their attitude towards the

CEO, showing an attitudinal reflection for the brand.

Before jumping intomore localized conclusions on each of the main constrpotgminent
conclusions of this resedr verify, while also adding an extra academic step, the research
undergone by Sanché&zasadoet al (2018) as social attachment, from what is understood
throughConsumeiBrand Relationshig motivate consumers to perceive higher value on a given

brand, asattachmentill also supporon t he CEO6s wi | | to be mor e

credible on the way he behaves and speaks.

Now placing special emphasis on CEBOciability, and trying to respond tBQ1: How does

CEO SociabilityinfluenceCustometBasedBrand Equity?, the statistical results settled that the
influence of bothApproachabilityand Credibility assume a positive effect @rand Equity

Even though they are not as expressive as it would be imaginable, this does not invalidate the
rather concluse effect they have on buildinBrand Equity However,when reserving the
qualitative datathe degree of effect imore evidenthrough theCredibility of the CEO, meaning

thatit is responsible for evolving consumeerceptionsaround brand quality, agming those

same components to the product or service that this brand provides. Here, brand image, though
this assessment of quality thanks to perceived CEgdlibility, will leverage the perception of

the brandés intangible value.

Therefore,raising valie through this alternative means tiaedibility does prove to hava

major influence ol€EOs bein@ble to succeed as reputation agents and brand image influencers.
At this level, while reviewing gathered insights from past research, transparencytaardiaily

are indeed relevant for the CEO to create relevance and add value as a sociable communication
channel. Besides, while being supported on tli@sters, the CEO can help to create identity
and generate empathiirough Approachability(Scheidtet al., 2018) Bearing in mind that
Credibility outlinesSociabilitystrue sense of value formation and perception of quality, it gives
greater focus to serious insights that were presented regarding the importance of deliverability
and management of expettas (Erdem & Swajt2004). Supporting this reasoning from the
given interviews, these items seem to blueprimtd-of-mouth as the quality or othe@onditions

that are related to the branfdtbe CEO come from a collective mental construction baseldeon t
individual impression of each consumaer.dddition,word-of-mouthis largely appointed as a
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key catalyst throughout thgrand Equityencouragement process, while sustaining its value over

time.

To this constructiorand from it was gathered with th&terviews the assessment of quality on

both the CEO and the company is achieved through deliverability and the CEO competence to
remain authentic to himself to the brand ecosystem. More than building his or her profile as a
leader, through a betterpositni ng str at egy Soaabilitypxlyperermsifdt, CE O
fits with the CEOO6s identity and the congredg
brand. Thus, authenticity serv€sedibility and, through sociable means, leads valal effect

on Brand Equity meaning that the CEO can tell the company story more effectivialg w

joining the conversation, working as an accuréetor of marketing communications
enhancement (Scheiet al,, 2018).

From the elaboration of quantitative angafitative inputsSociabilityenters as a facilitator of
transparency and understanding, whereby joinirt an authentic leadership impligseater

effects over both brand and CEO reputation, as previously stated by Gordon & Martin (2018).

Before linkng the impacthat Sociability ends up having over a relational leviel,order to
follow up onRQ2: How does CE@ociability influenceConsumeBrand Relationship It is
important to consider the interconnectednes$sall research constructdarticularly the
importance ofCredibility that is both referretb the questionnaire and interviews confirm the
two antecedents held by Moulaaed al (2016) 7 rarity and stability, which establish how
Credibility comes to play greater importance on brand essenddacomplete substancetbé
communication and brand strenditinthis degree, it yieldsonsumer trust and support, matching
premises with Cottailir & LehmanWilzig (2018).

Looking at the results presented in the relational perspedtiiegasy tosee the noticeable
positiveimpact that Perceived CE®pproachabilityand Credibility have on dimensions such

as Trust, Satisfactigrand Commitment although the latter being only evident withe first
dimension ofSociability. Correspondingly, this reat i on proves Eggert &
approachthat closeness decreases power distance and this item has an extéosneeiron
ConsumeiBrand Relationshiy led by Trust. Moreover, the given results endorse the basic
principle that visibilityand Approadability can serve fust, as it was proven thatis easier to

trust personalities than the corporation alone (Erdogmus & Esen, 2018).and as pinpointed

on the interviewsSociabilitymakes CEOs appear to be more human, extending this key notion

to the brand itself, meaning it makes them as more relatable and, by result, to be more effective
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on relationships, providing the fact that paoxial interactions contribute to the effectiveness
on audiencéearning, and enjoymeiitexceptional over relatiship management (Tsai & Men
2017).Moreover, the qualitativeidgments assehtow brand humanization, through the active
role of its CEO, seems to motivate réiahe discussion and interaction, meaning better social

support and perception of trust a@cedibility, as pointed out by Vidgest al (2013).

Without deconstructing the previous reasonimglications are also granted wh&edibility

offers leaders the favourable circumstance of creating influence and effectiveness over message
acceptance (B8 & Men, 2017), sharingimilar thoughts on supportingust as a leading driver

of ¢ 0 n s u cognitiwe @&valuation towards the brand or the CB6sides, inclinations were

also shown siit aligns with the notion of CEOs proving to besawellent triggef or cons umer
brand recommendatio@i et al, 2017 Sevelet al, 2018. As a result, the interviews also
showcased how alignment must be met as it helps to mirror corporate characteristics and be
perceived on the lead®rprofile, influencing the wayonsumers mightemarkor evaluate a

given brandIn point of fact, it gives additional substance to what was presented by Satheidt

al. (2018) on the ability of the synergy effect.

Thesepieces of evidencghowSociabilityasan opportunity for CEOs taxéend brand identity

but also tackle crucial relationship dimensiom$ere, he inherent visibility and credible
communication approach improves consumer brand esteem and differentiates CEOs and brands.
Also, Credibility andApproachabilityplay a key rolen brand Trust andaisfaction as a result

of consumers expecting other input from CEOs in presenting what the brand really stands for,
serving as a connectidigk so that trustloes nofade, as well as a channel to share feedback
with. To this endApproachabilitymanages, according to presenteslilts, to leverage affective
Commitment, understanding the value of brand identification and internalization within the

individual, meaning the consumer.

Again, while summing the two first research questidghe comments from the interviewees
seem to comprehend that the human side of @GBC€lability appears to condition more the
construction and mediation of relationships through its influend&rand Equity even though

the quantitative research is notebd follow up on these comments.

Before collecting thenain findings that revisRQ3: How doe€onsumeiBrand Relationship
influenceCustometBasedBrand Equity, the comparison of quantitative and qualitative results
endorses thaConsumeiBrand Relatioship acquires greater influencen Brand Equity

although Commitment does not show a construc
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However, itdoes notdeny the fact that the CEO has an incremental utility and adds as a brand
asset, linked to a brdn Geting back to a more macro viewhat looks into this triadic
relationship between constructs, it becomes accessible to in8metbilitythrough its impact

on Brand Equity Considering the results that point to the impact of Trust on Brand Assosia

and Awareness, or on the construction of Perceived brand Quaalitywhere both Satisfaction

and Commitment engender Brand Loyalitybecomes inevitable to recognize that for this
construction, and from what has been illustrated to this pointhiaabciable CEO can intervene

in the relational construction that will, certainly, buBdand Equity In this sense, makes us
believe that storytelling and pulling consumers to the brand narrative awards the CEOs and
Brands the ahily to create highefevels of Tust andSatisfaction, impacting the affective
element that not only is presented through the personification of brand chatiastbris also

f rom c onammitment ® $ollow a given brand and remain devoted to it.

In addition, t becoms possible to ascertain, from all given results, how it was majorly linked to

word-of-mouth meaning it can indeed elicit Brand Loyalty and consideration.

As an attempt to gather findings according to the triangulati®8ooibility, Brand Relationship

and Brand Equity it can be understood that CESdciability offers some level of influence on

Brand Equity Sharing Leonet al (2006) thoughts, the power of brands lies in the minds of
consumers and what they experience. As altidseing close to CEOsd having this human

brand achieves a new layer of experienegeeaning the crystallization of that relationship
becomes a new level of linkage with brands, chanBireand Equityas the relationshipide is
safeguarded. Moreovemclinations are also visié through the given results on illustrating

CEOs as a sociable brand element that can indeed serve the effectiveness of the SOR model,
presented by Halliburton and Bach (2014)ha or she is able to intervene directly or indirectly
throughout the threphases of the modél stimulus, organism, response. In other words, the
visibility and sociable presence of CEOs favours as stimuli as he or she communicates the brand
and positions ideas and the corporate brand. Hereafter, those associations arettubnaddn
knowledge, leading to consumer behaviour or response, just as the authors ilMA&thatke

same kind of knowledge under perspective, and contrary to the limited results provided by
quantitative means, the interviews offered a favourable imjoreshat CEOs can tackle all
external brand strength measures as defined by Buretahri2009), grasping brand sympathy,
uniqueness, perceived brand quality and awareness. From the same point, CEOs serve the six

criteria considered by Keller (2013) be understood as a brand element.
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Following the same train of thought, the resatispled with previous experiments, stating how
CEO actions and credible attitude improves reputation (FetscB@efif), while impacting brand
storytelling Alsop 2004) thatead to a better perception of brand value (Bendisct, 2013).

In this exercisegpnline and offline exposure coswsgreatplatforms, though challenging, where
CEOs can uplift shared reputation with a given brand, augmenting their personal Vedu=es

and, by reflection, the corporat@ei as mentioned in the interviews.

Before introducing the managerial implications and inputs that this research brings from both an
academic and business point of view, the redolieh on important details d&ured in the
literature review, pointing to the likelihood of the confirmation of some statements introduced
by the main academic studies elaborated in this t@oth qualitative and quantitative data
answer to the necessity of CEOs to invash moresociable leadership style, meaning that it
becomes important for them to frame their own personal brands and market them alongside the
corporate one, as this show better resulComsumeiBrand Relationshipwhich in turn will

have an effect oBrand Equiy. As a brand asset (Kapfer@012) that creates higher influence

on relationship outcomes (Tsai & Men 2017; Mseral 2018), this research beds the idea that
CEOs are a majdreacon for consumers to acquire credibfermation and be receptive tq it

while actingasthe main brand endorser tHatilitates consumers brand perceptidiaving the
centralization of brand characteristics and congregation ofw¥aluamarized in a single person
leads into a more immersive, human and sustained brand comnewtioconsumersThese
observations, and from the gathered data from the interviews, stress the necesaity for
alignmentthatmust be met in order to attaBrand Equity as there must be coheremetween
corporate and CE@ttributes, imperative undérand essence (Tsai & MegP017).As a result,

it seems thabesides positively influencing CBBBpciabilitycan indirectly build added brand
intangible value through creating stakeholder relationships, here represented by consumers.

Although, being eitér indirect or direct, additional statistical tests will be needed.

From the theoretical elaboration to the empirtesting, bere isevidence thaSociability aids
connection, altering consumerds braa@lRnowl e
declare, the way consumers embrace the bidodeover,attention to meeting expectations is

also declared, as perceived from the indications of interview participamigh an easy
connotation tavord-of-mouth respondents have confirmed théioi that was called by Graffin

et al (2012) asSociabilitymakes CEO reputation more volatile, as visibility and centralization

of brand characteristics cause consumers to heavily attribute performance and weight it on

executives, and if the compais/not ableto matcha certain level of performae, the system
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crashes if theresino follow up.To that end, the given data fits the description where rational
perceptions from stakeholders dictate business effectiveness and positioning in a given sector
(Halliburton & Bach 2014), offeringhintson how good CEO positioning can induce the idea of
security and credit identity, leaving an open path towards better perception of brand value

throughrelationshipbuilding.
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5.1. Managerial Implications

Taking an overew d all presented results, the impact of @Bociabilityon both Customer
BasedBrand Equityand ConsumeiBrand Relationshipvas noticeable Howeve, Sociability
needs to be seriously taken care of, as its effectiveness and contribdttioiding brandvalue
will depend onAuthenticity andCredibility onthe CE OO0 s , lguatardeledvith the aid of
Approachability Managers, and this case CEOs, need to perceive their inner characteristics and
what represents them as a person and profeagsiand fromhat assessmeBbociabilitymay be
implemented or be perceived as an opportunity for elevating their profile, as leaders, and start

conversations with a set of stakeholders, while reaching brand visibility and sustain reputation.

More than being an apprdzable leader, consumers have greater regar@risdibility when it
comesto craving relationships and the value that the CEO might add on this construction.
Without lacking considerationbaut theresponsibility as a corporateenutive, CEOs need to
pereive Sociability as an opportunity rather than something to react to or be perceived as the
norm. Notwithstanding, the current business environmentdeds a revised leader profileat

seeks openness and a platform wheré lboand and consumers cahae a story. Knce, to
ensure effectiveness, a sociable leadership needs to match tret@EGelf and personality,

and where communication needs to be genuine, assQrewdjbility and purposeAs a result,

and from what it was perceived through quak&tindications that corresponded with past
literature review, CEOs musuly align their investment on showcasing their personality traits,
values, competencies, leadership or other characteristics that set them apart from other CEOs,
but also offering acenario where stakeholders can truly trust these traits and both identify and

be influenced by this leadership value proposition.

By the same token, CEOs are an important gatekeeper, yielding greater importance when sharing
information. If a leader choes to be sociable, attention needs to be given over communication
channels and frequency of communication, as it can produce effect over message acceptance and
significance. Leaders need to follow up on consistency and coherency, over audiences and
channesd, as the lack foone of thesedimensionsforces lost identification and emotional
connection, evoking discomfort and a weaker attitude towards the Bfandhis reason, it
becomes relevant to match the same level of conversation to both internalesindlexidiences,

as the deviation from this balanteads word-of-mouth to detract the presented value of

Sociability. In addition, & a communication source, brands need to access which topics the CEOs
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need to address, asmmunication without real purpegauses the information and channel to

become trivialized.

From this reasoningSociability offers consumers the opportunity understand the brand
through its CEOG6s per s on a lFromtheahearetialrcahstraciommu n i
to the datalignment that made up this analysigs conceivable to realize how brands should

use the attribution theory as an advantage, as consumers prefer to find explanation of action and
centralize those within fewer causative entities. However, care mugkdmasit is necessary

not to position the CEO as the sblesiness succefactor, showing some detachment or reserve,

as lack of performance can lead to reputation errors, closely linked to the burden of celebrity

(Graffin et al, 2012 that arises fnm the high visibility the leader has in the public sphere.

Following this previous statement, brands should wstaed that CEO visibility may be
engenéred & adoubleedged swordT her ef or e, the companyds coml
structure a distincset of communication channels as these serve different timings and purposes,
without neglecting the CEOO&6s pottwatSociability as a
serves consumer gtisfactiom diohdare impartant in baildidgragd Equity

Hence, although being necessargeatralize brand characteristics on a sole individual, and the
relationship benefits that may appear, it should be stated that this sociable bettamibadinot
cannibalize other communication channels as ill Vead to noise and incline consumers to
overattribute action to a single factor, despite easing the audience on perceiving dispositional
factors to performancélowever, brands should entociabilityhaving this notion in mind, as

over attribution mayut CEOs under a delicate direction or harm the brand ecosystem once

expectations are not fully met.

This pas comment incorporates the idea thas crucial for the CEO to see visibility as not the
mission but the consequence of taking on thisre so@ble leadership styleand actively
communcating across multiple channels, targefed different audiencesBesides, leaders
should not reach a level of nassist concern as they need tdlaborate and not base their

decisions and incessant desire &wrcial recognition.

More than being visible and showing this kind of transparemiaiye mirroring his or her
personal side, as this profile fits the culture and essence of the brand, it beelere# to set
an ongoing conversation that allows constsdactive participation, as it makes it easier to meet
betterunderstanding and expectatiofsom this dialogueit will be possible to control how

actions are solely aitbuted to CEOsnput ornot, as it influences the way corporate performance
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Is peceived by external audiences. Likewis@nversation that leads assessment of trust
throughCredibility and Approachabilitydrives better control for CEOs to safeguard themselves

over bad performance or lack of brand delivery.

Nonetheless, it becomesieficial to asgin the CEO as a major brand spokesperson. As
described throughout this investigatiamd as leaders being a dominant bramdbassadahat

attains greater stakeholder attentigninforms consumers about legitimacy a@dedibility,

whilepr esenting the overal |l as\Newrthslagedcationrsbire one 0 s
also exhibited as$ociability may become an important element to uncover once the overall
corporate reputation hashtaeved a healthy stage, on whitte CEO can ducesome level of
storytellingand engagemento this extentleaders need to access and understiamensions

suchas reputation,asonsumer s 6 c¢ o | dwardsta brandyr theirattitode pwarde n  t

the leaderwill dictate the state in wHicCEO communicationheuld beestablishedas well as

how the CEO can position his brand, indirectly or directly.

Without darkening this remark, and the CEO has the abilitp assignbrand meaning as he
centalizes brand characteristicSpciabilitycanaward leaders to better market themselves and
position a given corporate brands a result, brands need to acknowledge this additional
communication channel as it makes it easier for them to be heard, bypassing the fact that
consumers are increasinglysgersed between communication channels and spread across
different timings. More than highlighting brand value and making room for brand positioning
through usual platforms and marketing channels, we must pay attention to connection as the
main trigger, maning that from a relationship point of view it gives continuity or purpose to the
organizational reputation, which will later bedaiksivefor the construction of the intangible value
ofagivenbrandAdj usting to author 6s ¢ oessmmequirener,r c e pt
engagement lead to -@veation of valué leaders must not undappreciatehe involvement of
consumers throughout the brandrrative as these are perceived as important advocates that

help secure the organization true value (Tsai &N\®17) througlword-of-mouth

Moreover,the integration of a sociable leadest gives more coverage to the appropriate care
companies need tomplete, meaning the way they wskt their communicative channels will

outline the way the brand is abledostain itself from a reputation point of view, whitnage

to pierce the communicational redundancy that is imposed by different players and through
common channels. Exploitin§ociability means introducing a differentiating element that
always fits theCEOGs | eader shi p s tuplorea reactianton how otleet y a
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companies behave. Tipewer ofSociabilityis notadministered by conformity, bisy the use

of domains such aépproachabilityand Credibility or in the communication purpose and
intention of creating a relationship, being tthe legitimate way to generaBrand Equity
Undoubtedly, communication needs to reby stakeholder support andccountability
improving content consumption, as a platform of discussion and feedback excteetus to
exist to attain higher levels appreciation this hasas illustrated, been proven to be a motivator

that elicits encouraging behaviour towards the brand (Sung & 2044).

From this consideration, as introduced throughout the literatui@arrgandmentioned from the
interviews, brand identification is a kegrt ofpositiveword-of-mouthand, by extension, those
positive feelings turn intca brand attitude that secure braadstangible value. Tothis
construction, CEOApproachability becanes a central element to create empathy and an
opportunity for consumers to exchange characteristics and relate with that given person,
connectingwith the corporate values and brand meahthe same time. Her€EO Sociability

allows assuringthe communi of brand purpose, without undermining the desire to establish
more corporate communicatioAbove that leaders have to develop a narrative that makes
people want to listen, meaning it has to integrate his or her personal side and not leading just as
a marketing communication broadcaster. Tham)tent must be relatable and have an advantage
compared with the one already subscridedother communication channels, removing
professional jargon and making this interpersonal conversation the event for eomgom
identify and relate with a given person and, accordingly, with the brand itself. The CEO who
fails to secure this level appears to be largely distorted from the human value one seeks with this
king of sociable approach that escapes from a consusn@munication with pure marketing

focus and not relationship building.

More thanshowing an active position on social networking sitesoonmunicating on behalf of

the company at corporate events eitheront o em
must be ensured on multiple fronts, meaning that the sum of scenarios and circumstances dictates
audi encebs perception t owar ds t he | eader a
organization. Correspondingly, when the CEO performs on multiple oosa®ither on social

media or offline touchpoints, he or she can indeed make the organization to be perceived as more
attractive, as several aspects of the brand are brought in, as attractiveness suotnsat@er
identification, relating with points ofyjuidance.Despite not being exceedingly covered
throughout this body of research, although capturing purpose on the literature rievgew,

incomprehensible not to bridge the weight of working alongside journalists, as these have a
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meaningful impact on $#ng the agenda for consumers to fully understand the brand,
introducing the brand endorsérthe leaderi as the perfect canvas to constitute or sustain

storytelling to different audiences.

Looking at these last comments, ohlghlights the decisivéactor that leadrs should also keep

in mindi impression managemeings in addition to seeking to create relationships and mirror
thecompany6s generaie ovalue fot apnsumerSpciability, trough impression
management, islso inherent to the coept of CEO branding and capitalization of media
coverage t hr ou g hleeatdringtastable GegréeGredibilitgamcilutieenticity,
adding to consistency across multiple platformgpression management offers consumer to
also canalize infornmien on a single individual, from whom can receive viable d&ianilar
attributions are also reflected in business accountability that results from this communicational
style, as consumers will continue to place actions on the input of this one indiddedb the

causal ambiguity of firm performance.

Despite the noveltythis leadership style can bring and the brand ecosystem that it might
conceive,consideration about the responsibility of the office is needed. Witiability
consumers crave to &w the brand and the responsibility comes from a need to be serious about
its role, however have the flexibility of positioning himself as a key element of image
crystallization, while being able to enact change ontkeynesselatedissues. Depicting puts

from previous theoretical chapters, and supporting comments from the intel®@E@s,should

also pay attention to their communication tone. In other words, assertiveness and responsiveness
are indeed two basic principles to be taken in a balanced avegrdng the dimensions of
perceivedApproachabilityand Credibility. Besides, it serves the task and relational aspects of
relationships, needed for the construction Brand Equity (Men, 2015). Likewise, the
communicative aspect of CEOs make him margaging and gives him meaning and depth,
from both professional and personal viewsurturing the identity of a given brand while also

saving room for conveying emotion.

In summary, and revisiting inputs that can generalize good business practicesrknaswo
favourableadvises fot odaydés CEOs, and to those growing
desire to adopt this sociable leadership of establishragdrelationship with stakeholders,
Sociabilityis a question of dnesty andCredibility that beyondnedia managemestgnifiesan
update of soft skills which introducespects such as media trainimgeaning it alters how
managers should set their knowledge to create influence and connédtimugh not fully
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examined, it should be mentioned how reseey it is for CEOs to work alongside
communication teams that can indeed help over content management, as it has been shown that
it has the possibility of More tham aativgly gositen CE OO
oneself in a set of communicatichannels or environments that allow conversation, there must

be a correct choice and detailed thinking about what topics to address in each one of these
channels, besides also which channels to adopt. Carrying this collection of audience nezds grant
CEGs to be more confiderduring their aspiration to establigin environment based an
collective narrativeMoreover they camdjust their tone and communication approach that best
suits their pesonal profile, meaning highe€redibility and Authenticity. As they arenot
motivated by a reaction and push strategy that leads them to conform to forces of the current
business context, this strategic thinkimd] not also put their reputation at risk for the benefit of

having a seldesire of social recognitioand higher visibility.

Although this research is unable to locally adapt the body of knowledge and assessment of
Sociabilityat a Portuguese level, due to the low investntleait Portuguese CEOs have been
taking on sociable means, this research surelgggood satisfying comments that may develop
their desire to play a more sociable leadership role, understanding all the benefits it brings to the
brand.Admitting that tere isstill a long way to go for Portuguese CEOSs to reach a sociable
level compard to other more successful and world sound@gs, it should be noted that this
stance continues to be recognized as an opportunity for brands at a national level. Highlighting
some cases of CEOs who already started stepping ondlinke corporate evestthere isa

desire on part of consumers to see this sociable stance be adbhiesddrger scaldn fact,
Portugues CEOs should acknowledge ttsciabilityr e s ponds t o consumer 0s
business accountability and clarity. If these leadersotassume the most active positiorthie

public sphere or take at least some level of exposure, they need to peoeiability as a
gradual process, as it serves antloity and a proactive posture on their behilbreover, the
progressive aspeof Sociabilityalso comes as aspects such as personality or charaetdone

match what is expected from this sociable person.

At a greater levelleaders need to interpret tHadciability complements and fills the gap that
traditional marketing commigation channels are unable to achieve. Moreoiteshould
integrate behaviour that places the CEO in social responsibility projects, environment concerns,
or support to employees. Adding these activities provides greater human value while predicting
the organizational stance in having a meaning for the community. As this strategy still lacks on

being demonstrated, it only justifies how relevant it is to initiate this outgoing leadership, helping
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share company®6s posi ti oniiasigadnaite ensememio dentiit y ma
to this one person, his personality and what he or she believes to be vision of the company,
resulting in brand Trust, Satisfaction and affectivemnitment towards the company and

through the service or product this one orgation provides.

Overall, to prevail in this advanced economic and business scdeaders need to understand

the role they play, in addition to their managerial roles, in brand value, and at which stage or by
which strategies they can take to bulBitand Equity Besides, they need to consider tBeand

Equity creation path, and when they can intervene and thus build stakeholder relationships.
Through this development, the@redibility can hold consumers closer to the brahbus,

leaders must raiseheir profile and personal brand as brand endorsers, raising corporate
reputation and consumerso6 brand at tdrivenalshbe. As
by the fact thaSociabilityeases to review bramdientityon one individual, this ogbing posture

only conceives help over brand value if the organization is able to present performance.
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5.2. Theoretical Contributions

Considering that this subject of CE&dciability initially stood out as being in its embryonic

stage, at an academic levdietcontribution of the present study sheds new light on trying to

study a contemporary topic thé&by long, only been worked on industry reports or advised on

medi a coverage around the buzz that this | ea
supporting the body of knowledge in these CEOs who started or pioneered the sociable journey,
serving as context for crog®nstruct analysis, it does not invalidate the highlight that needs to

be made by future endeaxs in exploring this topic dBrandEquity andanalysinghe broader

role of the CEO, beyond his or her administrative role.

With an aim and desire to evolve the initial stepsl explore how potential CESociability
becomes to the branecosystem and valu¢his research considered aramination of the
meaning ofSociabilityand its effectiveness ov@onsumeiBrand RelationshipndCustomer

Based Brand Equity Indeed, this study has allowed, in addition to developing academic
coverage for this underdeveloped topic, éiséablishment ofnterest and for those who date to
continue this class of research development, evolwiitly complementary studies. Without
detracting the notorious impact that preliminary studies, which extensigkedeach of the
corstructs that were then introducéat this dissertationthese had considerable importance for
guiding this study. Just as these created interesting steps that impacted the path taken, inviting
the need for looking at how these constructs could be interconnected and what impact would it
take onBrand Equity this study now seeks to push studies thatdcpassibly buidl on top of

theresultshereshown, leveraging research to paths not yet explored.

Moreover the exploratory nature of this study is also driven and supported by the facaitia

new studies with the construction of a theoretical upbringing on the subject, concentrating a
literature review that allows them to mark new opportunities for eagpstudying in disciplines

of Sociability, Brand Relationship, Leadership, a@ichnd Equity In this regard, this study also
sought to serve the academic community with valuable inputs from both empirical and
theoretical ambit, combining the most honourablews®lulmentions of academic development

and coverage regarding this topas it is so recent. Hence, it also seeks to serve both the
academic and business communities, which denote the aspects here portrayedbgidhsir
realities that constitute their daily livesd personal investment, providing them guidance

experimenation and knowhow. To this extent, thiglissertationsurely provided evience of
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SociabilityinfluencingConsumeBrand Relationship meani ng a higher i mp.

perception of brand value, leading Byvand Equity
5.3. Limitations of Research

Although the current study presents sohepful insights concerning CEQociability and
contains a framework that may justify the validity of the topic under analysis, it becomes
applicableto point out the research constraints that may engender the prexiaustdrpretation

and drawn conclusions. From the investment made in trying to ascertain the effect and impact
between each of the constructs, as well as their applicability from a business perspective, the

given shortcomings may also base future studies.

The first limitation focuses on the CEOs that were used, being the contextual value for a potential
measurement of the effect between constructs. The usage of international CEOs and the present
application of the study to a Portuguese audience may expkiabsence of results not being

so eloquent. This is aggregated to the fact that these CEOs are, despite highly visible, not present
in the same country as consumers to whom this study was engendered. As a result, the usage of
these CEOs wouldccept aifferent impact tharmssumed if they workednoor actively acted

on the same geography as consumers under analysis. For this reason, and despite the conspicuous
issue concerning the lack of awareness about Portuguese CEOs, it would be suitable to use a

Patuguese CEO and determine if the results would remain the same.

Moreover, the fact that theustomeiBasedBrand Equityand ConsumeiBrand Relationship
constructs are broad concepts and in which different factors magmiafjuence, it makes the
potential revision of the questionnaire a possibility, although tds great validity from a
statistical and theoretical point of view, as previously presented. Additional adjustments to be
added orSociability, the development of an original scale, as &eradtive to an adapted one
from previous studies, may engender greater results. With a special spotlight over the CBBE
construct, the fact that it is daicomplex and expansive mal&esciabilityresults unable to fully
translate or reflect the construartiofBrand Equity Under this concept, there are many elements
thatcreateinfluence. Besidesyhen usingCEOs and brandbatencompass the service sector,

the usage of a CBBE scale that is more predueen and had to be adjusted to fit this research.

As a result, this component may also hafkiencedthe results that were previously offered.

Regarding all used scales, the usage of summated scales to test legpattteshe overall
observations on received data, instead of weighted scales throBgimcgpal Component
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Analysis, allows d@king into consideration the strength of the results being presented. As the
results were positive, although not substantial, maintaining summated scales allowed to
guarantee the validity of the study in view of thebeyonic stage on which this present study is

placed, as this becomes one of the first empirical advances in this scope of research.

Likewise, and as described throughout the literature review, this topic is in an embryonic stage
and this was reflected ithe available material on which the present study was based. With a
limited number of accessible information and research guidelines that matched this study
dimensions, aiding with the fact that only a few number of recent industry reports have started
to encompass this topic and begin to explore each individual dimension o5G&&bilityand

Brand Equity the academic and empirical exploration is still at a relatively introduptaage

Nevertheless, the pioneering nature of this quantitative stushdpsovaluable inputs for futer

studies, justifying that CEQociabilityh as an i mportant effect on a
the relationship that is established between brands and consumers. Besides, resorting to
qualitative data facilitated addithal observations while giving important insights on
guantitative elements, in order to attain higher validity and reach secured resultstdedadk

of research material and original scales concer8oajability.

In addition, considering a nelandan sampling method, due to time and money constraints,
may have led to results the&nnotbe, yet, considered as generalized elements. In addition, a
large number of respondents have indicated intermediate points inside each scale, as their final
indications and opinions. Using these intermediate points on la&eht scale led to a lack of
polarization and unevideerdperceptions and positioning regarding the variables under analysis.
This is perhaps due to the use of CEOs who do not work or activelgncButhe Portuguese
economy and standards and, therefore, leadhitk of interest or little investmeitrt the answers

that are delivered. Finally, the usage of Jeff Bezos instead of Mark Zuckerberg, due to the
external environment and recent episodex tiave made this discard decision, implied an
apparent awareness gap in comparison with the other two CEOs. For this reason, although
assessed at the same reputation level and consideration, it may have created a larger variability

in the data due to tHfact that Jeff Bezos is less well knownrecalledn Portugal.
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5.4. Suggestions for Future RRsearch

Considering the limitations that were highlighted in the previous chapter, future endeavours
should build a new or revise®@ociability scale, and test iextensively for reliability
measurement, as it engenders more robust research results considering thislaapig.
highlighted this element as a possible liability and a point to be developed in the future, it also
should be mentioned that it could be adabfe to be justified by the frail investment that could
support the noadaptation of scales already inserted in other punctual rede#tnas having,

from now, the circumstance of a more optimistic and detailed route.

Similar to any otheempirical stidy that takes the lead on developing initial steps, as the
aftermath of this being one of the first theoretical inptuture research should consider the
overview and understanding of a larger set of brands and business sectors, grating greater
applicaton as a larger investigation scope is presented. Moreover, and taking advantage of some
notions that have emerged throughout the advancement of this dissertation, either theoretically
or through the interviews, it becomeserdsting to note the impact 8bciabilityin different

sectors, given that this research included three examples of leaders who integrbséech
companies. This steams from the comment that the creation of conveyaatistorytelling can

also be influenced by the business emwinent as a result of market pressure and the legacy that
describes it, likely to also influence how a given CEO could create this sociable attitude towards

corporate stakeholders.

Taking advantage of this reasoning, it becomes even possible to realizeithosvacademic
efforts should encompass a crasdtural study. Using some highlights from the interviews,
perhaps in another geography or culture it becomes easier for a person, this case the consumer,
to trust a company based on its performance andtsesontrasting to other cultures that show
greater apprehension and consideration for the relational factor and proximity to brands whom
follow i for these individuals, trust may be earned through the possibility of a warm relationship,
conceiving branddentification that is collected from human valB&sides also composing an
applicable exploratory exercisewbuld attempt to assigbociabilityas being somewhat related

to the cultural characteristics of a country, seeing it as a more naturalsifdCE©s start to go

social in those cultures that cherish relationships ratheratiemns that follow ugrom results,

when describing it from a business perspectiareover, it would present newlenowledge on

the perception ofSociability as it woud integrate an element of cultural belief, being
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professionalism and interactivity, two underlying needs towards CEOs, elements that could be

caused culture.

Moreover, the longitudinal typef research should bieiture considered taking comparative

andysis over incremental results that may be obtainable once comparing results between the
beginning of sociable CE®Ds t enur e an3bciabitityp sendf |l geadiengn el
as brand attitude and CEO attitude. Thus, these aspects can be lsyuskeihg if there were

oscillationson the same basis of followers and respondents.

From listing opportunities for future investmeimt this current topicfuture studies should
encompass a similar comparative analysis focusing between avid brandefsll@amd
individuals who barely interact with a given brand. While using an equal base brand, it should
be possible to understand, using the necessary sample requirements that make this type of
research possible, the variations that can occur through ¢éserme of the same sociable and
highly present CEO in the public spheamalysingvhich outcomes may differ between groups

On the same note, contrast can &ls@xplored through realizirBrand Equitybetween brands

that have a sodde CEO and anothethat does notmeasuring the impact that it has on
relationship exchanges or other key measurements that link consumers, or otkesftype
stakeholders, and organizations. While also taking advantage of this note and putting a new layer,
it may be usefuld delve intathe difference between sociable CEOs who begin to enter the radar
and common consumer recognition, and who ayitadly native, meaning they hawtarted their

way and outgoing mindset, in contrast to sociable CEOs who began their postuoe by

mediated platforms, resorting to offline alternatives.

Above all, anddking in mind that the CEQociabilityneeds to be matured at a Portugal level,
hoping that in the near future it is shown on the agenda and mobilizes CEOs to take it more
seriouslywithin their interaction with the public, this study should be placed in markets where
such sociable behaviours are already beginning to &kiss, it allows us to take an important

step towads the attribution oSociabilityis an important factoof relationship building and

Brand Equitydevelopment, being able to understand the role that this CEO already assumes in
this construction, and not in a consideration set of a CEO who does not dictstlthat given

market where the analysis is conductedt asclarified by this researctSince this analysis
involved the use of three Northmerican CEOs, the first action would be takihgs analysis

over that market.
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In summary, the concept &rand Equityneeds to be the subjectaf ongoing study,sait is
impacted by a larger set of differentiating variabl€serefore, future studies could enjoy
additional elements and explanatory variables that could make sense to consider when attempting
to build a revise@rand Equityframework, enrolling the GB and his sociable behaviowrthin

this eguation and confirming previous notions depicted from this research. Also, if accepting
empirical analysis, eventual studs®uldendorse a Principal Component Analysis as the main
statistical procedure, oncewill allow a more careful data development and consistent results
than summated scorés each variable/construct. Furthermaathors have to experience more
complex statistical tools, as linear regressions, just as described in this research, lvanisedly

for theintroductory basis of research, asking now for the-loasic type of tests to complement

and raise the quantitative value of futatedies Bestdes, further assessment of CE@dibility

and perception will also é needed, relating it wittCEO Brand Atitude, resorting to
measurements of message acceptance. Alsoappropriate tgive relevance to thinkage to
demographic variables, containing groups with balanced dimensions, thus granting a more solid

and enriching measurement ofults by the assessment of audience factors.
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Appendix List

Appendix 1. Consent Form

Interview Consent Form

Social CEO: a path towardsBrand Equity
Pedro Rondéao
Master in Marketing

ISCTE Business School

| am a studernin Marketing at ISCTE Business School. As part of my masteam conducting
researb under the supervision of Professor Daniela Langaro. Thus, | am inviting you to
participate in my study which main purpose is to analyse the influence ofSoE@bility on
CustometBased Brand Equity (combining the intangible value of a given brand ahd t
consumer 6s percepti on @GonsmeRrand iRelatiahsghipst(vativa r d s

elements such as trust, commitment, satisfaction, and brand identification).

Procedure: if you agree to take part in this study, the interview will take approxisna@@B0

minutes. Even if you agree to participate now, you can withdraw at any time or refuse to answer
any question. Despite the designed agenda for this interview, you may add any comments that,

in your opinion, may add to the subject in question. Thegae of this session is to have an
ongoing conversation, notwithstanding the main questions that will guide this interview.
Moreover, the conversation entails that there are no correct answers and, from the respondent,
the main inputs from this sessioneaopinions and perception on the relevancy of CEO
Sociabilityand how it may, or may not, help to shap

to a given brand.

Confidentiality : to better access information and record the main ideas on every qtilestion
will be asked throughout the session, the interview will be audio recorded. However, this material
will be stored for data treatment, through a transcript, which will be used to triangulate findings
with other undergone research for this subjecthWisingle academic purpose, all this data will

be analysed by the researcher (Pedro Rondao) and its supervisor (Daniela Lahgai®)
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collaborating as part of the research process. As a result, this data will not be shared with other

entities, and allifes will be deleted at the end of the study.

Permission to Quote by signing this consent you understand that your basic information (first
name, professional statuand age) may be identified alongside results in any report or
publication of this reseah. However, your identity can remain anonymous if you state the
contraryit hi s can be done by changing your name
details that you may reveal that harm your privacy. Also, after the undergone interview, you are
free to contact any of the people involved in this research to seek further information,
clarification on how data will be treated and published. Finally, and from what is stated under
freedom of information legislation, you are entitled to access all ghfermation you have

provided at any time, and while it is in storage.

Consent: your signature presents that you entirely understand the above information and agree
to participate in this research. Being your participation effectively voluntary, you temtkthat

you will not benefit directly or being given a payment from participating in this research. Finally,
any variation of the conditions and terms above will only occur with your further explicit
approval. Hence, signing this document you confirnt jloas have been given a copy of this

consentdrm co-signed by the interviewer.

Signature of Researh Paricipant

Signature of participant Date

Signature of Researcher

| Believe the participant is giving informed consent to participate in this study

Signature of Researcher Date

Contact information: In case of any doubts or concernguatithis research and your personal
involvement on it, please contact Pedro Rondéo at pedrorondao20@gmail.com or 914319993.
This research has been reviewed and approved by ISCTE Business School.
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Appendix 2: Interview Question Guide

English Version

Introdu ctive Questions

1.

What do you think about CEOs taking this sociable role and starting to communicate on
behalf of companies and being its main brand advocate?

What could the benefitef this sociable mentality and behaviour? and what about
drawbacks?

Do you think that, from CEOs taking an active rdle communications and being
sociable, could this change your perception towards a given brand? and why?

How would you relate this leadership basedSatiabilityand reputation outcomes for
a given brand? Wouldow relate to, maybe, elements such as consumer loyalty to those
who already follow a brand?

Exploratory Questions

5.

Based on that takeaway, would this sociable behaviour have any impact on consumer's
brand identification? How could this sociable behaviohange your identification
towards a given brand?

Some journalists and specialists highlight that this sociable behaviour, from CEOs,
makes them more human, do you have any comment on these observations?

Based on your ideas, what more would you expech faoCEO that takes this sociable
behaviour?

How would this sociable behaviour contribute to a brand's visibility, but also the CEQO's
profile as a leader?

Would you relate this behaviour to something that is necessary and spontaneous from a
given brand, ol simple positioning strategy, without any purpose of having a good
relationship with consumers?

10. Again, some specialists pinpoint that having a Social CEO helps on consumer trust and

satisfaction, would you agree with this idea? and why?

11.From a marketingommunications perspective, how would you relate (GeOiability

and active role on communications and its effect on message acceptance or being
receptive in any way?

12.Now taking a closer look at the Portuguese environment, to what extent do you consider,

as a consumer, that this social attitude should be adopted by Portuguese CEOs?
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Wrap-up Questions

13.Would you like to add any idea or comment on this topic?

Portuquese (Language adaptation) Version

Introductive Questions

1.

3.

O que vocé acha de os CEOs assumasta papel sociavel e comecam a comunicar em
nome das empresas, servindo assim como principal defensor da marca?

Na sua perspetiva, quais poderiam ser os beneficios desta mentalidade e comportamento
sociaveis? E relativamente a desvantagens?

Vocé acha quedos CEOs que assumem este papel ativo na comunicacédo e ao serem
sociaveis, isso poderia mudar a sua percecdo em relagdo a uma determinada marca? e
porqué?

Como vocé relacionaria essa lideranca sociavel e a reputacao de uma determinada marca?
Como se releionariam, talvez, com elementos como lealdade do consumidor para
aqueles que ja seguem uma marca? e porqué?

Exploratory Questions

5.

Baseandese nesse argumento, que impacto teria esse comportamento sociavel na
identificacdo do consumidor relativamente acaar

Alguns jornalistas e especialistas destacam que esse comportamehiel fooma 0s
CEOs mais humanos. Vocé tem algum comentério sobre essas observacdes?

Com base nas suas ideias, 0 que mais esperaria de um CEO que adote esse
comportamento sociavel?

Como esse comportamento socidvel contribuiria para a visibilidade de uma marca, e/ou
também no perfil do CEO como lider?

Vocé relacionaria esse comportamento a algo que é necessario e espontaneo por parte da
marca, ou a uma simples estratégia de pogci®nto, sem qualquer objetivo de visar
um bom relacionamento com os consumidores?

10.Novamente, lguns especialistas apontam que ter um CEO sociavel ajuda na confianca e

satisfacdo do consumidor, vocé concordaria com essa ideia? e porqué?

11.Do ponto de vistale comunicacdo, como é que relacionaria a sociabilidade do CEO a

efeito na aceitacdo de mensagens e recetividade a informacdes vindas desta fonte?

12.Agora, e olhando para o mercado Portugués, em que medida vocé considera, como

consumidor, que essa atitudesl deve ser adotada por CEOs Portugueses?
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Wrap-up Questions

13.Vocé gostaria de adicionar alguma ideia ou comentario sobre este topico?

Appendix 3. Interview Transcripts

What do you think about CEOs taking this sociable role and starting to
communicate onbehalf of companies and being its main brand advocate?

Respondent 11 think it is a very relatable thing they do, it gives a human perspective to
the brand. The CEO represents the highest point of the hierarchy and I find it quite good
that CEOs stand #&me and communicate and showcase their achievements and
personality but also talk about what their plans and visions are, and we, as consumers,
have someone to talk to if something goesngrdrhe main idea is that thesed person
behind the brand, yowes their personality, and maybe their craziness a littkehich is

great because there drege brands | would not have known wisabehind them (e.g

P&G Nestlé). Never heard the name of their CEOs so | find it much more relatable to
people that get gl use of social platforms and have this sociable behaviour towards
consumers and use this platform to communicate what they think and what you think
about their business.

Respondent 2:From social media and the opportunity of having easier access to othe
people, while getting in touch with who actually buys the product and brand, | think is
very important for CEOs to use social media and other means to actually showcase their
human side because they try to appeal to leespo buy their products so & very
interesting to see what the vision is and how business will be carried out from this point
on. The interesting thing about sociable CEOs is that most of these are from tech
companies, because tech is something very .. and plays huge importande andup

lives, so I thitk is very important to know whea ibehind that (with Mark Zuckerlkgeyou

see that things are changing becabaeebook is getting more and more questionable
everyday that | think that is very important for tech companiegeneal, to be out there

and discuss hat the vision is because theséhardly any regulations and things likettha

Respondent 3:1 think it is very important, looking at how the current business
environment and how brands position themselves to consumeigtizer stakeholders.
Consumers, nowadays, want to know more about brands and loothafitgfiormation

that goes beyond a sheer product or service. For example, a consumer may like a product,
but it is allowed the chance to know who was behind thatymodevelopmenis this

person the C8, and this same consumer doeslike this CEO or how he acts on behalf

of the company, even if the product is useful or important to him, this consumer will give
up on this brand.

This way | find CEOs as being thekelement inside a certain organization, and they
should have an ongoing sociable mentality, being either present on events or important
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moments when relating to the press or shareholders or on social media and being digitally
connected to everyorieor both. This way itis easier for people to get to know these
leaders that run and represent a lot on a given brand.

Respondent 4 First of all thes€CEOs before taking social behaviour on how they lead

a company, need t o 01 owJydélieveimtbeir comganyamdd . T h
the products and services that this brand offer to consunagid that these elements are
important to them as well. If he or shashhigh regardor the brand, its easier to share

that mentalitywith the audience. In adtn, with the aid of social media CEOs can get

a greater level of exposure and have easier ateadsring information to the outside
world. Howevey they do this because there has already been a grassroots work that
opened them the opportunity to deedalue through social media, media presence, etc.
Before taking this sociable mentality, a brand needs to have other channels and ways of
standing out, because, for examy@ CEO on youtube, alone, willtraeate attention or
relevancy to consumers. iny opinion, there needs to be a level of trust that has to be
already set before having this sociable behaviour, through maybe corporate
communication or effectiveness over marketing campaigns and product quality. This
bottom line will conquer consumersnd then, gives room to CEOs to be a new
communication channel and increase the relationship with consumers.

Respondent 5 Definitely, we now see CEOs, alongside politicians or public figures to

be perceived as celebrities and the difference it makes wbea individuals take this
sociable behaviour, on social media or through offline channels. It is not by accident that
they end up having the notoriety they have and this visibility brings a certain stepping
stone to the brand, awarding it with higher esgre, influenceand presence inside a

given sector. The brand, in itself, is dragged, in a positive way, to these social tools that
these CEOs use and end up making a personal admiration of the company they represent,
and the products and services thefeoifn a given market. These CEOs, aside from
communicating their brands through sociable means, they also, indirectly, sell their
personal brand to consumers (personality, values, influence, etc.).

Respondent 6:1 find it really useful taking what consumsedemand from companies,

and what we know now from social media usage. Alsands nowadays need to tackle
this opportunity and use CEOs as an important communication channel, receiving
benefits that would not receive with other marketing tools.

Respondat 7: | reckon that CEOs are taking and increasingly personal stance, showing
not only their professional aspect and defending their brands and respective products and
services that their company may have. These CEOs are also interested in showing their
personal aspest channeling their personality to the brand. We are witnessing several
brands, such as Apple or Tesla, which are perceived to be more modern, irreverent, and
prone to create friction inside their given markets. These are haesgntitionsbecause

they end up giving those personal characteristics of whoever leads the company to the
brand itself. As a result, we face this situation where companies want to create awareness
and begin to socialize to reach those objectives. However, who asghumes
responsibility is the CEO itself, who begins to centralize messages and begins to relate
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with consumers and other stakeholders, elevating the brand concept to whoever is up for
listening to what he or she has to say.

Respondent 81 believe that, nwadays, companiesnnotive in emptiness. These only
sustain themselves because there are people, faces that embody what companies really
are. When you see a market that begins to feel changes, to be more competitive, comes
this need to have a brand apersonify it. Something that allows us, as consumers or
other audience, to relate to a particular brand. From this reasoning | perceive this
transition, where certain brands have started to use their CEOs, who were once seen as
untouchable figures who onknew numbers and that was their role and missioand

now realize that they would play an important role in establishing relationships and
moderate the connection between brands and consumers, employees, shareholders, etc..
Deep down, this face has lozce a reference and the element that ensures that this trust
can really exist. This personification, from brands, comes as an opportwuiigt once
distinguished companies was their identityeir values positioning now it becomes

clear that havinghis figure, the CEO, and centralize these characteristics and assign a
face to actions would also be an important asset.

What could the benefitsof this sociable mentality and behaviour? and what
about drawbacks?

Respondent 1: think this decision lies othe fact that it needs to be highly responsible

in what they communicate externally because obvigysly can have ideas and vision,

but first of all you need to understand the power of the stage or channel that you have
because you are talking to miltis of people at theame time. Itd good that it humanizes

the brand and allows consumers to relate to a given company or leader, but one drawback
may be the fact that the brand will be only centered around this one person and even
though thousands of pgle work for that company, it is only going to be related to one
person and the power is very central. If a CEO messes something up it can ruin the entire
reputation.

Respondent 21 think one real example is Elon Musk where you see the main drawbacks

of this sociable behaviour. Sometimes he tweets something and the stocks go down,
making shareholders questioning business decisions and starting to be a bit
uncomfortable. | think that, from this sociable position, CEOs need to be very careful
with what theysay and | think thafrom Elon, hes being a bit reckless in a sense that

he just tweets and says things that his company is going to do something and the company
cannotactually deliver ad sometimes it questions whesethe focus. Why do ngbu

actwally deliver the deliverables rather than being out there and too crazy. Despite the
fact that the CEO has to have a vision, | think it is also important to understand that the
core business has to be met at some point in order to have a vision.

Respondent3: | find exposure and visibility, from this sociable behaviour, as a deuble
edged sword. This way allows people to know more about brands and leaders, but also
gives room for them to question strategic decisions and leadership once expectations are
not fully met or a CEO fails on a given point. Regarding benefits, | find that people get
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to know these | eaders a |little Dbit better

normal peopleé we get to know their personality and human side, aside from the
administrative role inside their organization.

Respondent 4:1 think that sometimes people forget that CEOs are normal individuals,
they have their fights, difficulties, and being normal individuals they can and need to be
close to the community, beingady to have conversations with everyone. Now leaders
need to be present and it is possible for everyone to access them, in real life or through
digital means.

| truly believe that if a CEO has a good projection of himselferigh level of visibility,

it certainly follows a greater level of caution on what is said and how messages are
presented. They need to have someone who helpsafierrontent and format, because

if this behaviair is not planned, impetuous or does hate this level of detail, early

these CEOs are subjdctfailure or negative effects. Also with this level of exposure,
CEOs need to realize that they will be subject to a higher probability of critictte
democratization of communication awarded people to share their opamdrisr leaders

they will be subject of criticism from individuals who are against strategic decisions or
the vision of the CEO. As result leaders need to have this in mind and be ready to face
those who are against their opinion, even if it is the rogttit for the brand. With this

level of control and CEOs need to see criticism as a given from this sociable behaviour,
and be ready to talk on the behalf of the company, having in mind that not everyone will
be on the same page.

Respondent 5: believe that for benefits exposure and awareness, to both the brand and
the CEOQ, is something that is pretty inherent with this sociable behaviour. We can prove
this statement with some CEOs, such as Bill Gates and Elon Musk, whose sociable
standard has enabled théonconvey their vision and secure brand followers. To us, as
consumersSociability can give a level of consideration for the message, since it is the
CEO, the highest of the hierarchy, to proactively have this attitude of being near the
community. As fordrawbacksthese are very linked with exposure. If the company fails

in any way, blame and criticism are centralized to a single person. As the CEO is who
actively communicates and humanizes brand characteristics, aiding with its
administrative responsiliiy, it can enhance his probability of being the scapegoat in
many cases.

Respondent 6:1 reckon that the main challenge is to access how the leader will behave
and what will he communicate on external means, and how its personality may be
presentedander cei ved by consumer s. Being 6o0n

t

does is easily seen by consumers and what is risky may lead to brand damage or decrease

on brand reputation. As for benefits the main one is to be mamgpiarent, and from that

there B room for understanding, and from that common ground relations with consumers
or other stakeholders may be enhanced. It can lead to the expansion of the brand narrative
and gives the opportunity of business growth, with the CEO giving even mitiétyis

to the company
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Respondent 71 think it is very much in tune with the person. If this individual fails, this

failure is then reflecteth the perception a person might have towards a brand, as the
company failed to meet a certain level of expestatOne such case what with Elon

Musk, who for unfortunate statements on Twitter, during the period where Tesla was
interested in accessing the stock exchange, resulted in a negative impact on the company
results, passing those statements and lack of neége t to the company
resulting in people poorly judging the company, mainly investors. The idea is that when
giving the characteristics of the CEO, and exchanging them with the company itself,
sometimes, may result in collateral damage. | retkananother negative aspect is when

the corporate identity is summed on the CElBvel ofSociabilityand presence. When

he or she exits the company or I's substi
relationship and affiliation with the brand in the#ure. One example is Steve Jobs when

he stepped down because of his health. This creates a difficult burden to bear for whoever
comes to replace him, as he or she needs t
the leader and the company. Thiscbmes tricky when the corporate identity is
personified, the brand turns out to be umbilically linked to that person and personality.

And when this person leaves you, as a consumer, may start to lose reference and the
narrati veods g¢uitaliWhegn this CEQissbciables andlyouwsralatepvéh

him or her, aspects such as corporate mission, values, strategy and goals begin to be
personified- which can be a good or bad thing. But for positive aspiatiearly gives
reputational gains, along thi higher visibility, market sustainability, and brand
awareness and transparency.

Respondent 8:When organizations have sualstrong connection to CEOs, there will
certainly be some risk# risk that may come from the easy association we do between
thebrand and the individualif something negative occurs, frotme misconduct of the

CEO, the brand can suffer from the same damage, directly or indirectly. The same
happensvith positive behaviour. And this has been confirmed by the first companies that
had these type of charismatic CE©®sne bad step meant reputational damage to the
entire brand. | reckon that the same is true when we talk about the risks associated with
transition of CEOs when the association is very pronounced, being a company founder
or someone that had a big impact, in this case, as we have seen with Steve Jobs, it
becomes more challenging to ensure that the link and value from the CEO and Brand,
towards consumers, remains on its replacement. And | admit that another challenge that
might arise from this is that the CEO who once believed that his training and study would
only focus on his development of management skills, nowadays, and because of needs
from us, consumers, demanding for relationships and ease of access to information,
meant that CEOs need to be both leaders and communicators. More than ever, skills need
to tackle interpersonal communication, media training, and soft skills to facilitate
relationships. The requirement now goes through a new CEO prafitkfor a sociakl

one these necessities become almost mandatory to run a successful business and
relationship with stakeholders. However, the positive asgehts sociable leader, with

higher exposure, is that the identity of an individual is related to the compahtean

must be some control in managing how this link is built and sustainetimeeBesides,
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Sociabiltys upports creating brand visibility, t
capable of reaching better influence and identification, from coessjnthrough the
mediation of an individual the CEO.

Do you think that, from CEOs taking an active rolein communications and
being sociable, could this change your perception towards a given brand? and
why?

Respondent 1:There & a fine line between ¢hperson and the brand if you give him so
much powei it will be person and brand as one so whatever the person does it is going
to be related to the brand and | do see a lot of positive examples where this hiappens
you see bill gates who did brilliantork on tech but also donates a lot of money to charity,
those things transfer to the brand. Algos works for him as a role model for different
CEOs and managers. Also if a CEO ha®rtain type of values, it is going to mirror his
leadership style aneventually, reflect on the entire company. This way the company
runs on the values that the CEO has and those values are reflected in the entire ecosystem
around the brand. Those aspects come to us, through communication, creating a possible
desire to fdow the brand- and these aspects come to us, through communication,
creating a possible desire to follow the brand.

Respondent 22The exampl e of Uber 6s CEO where h
misconduct and was harassing women, and when you hear thegeyibi start thinking

about it. Uber was one of those brands where | would saw myself working but now, after

all of this, it changed my mind. | would not be part of this compaatlyan environment

| would like to be ini and this was because of this aifion relating to the CEO. When

you see a CEO whose emails are shavied the public and they are quite shady and
questionable, those elements change our perception. So it has a big impact on the
perception of the company, the culture, our will to wokkeéhor not.

Respondent 3:I think that knowing the brand through the CEO has great value to me,
even more than knowing the CEO after knowing the brand or the opposite. These two
need to be linked from the beginning to create relevancy and correspondenseea/V

brand such as Apple that, from Steve Jobs, we got an inside look of what the company
was and how it wanted to be, Opullingd col
identify with their proposal and objectives. Clearly, Steve Jobs anddhseltposure

helped the brand to create value and lead consumers to like the brand and have a positive
perception towards it. Also, the CEO and Brand, aside from being linked, they need to
be coherent and consisténbver expectations and delivery. If estithese two or other

means of communication (website, social media, print meati@)misaligned, my
perception towards the brand changes. Alsod the CEO, and now with some leaders
taking this sociable view to how they lead, as a central elemeuntriaat If these two

are aligned and socially active, it wildl
and my intent to invest in following that leader and brand.
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Respondent 4:0Obviously,the CEO has a central influence on how consumers or other
individuals perceive the brand and are prone to follow a certain strategy and vision.
Obviously,product quality is a must, but allied to this there must be a person who really
believes and someone with whom people can ideittfis is the example with corapy

founders who had difficulties reaching a certain point ianithe end they succeeded.
Nevertheless, for CEOs who dibt found a company and are only running an
organizationjt is all about storytelling. Using storytelling CEOs can communicate the
brand and influence consumer 6s perception t
identification for the medium and long run.

Respondent 5:Certainly, it does, when we look at Elon Musk this reality is easier to
understand. His mindset and behavioursmtial media hae changed how Tesla is

valued and also changed fluctuatiamsstock prices. Also, this behaviour has also
adjusted the companyds overall perfor manc:¢
its business and how other business partneayg perceive the brand through its main

leader.

Respondent 6Hardly because, first of all, | would need to have close identification with

a certain brand. Being a bit sceptical over why these CEOs take this sociable mindset,
sometimes you see certaiadkers taking this stance in a reactive way, and on these cases,

| would not derive any value from that CEQ's investment in creating relationships with
consumers. It would be something artificial and with little authenticity.

Respondent 7:1 think it works a lot on the basis ofvord-of-mouth Looking at an
extremely influential person, with a very strong personality and public presence, you, as
a person, can easily captivate people to adopt your ideas, products, services, and to
believe in you, as a persenr even your investments. On the topic of brand perception,

if this individual sharestrongSociabilityand connection with the public, his presented
behaviour can change the way a consumer can perceive a particular brand or idea. Here,
the CEO can evencaas a mediator and speed the contact between the brand and the
consumer.

Looking at international brands, CEOs that started to adopt this sociable position, while
also taking an active role corporate social responsibility, have positively impacted

brand image as well as their image as leaders. Here, values are reflected in the behaviour
of the CEO and the actions that set the ¢
gives a face to corporate actions and proves the perception consumers mighvhele

the brand. Also, as a brand advocd#t@roves that the CEO is part of the team and is
leading this socially approved corporate action.

Respondent 81t surely influences how consumers may perceive the brand, and also how
they would relate to eertain leader and believe in his or her ideas. | find the CEO as the
brandbés main ambassador, working as a bea
Inevitably it ends up altering the consumer perception and this has been well
demonstrated with saencompanies that were already recognized by their leader, and
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perhaps had some challenges when they had to change its CEO while maintaining that
value that the CEO brought in the construction of the corporate brand.

How would you relate this leadership basd on Sociability and reputation
outcomes for a given brand? Would how relate to, maybe, elements such as
consumer loyalty to those who already follow a brand?

Respondent 11 think its effect, on both reputation and loyalty, is much in tune with the
peron itself. If 1, as a consumer, relate to this sociable CEO, or his personality matches
what | like in a leader, it will affect my follow intent to that brand and my perception
towards it. Also, if this person misbehaves, or | lose a certain level ofdrsh, it will

detract my relationship with the company and my receptiveness towards new products,
ideas, or messages. As a communication channel, | may just ignore what he presents on
social media or other means.

Respondent 2:When you have someone tha sociable and is at the top of the entire
business and has these values that are reflected through the managementaysgtam th
automatically areraveto the brand. If you, as a consumer, see that a CEO behaves a
certain way and decides accordingtmething, and you see it reflected in the company,
you get drawn with it. Seeing this, from a leadership standpoint, and relating to it, you
get to like the company more. This is different wkdtebook, for example, because you

see Zuckerberg at the tesony in the USN you see that he behaves very weirdly in
public, everything he says in public is very tech and not so smart, and then it affects your
perception on facebook, and | discussed this the othér Eagebook is going to be dead
soon, becauseveryone mistrusts it. Things are happening and happening and | think is
also Zuckerberg that is just not smart enough, not in a sense that he does not know how
to do things in tech, but in a sense that he lacks on philosophy of humans and does not
know howto handle these issues and secure the reputation through communication, what
is good and what is bad. To this extent Bill Gates, and with its age, he knows it and
behaves accordingly.

Respondent 3:l find it difficult to measure causes and effects whdatirgg the CEO
behaviour and its impact on corporate performance and reputation, but from a macro
level we see that these are clearly related. But | also think that the impact it makes is
related with how powerful a brandiig€ven if a CEO is under criiem, and this situation
possibly transferring to the brand, if an organization has great positioning and power
inside a certain market, it also helps on how they recover the narrative. However,
although it may influence the recovery process and restoomthpany's reputation, the
CEO's misconduct will always have an effect on the value of the brand and create
disruption in the brand's relationship with a portion of the company's credited consumers
and those who would like to buy or follow the same brand.

Respondent 4:0bviously, Sociabilityinfluences how consumers are prone to follow a
brand and be loyal to it throughout their relationship. Not tmyif a CEO misbehaves
there 8 a sudden impact on the organization, through reputation, stock pricdsenr
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variables. Even if the organization has blame, being related meansidsboth direct

or indirect effects if a CEO is thrown under the bus. Althobghavioursand acts are
performed by individuals, the penalization always falls to the macrioosmvent of the
company. (As a result) The CEO is the main brand advocate and is part of the brand
identity, and his attitudes and behaviours will always be linked to fluctuations
consumersd brand i mage and f ol Ihasvaisatigl i nt e
mentality from which he projects his vision, all these elements will elevate brand value,
stock pricesand brand followers, but from the moment something happens theut
blame or if it damages the CEO reputation, the rest of the compkie affected. The

more a CEO is known, the greater the impact of their good or bad conduct on consumers
and society's perception of the comparile more the CEO is used as the face of the
company, the greater the risk and the impact if somethinginedmtppens.

Respondent 5:1 believe that, on CEOs, their behaviour can positively or negatively
influence the overall business performance, but also the overall assessment of stakeholder
loyalty and belief. | can explain using this example: when I fitglghrson talking about

an electric car from a brand called Tesla, that no one knows about and is new, it is
unbelievable how social media, and a leader that was very active on social opportunities,
was able to convince people about the product and digatknkable with consumers
especially. It was unique how one individual was able to change perceptions and turn an
unknown product into a highly desirable one. Even the characteristics that people were
describing the product were not from daily usershese cars, but from this CEO was
describing them through social media and other channels, wsirdgof-mouthas an
advantage. This way, the CEO was able to integrate different channels, online and offline,
and use a personal take to professional things were able to understand and trust his
ideas because of his vision and personality, and how he thought about the future. Having
more people on social media it gets greater exposure, and it allowed discussion and a
platform where we can understand sigatedecisions and relate to corporate values and
actions.

But loyalty may be more effective if a product is good and the customer service is good,
those two alone predict a great level of impact on loyalty. As for communication and a
sociable CEO is moreffectivein creatingarelationship and sustaining visibility.

Respondent 6:For those who seek the company or who identify with the brand, the
Sociabiltyof t he CEO is a bonus to sustain rel
identity and consumer loitst. However the question of loyalty is not seen in consumers

who are not already followers of the brand. For thdse CEO serves only to create

visibility and prominence inside a given market.

Respondent 7:1 reckon that it certainly creates some fasfrintangible connection, as

if you know the other person, beyond what are his or her administrative or executive
responsibilities within the organization. As the @Begins to take a public figure role,

this outcome is already inherent. Using publictretes to boost and help out with how

the CEO behaves and communicates on the public sphere may also help him to sustain
the corporate reputation. Also, leads to a better connection between consumers and the
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brand, and this way of socializing CEQsarefe ct s on consumer so6 wi l
and commit to an organization. It almost works on the same basis of friendship that we

al | know, and this bond wil|l determine cc
brand. Also, | believe it will sustainéir brand image, which in turn will build, through
word-of-mouth the entire corporate reputation. The word is spread across peers and the
community is built through this narrative. If this level of investment really exists, on
ensuring that the CEO is e in order to communicate on behalf of the company, and

being receptive to external feedback, certainly on the consumer side there will be this
desire to follow the company and to turn to the CEO as an important source of
information. Also, if, as a caumer, | see the CEO talking publicly, being interviewed,
communicating on social media, all this helps me to identify, of not with the brand. |
have in him a summary of the companyds ¢
identification is a major determant of a good corporate reputation.

If this system is weltapitalized, and if the person is worthy, showing no mismatch with
what are the corporate characteristics, the benefits are immense. Because with this
posture you are almost showcasing the ideslon of an organizationhere, theCEOs

does noshow himself as a boss, but rather a leader, confirming that goals are achieved
as a community and together. Although there is no such thing as a general reflection on
this topic, | believe that people@np noticing and perceiving that the company becomes
more human.

Respondent 8:For me Sociability communicationand reputation are very much
related. Its bad side, and looking from a reputational point of view and the damage
Sociabilitymight bring, fauses on risk management. The fact that we are individualizing
and personifying corporate characteristics to a single person may result may conceive
some challenges for the brand. In case something bad happens to this leader the impact
can rebound for theorporate brand. On the other hand, if everything goes well and if the
leader is charismatic and controlled, the brand benefits from it and reputation will be
more positive ovetime.

Based on that takeaway, would this sociable behaviour have any impact on
consumer's brand identification? How could this sociable behaviour change
your identification towards a given brand?

Respondent 1:not only that, but also it will secure the relationship as probably other
means would not be able to achieve. Having a CIEO proactively relates with people

and dos nd hide from his responsibilities as a brand ambassador, it is a massive game
changer for how relationships are built and sustained wwver between brands and
consumers. If | already follow a brand and its CBSsumes this communicative
behaviour, | may be drawn to know more about what the brand vision is what is expected
for the future, and if this information aligns with what | accept or not, it will set the
identification and relationship that | want fromwon.
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Respondent 2:1t certainly will, and if the CEO lacks on behaviour or fails to meet
expectations or requirements from consumers or other stakeholders, it will damage the
brand image and, by default, consumer identification towards the brand. @50

can either work as an enhancer or detractor of identification, as he assumes a key element
of brand exposure and, by effeatord-of-mouththat will build following intent and
awareness or channel bad brand image and damage the entire commueity valu

Respondent 3:I believe that this aspect is much in tune with exposure and awareness

if a sociable CEO is someone who assumes to be an additional communication channel,
with higher effectiveness because of his role inside the company, his expaure w
motivate consumers and other individuals to be in tune with what the company is doing
and what it seeks for the future, and certainly this awareness will trigger some level of
the following intent. Alsq this need of connection from the CEO will charfgew
consumers might feel embraced by the compamyself included and this empathy

may also change how they perceive the brand on this level of identification

Respondent 4:1 believe that if this sociable CEO is able to initiate a story and invite
consumers to be part of ityord-of-mouthwill enhance the level of affiliation towards

that brand, and collective identification that several individuals might have to a single
brand. Knowing the brand with the help of its CEO will encourage consumerstt rela

to brand values and what it represents, and if these characteristics match what this
consumer is looking for, it will change his brand perception and identification towards
the brand.

Respondent 5:Having this CEO whosi visible | believe it helps ataertain level, but |

have doubtsboutthose CEOs whose sociable behaviour is shaped and not authentic.
Those who are forced to behave on this leveSogiability. What really determines
loyalty is the consumer experience with a particular product odbaad the satisfaction

and feedback that comes from this experience. The quality of this service or product
defines the first level of consumer loyalty, and maybe having an additional element, this
case the CEO, as something that can be built on topsobdiseline may vary my level

of identification and loyalty towards a given brand.

Respondent 6:1 reckon that if this sociable behaviour assumes to be an additional
communication channel and an additional opportunity, for me as a consumer, to connect
with the brand and relate with its main leader, while sharing important information about
every aspect of the organization, it surely would revise my identification with that brand
and would add a new layer on my potential relationship and emotional conngittion

that brand. And if | would iderfy with the main leader, that would even enhance these
outcomes.

Respondent 7:1 believe it would, because if | already have a good relationship with a
certain brand, having a CEO wh® sociable and begins to inigatonversation with
consumers and other stakeholders, showing the human side of his company, it will
certainly change my identification towards the braaed even more if | like the CEO

and admire his characteristics or personality as a leader and bemgn
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Respondent 8:f we are analysing the consumer point of view, it will create some level

of influence. Sociability can, indeed, have an effect on securing a good relationship
bet ween us, consumers, and cert pléewherer ands
Steve Jobs, besides being a visionary, had this moderating role between consumers and
Apple and, for that reason, his exposure and active public role had a big impact o
bringing people closer to the organization. | think that having this hgoramection and

presence has major advantage, both at an internal level, with employees, and external
level, with consumers or other stakeholders.

Some journalists and specialists highlight that this sociable behaviour, from
CEOs, makes them more human, doyou have any comment on these
observations?

Respondent 1:l totally agree, certainly it gives a human perspective of what the brand
really is and what values it truly represents. Besides, knowing the brand through its CEO
helps to secure this idea andqegtion towards the company andstvery rewarding to

have these CEOs who are held accountable and what to showcase their life inside the
company, showing their personal side to us, consumers.

Respondent 2:I reckon that it makes it easier to underdtémand values and its true
essence, and makes the loranbit more humble as i$ iusing the CEO to create this
common understanding and different platforms to create conversation. We start to match
a company to a face and person, and for that reasonakes it closer to several
stakeholders. Certainly, if this person is present, the brand is also present, turning it a bit
more human in the way it allows us, as consumers, to show our opinion and create
common value.

Respondent 3: agree that having s@ble CEOs makes brands to be perceived as more
human, seeing Microsoft is the clear embodiment of this idea. Before, we knew this brand
as a hardware and software manufacturer, but now, when someone is describing it, we
easily connect it to a person (Bdlates). From him, and from other CEOs that share this
sociable mentality, we got to know the embodiment of brand values and relate to the CEO
and the brand. Alsave see the company's true positioning on issues such as CSR, the
environment, the environmeand culture inside the organization, among other aspects
that transcend the business and that, by the CEO, confirm the true value of the company
and its human side.

Respondent 4l think thatitdoesnot ur n br ands more O6dhumano
brings important aspects that make it closer to people, and with a CEO who shares the
same identity and is the embodiment of the brand, we need to see that brands continue to
follow a strategy angrofit optimization. It does nanhake them more humble, butaf

CEO is sociable it helps creating an equal ground to consumers or other stakeholders.
What truly influences if it makes companies more human or not is on the reason why
CEOs took a sociable behaviour, because sometimes we see that is somethinglimauthe
and seems a forced attitude, a true positioning statement without any real value to the
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consumer. | think that afterwards, through employees or those who know the reality of
the company from the inside, we can confirm, as consumers, the real essénee o
company and its human value.

Respondent 5:I am not so sure anymore because we started to hear some reports that
are a bit contradictory. Such an attitude may convey this idea, and | agree with that, but
this does not invalidate the fact that comparseem to force relationships and pressure
the community to be willing to interact with them. Sometimes we perceive that this
sociable mentality is artificial, and the lack of authenticity may entail a negative result of
creating relationships, giving thialse perception of a human brand and, for that reason,
giving the idea of a distant brand.

Respondent6:Fi r st | really help us, as consumel
the usage of a corporate ambassador makes sense if it is done by whiteleadspany.

Making more human entails that this leader needs to be capable dfigeaareness

and be prone to create relationships with stakeholdarnsl if he does that well he is an

el ement that creates added value to a bra

Regondent 7: In addition to making an unscripted contribution, the CEO is able to
personally share what is his real vision for the company, and this also helps the company
to be perceived as more human. If you attribute characteristics on an individual to a
company, this invalidates what companies were in the-peEfgust optimizing results.

Now there is the need for this fellowship and connection between brands and consumers,
and this is attributetb the human factor. Also, | find it linked with loyaltgecause if

you assign a certain level of respect, reputation and belief towards a given person, this
case the CEO, you may become more loyal to this brand because this person maid you
believe in the brand, showing you a personal side that yourlzget any access to. In

this case, the CEO acts as a mediator who wants to make the company more human.
However, | believe that this idea is easily rebuttable. It is difficult to achieve this from a
personal and human point of view, but it is easy to guaramiélyalty and satisfaction
arelost through bad leadership, behaviour or communication, or just by the CEO leaving
the company. Sometimes, these variables can shake all this mental and social
construction that is done by avid consumers who are moréhattand aware of a brand.

Respondent 8:1t is all a matter of personification and huring the organization

these are made by people and need to be made for people as well. Soihetimaias

this void and theresi no face that represents these pemopooking at older small
businesses from previous generations, we knew who these people were and knew who
provided these services. We trusted these businesses because of the person who was in
charge. We had this connection and relationship with thenkihgat big companies,

we, as consumers, know that they provide seswacel products, but we still dotriamow
Owhoo6 provides that service. Because of t
to a new manager profile, ends up humanizing the beatconfirms that there is
someone behind who runs the entire business and who, for good and evil, is present to
show his or her face and represent the company.

131



CEO Sociability. Path towards Brangquity and Brand Relationship

Based on your ideas, what more would you expect from a CEO that takes this
sociable behaviour?

Respondent 1:1 believe that this person, before being true about his position and the
importance that he or she assumes in the company's strategy and overall path, needs to
be true to himself. If the proactively communicates on social media and wéetpaot

of this sociable way of leading a company and relaii¢h stakeholders, this attitude

needs to be authentic and it needs to match his true identity and personality. If this CEO
lacks on this extent he or she no longer has any value. | wouldybirpany attention.

It would just be another communication channel, aiding no value to me.

Respondent 2:1 hope that this CEO is someone who is present and able to actively
communicate, both when the brand in a good conditioremgkcriticized. | also tpe

he i aligned with the corporate values and someone who is trustworthy when he behaves
with stakeholders and how he or she communicates. Someone who is trustworthy to what
he or she believes, also. | believe there needs to be this alignment betwaandhend

its CEO.

Respondent 3:He needs to be someone who values relationships and contact with the
audience because being sociable implies being receptive to the opinions and ideas of
t hose O6on t lthe cooversaton. The ICHQ canfagticome up with ideas

and communicate what he wants, and hide in his office, isolating himself from the
feedback he gets from the community.

Respondent 4:1 expectconsideration, mainly. CEOs carinjast be sociable and not

value relationships or connectttviconsumers. Being a leader who is communicative

implies that it needs to be both wayS8EOs need to be receptive to what consumers have

to say. Also, | believe that if we manage to see that this sociable behaviour is authentic

and matches what tHeEO & in real life and thathsi not being Opushed:¢
endeavour, it will make him more effective onhowhmanages t o be t he
ambassadora key element that | hope he follows through his sociable behaviour.

Respondent 5.1 think tha he needs to be taken accountable when something goes well

or not, for the brand. Being a CEO, for itself, just proves the importance of the role, and

if a leader begins to communicate and having high public exposure, it will always have
the probability 6 being commented on by those who may follow, or not, the brand.
Likewise, | hope the CEO has some filter and chooses his channels sensibly, because if
he i s present O0everywhered | think it wil
what he has teay and, besideg looks a bit fake to me. Isibetter for a CEO to have a

smal number of channels so that lseniotall overthe place.

Respondent 6:1 reckon that my expectations will be aligned with the characteristics of

a certain produdt the @re business of a certain brand will guide the way a CEO is able

to create this added value and how he can reach consumers through social media or other
sociable means. Alsthis sociable behaviour will need to match the corporate values of

a given brandgchanging the narrative in that sense. Something that matches the company
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culture and core mentalityif a brand is focused on family, then | expect the CEO, if he

gets on sociable behaviours, to be someone that communicates and relates with
consumersa8f ami | yé6 and going for emotion as a
to go in line with what the company represents at a business and humarstawething

that shows that this person is authentic, an embodiment, and is not rolling a script or a
O0recdl in the way he interacts with stakehol

Respondent 7:These CEOs must fully believe in their brand, and on product and
services that they might present to consumers. However, and from what we see as the
CEOs personality, authenticity and being gemliehaviourcomes is what determines

his true value oSociability. His behaviour needs to match his inner self, and this makes
him genuine and capable of generating attention in the audience. However, | do also
expect, before, that he does his job watl ahows results to stakeholders. Nevertheless,

I reckon that if hdbecomessociable, and position himself as a brand spokesperson, he
needs to invesin the value he may add to the relationship that is intended to be built
between the brand and consum8i& let him be a person who believes in his values and
matches corporate ones, being able to share them, as an individual and not a muppet.

| would also like to point out that the level of expectation depends on the industry, as this
will determine the lexibility of a given CEO inside this sociable sphere, having a more
active rolein social encounters, supporting the society, and speaking publicly or through
digital. The industry may predict how he or she can work as a communication channel
and relatioshipcrystallizerinside a given community.

Respondent 8:Being the main brand ambassador, he has to be true about the brand and
to himself. Beingpublicly known implies that hesipositioning the brand, and also
himself. For that reason, there needs tabalignment between the brand and its CEO

- from the tone of communication to corporate values, all these elements change how we,
as consumers, may perceive the brand and the role of the CEO as a brand ambassador.

How would this sociable behaviour contibute to a brand's visibility, but also
the CEQO's profile as a leader?

Respondent 1:0bviously, they communicate the brand and what the company stands
for and wants to do, but on the other hand these people, as bill gates or Elon musk, by
now became a bnal themselves so it needs to be split a little bit. Firsilpthe market

the brand, products and corporate entity, but | think they also market themselves.
Especially because of social media they have the right stage now to become a brand
within the caoporate brand Wich, in my opinion, is very interesting as these two brands
become very clo$glinked to each other but | think thank also seeing their name up there
gives us two perspectives: from a BtBndpointit is a big driven when it comes Brand

Equity and building intangible value on a brand and also gives PR opportunities for the
CEO itself.

Respondent 2:1 think Elon Musk is not doing that not so well as Bill Gates does it but
also these CEOs come from a different perspective. Now he istfi@edvisory board
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and a philanthropistrying to save the world, butl& | much more visionary, with
SpaceX, boring company and Tesla, witiazy ideas sometimes he does not care, he
is so visionaryd either you like me or you do tador the BoringCompany and SgaX

| guess it works because stideas that takehuge scale and very insane/utopian,fbut
Tesla this mentality does not work so much because they cdelinadr what they said.

| guess it really degnds on his picture ifitfitsggaceX or t he boring compeé
really fit Tesla

Respondent 3:l reckon that a great leader needs to be a great influencer first, both for

its internal community and also consumers. And being this influencer awards him
effectiveness on how he managesshh profil e as a | eader and
sociable behaviour. However, he needs to position himself in accondéhdbe brand

essence and values that run a certain business.

Respondent 4:1 truly believe that this sociable behaviour lets @3Eto position
themselves and elevate their profile as leaders. Also if a company is going well, and its
CEO had a great influence on how the company performed and continues to meet
expectatios, consumers, employees and others will raise their trustdswiae CEO and

be satisfied with his responsibilities, and these outcomes will also be reflected the brand.
Besides, from an internal and external perspective, this sociable behaviour will positively
alter the level of commitment of employees an on thossumers who already followed

the brand or had bought or used their products and services. A sociable strategy that, in
my opinion, becomes even more releviarigger companies, especially at an internal
level.

Respondent 5:It certainly elevates his piite as a leader and prove his charisma, these
channels of communication will not outline the way a CEO is, but they will broadcast his
personality, mentalityand vision. However, sometimes CEOs may have this sociable
behaviour because the organizatiomtgaand we see thatig notan authentic social
behaviour. Here work is done through PR or communication agencies whose
responsibility is to brand these leaders and filter what they say or do publicly or when
they speak on behalf of the compaAlso, these teams work for the CEO and you see

him more as a muppet and where his content is what builds his character as a leader, even
if this information does not match with his true self. These teams are only there to filter
what, when and where the CEO haspeak. | would say that outside a small number of
CEOs, a large number are shaped so as they match the audience, this work being done
by a communication team.

Respondent 61f a CEO is visible it can help him to achieve higher exposure and benefits

overbrand image and perception, but It can easily harm him if he is thrown under the bus
if something goes bad. Also if his performance or behaviour is bad is leader profile is
damaged and his bad management role injures the corporate reputation and pezformanc

Respondent 7As the CEO begins to socialize with us, consumers, or connect with other
stakeholders, we, as receivers, begin to realize or being aware of his human side, and to
know him more on that profile and personal character, while also creatindirdes to
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his leadership spirit and influencélso, if this same CEO shapes his speech and
communication strategy to new audiences, now at an external level, sure it will also shape
his leadership style and values that are inherent to it. To be wekyed the leader

here may also be under a learning process that allows him to make adjustments while he
relates with the general publi@nd it is great that leaders want to be part of this journey

and I, as a consumer, would feel convinced if a CEOsuanhitiate conversations with
consumers and elevate the relationship that is meant to be built. Because after all, the
CEO needs to create and sustain his value, through building his own brand and put it at
the same level of the corporate brand, thatWwi cer t ai nly crowd the
personal brand.

Respondent 81 am not entirely sure, surely it helpsth building visibility around them,

but when these leademspecially these sociable and comnuative ones, | think that

their growth is h tandem with the companyhe same level. Some managers can jump

from brand to brand, and be positioned and presented as good managers, but they are not
this type of leader, despite his good professional profile. From what | perceive, leaders
growwith the organizationandtheaget hi s al | i ance and symbi os
growth. Howeverit is clear that companies have history and the legacy, and people that
were associated with the company will always have their profile already built once they
leave the company. If they were charismatic or connected with the community, once they
leave the company they can channel that perception once they land into a new
organization or business, enhancing the overall perception towards that new company,
throughthe CEO. But | still have my doubts about this relation betv@smability and

building profiles, being the CEO just an isolated element. For him to grow, he needs the
corporate brandfor a great number of companies, it works as a symbiotic growth where
both CEO and Brand support each other 6s
visibility, and performance.

Would you relate this behaviour to something that is necessary and
spontaneous from a given brand, or a simple positioning strategy, withouna
purpose of having a good relationship with consumers?

Respondent 1:l think is about creating relationships with consumers. Even if you take
these examples where a CEO is taking this social role, it even makes it more relatable
and it shows that theyeanot these clean perfect guys who work 20 hours amidgleep

4 hours a day, and i @all they do. This way I think it gives a human side to it but on the
other handit shoud be more in control. you canhdo everything you want or be as you
would bein your living room giving an interview because you still have responsibility

it think in a good way that they haveetstage and you get to know wisohiehind the
brand. If you want you can get information from them and you can get to know the brand
from all sides. You can get to know the CEO personally but on the other hand there must
be a line of responsibility

Respondent 2:All PR is good PR but then at one point if you am behaving
accordingly or do natinderstand the platform you have amightpeople are looking up
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to you then can turn and it is happening with Elon Musk and Zuckerberg. You at this
point these have a lot of money and have a lot of people working for them, how can you
be so stupid and make these mistakes. With Bill gates thisdvas happened because
he probably has a lot of training andis@ot asvrecklesn social media as other CEOs.

Respondent 3:1 find that this sociable behaviour helps brands to position themselves
and their leaders while creating relationships withscomers. If it is spontaneous or a
necessity it depends on the CEO profile, personality, leadership atylecorporate

values. Seeing CEOs such as Elon Musk we see a spontaneous person that likes to say
what he wants and easily shares his vision througD falks or other means, and this
authenticity makes me perceive this behaviour as something real and not a strategy that
follows a necessity, given the current business environment. But seeing other CEOs such
as Steve Jobs | find his sociable behaviowr jpgsitioning strategy because that behavior
escapes from his way of being, an introverted and reserved person. Being spontaneous or
a positioning strategy, its effectiveness relie€oedibility, consistency and authenticity

I those, for me, confirm Mvhat a CEO says and does is true, genuine and follows his
vision as a leader. Because with a strategy the company can, indeed, use the CEO as
brand advocate and get greater awareness and visibility.

Respondent 4l think that it can be either spontaneousacstrategy, depending on the
essence being the CEOb6s need to have a so
from it. However, even if it is spontaneous and genuine, it requires a strategy to be fully
understood and create added value from whéttda@dy used as communication channels.

But if the CEO is someone who truly believes in his products or services, certainly his
sociable behaviour will be spontaneous. But sometimes even if a CEO shares this
likeability towards his brand, his sociable mdibyamay only serve to feed his ego or
narcissism. There are a lot of variables to evaluate in this equation, where we all match
the CEOb6s values, personality, tone of <co
spontaneous this behaviour really is #rttis leader really wants to share his ideas and

open himself to the public, be available to them and show his professional and personal
sides.Also, we match how the same person reacts or behaves through social media but
also in real life. The CEO needis show consistency, because if Iseanly sociable

through digitali for example twittei we, as the consumer, might get a fake version of

his true self, and how he behaves over how content is presented or the format that the
CEO goes with.

Respondent5: | reckon that we can depict elements from both ideas. | believe that for
certain CEOs this sociable behaviour comes from a personal site of view, som@one wh
individually believes that itsibeneficial for him to take communicati@ee this example

with Elon Musk, as sometimes the company is against things that he does on social media,
so we see that that behaviour came from him and not a corporate decision. However, on
some other brands | believe that using the CEO as a brand advocate has a mese object
of promoting the brand and position the products and services, an additional channel and
not making the brand more humardafose to the community.
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Respondent 6:A bi t of both because todayod6s envi
businesses to be moreiman and CEOs to be held accountable for good and bad
moments. This led to leaders to tackle social media and being more visible but also
brought good outcomes to the overall positioning strategy that brands aspire. However,
and despite being a strategynetheless, is something more authentic and not disposable.

Respondent 71 find it more as a mix. There are certain cases in with the sociable quality

of a CEO is intrinsic to himself. And for thate may be seen with a more genuine
behaviour, notwithstading the fact that it may kabeen trainetio worked onHowever,

there are certain CEOs who can transfer this sense of authenticity throughout their
communication, while there are others who lack this extent. These are sometimes more
conditioned and havmetrics that have to be fulfilled once they adopt a certain type of
speech, having less flexibility or possibility to address other topics that are of public
interest, and that can combine personal and professional aspects of the CEO. And for this
resson once a sociable CEO does sbhbw some sense of authenticity and relevance, it
will thereby condition consumerso6 percept
and narrative will appear to be faked or scripted, not showing any level of transparency,
being something that was extremely rehearsed. Even if a CEO is under training to better
cope with the public, it needs to be discreet, otherwise the message will not pass and
empathywill not be created, even for a normal person that would perceive thesages

as common, not knowing the investment that is put on sociable positioning. But, from a
general perspective, being either trained or spontaneous, they always respond to a
requirement that companies need to follow in order to be more transpareimty hioélr

leaders as important communication channels. These same leaders help out creating
awareness, recognitipand visibility. Here, the company is referred and talked about in
other ways that common ones, taking advantageood-of-mouth

Respondent8: | think nowadays itd more of a reaction. On certain CEOs we can
understand that they are born leaders and what they do on a daily basis, as a charismatic
per son, i's spontaneous, but then we have
theyhae t o6 and it al most works as a new tr
the creation of a new leadership profile. However, we still see lacking results with
companies who continue to feel that they can be hiddem@amdtappreciate or know

people ® whom they provide their product or serviand from what we see nowadays,

taking a look at media coverage and what goes into the public agenda, we see this new
consumer profile that demands more information and asks for companies to be held
accountableFor thatt her edés a need to be answered.
appreciation of people, and the creation of this relationship, that perhaps dictates that this
type of sociable approach can be a reaction to the market and a necessity onahe side
the company. Even more so in an age when we talk about artificial intelligence and
robots, it is curious to see that human connection and humanization of brands is more
important than ever before. This relationship is increasingly valued.
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Again, some pecialists pinpoint that having a Social CEO helps on consumer
trust and satisfaction, would you agree with this idea? and why?

Respondent 1:At a trustlevel, it certainly elevates on that level. Having a CEO who we
know and have the opportunity of knowia bit more about the company through him,
and who is someone thdbes nothide away if somethingoes not gas planned, his
posture will certainly influence how consumers may perceive the brand and be prone on
believing in new ideas. A CEO that is agmiic to himself and to the brand, and who
wants to communicate with consumers, all of which motivates consumers to be more
trusted towards his ideas and accept the brand from a new authentic way.

Respondent 2:I believe that having an accessible CEO #ilab is held accountable,

may put consumers in a better position becausg dhe assign a brand to a face and
begin to see how the brand behaves through a single person. Also, if I, as a consumer,
like this given person and his personality, those elesneiit also be transferred to the
brand. | can, as a consumer, relate to a given person and then to his brand, and if I, or the
community, have the opportunity to engageh this single person, is also an additional
component that adds to being more $igtisor trusted towards this brand.

Respondent 3:I think it is easier to respond using one example: imagine that | bought
aniPhone and that, now, the current CEO, Tim Cook, did some community support and
shared his journey through a live stream onadauoedia or through the preisthis human

side of him and social responsibility from Apple would make me feel good about myself
and willing to share, what the CEO shared, to my peers. Also, with this exact CEO who
has great level oBociability, someone Wo shares his personal and professional side,
would make me feel that | made the right decision to buy this product. | would feel proud
of using this brand because I trust this lead®so isclose to me and | have the opportunity

of knowing everything abduhe brand through him.

Respondent 41 find that, even if is a strategy, the sociable behaviour from CEOs grants
them the opportunity of bringing brands closer to consumers, and for those who cherish
the brand and feel proud if this sociable leaderghwill trigger word-of-mouthand,
probably, create new links between brands and consumergigvhotfollow the brand,
enabling them to know it better.

Respondent 5:If this desire tdulfil this gap between the brand and those who are its
followers areauthentic and matches the CE@ue personalit, this human side of the
brandmay engender a new layer of trust and satisfaction. Just besauseetalking

about someone who executes decisions and is on top of the entire organization. If he or
sheactdo n soci al medi a and iismocetabdow whatéhelawrdnd t he
is all about, and how this person treats consumers is also how the brand is there for the
community.lt is almost a perfect mirror, the CEO sets the tone for a lot ofjshiand

how he relateso consumers or other stakeholders is no exception from this set
benchmark.

138



CEO Sociability. Path towards Brangquity and Brand Relationship

Respondent 61 believe those outcomes are bettedetect those consumers that already
follow a certain brand or consume their products and serviceshese tindividuals
demand transparency and connection with the brand, being delivered through a sociable
CEO, their level of trust and satisfaction is improved. This way the CEO is able to match
a certain level of expectations and answer ongoing needs fregse tstakeholders.
Nevertheless this sociable behaviour could resomigitethose who are not familiar with

a certain brand, and the CEO could give an initial boost for them to be aware about that
branddés value proposition.

Respondent 7:1 totally agree, bcause if you accept this sociable behaviour from the
CEO, and being this individual the main face of the company, as a consumer | will have
a new way of associating human characteristics to a company, and if these characteristics
match what | believe andith which | personally review myself, | will certainly feel

more trusted and satisfied with the company. Because here the CEO is a real
demonstration of what is the corporate essence, because othgouniseuld not know
anything more about the compahgtits logo, services, products, the brand, among other
elements. Hergou aregiving a face and characteristics of an individual to the company,
and with this the CEO and the organization can be more effective reaching or achieving
higher levels of consuer trust and satisfaction.

Respondent 8t all comes down to the type of compamg arespeaking of, the history

if you may. But there will certainly be charismatic CEOs who will clearly change brand
identification, satisfaction, and trust. But | thirlketsituation of the CEO, charismatic
leadership, has more impact on employees, from this brand identification point of view.
In many businesses, people have no idehes§ize of the brand and even less awareness
of who is behind everything. There aepple who consume brands daily but are unaware

of who isleading them. Here loyalty may exist, but the CEO was not even involved in
the process. Here, brand loyalty is set on product quality or pricing. | reckon that a
sociable CEO may have a differenteaepending on his company sector. But from an
internal point of view to employees, it has a massive impact, regardless of which sector
we aretalking about. Another aspect that might mediate the impa8oofability on

brand trust, satisfaction and ideication is the company or the country's culture. The
flexibility of a CEO to add value on this level is also bound by these variables, | believe
-despite CEOs having a take on how they
there is always a set alentity traits and company values that they have to ensure, but
the CEO also has a participatory role in shaping that internal culture. There must be this
articulation because we also see cases of CEOs who have succeeded in a particular
culture, and wherhey left for another country it was a misstep.
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From a marketing communications perspective, how would you relate CEO
Sociability and active role on communications and its effect on message
acceptance or being receptive in any way?

Respondent 1it shouldbe connected to the importance of the message that is conveyed.

Do notjust make him a marketing person or the mask for the company, saying what is
going on with the brand but there also must be an importance to the message that meets
the importance of thtitle of this CEQ' and the seriousness that comes from it. These

things should not be discarded. There should be the right time and place for him to talk

T it would be weird to see a TV ad with Elon Musk, for example, running around and
telling technichthings about Tesla; but at a tech conference, where they talk about
Teslads future, it is definitely the right
to represent the brand and give insight on what has happened and what will happen with

the company this point forward.

Respondent 21 think so when you work for a company ameliseither good or bad you

feel it as a teanThere isa difference when the CEO is there and says something rather
than the head of HR or Marketing department. Eslbave a difference to the message
but | think first of all this message needs to be genuine and authentic bedtisseat

what is the point of having the CEO talking on behalf of the company (why are you
saying these things and not meaning it).dfifinot genuine, the CEO is a sheer muppet
anddoes noadd any value to the company. The value comes if people see thab@EOs
notrunning a script and they truly believe in what they are saying to the pAlsia;.it

is very important what the messaig and how authentic it truly is and how it is delivered
to the audience. When the CEO coneéwiously, it always has a difference to it, a
different taste.

Also, authenticity comes from how CEOs deliver on their iiollerecall one example

from Googlewhere the CEQvas nofat all hands, an event that gathers many teams from

the company in one plagethe absence was talked through the press. This is important
because if youlo notcommit and you, as a CE@¢ notremain close to the ones who

work with and for you, or just follow your brand and buy your products and services, and

do notdeliver the message to them, it ruins the entire relstiiprthat should be created.
AsaCEO,you are Othe | eader of the pack6é and

Resmndent 3:Being the CEO who is sending information, it always has another purpose
and relevance than if it were another conventional communication channel. Besides, from
a brand positioning point of view, the fact that you have a person speaking and not an
intangible brand, the human aspect, aligned with the fact that is the main brand leader
talking, it all helps over brand attention and receptiveness to brand messages.

Respondent 4:Relevance is often associated with the type of message, but alsbewith t
type of channel or who issues the messaget i§ the CEO who sends relevant
information about the business, but also shies away from this desire to just communicate
product, introducing human part of the company, its employees, facilities, theaintern
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environment several elements that truly build the corporate cuktrn i s 61 i ght er
makes messages easier to accept. If we have a CEO whose sole purpose is to
communicate the brand, just for the sake of it, and not build a narrative that reajks p

want to participate in the conversation, and talk about brand issues, it all stimulates the
message to be | ost and also the CEOsO® r el e
and community building.

Respondent 5:I reckon that, first of allinessage acceptance is higher if my experience
with a product or service is positive. That really creates room for the CEO to advocate
and gather followrstowards his vision and what he has to say. Besides, if my experience
with a brand is positive | mayee the CEO as being a better channel to receive
information from other means of communication or other people. Also, | perceive that
message acceptance is closely linked with how | perceive the CEO and his capabilities
to meet professional objectives, baiso his personality and traits that he shares,
transparently.

In addition, for the CEO 'getting to my heart' will have to have charisma in the way he
speaks in public and how he reacts to the audience. Often these characteristics are rooted
in the personbut if they are also developed ovine, it gives the leader the opportunity

to be more controlled in how to relate with consumers, being more effective in the way
he collects them as followers.

Respondent 6:When it is the CEO who delivers messages @malf of the company, it

is hard to deny the importance of the message. However, and perhaps allied to the
frequency ofthe amount of times the CEO comes out publicly, the type of message is
also important. If the message or attitude has no purposegatuethe value of the CEO

and futurerelevance in this relationshipuilding process. Ifie isjust there just so people
notice him, and nothing elsjs half the battle to being ignored or forgotten.

Respondent 7:1 would always give more importante messages and communication
coming from the CEO, that from the compar
because these messages are usually more important and punctual. But it also depends on
the topic and frequency or cadence of communication orftugtiae CEO- if he or she
communicates everything to the public, not taking prioritization to messages, the
importance is diminished from the audientbesetopics become mundane and of no

great value. It all comes down to realizing what topics the CB®address and the
frequency with which he communicates, because if he conveys irrelevant things and
important topics, the value of those messages epdtagnating. It all depends on the
relevance of communication, and this will outline the importdraseard to the CEO as

an important information source. If the company wants to give relevance to a certain
topic, it must know how to correctly use the CEO to deliver those messages.

Respondent8Fr om t he poi nt oGredibilityewe, aghe autidnes, i s s u .
always attribute greater value to messages uttered by the CEO, regardless of which
format it is. People always attach more attention to this type of messageshsieaee

a face and a human aspect. But balance is also necessary, betaeigequency of
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messages it too big, people get suspiciou:
- communication might become trivialized, decontextualized of fake, and for consumers
it might lose any added value that it can bring.

Now taking a closer look at the Portuguese environment, to what extent do
you consider, as a consumer, that this social attitude should be adopted by
Portuguese CEOs?

Respondent 1:1 think it should be taken into consideration becausethsnotbeen

much exploredyet. | think there are certain CEOs who are already starting to actively
communicag on LinkedIn and being visible in this both professional and network
environment, but | think it would be something that would make them more visible, and
also their brandsf they are able to be more publicly participative and being near the
community at all times, not just showing up when an issue comes along or a massive
result is presented.

Respondent 2:I reckon that it could make it easier for people, this case owersy to

highlight characteristics and the essences of a brand in one pensiing it easier to
understand this linkage between these two elements. Besides, if a company is available

to have its CEO be more present in environments such as eventsngpaasicly, or
communicating on soci al medi a, it al | h
positioning. Something that is still underused in Portugal.

Respondent 3:Taking the Portuguese example, there are some CEOs that might be
sociable inside theirdsiness environment, but at a scale such as those that come to us
from Tesla, Apple or Amazon, there are no CEOs, in Portugal, who share these
characteristics. | believe it would be helpful for brands to integrate their CEOs inside
communications and hawemore present role on social media, podcasts or the TV.

Respondent 4:As a new trend or opportunity, CEOs are starting to see its true value to
them, as leaders and how they can showcase their ideas with the public, but also for
brands, to create value camelate with consumers. Taking from what | know from
politicians, people vote for them because they identify with their ideas, personality and

how they behave in public or through media coverage. We will see more CEOs taking

this mentality because its fdra me nt a |l given the current p &
with agreater need for transparency and accountability when things go well or wrong.

Respondent 5:1 reckon that for sme brands and specific sectors ié&sier to position

a CEO who is sociable dradvocates as the brasmdhain spokesperson. | think it is an
opportunity to use them as important communication canvas, but it needs to be a gradual
process, besides the fact that these CEOs personality and character needs to match what
is expected frona sociable person.

Respondent 6:1 honestly do not know any Portuguese CEOs who do it, maybe just on
LinkedIn, but it would certainly be an opportunity to create value in the Portuguese
market. It could bring large companies closer to their consumersuidvwe a new
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channel to be explored or complement spaces that would not be filled using traditional
communication channels. It would be a more humane way of communicating company
value. A differentiating element.

Respondent 7:\We already see some PortugeeCEOs that are starting to work at this
sociable level, despite not being as expressive as we see with other countries. But this
expressiveness also points to the fact tiat are talking about different brand
dimensions. For the Portuguese market,ul@dcertainly be something that could be seen

as an opportunity because | also think tBaiciability refers a lot to the cultural
characteristics of a country. In the USA, all this buzz around tech CEOs is reflected by a
culture thadoes nogive much aention to human relations, and with a CEO that runs
away from this notion, it certainly rewards consumers with novelty and curiosity. These
CEOs have started to explore this form of leadership becawsseotnormal to exist at

a cultural level, but herin Portugalit will be easier to adopt this type of social position.
Even without the digital aspect of it, companies, in Portugal are coityyanented, and

being a Latinculture we value relationships. Because of that | believe thatoid fgo

leaders to take advantage of this path relate with employees, consumers and all this
social sphere. The culture here works as a mediator of the opportunity to tackle
Sociability. Perhaps in another culture it is easier for a person to trushpany based

on its performance and results, as in others trust and identifieage@arned by human
value. | reckon that in Portugal it is easier to believe in personalities. In spite of being a
novel phenomenon in other countries, in Portugal this wppiby can be used, tackling
digital as an additional way of creating this narrative and storytelling. Beaduse
Portugueseompanies this relationship with the community as already begun, with social
responsibility projects, environmental concerns, upp®rt to employees. And if this
phenomenon becomes global, there is also room for big companies to take advantage of
CEO Sociability, andSociabilityas a broad strategy, to use digital and other outlets and
grow outside the country. Here, the CEO isrtten brand advocatea good example is

TAP, thePortuguesairline company, that has grown tremendously and the face of the
company, in communication and business strategy, has always been its CEO. Through
this individual, you can easily review charactics of the company, summarized in a
single person.

Respondent 81t is difficult to only talk about Portugal since the weight of multinational
companies is so great. Bwe arestarting to see some CEOs that begin to share these
sociable characteristi@d who can be seen as case studies. An example is Rui Miguel
Nabeiro- and his father from Delta Portugal. This is one example of a ClERD is
starting to explore platforms such as LinkedIn and public presence, through events, to
create visibilityforh e ms el ves as | eader s, and to be
However, before looking at possible charismatic CEOs, we need to see charismatic
actions that impact society and the economy. Only with that we can start to associate
leader to key adjectiveend perceive his true charisma. Seeing actions such as corporate
social responsibility, accountability and his true behaviour in the public sphere we, as
consumers, can associate him, or not, to a charismatic person and who has great
influence. But if ths person is sociable and shares high visibility and communication, it

143



CEO Sociability. Path towards Brangquity and Brand Relationship

has a positive effect on creating relatio
intangible value.

Would you like to add any idea or comment on this topic?

Respondent 1:1 amreally excitedabouthow this will go on because, for now, it is only

or mostly tech companies or the ones who try to have a straight relation with younger
generations,especially. We see examples popping up such as Tesla who attract
millennials and the gemation afterward$ these will be the main customers after the
product is ready to be massarketed.| am interestedfi other industries are going to

catch up on this and try to use the power of social media and digital to get a stage and get
more PR beasse on the other hand is much free or easily accessed marketing)lso

be surprised if this trend would pick up more leaders. With companies such as Apple,
Microsoft or Teslaand others | guess that from the way they outlined their strategy they
saw t as the right time to use social media because it was growing at the same time. It is
all quite new and we see Nestlé or P&G that they have been around so many years so
they never really got the bus/buizzhey made their money without all of this andythe

do not really trust it that much. | aneally curious about the future and to see new
companies coming out and use it more and more. It surely will help them to communicate
better, to create added value and market their products better. | guess dpwéhhn

the next 1€20 years maybe.

Respondent 2:lt is interesting to see why | only tech companies until now. Why is it?

Is it because of the environment they cultivate or openness, the low hierarchies that they
show, and for that reason the CEO iswittéer and being super sociable on how he leads.
We see P&G or other big corporate environments that have a different business
philosophy. | guess it will always relai@the way these businesses giewith Tesla it
suddenly became the big thing and thw who found Tesla is out in the dark. | hope
there ismore coming and more also more women coming because this was very male
dominated.

Respondent 31t is important that these CEOs become increasingly involved in building

brand value. A brand is much neathan a sheer product or service. It has to connect and
involve the community, and if reaching that level means having a capable and willing
leader who actively communicates to everyone, it will be even more beneficial in
building the community value andu man ti es t hat are sought
Something that consumers can relate to and understand from a single person who joins

all brand characteristics. Something that will make consumers able to talk about, reaching
better brandvord-of-mouth- that ultimately will raise the brand strength inside a certain

market or country.

Respondent 41 think that a sociable CEO shows immensely the value he wants to bring
to the community and his openness to perceive the autieeaetion to decisions that
are made and the value that is likely to be built in collaboration with stakeholders.
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Respondent 5:1 find it remarkable that companies are starting to consider that their
CEOs can be important communication channels and true brand ambassadors that can
definitely play a key role in building relationships with stakeholders. Also, having this
leader who actively positions his brand and his true value as a person and a profession
al so elevates how we, as consumeraayscan p
society, consumers are becoming increasingly demanding and this kind of openness is
necessary, although it has to be authentic and not reactive. Bechuse i€ase where

it does not match the CEQrue self, the impact is quite weak.

Respondat 6: | think that for avid brand followers, or those who already buy a certain
product and are happy with it, having a CEO who now centralizes brand characteristics
is surely a plus. It will be a new attempt to make the company more visible and the leader
becomes a more prominent figure and a reference for the entire brand community.

Respondent 7:In order to avoid any reputation flaws, companies need to build a guide
for CEOs to know how to act in certain situations, perhaps during a period of risk or
crisis. This is because a CEO who is under high exposure implies that his reaction has
even more impact on the audience. It is important to ensure that what yolikearn,
reputation, during the yeais notlost during a week. We have seen cases such as Elo
Musk who for unfortunate messages and public claims meant losses of thousands of
dollars. Sociability, here, needs to be well definedreating guidelines for topics that
cannotbe addressed externally or discussed at some iemetl realize the limiof
transparency that the company and its CEO want to have with the ghddiability

needs to be limited, to not to lose the serious and respectful value associated with the
CEO position.

Respondent 81 would like to emphasize one poithere must ba good differentiation
between what a manager is and what a leader is. Not all managers will be able to achieve
this level of leadership, with sociallbehaviourand able to actively communicate with
different stakeholders. There are CEOs who, deep didevngthave this quality and the

required soft skills. A sociable | eadersh
society, but idoes nohave to be seen as an obligation. It is something that can add value
to a company, butitisbynomeansaobl i gati on or standard

though there is a need to come to terms for companies to show some level of visibility

and transparency. If the will of participatingcommunicatiordoes notome from the

CEOQO, it will always be seen as fetand this will not serve the purpose of creating value.

If forced, it does not alter my relationship with a given brand or my perception towards
it I still believe that, because it is a
evaluate ogualify what the impact oSociability will be on consumers, but from an
employee point of view, the impact is clearly evident.
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Appendix 4: Pre-test Constructs and Measurements

CEO Sociability. Path towards Brangquity and Brand Relationship

Construct Adapted Item Original Item Source Scale Used
BR1 | Mention three CEOs that you hay
heard of
E .
3 BR2 | Mention three CEOs that you
o perceive that they have a high le
g of Sociability
@
BR3 | Mention three Portuguese CEOs
that you have heard of
[}
3 CEO Attitude | I like this CEO Likert
S Scde
IS
5: BR_1 | I recognize its characteristics | recognized its Langaro,
9 characteristics Rita &
o Salgueiro | 1-
foe) (2018) SFroneg
s BR_2 | I recall its communication | recall its advertising Disagree
3 BR_3 | | remember th€EO often | remember the brand often -
8 -
T Strongly
S BR_4 | I can easily describe this CEO to| | easily describe the brand 1 Agree
@M friend a friend
BR_5 | I feel familiar with its products | feel familiar with its
products
o D1 18-24 // 2534 // 3544 |/ More
g than 45 years old
5 D2 Feminine // Masculine // Rather
" o not say
c [}
i) [©)
D
Q
>
8’ c D3 Highschool // Bachelor Degree //
'e_;_ -% Master Degree // PhD Degree //
S Q Other
= kel
o
g L
[
a}
= D4 Student // Employed Student //
g @ Employed // Other
> 2
og
[=N0)
S
L

Table4 - Pre-test Constructs and Measures
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Construct Adapted ltem Source Scale Used
BR1 | Identifique até trés CEOs que conheca
E
& BR2 Mencione até trés CEOs que julgue terem um
= grande nivel de Sabilidade
©
@
BR3 | Mencione até dois CEOs portugueses que conh
* CEO Attitude | Eu gosto deste CEO Likert Scale
4
5]
© BR_1 | Reconheco as suas caracteristicas Langaro,
5: Rita & 1- Strongly
o Salgueiro | Disagree
S BR_2 | Recordeme da sua comunicagao (2018)
@ S
E= )
2 BR_3 | Lembrome do CEO regularmente 7 - Strongly
o Agree
(9}
4
B Consigo, facilmente, descrel®@a um amigo ou
S BR_4 o
L — | familiar
o}
Sinto familiaridade com a sua empresa e
BR_5 :
produtos/servigos
g D1 18-24 /] 2534/ 35-44 /| Mais de 45 anos
<
(2] 5 . . . ~ .
S B D2 Faminino // Masculino // Prefiro ndo especificar
= [}
D o
[}
>
(o4
(8]
s |
8 b= D3 Ensino Secundério // Licenciatura // Mestrado //
2 S Doutoramento / PhD // Outro
E &
e}
E‘ = g D4 Estudante // Trabalhad@&studante // Trabadtdor //
22w Outro
5EG

Table5 - Pre-test Constructs and Measur@gscal Adaptation to Portuguese)
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CEO Sociability. Path towards Brangquity and Brand Relationship

Construct Item Original Item Source Scale Used
Brand Atitude CEO| BAl | | perceive this CEO in a more| More favourable Langaroet | Likert Scale
favorable way than others al. (2018)
Q BA2 | | perceive this CEO in a more| More appealing 1- Strongly
@) appealing way Disagree
£
%2} . .
g BA3 | This CEO is be#r than others| Better 7 - Strongly
5 Agree
-qo:’ BA4 | I recall this CEO in a more More pleasant
£ favorable way
<
BA5 | | perceive this CEO as more | More likeable
likeable than others
The CEOO6s communi
) that he is
Perceived
Approachability
PAP1 | Openrrminded 20 item scale Porteret Likert Scale
al. (2007)
PAP2 | Accessible 1- Strongly
Disagree
PAP3 | Sociable
7 - Strongly
PAP4 | Approachable Agree
2
8 PAPS5 | Unfriendly [r]
(8]
o
n
8 PAPG Welcoming
@)
PAP7 | Responsive
PC1 | I perceive him as a trustworth| Mr X is a Klebba & | Likert Scale
) person trustworthy person | Unger
Perceive (1983)
Credibility
PC2 | | perceive him as a credible | Mr. X is a credible 1- Strongly
person person Disagree
PC3 iIn;:src_eive Im as a person of Mr. X_is a person of 7 - Strongly
grity integrity
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competingorands

PC4 | | perceive this person as a Mr. X is a Agree
believable person believable person
PC5 | I perceive this person as a Mr. X is a likeable
likeable person person
PC6 | I recognize this persosms a Mr.X is recognized
knowledgeable person about| as a knowledgeable
his industry person about cars
PC7 This person is knowledgeable Mr. X is
g knowledgeable
about his industry
about cars
PC8 | | perceive this person as an | Mr. X is an expert
expert on cars
PC9 | | perceive this person as an | Mr. X is an
influential person influential person
PC10 This person is powerful in its Mr. X 's a ;:r)]owerful
respective industry person in the
automobile industry
BL1 | I consider myself to be loyal t¢ | consider myself Yoo, Likert Scale
this brand loyal to X Donthu &
Brand Loyalty Lee
(2000)
BL2 | This brand would be of my | X would be my first 1- Strongly
first choice choice Disagree
BL3 | I will not consider other brandj I will not buy other )
if this one is available brands if X is ;grsetéongly
available at the storsg
2
> BAS1 | Some characteristics of this | Some characteristic Likert Scale
_'-'; o brand come to my mind of X come to my
E Brand Associations quickly mind quickly
% 1_— Strongly
o BAS2 | | can quickly recall the symbo| | can quickly recall Disagree
Q or logo of this brand the symbol or logo
) of X
€
8 7 - Strongly
3 - . - . Agree
O BAS3 | I have difficulty in imagining | I have difficulty in
this brand in my mind [] imagining X in my
mind []
BAW | | know what this brand looks | | know what X looks| Likert Scale
1 like like
Brand Awareness
BAW | | can recognize this brand | can recognize X 1- Strongly
2 among other competing brand among other Disagree
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BAW | | am aware of this brand I am aware of X
3
7 - Strongly
Agree
PQ1 | This brand is of high quality | X is of high quality Likert Scale
Perceived Quality
PQ2 | The likely quality of this brand Thelikely quality of 1 - Strongly
is extremely high X is extremely high Disagree
PQ3 | The likelihood that this brand | The likelihood that
would be functional is very X would be 7 - Strongly
high functional is very Agree
high
PQ4 | The likelihood that this brand | The likelihood that
is reliable is very high X is reliable is very
high
PQ5 | This brand must be of very | X must be of very
good quality good quality
PQ6 | This brand appears to be of | X appears to be of
very poor quality [r] very poor quality [r]
T1 Whenever theompany makes an important decisiol Tsai & Likert Scale
know it will be concerned about people like me Men
Trust (2017)
T2 | The company can be relied on to keep its promises 1- Strongly
Disagree
T3 | believe that the company tekéhe opinion of people
like me into account when making decisions 7 - Strongly
Agree
a T4 I feel very confident 4
<
(2]
S
kS T5 The company has the ability to accomplish what it
2 says it will do
©
3
E.E‘ S1 | am happy with the company Likert Scale
% Satisfaction
2 . . - .
< S2 M_ost people like me are happy in their interactions 1- Strongly
O with the company Disagree
S3 In general, | am pleased with the relationship this
company has established with me 7 - Strongly
Agree
sS4 | enjoy dealing with this compan
C1 I really feel as i f t hi]|]Meyer& | LikertScale
own Allen
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Commitment Cc2 | think that | could easily become as attached to (1990)
another organization as | am to this ¢rje
1- Strongly
Disagree
C3 I do notfeel emotionally attached to this organizatio
[r]
7 - Strongly
C4 | This organization has a great deal of personal mea| Agree
for me
Age D1 1824 // 2534 |/ 3544 |/ More
than 45 years old
(2]
g
= Gender D2 Feminine // Masaline //
o Rather not say
(04
Q
'§ Education D3 | High School // Bachelor
5 Degree // Master Degree //
g PhD Degree // Other
[
a
Employment Status| D4 | Student// Employed Student
Employed // Other
Table6 - Questionnaire Constructs andddsurements
Construct Item Source | Scale Used
Brand Attitude BA1 | Perceciono este CEO de forma mais favoray Langaro| Likert Scale
CEO que outros et al
(2018)
Q
O BA2 | Perceciono este CE@e forma mais apelativa 1- Strongly
) Disagree
s
n
"% BA3 | Este CEO é melhor que outros
g 7 - Strongly
s Agree
S BA4 | Recordeme deste CEO de forma mais
= agradavel
<
BA5 | Perceciono este CEO como mais simpatico
O estilo de comunicacéo deste CEO indica esie é:
Perceived
Approachability
- PAPL1 | Tolerante Porter Likert Scale
= etal
= (2007)
b .
(‘/3) PAP2 | Acessivel 1- Strongly
o Disagree
|
O PAP3 | Sociavel
7 - Strongly
PAP4 | Disponivel Agree
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PAPS | Antipaticolr]
PAPS | convidativo
PAP7 | Responsivo
PC1 [ Percecioneo como alguém fidedigno Klebba | Likert Scale
&
Perceived Unger
Credibiity PC2 | Percecioneo como credivel (1983) 1- Strongly
Disagree
PC3 | Percecioneo como uma pessoa integra
7 - Strongly
PC4 | Perccioneo como algiiem confiavel Agree
PC5 [ Pececioneo como uma pessoa gostavel
PC6 | Tem um elevado conhecimento na area
PC7 | Esta pessoa tem m elevado conhecimento 1
area
PC8 [ Percecioneo como especialista
PC9 [ Percecionep como uma pessoa influente
PC10 | E uma pessoa pondesona sua respetiva
industria
BL1 | Considereme leal relativamente & Marca Yoo, Likert Scale
Donthu
Brand Loyalty & Lee
BL2 | Esta marca seria a minha primeira escolha | (2000) |, Strongly
cdegoria Disagree
2
=]
g BL3 | N&o iria optar por outra marca concorrente S
S tivesse essa oportunidade 7 - Strongly
8 Agree
s}
e
A
s BAS1 | Algumas caracteristicas da marca surgem Likert Scale
= o facilmente na minha mente
£ Brand Associations
]
2 BAS2 | Consig faciimente lembrar o simbolo ou 1- Strongly
O @ .
log6tipo da marca Disagree
BAS3 | Tenho dificuldade em me recordar da emprg 7 - Strongly
1 Agree
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BAW | Sei qual é a aparéncia e aspeto da empresd Likert Scale
1
Brand Awareness
BAW | Consigo reonhecer a marca entre as suas 1- Strongly
2 concorrentes Disagree
BAW | Estou ciente da marca 7 - Strongly
3 Agree
PQ1 | Esta marca é de elevada qualidade Likert Scale
Perceived Quality
PQ2 | A provavel qualidade desta marca é 1- Stronal
extremamente elevada Dis,agreeg Y
PQ3 | A probabilidade de esta marca ser funcional
muito alta 7 - Strongly
Agree
PQ4 | A probabilidade de esta marca ser confiavel
muito alta
PQ5 | Esta marca deve ser de muito boa qualidadg
PQ6 | A marca parece de muito ma qualid@de
T1 Sempre que a empresa toma uma decisdo | Tsai & | Likert Scale
importante, sei que se preocupara com pesy Men
Trust como eu (2017)
1 - Strongly
T2 | A empresa pode ser confiavel para manter Disagree
suas promessas
. o 7 - Strongl
T3 | Eu acredito que a empresa leva as opinides Agree gy
pessoas como eu em conta para tomar deci
Q.
2
S T4 Sintome confiante nas capacidades da
E empresa
()
4
'c% T5 A empresa tem a capacidade de cumprir co
& que diz e o0 que faz
o
S
2 S1 Estou contenteom a empresa Likert Scale
(@]
o Satisfaction
S2 | A maioria das pessoas como eu esta satisfe 1- Strongl
com a sua interagcdo com a empresa Disagree y
S3 | No geral, estou satisfeito com o
relacionamento que esta empresa tem 7 - Strongly
estabelecido comigo Agree
S4 Eu gosto de lidar com esta empresa
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C1 Sinto que os problemas desta empresa sao| Meyer | Likert Scale

) também meus & Allen
Commitment (1990)
C2 | Considero que poderia facilmente tornze 1- Strongly
ligado a outr@mpresa como estou a efla Disagree

C3 N&o me sinto 'emocionalmente ligado' a estg

organizacagr] 7- Strongly

Agree

C4 Esta empresa tem, para mim, um grande
significado pessoal

Age D1 | 1824 // 2534 /] 3544 //Mais de45 years old
2]
5
b Gender D2 Feminino// Masculino // Prefiro ndo
e especificar
o
Q
§ Education D3 Ensino Secundario // Licenciatura // Mestrad
5 /I Doutoramento / PhD // Outro
o
€
[¢]
[a)

Employment Statu§ D4 | Estudante // Trabalhad&studante //
Trabalhador // Outro

Table7 - Questionnaire Constructs and Measurements (Local Adaptation to Portuguese)

Appendix 6: Pre-Test Main Outputs

Q1 - Identify up to 3 CEOs that you have heard of
60

50
44

30

48
28
26
21 19

20

10 ¢

0 .
Anténio Mexia Bill Gates Elon Musk Jeff Bezos Mark Zuckerberg Steve Jobs Tim Cook

Figure 2 - Brand Recall Question 1
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Q2- Identify up to three CEOs that you beleve have a high level of Sociability

Figure 3 - Brand Recall Question 2

Q3 - Identify up to two Portuguese CEOs that you have heard off

40 37
35
30
25
20

5 14

10 8 8 8

8
: H B B =
0
Anténio Mexia N/A Paulode Azevedo  Pedro Scares dos Santos Rui Nabeiro Zeinal Bava
Figure 4 - Brand Recall Question 3
About Bill Gates - | feel familiarity with its company and 5]
products/services
About Bill Gates - | can easily descrive this CEO to a friend
About Bill Gates - | remember the CEO often [

About Bill Gates - I recognize its characteristics

About Bill Gates - | recall its communication

About Bill Gates - | like this CEO

a7
36
1 10
l . : :
Bill Gates Elon Musk Jeff Bezos Mark Zuckerberg Steve Jobs Sundar Pichai Tim Cook

Mean

Figure5 - Bill Gates- Brand Recognition Mean Ranks
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Figure 6 - Elon Musk- Brand Recognition Mean Ranks

Figure 7 - Stewe Jobs Brand Recognition Mean Ranks

Appendix 7: DemographicDescriptives

Table81 Sample Distribution across Gender

Table9i Sample Distribution across Age Group
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