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Abstract

The aim of this thesis is to understand how SMESs’ owners and/or managers interpret
the corporate branding, and to examine the impact of the of SME owner/managers
personality characteristics on perception of marketing mix and corporate brand image
formation which affect customers’ satisfaction and loyalty. Therefore, this thesis firstly
discusses the current literature in the SME context together with their marketing and
branding activities. Furthermore, the thesis pays particular attention to SME corporate
branding with regard to understanding its perception. It also considers how SMEs
understand corporate branding as well as the challenges and opportunities through
which they are required to implement corporate branding, and also the outcomes of
corporate branding in the SME context.

This research adopted a mixed-methods approach by using qualitative data from semi-
structured in-depth interviews and quantitative data from the survey. The semi-
structured interview was conducted with 15 Turkish retail SME managers/owners with
snowball sampling. The qualitative findings help to operationalise the principal
concepts, to develop a conceptual model, to develop research instruments and to finalise
appropriate scales of measurement. Subsequently, the new conceptual model, which is
named as the SME corporate brand image model, was validated through the IBM SPSS
23 statistical tool and structural equation modelling (AMOS). This was based on the
survey questionnaires collected from 426 SME customers who had bought products or
services from the selected SMEs. Exploratory factor analysis (EFA) and Cronbach
alpha and confirmatory factor analysis (CFA) were conducted to ensure the scales’
robustness in terms of validity and reliability. Following this, the proposed hypotheses
between constructs were examined.

The theoretical contribution of this research is to develop a conceptual framework and
empirically test. The data analysis results show that the personality of the SME
managers/owners forms the corporate brand image. The results show that two
personality characteristics of managers/owners; openness to experience and
agreeableness have an impact on perceived product quality. And perceived
product/service quality is the most significant marketing mix elements that shape the
corporate brand image and agreeableness personality of entrepreneur have a strong
impact on SME corporate brand image. Furthermore, consumers expressed the SME
corporate brand image more in terms of agreeableness. The present study has
empirically found that the SME corporate brand image and the perceived
product/service quality has a positive impact on customer loyalty through customer
satisfaction.

Furthermore, corporate branding literature is mostly focus on developed countries, thus,
an emerging market which is chosen for the purpose of adding new insights to the
literature. Also, in the context of corporate branding, the mixed method studies are
limited, conducting mixed methods allows to get contribution by two different
stakeholders of the SMEs. The managerial implications of this research are that it
extends the knowledge of SME corporate branding and provides an insight into SME
managers/owners in order to enhance company performance.

Keywords: Corporate branding, corporate brand image, SMEs, marketing miXx,
customer satisfaction and loyalty
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CHAPTER 1: INTRODUCTION

This chapter aims to introduce the scope of the current research. The introduction
chapter is comprised of seven sections. Firstly, Section 1.1 posits the research problem
and Section 1.2 specifies the research questions. Subsequently, Section 1.3 introduces
the aims and objectives of the research, then Section 1.4 briefly summarises the
methodology adopted for the purpose of answer the research questions. Section 1.5
reviews the originality of the research and explains its significance. Moreover, Section
1.6 presents the research context. Finally, Section 1.7, outlines the overall structure of
the thesis.

1.1 Research Problem

Marketing scholars shed light on the importance of creating a unique corporate brand
in order to have a sustainable competitive advantage (Balmer, 2013; Brexendorf and
Keller, 2017; Harris and de Chernatony, 2001). A well-developed corporate brand
constitutes a valuable intangible asset of a company (Biraghi and Gambetti, 2015;
Chernatony, 1999). Companies with a successful corporate brand have numerous
advantages in the market compared to their competitors in the market. Corporate brands
assist companies in increasing their “public profile, customer attractiveness, product
support, visual recognition, investor confidence, encapsulating organisational values
and staff motivation” (Balmer and Gray, 2003, p. 973). Therefore, it is important to
understand the significance of corporate brand and its benefits for organisations as it
provides them a competitive advantage in the market, higher stakeholder satisfaction,
customer loyalty and a higher profit in the long term (de Leaniz and Rodriguez, 2016;
Griffin, 2002).

Corporate brand assists organisations in achieving a more effective positioning of their
businesses while simultaneously differentiating them from their competitors (Schultz
and Hatch, 2008) regardless of the organisations’ size, age, or sector (M’zungu,
Merrilees and Miller, 2019). Corporate brand not only applies to large and multinational
companies, but also helps SMEs to gain strategic advantages, such as an increase in

sales.

Nevertheless, previous studies relating to corporate branding have mostly focused on

large or multinational companies (Balmer, 2012; Hankinson, 2001; Krake, 2005) and
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disregarded SMEs (Centeni, Hart and Dinnie, 2013; Rode and Vallester, 2005; Wong
and Merrilees, 2005). Although almost 95 percent of all companies are SMEs which
generate 60 to 70 percent of employment in OECD economies (OECD, 2018),
branding, brand management and corporate branding, SMEs have been neglected
considerably (Krake, 2005; Merrilees, 2007). However, corporate branding might
provide several advantages for SMEs such as growth in the market, helping them gain
a competitive advantage and an increased awareness. Although SMEs are smaller in
size, recent research has revealed that SMEs should recognise the usage of corporate
branding (corporate communications) in order to provide correct messages to their
internal and external stakeholders to generate better value (Nielsen and Thomsen, 2009;
Gabrielli and Balboni, 2010). Owing to limited work in this context, the exact process
of corporate brand management within the SMEs is unclear. In larger multinational
corporations, corporate branding is usually forged with a corporate personality or
identity even before the company is established (Rode and Vallaster, 2005; Kollmann
and Suckow, 2007; Merrilees, 2007).

The personality characteristics of entrepreneurs have an impact on corporate identity.
The unique corporate identity of an organisation shapes the corporate culture which is
subsequently represented by its employees’ behaviour (Duncan and Moriarty S.E.,
1998; Bergstrom, Blumenthal and Crothers, 2002). Corporate culture is reflected in the
external stakeholders of the company through the employees, together with the
corporate image itself, which indicates the customers’ perceptions of the organisation
(Hatch and Schultz, 2003). Some researchers claim that corporate branding does not fit
the marketing strategies of SMEs (Agostino, Filippini and Nosella, 2015; Centeno, Hart
and Dinnie, 2013) due to their own constraints, including financial, human resources,

and time.

SMEs’ marketing activities mostly aim to increase the sales of the company (Agostini,
Filippini and and Nosella, 2015). Moreover, SMESs’ branding relies on entrepreneurial
marketing which is more tactical for the purpose of improving the innovativeness and
demand for a product or service, while simultaneously being as simple as large
organisations’ branding strategies (Abimbola, 2001; Inskip, 2004). However, SMES’
corporate branding studies are very limited (Rode and Vallaster, 2005); therefore, this

research aims to develop a conceptual model which defines the corporate brand
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building process in the SME context and which discusses how corporate brand assists

companies in leveraging their performance.

Corporate brand refers to the sum of a company’s core values (Ind, 1997). On the basis
of such values, Urde (2003) developed a holistic model which attempts to explain the
formation of a corporate brand in terms of the three main core company values;
organisation, brand and customer values. This research draws on the corporate brand
literature by adopting Urde’s (2003) core values model. The SME corporate branding
process is analysed with CEO branding, product branding, and corporate image.
According to Urde’s model, organisational values are reflected by the manager and/or
owner of SMEs since they are the key decision-makers for their respective companies.
Brand values are reflected by the product branding, which itself is comprises the
company’s marketing mix. Finally, customer values are reflected by a corporate image
which is held by customers regarding the corporate branding of the company.

Although it is known that a corporate brand provides value, a competitive advantage,
satisfaction and loyalty (Davies et al., 2004), the information regarding SMES’
corporate brand building process and its effect on company performance are limited.
Consequently, this study, provides theoretical insights and practical advice as to how
the corporate branding process is developed within SMEs. The study’s theoretical
framework is grounded on the stakeholder theory, the five-factor personality theory and
the corporate reputation chain theory. This research adopts a holistic approach which
explores the antecedents and the consequences of the corporate brand in the SME

context.

Furthermore, the corporate brand has a multi-stakeholder focus (Fombrun, 1996). SME
customers are the most important external stakeholder group. Therefore, corporate
branding literature focuses predominantly on customer perspective (Balmer and
Greyser, 2006; Da Silva and Alwi, 2008; Sung and Yang, 2008; Walsh et al., 2009;
Geuens et al., 2009; Boyd et al., 2010; Kim et al., 2011; Usakli and Baloglu, 2011).
Although entrepreneurs shape corporate identity and are considered to be the most
important internal stakeholders of SMEs, they have been overlooked by corporate brand
scholars. Consequently, this research adopts a multi-stakeholder perspective in order to

scrutinise the principle of corporate branding in the SME context.
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This research focuses on corporate brand formation at the SME level by analysing both
internal and external stakeholders’ perspectives. The following section articulates the
research questions to gain a better understanding of corporate branding in the SME

context.

1.2 Research Questions

This study extends conceptual papers in corporate branding literature by empirically
validating how SMEs can enhance their corporate brand image via a comprehensive
perspective, including CEO and product branding, from both an internal and external
stakeholder perspective. In order to accomplish this, the following research questions

are asked:

1. How corporate branding is defined at the SME level by SME managers
and/or owners in the context of developing countries?

2. What are the antecedents of corporate brand image in the SME context?

3. To what extent does the personality of the manager and/or owner, as well as
the perceived product or service quality, serve as an antecedent of SME
corporate brand image from the perspective of customers?

4. To what extent do SME corporate brand image and perceived product or
service quality have an impact on customer loyalty through customer
satisfaction in the SME context?

The research begins with a literature review and subsequently collects data through
semi-structured interviews which were conducted with the decision-makers in the
companies. The purpose of the interviews were not only to enhance the theoretical
precepts which underlie this research but also to finalise appropriate scale items and
measurements. Finally, a conceptual model is developed and validated through the

empirical data.

1.3 Research Aim and Objectives

The aim of this research is to develop a comprehensive corporate branding framework,
including entrepreneurial branding dimensions (antecedents), marketing mix (4P), and
corporate brand image, as well as their influence on customer satisfaction and loyalty
(consequences) among retail SMEs in Turkey.
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For this purpose, the data were collected by two different methods (qualitative and
quantitative) from two different stakeholders in SMEs (SME owners/managers and

customers).
To address the research questions above, the following objectives are presented:

e To identify the antecedents of corporate brand and their influence on customer
satisfaction and loyalty while conceptualising them in terms of existing
literature and qualitative data;

e To develop a holistic SME corporate brand image model in order to understand
the relationship between the manager/owner’s personality, perceived product or
service quality, and corporate brand image at the SME level (in this research,
named as the SME corporate brand image model);

e To evaluate the impact of the SME corporate brand image and perceived
product or service quality on customer loyalty as measured by customer
satisfaction;,

e To test the conceptual model of the above relations in the Turkish retail SME
context empirically and to reflect on the results;

e To make a contribution to theory and to identify managerial implications for
practitioners (particularly SMEs) based on the personality of the
manager/owner, the perceived product or service quality, and the SME

corporate brand image and their impact on customer satisfaction and loyalty.

By addressing the above research objectives, this research aims to provide several

insights regarding the existing knowledge for both academics and practitioners.

1.4 Research Methodology

This research aims to understand the corporate brand building process in the SME
context by investigating the antecedent of the corporate brand image and its
consequences on customer satisfaction and loyalty. Since this study is descriptive by
nature, it has adopted a post-positivist approach coupled with a quantitative
methodology, together with a survey for collecting data (Churchill, 1999). Since the
SME context is a relatively unexplored area in the literature (Dacin and Brown, 2002),
this research primarily incorporates data from exploratory interviews for the purpose of

gaining more insight into the phenomena (Churchill, 1979; Mingers, 2001), control the
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applicability and equivalence of measurements in a different research context (i.e.

emerging market) (Bryman, 2016) and answer the first research question.

The adoption of the qualitative approach in the early stages of this quantitative research
has helped to increase the validity of the research while improving the richness of its
findings (Deshpande, 1983; Cronbach, 1975). Consequently, this research follows
Churchill’s (1979) paradigm which suggests the collection of preliminary, qualitative
data before collecting the main quantitative data. In parallel with this approach, this
research began with a literature review and subsequently collected data through semi-
structured interviews with the decision-makers of the companies (i.e. the
manager/owner of the SMEs). Thereafter, two academics and one SME manager
reviewed the interview questions which were formulated in order to verify whether or
not they were clear and understandable. This helped the researcher to make corrections
to the interview guide if required. The interviews were conducted on a face-to-face
basis, with 15 SME owners/managers. The qualitative data was collected by note-taking

and was transcribed and analysed into the NVivo 11 analytics software.

The findings of the qualitative analysis were then used to verify research instruments
and finalised appropriate measurement scales. A survey was developed on the basis of
the literature and qualitative findings for the purpose of further carrying out the
quantitative study. This process includes; a survey design, pilot testing, revising the
questionnaire and sample, data collection and analysis (Blair, Czaja and Blair, 2013).
The reliability of the questionnaire is verified with the Cronbach alpha, with an
exploratory factor analysis being employed for the pilot study (Aaker, 1997;
Tabachnick and Fidell, 2014).

Subsequently, the analysis of the quantitative data began with data entry and data
screening. The IBM SPSS 23 statistical tool was used for the initial data analysis in
order to diagnose missing values, outliers and normality (Tabachnick and Fidell, 2014;
Hair at al., 2010); subsequently, demographic data was examined. At the next stage, an
exploratory factor analysis was conducted in order to purify the items. This process was
followed by the Cronbach alpha test for reliability for the purpose of understanding the
internal consistency of the measurements (Aaker, 1997). Finally, structural equation
modelling (SEM), which is a vigorous technique for testing the causal relationship
between the constructs of the research, was conducted (Steenkamp and Baumgartner,
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2000). The Analysis of Moment Structures (AMOS), version 23, was used in two
phases (Anderson and Gerbing, 1988). Firstly, the unidimensionality of the constructs
was validated with a confirmatory factor analysis (CFA), upon which the structural
model was tested to validate both the hypothesis and the model (Hair et al., 2010;
Steenkamp and Baumgartner, 2000).

1.5 Research Context

This research aims to examine the antecedents and consequences of the consumer view
of corporate brand image in the SME context. Since consumers are generally considered
to be the most important stakeholders in a company, corporate brand image represents
the most important dimension of the corporate brand-building process. This research
explores consumers’ perception of the SMEs in Turkey. The rationale for choosing

Turkey as the research context is as follows: explained below.

Firstly, there has been little research conducted related to corporate branding, corporate
brand image and reputation in Turkey. Previous research mostly focused strictly on
westernised/developed countries, such as the United Kingdom and the USA (Roper and
Davis, 2007; Alwi and Kitchen; Cretu and Brodie, 2005; Curtis, Abratt and Minor,
2009). Turkey was considered to be one of the most attractive emerging markets in
2018 (Teso, Kondo and Dormido, 2018). Emerging markets face challenges which
differ from those in westernised/developed contexts. Therefore, in terms of corporate
brand image, the westernised academic and managerial approaches could be different
from those in the Turkish context which is an emerging market (Burgess and
Steencamp, 2006).

Secondly, Hofstede (1984) states that westernised countries are more individualistic
than other nations. However, SMEs, represent more collectivistic societies since they
support close relationships with their customers and have developed a mutual trust and
understanding in order to expand their networks (Spence, 1999; Park and Campbell,
2017). Consequently, it is important to develop a favourable impression of the company
in collectivist cultures like Turkey in order to convince its consumers to purchase their

products and services (Balabanis et al., 2002).

Turkey differs from westernised countries in terms of their economy and culture. The

World Trade Organisation classifies, 164 of its members as developing countries, with
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Turkey being among them. Likewise, (Teso, Kondo and Dormido, 2018; Garten (1997)
Turkey is identified as an emerging market “on its way” to becoming a fully-developed
economy. Therefore, it is more important to study corporate brand image content in the

context of an emerging market vis-a-vis with that of a developed country.

Geographically, large multinational companies are highly concentrated around
metropolitan cities such as Istanbul, Bursa and Izmir. However, since 2000, there has
been a wave of domestic outsourcing shifts from the developed cities to the developing
cities in the Anatolian region, including Denizli, Gaziantep and also Kayseri which has
over 30,000 SMEs, thereby proving that it has the potential of representing an emerging
economy. Kayseri has attracted attention from scholars because it has demonstrated
dynamic growth in its manufacturing, tourism, education and medical tourism
industries (Uygur, 2009; Ozcan, 2006). The semi-structured interviews were conducted
with SME owners or managers who were resident in Kayseri. Subsequent to completion
of the semi-structured interviews, questionnaire data were collected from the residents
of Kayseri. The companies were chosen on the basis of convenience sampling and,

more specifically, snowballing sampling.

Considering that the corporate brand image is defined as the customers’ impression of
the company, the operationalisation of this concept particularly needs to concern the
company being assessed (Elsbach and Bhattacharya, 2001). Consequently, the
participants in the questionnaire were chosen by an existing customer who had

previously purchased products or services from the selected company.

1.6 Original Research Contributions

This research provides five points of research originality. They are described as follows:

First, in the context of corporate branding, existing studies extensively focuses on large
and multinational companies (Krake, 2005; Balmer, 2012; Centene, Hart and Dinnie,
2013) and neglects the SME context (M’zungu, Merrilees and Miller, 2019; Wong and
Merrilees, 2005; Rode and Vallester, 2005), although the SMEs have different
characteristics compared to large organisations. Consequently, this research expands
the existing literature by contributing to the SME context with a new conceptual model
which is named as the SME corporate brand image model through the current literature

and qualitative findings.
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The second original research contribution is that of applying marketing theories to the
SME context. Current SME marketing studies generally suggest that SMEs have
entrepreneurial branding. From another perspective, this thesis, makes the original
contribution of adopting a holistic branding approach based on Urde’s (2003) core
values. This research provides new insight into the SME context by adopting a
comprehensive understanding of brand management in SMEs, incorporating not only
entrepreneurial branding, but also product and corporate branding. Corporate branding
and product branding are rarely studied in this context since SMEs have their own
constraints; namely, human, temporal, and financial. For this reason, scholars thought
that corporate and product branding were not appropriate topics for SMEs. Qualitative
findings interestingly reveals that the antecedents of corporate branding in SME context

are both entrepreneurial branding and product branding (marketing mix elements).

The third original research contribution was the measuring of SME performance.
Current SME strategies mostly measure company performance with financial results
(Nadkarni and Herrmann, 2010). This research provides originality by measuring non-
financial company performance, customer satisfaction and customer loyalty.
Qualitative findings show that SME managers/owners put more attention on non-
financial performance indicator. They believe that better non-financial performance

helps companies to have better financial performance in long-term.

The fourth original research contribution was examining the stakeholders’ perspectives.
SME marketing papers extensively focus on a single type of stakeholder perspective
(internal or external). However, in this research, multiple stakeholders were targeted to
develop and validate a theoretical model. Therefore, in order to achieve the research’s
aims and objective, not only were semi-structured interviews conducted with SME
managers/owners, but also surveys were conducted with customers. Both SME
managers/owners and customers are agree on personality of entrepreneur has an impact
on company's corporate brand image. Interestingly, while SME owners/manager
emphasise the marketing mix elements (4p) have a strong impact on corporate brand
image and customer satisfaction, the quantitative results shows that perceived
product/service quality has highly significant impact on corporate brand image and
satisfaction. Furthermore, the results shows that having a favourable corporate brand

image has positively impact the customer satisfaction and loyalty in SME context.
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Fifth, in the context of corporate branding, the mixed method studies are limited,
conducting mixed methods allows to get contribution from two different stakeholders
of perspectives. Corporate branding studies in SME are predominantly conceptual ones
(Wong and Merrilees, 2005; Rode and Vallester, 2005). This thesis, on the other hand,
adopts a mixed-methods approach. In the first phase, the research used existing
literature and qualitative data in order to develop a new conceptual model by exploring
and enhancing its main constructs and items. In the second phase, the quantitative data
validated the new conceptual model by addressing the corporate brand management at
SME level as well as its impact on customer satisfaction and loyalty. The developed
conceptual model was validated through the IBM SPSS 23 statistical tool and structural
equation modelling (AMOS).

1.7 Structure of the Thesis

This dissertation comprises six chapters together with references and appendices. The

remainder of the thesis is structured as follows:

The first chapter introduces the thesis of this study and presents a short background of
the research and justification for the selected research project. Furthermore, this
chapter elucidates the research methodology and the points of originality which resulted
from the aims and objectives of the research. Finally, it concludes with the structure of
the thesis being briefly summarised in terms of the focus of each of the following

chapters.

The second chapter presents a review of the literature conducted by the researcher
regarding the thesis. It reviews the existing literature and highlights the extant research
gaps. The chapter begins by contextualising the research in terms of the SMEs in
Turkey. Subsequently, related concepts are discussed in order to improve the

understanding of corporate branding.

The third chapter presents the theoretical background, conceptual model framework
and the hypothesis development of the thesis. Three underpinning theories; the
corporate reputation chain theory, the five-factor personality model, and the stakeholder
theory are discussed in order to provide justification for the theoretical background.

Finally, the research’s hypotheses are outlined with the justification of previous.
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The fourth chapter presents the methodology of the thesis and introduces the
philosophical stances, research design and methodology which guided this study. It
begins with the philosophical orientation focus of the research. Subsequently, the
relevant research approach and its justifications are discussed. Furthermore, the
research design, data collection methods, and analysis techniques are presented.
Finally, methodological reflexivity and the ethical considerations regarding the
research are explained.

The fifth chapter presents the results chapter of the thesis and introduces the analysis
results of both the qualitative and quantitative data, as well as the results of the methods
which were adopted. Firstly, the semi-structured interviews are analysed with the
NVivo 11 analysis software in order to define the constructs of the research.
Subsequently, the IBM SPSS 23 statistical tool is used for the initial data analysis of
the participants’ characteristics, descriptive statistics, and reliability tests. Thereafter,
the structural equation model (SEM) and the AMOS 23 statistical packages are used in

order to conduct a confirmatory factor analysis and to test the proposed hypotheses.

The sixth and final chapter presents the discussion and conclusions of the thesis. This
chapter begins with a detailed discussion on the qualitative findings which assist in
defining the constructs of the thesis. Thereafter, the proposed research model is
validated and discussed by testing its hypotheses. The research’s theoretical
contributions and managerial implications are summarised. Moreover, the limitations
of the study and further research directions are presented. Finally, the references and

appendices follow this chapter.
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CHAPTER 2: LITERATURE REVIEW

2.1 Introduction

Corporate branding scholars claim that decision-makers have a strong effect on
corporate identity (Balmer, 2012) which, in turn, forms the corporate brand process.
Their understanding of branding catalysed brand orientation in their businesses
(Baumgarth, 2010). SMEs usually have managers and/or owners who hold integrative
positions in the organisation and play key roles in all branding-related activities
(Centeno, Hart, and Dinnie, 2013; Krake, 2005). SMEs have characteristics and
constraints on their marketing activities, but they can benefit from using corporate
branding to give the right messages both to their internal and external stakeholders, for
the purpose of creating value (Nielsen and Thomsen, 2009; Gabrielli and Balboni,
2010). Therefore, the first section of this chapter discusses and justifies the chosen
research context (i.e. SMEs in the Turkish context). Given the fact that this research
centres on corporate branding, the next sections introduce the key concepts of corporate
branding, with proper justification for the chosen definitions and measurements.
Accordingly, entrepreneur personality, marketing mix elements, customer satisfaction

and loyalty were all discussed.

2.1.1 Contextualizing the Research: SMEs

In this section, the characteristics of SMEs is discussed in order to obtain a better
understanding of the chosen research context. It is then followed by the marketing
strategies of SMEs to retrieve better insights regarding the research background.
Finally, the next section discusses the current status of Turkish SMEs, including their
strengths and weaknesses and the support provided by the government in order to gain

a competitive advantage for SMEs in the market.

2.1.1.1 Characteristics of SMEs

SMEs are pivotal engines of the world’s economy which provide economic growth by
creating jobs for the unemployed, increasing productivity, encouraging innovation, and
enabling social stability (European Commission, 2016). According to the European
Commission (2016), more than 21 million SMEs created 88.8 million jobs all across
Europe in 2013. That means that nine companies out of ten is an SME and, furthermore,
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that two out of every three people in Europe work for an SME. Thus, understanding the

key determinants of their success (such as corporate branding) is important.

There has been a debate regarding how to best define SMEs which would also be in
conformity across all countries (OECD, 2013; O’Regan and Ghobadian, 2004). Many
scholars claim that definition may differ in accordance to industry, country (Atkins and
Lowe, 1997), and statistical issues. Some researchers have attempted to define SMEs
so as to provide such uniformity (McGuinness et al., 2018; European Commission,
2005). Turkey uses European definition to classify SMEs (KOSGEB, 2015). The
European Union defines SMEs according to two criteria: annual turnover (or balance
sheet total) and staff headcount. According to these criteria, SMESs are enterprises with
less than 250 employees or with <€ 50 m annual turnovers. SMEs are divided according
to the number of their employees: micro-sized (<10); small-sized (<50); or medium-
sized (<250). Ninety per cent of European enterprises are comprised of micro-sized
SMEs (Ec.europa.eu, 2016) (Table 2.1).

Table 2.1: European Commission Definition of SMEs

Company Headcount Annual Balance Sheet
Category Turnover Total
. < 250
Medium (50-249) <€50m <€43m
<50
Small (10-49) <€10m <€10m
Micro (<1-1§())) <€2m <€2m

Source: (European Commission, 2019)

SMEs are not simply smaller versions of larger companies; they have unique
characteristics which differentiate them from larger companies (Carson et al., 1995).
Schollhammer and Kuriloff (1979) classify SMEs according to the following criteria:

ownership, management style, independence, scope and scale of operations.

First, SMEs are usually either owned by one owner or by a small number of people
(Carson et al., 1995). Therefore, the company is managed directly by those few people.
SMEs are primarily owned by family members who all play important roles in the
decision-making of their businesses (Inskip, 2003; Rode and Vallaster, 2005). It helps

SMEs make decisions faster and reduces agency costs; nevertheless, it is a constraint
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for them not to have a professional management team (Cetiner and Bayulgen, 2010;
Bayrakdaroglu and San, 2014). The SME managers and/or owners of family businesses
need to have a long-run goal for the purpose of developing long-term strategies (Lee
Breton-Miller and Miller, 2006; Gonzélez-Cruz and Cruz-Ros; 2016).

Second, SMEs’ management styles mostly rely on the managers and/or owners’
relations with stakeholders instead of money (Burns, 2010). SME managers and/or
owners develop close relationships with customers and are oversensitive about losing
customers. This is because even one customer may cause a large amount of damage to
them (Burns, 2010). Additionally, SME managers and/or owners usually have close
relations with employees and know them personally (Carson et al., 1995). Therefore,
the creation, development and enhancement of brand and brand equity for SMEs are
different to that of large or multinational companies seeing as they hold relationships
with customers to be more important than the product, brand or company themselves
(Tsabi, 2004; Spence and Essoussi, 2008).

Third, SMEs are not an active part of a complicated enterprise system. Therefore, the
managers and/or owners of SMEs have ultimate authority to control the company
(Carson et al., 1995). SMEs’ independence, however, is usually limited by financial
considerations. SMEs usually have cash flow problems, do not have large enough
capitals to invest in long-term strategies, and do not have the budgets to spend on
promotions or advertising. Finally, the scope of SME operations predominantly remains
in one single market because of their having limited products and/or service ranges.
Therefore, they have difficulties conducting national or international businesses.
Additionally, SMEs tend to have a niche market in a relatively small market and

industry (Burns, 2010), therefore their scale of operations is limited.

2.1.1.2 Marketing Strategies of SMEs

Whereas most marketing and management studies focus on large or multinational
companies, SMEs are often neglected (Bocconcelli et al., 2018; Mitchell et al., 2013).
SMEs show different characteristics compared to large or multinational organisations
(Carson, 1990) with regards to management style, operations, functions (Knight,
2000), and size, as well as the stage development of the company (Carson and Gilmore,
2000) and their brand management practices (Krake, 2005).
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Berthon, Ewing and Napoli (2008) claim that, similarly to large organisations, SMEs
are aware of the importance of brand management practices and that they try to
implement their own brand management practices which are, in turn, less structured
than the brand management practices of large organisations. The reason for there being
less structures or informal marketing activities in SMEs is that they do not have
professional knowledge related to marketing and branding activities (Gilmore, Carson
and Grant, 2001).

SME owners/managers are the key decision-makers and are responsible for most
company activities. Their personality and behavioural characters have a strong
influence on their companies’ decisions (Burns, 2010). Carson and Gilmore (2000)
stated that SMEs’ marketing competency is directly related to the managers’/owners’
marketing skills. Even though they lack marketing competency, they might develop
their skills over a long period of time. This is called experiential learning. It consists of
four core competencies: knowledge, experience, judgement and communication
(Carson and Hill, 1992). Knowledge refers to having a consciousness regarding the
markets and competitors, as well as the strengths and weaknesses, of a company.
Experience is developed over time and refers to having both “depth” and “width.”
Depth means having experiences in the industry related to 4p, competitors, markets,
and problems, whereas width refers to being able to ascertain opportunities.
Furthermore, communication refers to choosing the best communication based on the
audience, whereas judgement refers to choosing the best decision amongst various

options.

SMES’ main constraints are time, financial budget na human expertise for branding
(Merrilees, 2007). Thus, the owner and/or manager has a strong impact on all marketing
decisions. This, in turn, helps companies decrease their agency costs. SMEs rarely
receive assistance from advertising and recruitment specialists (Gonzalez-Cruz and
Cruz-Ros; 2016; Culking and Smith, 2000). Thus, SME owners and/or managers have
all the responsibilities to make decisions and do not define themselves as marketing
experts or professionals. Therefore, their decisions are more “generalist” rather than
“specialised” (Carson and Gilmore, 2000). Therefore, the decisions taken by SME
owners and/or managers do not simply focus on one area, such as marketing; rather, it

is usually a general decision about the company’s situation. The only issue is that they
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only receive help for technical issues, seeing as it is difficult to solve those issues

without any specialised knowledge (Carson and Gilmore, 2000).

Knight (2000) claims that entrepreneurial SMEs have the advantage of developing new
marketing strategies while launching new products into the market and dealing with
market issues. They also have better communications with internal and external
stakeholders. Moreover, they are customer-oriented (Gilmore, Carson and O’Donnell,
1999) and, thus, are more to meet customer needs (Carson and Gilmore, 2000). In
addition, they have close relations with their customers and, thus, both receive quick
feedback from customers and respond expeditiously because of there being less
bureaucracy and only one person in the decision-making process (Carrier, 1994).
Furthermore, they are flexible, thereby providing them with a competitive advantage
compared to larger organisations (Heathfield, 1997) by creating customised and value-
added products and services (Gilmore, Carson and O’Donnell, 1999).

The other characteristic of SMEs is their having close relationships between employees
and managers/owners of SMEs. Employees are responsible for more than one task and
are quite motivated (Cartan-Quinn and Carson, 2003). SME employees help SME
branding strategies by taking an active role between the company itself and external
stakeholders. They also have a critical interfacing role between a company and its
customers. Therefore, it is important to understand and manage employees’ roles during
marketing practices (Ojasalo, Natti and Olkkonen, 2008) seeing as they are attempting
to retain a consistency between company values, company promises, and the values
employees hold when reflecting the marketing strategy of the company( Hoeffler and
Keller, 2002; Balmer, Harris and de Chernatony, 2001). Furthermore, SMEs’ marketing
strategies are more entrepreneurial, flexible, innovative, and responsive to customers’
needs (Berthon, Ewing and Napoli, 2008), not to mention haphazard, informal,
spontaneous, and reactive and structured according to the industry’s norms. This is
because most decisions are made as a response to existing opportunities and market

circumstances (Carson and Gilmore, 2000).

SMEs have a long-term relationship with their customers, with one customer translating
into big value for a company. Owners or manager of SMEs avoid rejecting customers’
demands, which in turn translates into decreases in sales and profits (Hirvonen and

Laukkanen, 2014). They are flexible enough to meet customers’ needs and to attempt
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to resolve customers’ problems. Their production is mostly customer-focused. For this
reason, they co-produce products and services according to customers’ feedback or in-
depth conversations with them (Resnick, Simpson and Lourenceo, 2015). According to
Urde’s (1999) brand orientation analysis, however, it is difficult to create an SME brand
while at the same time supporting it with regular and continuous resources instead of
simply shaping it according to customers’ demands. SMEs always face uncertainties
regarding their resources.

This section generally discusses the characteristics of SMEs, the next section will
discuss SME branding literature.

2.1.1.3 Branding in SMEs

Creating, building, and maintaining strong brands are important for both SMEs and
large or multinational organisations in order to have a better competitive advantage in
the market (Hoeffler and Keller, 2002; Ojasalo, Natti and Olkkonen, 2008). Branding
studies — and, more specifically, the corporate branding literature — has extensively
focused on large or multinational organisations (M’zungu, Merrilees and Miller, 2019;
Balmer, 2012; Hankinson, 2001). There is a consensus amongst SME branding scholars
that (corporate) branding at the SME level is limited and under-researched (Horan
O’Dwyer and Tiernan, 2011; M’zungu, Merrilees and Miller, 2019; Inskip, 2004).
Keller (2013), for instance, claims that (corporate) branding is not a strategy with
priority for SMEs seeing as they are bound by their own constraints. In contrast, a
considerable number of scholars have emphasised the relevance of (corporate) branding
on SMEs (Krake, 2005; Wong and Merrilees, 2005; Agostini, Filippini and Nosella,
2015; Centeno, Hart and Dinnie, 2013; Berthon, Ewing and Napoli, 2008).

Boyle (2003) conducted a case study with vacuum cleaners to examine SME branding.
The findings of that study shows that outstanding and well-designed products generate
a heroic brand personality. This product personality is highly associated with the
entrepreneur or innovator. Krake (2005) developed a funnel model for understanding
the role of brand management in the SME context by conducting in-depth interviews
with 10 medium-sized enterprises in the Netherlands. Krake (2005) found that the
owner or manager of an SME plays an important role in the brand management process
and that it often involves the entrepreneur’s previous experiences, creativity and

knowledge. Additionally, he points out that SME brand management is limited by the
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decision-makers of the SMEs. Therefore, there is a strong link between SME managers
and/or owners’ character and the brand or corporate identity. Along the same vein,
Spence and Essoussi (2010) and Ojasalo et al. (2008) claim that the manager and/or
owners are key drivers in SME branding. Therefore, the definition of brand in SME
contexts reflects the owner and/or manager based on a set of associations or
personalities which shape the brand identity, corporate culture, and organisational
identity (Rode and Vallaster, 2005; Boyle, 2003; Krake, 2005).

Keller (1998) suggests that SMEs develop a marketing strategy to develop one or two
brands. It helps SMEs to have focused brand associations and to use their limited
resources more effectively. In a follow-up study, Mowle and Merrilees (2005)
investigated the applicability of examining brands with regards to their functional and
symbolic values in Australian manufacturing SMEs by conducting eight in-depth
interviews with SME manager/owners. In their analysis, Mowle and Merrilees (2005)
identified two branding approaches: product-driven and marketing-driven. The
product-driven approach focuses on the functional values of the product (i.e. quality,
taste, diversity), the personal approach adopted by the stakeholder, and limited
marketing and branding activities. Those functional qualities of products help SMEs
enhance their symbolic and emotional values (i.e. prestige and exclusivity). On the
other hand, some SMEs have adopted a marketing-driven branding approach by
focusing on symbolic values (i.e total product experience) and higher marketing and
branding activities, with a focus on more promotions and product range diversity. Those
symbolic values help SMEs build a brand image. Therefore, Krake (2005) suggests that

when SMEs attain a strong brand equity, its name can be used as the company’s name.

In a study which sets out to determine the role of branding strategies in the SME
context, Wong and Merrilees (2005) developed the branding-archetype ladder model.
Their model includes the degree of SME brand orientation. The ladder has three steps
and it ascends from a minimalist to an embryonic and then finally to an integrated brand
orientation. Most SMEs’ brand orientations remain on the lowest step of brand
orientation (i.e. the minimalist one). This means that their products have the lowest
brand orientation and the least brand distinctiveness. According to their propositions,
SMEs with a minimalist brand orientation focus on short-term strategies, such as daily
transactions, to survive in the market. When SMEs achieve an embryonic brand

orientation, marketing and branding issues become more important for them to retain a
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competitive advantage. At the highest level of brand orientation, brand distinctiveness
plays an active role in company marketing and branding activities. At that level, greater

attention is paid to promotional tools.

Inskip (2004) examined the corporate brand for B2B SMEs as they have different
characteristics from B2C companies. Qualitative research data was collected from
fifteen UK-based enterprises’ CEOs. The research suggests that SMEs enhance their
corporate branding. The most important suggestion for practitioners proffered by that
study is that they should develop a suitable and well-managed branding process with
the support of external experts. Also, it is suggested that SMEs utilise corporate

branding in order to help them differentiate themselves in the market.

A significant analysis and discussion of SME corporate brand development was
presented by Rode and Vallaster (2005). They collected data from eight German start-
ups to examine the development of corporate brand for start-ups. Their findings show
that, in early start-up growth phases, entrepreneurs play an important role in helping
employees shape their behaviours in harmony with the corporate brand. Similarly,
Berthon et al. (2008) aimed to understand the scope and nature of SME branding by
collecting data from 263 B2C SMEs by means of a survey. Their results show that
SMEs and large organisations greatly differ in terms of brand management.

Agostini et al. (2015) examined the association between SME brand building efforts,
including trademarks and marketing expenses, and SME sales performance. They
collected data from 133 Italian companies in the fashion industry seeing as that industry
is market-driven and brands and trademarks are very important (Davey et al., 2009).
The results show that there is a significant relationship between corporate trademarks,
marketing expenses, and SME sales performance.

Previous SME brand management typologies developed by Wong and Merrilees (2005)
and Krake (2005) deliberately focused on the strategic perspective only. M’zungu et al.
(2019), on the other hand, developed a new SME brand management typology by
focusing on both strategic and operational perspectives. Multiple case studies were
employed by collecting data from 10 Australian SMEs. Their findings showed that
SMEs can be classified under four brand management types: organisation brand
identity-driven, operations driven, organisation brand image driven, and opportunistic.

Selecting an appropriate brand management type may help SMEs to enhance their
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branding strategy. Table 2.2 summarises the emerging research in SME corporate

branding in chronological order for the purpose of demonstrating its evolution.

A review of the SME branding literature, however, shows that previous studies have
mostly been conducted, not only in the context of developed countries, but also with
qualitative methods. Although previous studies have offered useful knowledge, the
antecedents of corporate branding process has not been explicitly examined. Therefore,
this research aims to address this knowledge gap in the literature. Taking a holistic
perspective, in the following sections, corporate branding will be discussed alongside
entrepreneurial and product branding. Therefore, the Turkish SME context, as a

developing country, will first be discussed.
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Table 2.2: SME Corporate Branding Literature

perspectives

Author Research Aim Research Methods Main Findings
Context
Inskip To understand corporate brand for | 15 UK B2B | Multiple case study | ¢  Branding is more than a logo, symbol or reputation;
(2004) B2B SMEs SMEs e SMEs might benefit from branding with an appropriate branding
process;
e External consultation or research might be helpful.
Rode and | To examine the corporate brand 8 German | Multiple case study | SME owners/managers have a strong role in developing corporate
Vallaster development of start-ups Start-ups brand.
(2005)
Berthon et | To understand the nature and | 263 New | Quantitative study | SME branding is different from large organisations. Their focus is on
al. (2008) scope of branding in the SME | Zealand B2C distinct performance advantages on competitors. SMEs can build and
context SMEs enhance their brand equity by understanding customer needs, brand
perceptions, developing relevant and valued brands, communicating
about their brand identity with both internal and external stakeholders.
Spence and | To evaluate brand identity, brand | 106 Monaco | Multiple case study | SME owners/managers values and beliefs create core competencies
Essoussi equity, and brand management in | Manufacturing that are then transmitted to brand identity. Marketing programs’
(2008) the SME context SMEs country-of-origin image helps SMEs enhance their brand equity,
thereby leading to growth.
Agostini et | To examine the association | 133 Italian | Quantitative study | Brand-building efforts, including corporate trademarks and marketing
al. (2015) between SMEs’ brand building | Fashion expenses, have positive effects on the sales performance of SMEs.
effort and sales performance Industry
M’Zungu et | To explore a holistic | 10 Australian | Multiple case study | Develop a typology of SME brand management with four SME brand
al. (2019) understanding of SME brand | B2B and B2C management types:
management, including  both | SMEs e Organisation brand identity-driven;
strategic and operational e  Operations driven;

e Organisation brand image driven;
e  Opportunistic.




2.1.2 SMEs in Turkey

This section discusses the SME context in Turkey to provide a deeper understanding of
it. The following sections discuss the current status of SMEs in Turkey, the strengths
and weaknesses of Turkish SMEs in the market, and how the Turkish government

supports SMEs for the purpose of gaining a better competitive advantage in the market.

2.1.2.1 The Status of SMEs in Turkey

SMEs are the backbone of Turkey in terms of creating jobs, economic growth and
innovation (Karadag, 2015). SMEs represent 99.83% of all the companies in Turkey.
Turkish SMEs account for an enormous proportion of the total employment in Turkey,
72.7%. The industry distribution of SMEs focuses on trade sector. 39.2% is in the
wholesale and retail sector; transportation (including repairs) consists of 15.4%, and
manufacturing consists of 12.4%. 59.6% of the manufacturing sector covers low-scale
technologies, including food, beverages, tobacco, textiles, paper products and other
manufacturing products. 55.1% of SMEs in Turkey export their products or services,
whereas 37.7% of them import products or services from abroad. Their main

international markets are mostly European and Asian countries (KOSGEB, 2018).

The share of Turkish SMEs in the economy represents 61.7% of total sales, 58.3% of
total investments, 55.1% of total exports, and 35.3% of total research and development
expenditures (KOSGEB, 2018). The cities where SMEs are mostly located are Istanbul,
[zmir, Bursa, Denizli, Gaziantep,and Kayseri (KOSGEB, 2018). Kayseri is a notable
city in terms of export performance, with a sharp rise in furniture manufacturing.
Indeed, 97% of all companies are SMEs in this city. Kayseri is counted as the fourth

most significant in terms of new brand development and innovation (KAYSO, 2019)

The Organisation for the Publicity and Development of Small and Medium Enterprises
(or KOSGEB) is the governmental body in charge of SMEs in Turkey and was
established by the Ministry of Industry and Trade. This organisation’s main
responsibility is that of enhancing SMEs’ economic and social development
(KOSGEB, 2019). According to KOSGEB (2019), SMEs in Turkey are classified
according to three criteria, which themselves comply with the European Commission’s
definition of SMEs. SMEs are classified as micro-, small- and medium-sized
organisations based on the number of their employees, their revenue, and net sales.

Table 2.3 presents the details on this classification.



Table 2.3: Definition of SMEs in Turkey

# OF Employees Revenue (Million | Net Sales (Million
TL) TL)
Micro Less than 10 Less than 3 Less than 3
Small 10to 49 41025 41025
Medium 50 to 249 26 t0 125 26 t0 125

Source: KOSGEB (2018)

In 2019, there are 3.692.521 registered SMEs in Turkey. Micro companies who employ
less than 10 employees represent 93.65% of all SMEs in Turkey, whereas small
companies, which employ 10 to 49 employees, and medium-sized companies, which
employ 50-249 employees, represent 5.29% and 0.89% of all SMEs, respectively
(KOSGEB, 2018).

2.1.2.2 Strengths and Weaknesses of Turkish SMEs

Turkish SMEs have their own strengths in the market. For instance, they have close
relations with both their employees and customers. Therefore, their perception of
customer needs and demands are very sensitive. First, they evaluate the response of the
local market and then adapt their production line according to the demands. Since most
SMEs tend to adopt innovative technologies, they are capable of quickly producing and
delivering their advantages in a flexible production structure. In addition to that,
Turkish SMEs mostly consist of family members. Thus, their making and
implementation of decisions are also faster compared to larger organisations
(KOSGEB, 2015)

On the other hand, Turkish SMEs have their own internal weaknesses in their
businesses. The first weakness of Turkish SMEs is that of their not being
institutionalised companies in virtue of the fact that they are usually family businesses.
Therefore, decisions are often made by family members instead of a professional
management team. Even though decisions might be made faster, being family
businesses limit SMEs from becoming qualified managers and solving company
problems faster. In family businesses, it is also difficult to create a corporate identity
which affects the strategic decisions of the company in the long term. Seeing as SMEs
have a less professional labour force, they also lack awareness of marketing activities.
Thus, SMEs are insufficient for branding and marketing strategies (KOSGEB, 2015;
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2018). Being family businesses is the main problem preventing Turkish SMEs from
developing corporate brands. The studies which have been conducted by SMEs for the
purpose of understanding their approach to professionalism instead of working with
family members shows that SMEs are not aware of the importance of having
professional management teams working for them ( Cetiner and Bayulgen, 2010;
Bayrakdaroglu and San, 2014).

The second weakness of SMEs in Turkey is their lack of financial resources. Turkish
SMEs have difficulty accessing such finances. They are also not eager to have new
partnerships and have difficulties collecting receivables from their customers. These
constraints limit SMEs’ growth and adaptability to changing environments. Therefore,
the main aim of SMEs is that of remaining viable in the market. Furthermore, banks
and other credit institutions are not willing to provide large amounts of credit for SMEs
seeing as they do not have credit scores comparable to big companies. Therefore, their
lacking financial resources makes it difficult for SMEs to follow technological
developments in the production and marketing of their departments. Tektas et al.
(2008), however, measured the innovation capabilities of Turkish SMEs and found that
the adoption of new information and communication technologies helps SMEs enhance

their production technologies and exports.

Third, they have a smaller capacity and have less effective production lines. Therefore,
they do not benefit from economies of scale seeing as they do not have a large enough
production line and since they have a limited distribution channel. Seeing as they
produce with fewer capacity limits, though, SMEs are able to trade in the international
market in the long term. It is not only because of their lacking a big production line, but
also because of their flexibility. SMEs use flexibility in the production line to respond
rapidly to market demands (Apak and Atay, 2014). On the other hand, it also prevents
them from benefitting from economies of scale. Even though one of their limitations is
their lack of a large enough production line, SMEs still export 59.2% of Turkish exports
(KOSGEB, 2018).

In addition to the company’s internal limits, Turkish SMEs are also affected by the
external environment. KOSGEB reports (2015) that global competitiveness, such as
cheap imports from the Far East, higher energy costs, and agreements between the EU
and the USA, are all possible negative external limits for Turkish SMEs. On the other
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hand, KOSGEB reports do not mention the political issues in Turkey which also affect

SMEs’ strategic decisions.

The next section presents how the Turkish government supports SMEs to increase their
innovation, marketing capabilities, and profitability in the long run.

2.1.2.3 Government Support for SMEs

In order to ameliorate the aforementioned difficulties, the Turkish government, via
KOSGEB, launched an SME strategy and action plan for 2015-2018, and is currently
launching a plan for 2016-2020 which complies with the 2023 vision of Turkey and its
10" development plan. Those strategic plans aim to enhance the competitiveness of
SMEs in the international market and increase SMES’ contributions to national
economic development. In order to achieve those aims and solve SME-related
problems, those strategic action plans focus on five main aims: that of increasing the
competitive strength of SMEs and their growth; increasing the internalisation of SMEs
by helping them to increase their export volume; supporting SMEs by improving their
businesses and investments; focusing and increase their innovation capacity; and

helping SMEs by ensuring their access to financial resources (KOSGEB, 2015).

The Turkish government supports the development of SMEs. SMEs are triggers for
stimulating economic growth and are important business tools for economic
development in Turkey (Razak, Abdullah and Ersoy, 2018). Therefore, governments
have presented various policies for the purpose of enhancing SMES’ business
environments (Isik, 2005), supporting SME growth and expansion (Razak, Abdullah
and Ersoy, 2018), and increasing their employability (Basci and Durucan, 2017).

There are programmes, incentives, trainings and subsidies, such as programme
incentives, for SMEs to support their R&D and innovation, entrepreneurship, strategic
development and cooperation, marketing activities, environment and energy,
investments, access to finances and providing consultancy. The organisations which
provide those incentives are the ministry of economics, KOSGEB, BSTB, the ministry
of finance, TUBITAK, TTGV, development agencies and state banks. Those
organisations support SMEs to have a competitive advantage by enabling them to have
a strong domestic and international brand. Ensuring their having a competitive
advantage provides Turkish SMEs an increase in profitability and growth in the long
term (KOSGEB, 2019). Therefore, incentives cover direct financial supports for

36



exhibitions in the country and abroad, create an image for Turkish products under the
brand TURQUALITY, and provide them with market research, technical consultancy,
employee training, etc. KOSGEB (2019) continues to support SME innovation and
marketing activities so as to ensure that they receive a competitive advantage in both
domestic and international markets. SMEs are constrained from achieving competitive
advantages (Singh, Garg and Deshmukh, 2009) in that it is difficult for them to access
new technologies (Chorda et al., 2012), the development of new products is expensive
(Chorda et al., 2002), and they have limited access to market researches and selling
strategies (Hashim and Wafa, 2002). For the purpose of helping SMEs in those regards,
KOSGEB provides a minimum of 100k to 5.000k Turkish liras to SMEs. SMEs are
then supposed to pay 40% of that support back to the government within three years.
Some of the incentives taken by KOSGEB to promote SMEs include their paying for
new manufacturing machines, new production line designs, software development,
employee costs, training, consulting, branding, and all other marketing activities. Given
all these incentives and supports, the Turkish SMEs have grown fast in terms of size,
number, and financial status. KOSGEB presents a financial report every year to show
how likely strategic actions and plans are performed. According to the evolution of
KOSGEB regarding the efficiency of incentives and support plans, around 54% of
performance indicators have been achieved, with 80% of activities having reached their
goals successfully. (KOSGEB, 2018). Only around 30% of performance-related
activities and 8% of activity-related plans failed whilst being supported by those

programmes.

Furthermore, the support programmes which were carried out by KOSGEB effectively
increased the employment rate of the country (Ulusoy and Akarsu, 2012). In addition,
Gulmez and Yaman (2010) conducted semi-structured interviews with 38 SME
managers and found that KOSGEB programs increased production volume, the

diversity of the production line, technology adaptations, and profitability of the SMEs.

This section discussed the SME context by providing insights from SME marketing and
branding literature. Then, status of SMEs in chosen context (Turkey) was elaborated.
Next section will provide more detail about concept of corporate branding and discuss
the existing literature.
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2.2 Concept of Corporate Branding

There are three groups of scholars who define corporate branding. The first group
defines it as a contract. According to Balmer (2013), for instance, a corporate brand is
an unofficial contract (promise) and the fulfilment of that promise (Riley and de
Chernatony, 2000) — something which is given by the institution or organisation to its
stakeholders. The second group explains corporate brand as an organisational identity
(Abratt and Kleyn 2012; Schultz and Hatch 2008) and its visual, verbal and behavioural
expressions (Knox and Bickerton 2003). On the other hand, Urde (2003) defines
corporate branding in a more comprehensive way by defining it as values. These values
are comprised of three: organization values, brand values, and customer values. Even
though organisations may share similar core values, their explicating and expressions
are not similar. The various definitions of corporate branding are listed in Table 2.4.

Table 2.4: Corporate Branding Definitions

Corporate Branding Defined as:

e Informal contract (covenant) between the institutional brand

Contract and its stakeholders (Balmer, 2013)

e Marks, image building devices, and symbols (associated with
key values) (Balmer and Gray, 2003)

e Reciprocity, mutual exchange, and fulfilment of promises
(Riley and De Chernatony, 2000)

Organization | e Expression and images of an organization’s identity (Abratt and

Identity Kleyn, 2012)

e Corporate identity (Melewar, 2002)

e A strategic asset for the purpose of differentiating the brand
from their competitors and managing their organisational
identity (Schultz and Hatch, 2008)

e A tool for differentiating organisations in the minds of
stakeholders and particular customers (Olins, 1995, p.16)

Value e The corporate branding process is a combination of core values,
including organisational, brand and customer values (Urde,
2003)
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2.2.1 Key Components of Corporate Branding Process

According to Schultz and Hatch (2008), a successful corporate brand is a valuable
strategic asset for a company which provides market access and penetration, as well as
differentiation from its competitors. According to Schultz and Hatch (2008), having an
effective corporate brand requires a continuous flow between three elements: vision,
culture, and images, such as a visual circle. In their model, vision reflects the
organisational identity and claim that a holistic and bilateral relationship exists between

managers, employees and stakeholders.

Schultz and Hatch (2008, p. 68) state that alignment between corporate vision (identity),
image, and culture is essential for successful corporate branding. However, corporate
reputation could be excluded from this sequence. Pringle and Gordon (2001) define this
alignment as being in conformity with the internal and external values of the
organisation. Therefore, the external stakeholder, rather than the customers, is an
integral component of creating external value. Briefly, conformity begins with a
corporate identity (manager). The vision is then passed on to the employees, who carry
the message to both the customers and other external stakeholders. Thus, the owner
and/or manager, employees, customers, and other stakeholders should know the same
message in accordance with the corporate identity for the success of the corporate
brand. It is therefore concluded that, the larger the gap between the pillars of corporate
branding (corporate identity, corporate culture, corporate image, and corporate
reputation), the less successful the corporate brand will be. Therefore, in order to retain
a sustainable corporate brand in organisations, it is important to achieve harmony
between those pillars. The corporate branding pillars and their evaluation process are
presented in Figure 2.1.
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Figure 2.1: Corporate Branding Pillars of Emergence

2.2.1.1 Corporate Identity

The concept of identity is where corporate branding begins in an organisation and has
been broadly defined in the literature. Two important themes have emerged from the
studies for the purpose of classifying corporate identity: management (particularly
organisational identity) and marketing (brand identity, corporate identity). The concept
of identity is not explicitly defined at the SME level and it is a challenge to
conceptualise, operationalise and measure it for this context. For this reason, examining
the clarification of the identity concepts from different domains will help to develop

generalisable and applicable measures for corporate branding constructs.

Identity has been widely studied in many different disciplines under different concepts,
such as brand identity, organisational identity, firm identity, and corporate brand
identity. Even though the main focus of this study is that of corporate brand identity in
SMEs, the conceptualisation of corporate brand identity is both complicated and
ambiguous because it usually refers to image or personality instead of identity or,
conversely, it is used as an interchangeable concept with an image (Simdes, Dibb and
Fisk, 2005). Therefore, this study uses the definition of corporate identity which has
been conceptualised according to the following three bases: 1) corporate branding
literature; 2) the chosen context (i.e. SMESs); and 3) the chosen stakeholder’s

perspective.
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The concept of identity in the management domain is related to organisational identity,
while the branding and marketing domain explain the identity concept as brand identity,
corporate identity, and corporate brand identity. In order to define the concept of
corporate identity in this research, one needs to understand the different identity
concepts of different perspectives. This research subsequently describes how each
identity concept contributes to the notion of corporate identity and corporate brand
image. Then, the way corporate brand is developed with a holistic approach in a

determined context is discussed.

2.2.1.1.1 Organizational identity

The notion of identity in management refers to organisational identity, which is related
to the internal aspects of the organisation which, in turn, reflects meaning, emotions
and human aspects (Simdes, Dibb and Fisk, 2005; Albert, Ashforth and Dutton, 2000;
Hatch and Schultz, 1997). Albert and Whetten (1985) define organisational identity as
a ‘central, distinctive and enduring characteristic of an organisation.” Aust (2004)
proposes that ‘organisational identity is an organisation’s distinctive character
discernible by those communicated value manifest in it’s externally transmitted
messages’ and that organisational identity is a unique characteristic of an organisation

which is formed by the values which are communicated by an organisation.

According to Whetten (2006), an organisation is viewed as a social actor which consists
of three important elements: ideational, definitional and phenomenological. In their
study, they focus on the internal perspective of identification. Organisational identity
answers the questions “who are we?” or “who do we want to be in future” from an
internal perspective. Also, it is about how employees feel and think about their

organisation which emphasises the organisation’s culture (Balmer, 2001).

Although the aforementioned studies point out that organisational identity is more
stable and that it has distinctive concepts, other scholars have defined organisational
identity as ‘a potentially precarious and unstable notion, frequently up for redefinition
and revision by organisation members’ (Gioia, Schultz, and Corley, 2000, p. 64).
Similarly with individual identity, it has an ongoing interaction with outsiders, such as
customers, media, suppliers, government agencies, and competitors. Thus,
organisational identity is reshaped according to these interactions. According to Gioia

et al. (2000), there is a bilateral relationship between organisational identity and its
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image, thereby making organisational identity more fluid, dynamic and mutable (Gioia,
Schultz and Corley, 2000). Organisational identity shows similarities with corporate
personality and corporate culture, and sometimes it is even one of the components of

corporate identity generation (Balmer, 2001).

Abimbola and Vallaster (2007) highlighted that entrepreneurs are the role models who
actively affect organisational culture, business approach, and the daily decision-making
of their companies. As a consequence, SMES’ organisational identity is usually a
reflection of the personality and characteristics of their owners and/or managers (Olins,
1978). Along the same vein, Rode and Vallaster (2005) proposed that the owners and/or
managers of a company inspire the distinctiveness of the company. The viewpoint and
experiences of the owner and/or manager of the company strongly shape the identity of
the firm (Wickham, 2006).

2.2.1.1.2 Brand ldentity

Identity in the branding and marketing fields is initiated with brand identity — something
which aims to differentiate the brand from its competitors. Aaker (1996, p. 68) defines
brand identity as: ‘A unique set of brand associations that the brand strategist aspires to
create or maintain. These associations represent what the brand stands for and imply a
promise to customers from the organisational members.” Aaker’s definition
incorporates brand associations because they help to form the brand perceptions of the
company’s customers. Brand associations refer to anything related to the brand which
is, itself, linked to consumers’ minds (Aaker, 1991). The associations of the brand help
the brand to differentiate itself from its competitors, position itself in the market, and
extend the brand by building positive attitudes (Low and Lamb, 2000). In addition,
brand associations help customers remember the brand by processing, organising and
retrieving brad-related information (Aaker, 1991).

Aaker (1996) classify brand identity from four perspectives: “brand as a product,”
which is related to product scope, attributes of the product, quality, users, etc.; *“brand
as organisation” refers to the organisational attributes, such as whether it is a local or
global organisation; “brand as symbol” is related to visual imagery/metaphors, etc.;
and “brand as person” is related to brand personality. Aaker (1997) conducted a
quantitative research with 1200 questionnaires. He developed a theoretical framework

of brand identity with the following five dimensions with fifteen facets. The dimensions
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are sincerity, excitement, competence, sophistication and ruggedness. Similarly,
Ghodeswar (2008, p. 5) defines brand identity as ‘a unique set of brand associations
implying a promise to customers and includes a core and extended identity.’
Developing a brand identity begins with the creation of a brand vision and the
identification of brand values (De Chernatony and Dall’Olmo Riley, 1998; Harris and
De Chernatony, 2001; Keller, 2011).

While Aaker proposed that brand identity has internal attributes, de Chernatony (1999)
and Kapferer (1997), contrariwise, examine brand identity with both an input and
output perspective model. According to Kapferer (1997), brand identity is an inside-out
expression of brand through a hexagonal brand identity prism through which having a
culture, a self-image, and a personality are all inputted into its “internalisation” side and
result in having a physique, relationship, and reflection on the other “externalisation”
side. “Relationship” is both an external tangible and intangible facet of brand and is
explained as the way the company communicates with its customers. “Reflection” is an
intangible external facet which is the feeling which results in customers after they use
a brand. “Personality” is an intangible facet which creates the character of the brand.
“Culture” is an internal intangible facet which represents the *set of values feeding the
brand’s inspiration’ (Kapferer, 1997, p. 101). Finally, “self-image” is an external
intangible facet of the brand which represents the attitudes of its customers with relation
to the brand.

De Chernatony (1999) expanded Kapferer’s brand identity model from both internal
and external perspectives to conceptualise brand identity. This study expands not only
the internal brand perspective, by adding positioning and brand vision, but also the
external perspective, by focusing on all stakeholders. According to his model, the main
aspects are vision and culture, with each aspect affecting each other. According to de
Chernatony (1999), the management of the brand begins with a clearly defined vision.
It is supported by a culture which covers artefacts and the values of both managers and
employees. Then, brand is positioned according to its vision and culture. The
relationship between the brand and stakeholders contributes to understanding each

other more clearly.

Brand identity aims to provide advantages to companies by reaching their internal and
external stakeholders. From the internal stakeholders’ perspectives, it aims to create a
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focus for employees by guiding their behaviours (Aaker and Joachimsthaler, 2002).
Brand identity helps the organisation to guide employees’ behaviours by forming
coherence between their behaviours and the desired brand image. From the external
stakeholders’ perspective, brand identity plays a bridge role between the customers and
the organisation. Brand identity provides customers with their first relationship with
the organisation since customers develop an emotional relationship with the brand via
the values reflected by the brand (Urde, 2003). Brand identity reflects a promise which
is given by the organisation to its customers and helps the company differentiate itself
from others. This differentiation is reflected by the company’s branding strategy seeing
as it communicates its identity and values. Kapferer, for instance, identified six
dimensions of brand identity—physique, personality, culture, relationship, self-image,
and reflection—by classifying them with internal and external specifications. The six
dimensions of brand identity come alive with the communications which transpire
between the company and its consumers. Brand identity reflects the bond between the
company and its consumers and helps to develop a brand image and reputation (De
Chernatony, 1999).

While brand identity is defined from both internal and external stakeholders’
perspectives, brand image reflects external perceptions only. It mostly refers to the
customers’ perspective; i.e. their motivation to buy the product and the feelings, ideas
and attitudes of the consumer regarding the brand (Kapferer, 2008). While brand
identity is a desired characteristic of a brand, brand image is what consumers have in
their mind about a product. Whereas brand identity is formed from the manager’s
perspective, brand image is formed from the consumer’s perspective. While brand
identity is strategic, long-term, and more stable, brand image is focused on the short-
term and more tactical and, therefore, easily changed (Kotler and Pfoertsch, 2006, p.
94).

One study by Madhavaram, Badrinarayanan, and McDonald (2005) examined
integrated marketing communications, brand identity, and brand equity. The study’s
results show that there is a positive relationship between the company’s brand identity
strategy and brand equity by integrating marketing communications. To better
understand the relationship between brand identity and company performance,
Hirvonen and Laukkanen (2014) examined the bond orientation of SMEs with surveys

from 255 Finnish SMEs. The results show that there is a positive relationship between
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brand identity and brand performance. Brand identity helps create an emotional bond
between customers and brand. Thus, it helps to enhance their loyalty, trust, and
commitment to the company (Ghodeswar, 2008).

2.2.1.1.3 Corporate Identity

The concept of identity in corporations is known as corporate identity (Balmer and
Gray, 2003) and has the same objectives of creating differentiation and preference
(Know and Bickerton, 2003). Corporate identity is studied by numerous business
scholars (Cornelissen and Elving, 2003; Pérez and Del Bosque, 2014; Balmer, 2015).
A clearly well-defined corporate identity is a key element of success for management
and the creation of a brand (Kapferer, 1991; Urde 1994; Balmer and Greyser, 2002;
Aaker, 2004; Balmer, 2008; Hatch and Schultz, 2008; de Chernatony, 2010).

Corporate identity is defined by many scholars. Thus, there is no one definition of it
(Kitchen et al., 2013). Corporate identity is defined as “what an organisation is”
(Balmer and Greyser, 2002). Similarly, it has been defined as the “essence” of an
organisation (Olins, 1979, p. 65). It is the core of a company which makes them unique
and shapes their communication, design, culture and strategies (Melewar, 2003;
Melewar and Karaosmanoglu, 2006). It has also been defined as corporate ethos whose
aims and values differentiate the brand (Harris and de Chernatony, 2001). Corporate
identity is related to the organisational and managerial perspectives (Balmer, 2012). It,
in effect, answers the following questions: “what we are?” and “who are we?” (Balmer
and Gray, 2003). Van Riel and Balmer (1997, p. 341) defined corporate identity from
the internal perspective as ‘an organisation’s unique characteristics which are rooted in
the behaviour of members of the organisation.” Similarly, Davies and Chun (2002)
defined corporate identity from an internal perspective as “what members perceive, feel
and think about the organization.” Melewar (2003, p. 195), on the other hand, defines
identity from the external perspective as ‘the set of meanings by which a company
allows itself to be known and through which it allows people to describe, remember

and relate to it.’

Corporate identity refers to “the mix of elements which gives organizations their
distinctiveness. These elements include; culture (with staff seen to have an affinity to
multiple forms of identity), strategy, structure, history, business activities and market

scope” (Balmer, 2001, p.254). Frequently, corporate identity is used as a substitute for
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visual identity wrongly. Visual identity is one part of corporate communication which
refers to organization’s visual cues (Abratt and Kleyn, 2012) such as the name of the
organization, logo, symbol, typography colour etc. (Melewar and Saunders, 1999)

While corporate identity has an external focus that relates to customers, it also has an
internal focus such as employee; it is supported by a powerful practical and managerial
inheritance (Balmer, 2008). According to de Chernatony (1999), corporate identity
pays particular attention to the compound of the organization’s internal values and
carries them to its stakeholder. Thus, in the nature of corporate identity, the aim is being
attractive for all internal and external stakeholders (Baker and Balmer, 1997; Melewar
and Jenkins, 2002). It is a strategy formulation which is active and evolving during the

time.

Corporate identity is the one components of corporate marketing, which is surrounded
by corporate brand identity, corporate reputation, corporate image and corporate
communication etc. (Balmer, 2008). Creating a corporate identity is an analytical
process for the organization (Alvesson, 1998). An established corporate identity creates
a basis to have coordination in the organization, integration with employees and
direction for managers and corporate communication and image (Balmer, 2008). It is
related to an identity which comprises unique chosen features and values of the
company which formed the corporate brand and reflect the company to in the market
(Balmer and Greyser, 2002). Balmer (2008, p.886) claims that

“Corporate identity provides the central platform upon which corporate
communications policies are developed, corporate reputations are built and
corporate images and stakeholder identifications/associations with the

corporation are formed.”

That means corporate identity is reflected by corporate image and reputation in the
market. Corporate image is the reflection of the corporate identity to the customers,
thus it is important not to have a gap between identity, image and reputation. By
expanding the existing literature Balmer (2001) states that the identity mix’s element is
culture, strategy, structure and communication. And identity management mix elements
are more comprehensive it covers all identity elements and more; culture, strategy,
structure, communication, stakeholders, reputations and environment. According to

him, corporate identity management used mostly to help the strategy formulation,
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culture change, effective corporate communication, articulate corporate strategy and
organization’s culture, and ensure about the visual identity of the organization is up-to-
date. Having a corporate brand is related to the objectives of corporate brand

management (Balmer, 1999).

2.2.1.1.4 Corporate Brand Identity

Corporate brand identity is a major component of the corporate marketing area which
includes the corporate image, corporate reputation, corporate communication and so on
(Balmer, 2008). Corporate brand management is an important factor which needs to be
well established in accordance with corporate brand identity (Balmer, 2008). Balmer
and Greyser (2003) claim that there are six different types of corporate identity which
are: actual identity, referring to the current characteristics of the organization;
communicated identity. Referring to identity related to controllable corporate
communication; conceived identity, referring to the perception of the organisation by
means of a corporate image; corporate reputation and corporate branding. Ideal identity,
refers to the organisation’s optimal position at a given time, whereas desired identity
refers to managers’ or CEO’s dream identity and corporate brand identity. Balmer
(2008) specified the corporate brand identity as being a covenanted identity which
refers to “a covenant which underpins a corporate brand”. Corporate brand identity or
covenanted identity refers to the “promise” given by an organisation to its stakeholders
(Balmer, et al., 2009). Corporate brand identity provides a link with the company with
its stakeholders, (Aaker, 2004) informing them of the company’s promises. It also,
reflects the corporate brand’s specific characteristics and values, chosen and related to

the company’s corporate brand and its offer (Balmer and Greyser, 2002).

The corporate name, the offer of the market, the logo, the slogan, the employees’
behaviour and other corporate communications are one way of materialising corporate
brand identity (Aaker, 2004; Balmer, 2005; Balmer and Gray, 2003; Blombéck and
Ramirez-Pasillas, 2012). With these resources of information, corporate brand identity
makes sense in the market through the corporate image and corporate reputation with
the associations and expectations of the company and its promise to stakeholders
(Balmer and Greyser, 2002).

According to Harris and de Chernatony (2001), a clear, coherent and consistent

definition of corporate brand identity is the responsibility of the brand team. Based on
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these members decision corporate brand identity is developed by the organisation’s
members who are committed to brand identity, an organisation’s corporate brand
identity changes according to the changes undertaken in communication and/or its

audiences (Blombéack Ramirez-Pasillas, 2012).

Blombéck and Ramirez-Pasillas (2012) suggest that before forming an identity, it is
important to give a clear definition of the distinctive characteristics of the organisation.
Those characteristics help the company to see what the organisation promises to its
stakeholders (He and Balmer, 2007). Clarification of this process provides
concentration and limitation for determining the features of the organisation (Blombéack
and Ramirez-Pasillas, 2012). In addition to the distinctive characteristics, a consistent
communication which is in harmony with the brand identity towards the organisation’s
internal and external stakeholders is required (Harris de Chernatony, 2001; Vallester
and de Chernatony, 2006). Table 2.3 summarises the identity concepts within the
organisational settings according to definitions, questions, aims, stakeholder orientation

and similar factors.
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Table 2.5: Concepts of Identity within Organisational Setting

Organizational Identity

Brand Identity

Corporate Identity

Corporate Brand ldentity

Definition “Central, distinctive and “A unique set of brand associations | “The mix of elements which gives The organisation’s “promise”
enduring characteristics of an | that the brand strategist aspires to organisations their distinctiveness. These to its stakeholders (Balmer,
organisation” (Albert and create or maintain. These elements include: culture (with staff seento | Stuart and Greyser, 2009).
Whetten, 1985). associations represent what the have an affinity with multiple forms of
brand stands for, and imply a identity), strategy, structure, history,
promise to customers from the business activities and market scope”
organisational members” (Aaker, (Balmer, 2001).
1996).
Aim How employees feel and think | Relationship with customers and | To create a coordination within the | Connect the company to its
about the organisation | how the company is differentiated | organisation, and also integration with | stakeholders (Aaker, 2004).
(Balmer, 2001). from its competitors. employees and direction for managers,
corporate communication and image

(Balmer, 2008).

Stakeholder
orientation
(Balmer and
Greyser, 2002).

More internal, less external

More External (Customers)

More external, less internal (Balmer, 2008)

All stakeholders

Responsibility

Manager/internal stakeholders

Product/marketing department

Managers/CEOs

Brand Team Members (de
Chernatony, 2001).

Focus Employee behaviour Brand associations (Aaker, 1991) All stakeholders perception

Output Employees’ loyalty, trust and | Customers’ loyalty, trust and | “Corporate identity provides the central | Competitive advantage
commitment to the | commitment to the company. platform upon which corporate | (Davies et al., 2003), company
organisation. communications and policies are developed, | awareness, familiarity,

corporate reputations are built and corporate
images and stakeholder
identifications/associations with the
corporation are formed” (Balmer, 2008).

favourability (Tran et al.,
2015), satisfaction and loyalty
(Gabrielli and Balboni, 2010).
Employee motivation,
productivity  (Turban and
Cabla, 2003).




2.2.1.2 Corporate Culture

Corporate identity is reflected by the corporate culture after having been adopted by the
internal stakeholders who refer to the company’s employees. Corporate culture has a
vital role in the progress of corporate identity (Ageeava et al., 2019). Corporate culture
is defined as “a company’s shared values, beliefs and behaviour which are the result of
the essence of corporate identity” (Balmer, 1998). It provides an internal harmony to
help internal stakeholders to understand one another (Olins, 1978). Having a corporate
culture enables employees to feel secure and valuable to the company. With a strong
corporate culture, employees do not hesitate to suggest an improved working
environment and to take action regarding problems. They feel motivated to
internationalise the corporate identity (Schultz and Hatch, 2008 p.126). This helps them
to have a greater satisfaction in their work and to have more loyalty towards the
company as well as providing higher productivity within the working environment
(Cameron and Quinn, 2011).

Moreover, corporate culture unites people from different backgrounds by creating a
common attitude and providing internal harmony (Olins, 1978). Corporate culture
reduces the coordination cost between employees. Furthermore, a strong corporate
culture enhances social relationships, increases the success demand, and accelerates the
decision-making process and effectiveness (Denison, Haaland and Goelzer, 2004; Patel
and Cardon, 2010). Burmann and Zeplin (2005) state that the owner/manager of the
company trusts the employees to be brand ambassadors with the aim of carrying brand
meaning to the other colleagues and customers in order to strengthen brand identity and
image (Schultz and de Chernatony, 2002). Whereas corporate identity and corporate
culture are the internal part of the corporate brand, they could be extended to the
external stakeholders that is customers through the corporate image. The next section
discusses the corporate image that targets the company’s external stakeholders in order

to reflect on the corporate identity (Rode and Vallaster, 2005).

2.2.1.3 Corporate Image

The discussion on how to conceptualise corporate image began in the 1950s, and it
overlaps and is used interchangeably with the terms “corporate identity”,
“organisational identity” and “organisational image”. Although, different scholars and
practitioners have studied this expression (Balmer, 2001; Balmer and Greyser, 2006;
Simdes et al., 2005), there is no consensus on the definition of corporate image.



However, it is vital for companies to manage corporate image since it is a valuable asset
(Abratt and and Mokofeng, 2001). With regard to a strong corporate branding, it is
important to have consistency between a company’s corporate identity and corporate
image (Fombrun, 1996; Hatch and Schultz, 2001). Corporate image, being a mirror for
the entire corporate identity and culture, is an inclusive concept (Dobni and Zinkhan
1990; Gioia et al., 2000; Stern, Zinkha, and Holbrook, 2002), which refers to the
general perception of customers towards the company (Davies and Chun, 2002) or to
the opinion of customers who are exposed to a company’s visual logo symbols or

sounds (Gray and Balmer, 1998).

A successful and unique corporate image provides the company competitive advantage
(Davies et al., 2003; Melewar and Karaosmanoglu, 2006) and encourages customers to
make purchases in the future (Silva and Alwi, 2008). Therefore, the management of the
corporate image of the company is accepted as a “strategic concern™ (Howard, 1998)
because it plays a crucial role in delivering the company’s image to its customers while
differentiating it from its competitors (Dowling, 1993; Gorb, 1992; Simdes, Dibb and
Fisk, 2005). It also increases company awareness, familiarity and favourability, thereby
helping to build trust and advocacy between customers and the organisation (Tran et
al., 2015). All those positive outcomes of corporate image improve customer
satisfaction and loyalty. Corporate brand image produces more emotional responses
from customers according to their cumulative experiences with a company or store

which leads to the personification of the brand or company (Alwi and Silva, 2007).

Balmer (1998) categorises the approaches related to corporate image under the
following three paradigms: the psychology (or organisational studies’) paradigm, the
graphic design paradigm, and the marketing and public relations paradigm. The
psychology paradigm emphasises the symbolic relationships between the organisation
and its stakeholders, whilst the corporate image is seen as an image or picture of the
company. This perspective conceptualises the corporate image by focusing on the
internal members of the organisation and their perception on its identity (Dutton et al.,
1994; Hatch and Schultz, 1997; Whetten and Mackey, 2002). In compliance with the
social identity theory, from the organisational studies’ viewpoint, corporate image
could be what a company’s owners/managers would like external stakeholders to
perceive about that company, or what a company’s employees believe that external

stakeholders perceive from that company (Dutton et al., 1994; Hatch and Schultz,
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1997). Therefore, the organisational studies’ paradigm has conceptualised the corporate
image from the internal members’ perspective, and their perception of the
organisation’s identity (Dutton et al, 1994; Whetten and Mackey, 2002).

The graphic design paradigm focuses on impressing the public perception of the
company while keeping the company appearance in fashion. Scholars who studied this
paradigm initially discussed the symbolism used by the organisations such as logos,
identity, image and symbols, thereby bringing visual identification to the organisations
(Balmer, 1998; Simdes et al., 2005; Van Riel, 1995). These visual identification
elements support the corporate identity, image and reputation (Dowling, 1993) and
reflect the organisations' core values and principles (Van Riel and Balmer, 1997). This
paradigm regards the corporate image as being a product of “how an organisation
communicates an image through a name and/or icon” (Balmer, 1998, p.966). Finally,
the marketing paradigm defines the corporate image from two different perspectives.
Firstly, this image is an individual overall impression of an organisation which is
perceived by different segments of the public (Dowling, 1986; Hatch and Schultz,
1997). The second perspective is the public impression created by the organisation in
order to attract the target audience (Hatch and Schultz, 1997, p.359). The major
difference between these two perceptions is that the public image is created as being
intentional and manipulative for a purpose. Balmer (1998) defines the corporate image
as “people’s interactions of all experiences, impressions, beliefs, feelings and
knowledge about the company”.

As aforementioned, it is difficult to reach a consensus on corporate image definition
within its parameters (Brown et al., 2006). Three commonalities help us to understand
the corporate image concept (Stern et al., 2001, p.213), the first of which is the
stakeholder’s perception. Accordingly, corporate image is defined as a set of meanings
by the acknowledged object through which individuals describe, recall and relate to it
because it is the result of an individual’s impressions, ideas, beliefs and feelings.
Secondly, commonality refers to “any types of beliefs, moods and emotions,
evaluations of an organisation that are held by individuals who are mentally associated
with the organisations” (Dacin and Brown, 2002). This association could be a related
product or service provided by the company (Keller, 2000). Basically, it refers to how
individuals feel and think about an organisation. Previous scholars (Newman, 1953,;

Spector, 1961) used the analogy between corporate and human personality which states
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that corporate image refers to the associations or meanings related to the organisation’s
personality. According to marketing scholars, corporate image is shaped according to
the organisation’s corporate brand promise (Balmer, 2001; Schultz and de Chernatony,
2002; Keller, 2011).

Drawing on all the above discussions, this study adopts the definition of the corporate
brand image as the set of external stakeholders’ perceptions or their mental associations
regarding the organisation as it built up with a cumulative brand experience (Balmer,
2001; Balmer and Grey, 2003). In the next section, corporate reputation will be
discussed by proposing conceptual differences between corporate image and corporate

reputation.

2.2.1.4 Corporate Reputation

Corporate reputation differs from identity by representing the external stakeholders’
perspective of an organisation such as: customers, suppliers, creditors, shareholders,
joint venture or alliance partners, and less directly politicians, regulators, NGOs and
the media. Although there are many definitions of corporate reputation, it is used
interchangeably with corporate image and corporate identity (Wartick, 2002; Bick,
Jacobson and Abratt 2003; Dowling, 1993). Barnett, Jermier and Lafferty (2006)
formed a diagram which illustrates the sequential flow between corporate identity,
corporate image and corporate reputation. The diagram shows that this begins with a
corporate identity which is the internal stakeholders’ perspective on the company.
Subsequently, the corporate image is shaped with regard to identity as external the
stakeholders’ impression, then it is followed by corporate reputation. Corporate
reputation is defined as: “Observers collective judgments of a corporation based on
assessments of the financial, social and environmental impacts attributed to the
corporation over time” (Barnett, Jermier and Lafferty 2006, p. 34). Similarly, it refers
to the external stakeholders’ perception of the company for a period of time (Gotsi and
Wilson, 2001; Balmer, 1998). However, corporate reputation and corporate image have
different characteristics (Simdes, Dibb and Fisk, 2005). Corporate image refers to short-
term actions, whereas corporate reputation is more dynamic and is built and managed
in the long term (Gotsi andWilson, 2001). However, the corporate image has an impact
on the building of a corporate reputation (Balmer, 2001; de Chernatony, 2007).
According to Harris and de Chernatony (2001, p.445): “corporate reputation is a
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collective representation of a brand’s past actions and results which describe the brand’s

ability to deliver valued outcomes to multiple stakeholders”.

Roberts and Dowling (2002) collected empirical data from 1849 companies and
conducted event history analysis with a firm-year observation in order to examine the
relationship between corporate reputation and the company’s financial performance.
The results of the study reveal that a company’s reputation has a strong impact on the
profit. Corporate reputation is a company’s strategic asset which helps to enhance its
financial performance in the competitive markets (Zuckerman, 1999; Chun, 2005), and
also to improve the relationship between the company and its stakeholders (Abratt and
Kleyn, 2012). Through the corporate reputation, companies might build a close
relationship with customers by allowing them to focus, not only on product quality but
also on the company as a whole. In addition to financial performance outcomes,
corporate reputation helps companies to build, maintain and defend a unique identity
as well as to build a consistent and coherent corporate image (Fombrun, 1996).
Furthermore, it helps them to enhance stakeholders’ perceptions associated with quality
(Grewal et al., 1998) which encourages them to make investment decisions and product
choices (Fombrun, Gardberg and Sever, 2000). Similarly, a favourable corporate
reputation increases employee motivation and productivity as well as the employee
retention rate, thereby improving the recruitment process (Turban and Cable, 2003) and
also attracting high-quality employees to the organisation (Fombrun and Shanley,
1990). Previous studies claimed the existence of a positive relationship between

corporate reputation and corporate value (Fombrun and Shanley, 1990).

Davies et al. (2003) developed a conceptual model known as the Corporate Reputation
Chain which is presented in Figure 2.2 from a customer viewpoint. Through building
upon on previous reputation models such as those of van Riel and Balmer (1997), and
Hatch and Schultz (1997), his model claims that the company’s corporate reputation
could be managed by creating a favourable corporate identity and image to both internal
and external stakeholders. According to Davies and his colleagues (2003), a generic
corporate character scale could be validated to measure both employees’ and customer’
thoughts of the company by offering a clear, corporate identity, and also an image and
reputation definitions, since a clear image and identity create a favourable reputation
which increases employee and customer satisfaction. This model is empirically tested
in further studies (da Silva and Alwi, 2008; Chun et al., 2005).
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Figure 2.2: Corporate Reputation Chain (Customer View)

The Brand

_ Satisfaction Loyalty Sales
(Customer View)

Adapted from Davies et al. (2003, p.76)

Although large companies focus on the improvement of their corporate reputations in
order to obtain a competitive advantage, SMEs generally have a reasonably close and
frequent relationship with their stakeholders. For instance, they could build a long-term
relationship between the external and internal stakeholders (Johanson and Mattsson,
1988). This close relationship and networking provides an improvement to the SMES’
corporate reputation as a consequence of their corporate value. Benefits related to SMEs
surviving and financial achievements enable companies to improve their corporate
reputations (Shaw, 1995).

After the conceptualisation of the main pillars of corporate branding, the following

section discusses the existing measurements of corporate branding.

2.2.2 Measurement of Corporate Branding

Corporate marketing is a major area of interest within the field of marketing that
consists of corporate identity, corporate image, corporate reputation, corporate
communication and similar factors (Balmer, 2008). Although these corporate
marketing concepts always overlap and use interchangeably, the measurement of such
concepts is different because of the different stakeholder perspectives such as internal
or external. Therefore, applying one measurement to all contexts cannot be appropriate
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when measuring the same item. Consequently, a generic scale is necessary in order to
measure the developing retail SME context for this research in which current
measurements are reviewed and consequently amended. Therefore, it is revealed that
most measurements focus on the external stakeholder’s perspective. They measure the
customer perspective because they are stakeholders of the company while creating a

corporate identity and image. Related measurements are discussed in this section.

Corporate brand identity is born in the organisation, and subsequently reflected in the
internal and external stakeholders such as employees, customers, suppliers and other
influential groups through the organisation’s marketing communication tools and in the
process of selling goods and services (Merrilees and Fry, 2002; Abratt, 1989; Ind,
1997). In 2002, Melewar and Jenkins examined the definitions, models and specific
components of corporate identity. By a review of existing literature on this topic, they
developed a holistic corporate identity model and identified its measurements under the
following four dimensions: communication and visual identity, behaviour, corporate

culture, market conditions.

Furthermore, Javalgi et al. (1994) developed a scale that presents the managers’ goal
of examining a company’s sponsorship impact. Their measurement comprises Six
elements: good product or service, management, profit, involvement in the community,
response to customers’ requirements and a good working environment. In addition to
that, Fombrun et al. (2000) developed a corporate reputation scale based on the
stakeholder evaluation of the organisation. The dimensions of this are: emotional
appeal, products and services, vision and leadership, social and environmental
responsibility, workplace environment, and financial performance. Differently,
Cravens, Oliver and Ramamoorti (2003) used employees in their reputation index to

Create measurement.

Thereafter, the measure for the corporate brand image was developed by Davies et al.
(2004). This measurement is a corporate character scale for the purpose of assessing
both employee and customer views of the organisation’s reputation. This scale was
developed from Aaker’s model (1997) and is a brand personality scale which focuses
only on customers’ perspective with the following five dimensions: sincerity,
excitement, competence, sophistication and ruggedness. However, Davies et al. (2004)
developed a more generic scale by focusing on both internal and external stakeholder
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perspective. Davies et al., (2004) aimed to reach a generic tool which is applicable and
diagnostic for both employees and customers. Davies et al. (2004) focused on the
emotional attachment between the company and its stakeholders while creating the
personification tool. The personification approach is a widely-accepted measure for the
corporate brand image and corporate reputation (King, 1973). Respondents demanded
the evaluation of the organisation’s personality and personality traits, which are similar
to human personality by regarding the organisation as a human being (Davies et al.,
2001). They developed dimensions and items from previous literature on the
organisation’s internal (employees) and external (customers) perspective, and also
studied human personality literature. It is expected that stakeholders will answer the
question: “If the company was human, how would you characterise it?” (Sequeira et
al., 2015). In their first study, Davies et al. (2001) developed five dimensions, but in a
later study, they finalised the scale as five major and two minor dimensions, namely
agreeableness, competence, enterprise, chic, informality and machismo, with 16 facets.
They validated five major and two minor dimensions of corporate character scale by
measuring both identity (internal view) and image (external view) of corporate
reputation (Davies et al., 2003). They also used the personification approach to find a
more generic, diagnostic and equally applicable tool for employees and customers as
well as to see the stakeholders’ emotional attachments towards the organisation.
Compared to Aaker’s (1997) Brand Personality Scale, Davies et al., (2003) developed
a more generic and robust scale which is validated by much empirical research (Roper
and Davies, 2010; Sung and Yang, 2008). This scale is unique because it measures both
the internal and external stakeholder’s perception. Therefore, this study uses the
corporate character scale of Davies et al. (2004). The result of this study by scholars
reveals that the corporate character dimension “agreeableness” is the most important
dimension when compared with others that promote the satisfaction of both internal
and external stakeholders (Chun and Davies, 2006; 2008; Bjorgvinsson, 2005).

Table 2.6 presents a summary of corporate branding concepts and measures.
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Table 2.6: Corporate Branding Concepts and Measures

Corporate Identity
(Personification metaphor, Corporate character)
Internal stakeholder perspective

Melewar and Jenkins (2002) | Davies et al. (2001) Davies et al. (2004)

Communication and visual | Sincerity Agreeableness

identity Excitement Enterprise

Behaviour Competence Competence

Corporate culture Sophistication Chic

Market conditions Ruggedness Ruthlessness

Firm, product and services Informality
Machismo

Corporate Image
(Corporate Image Associations)
External Stakeholder Perspective

Javalgi et al. (1994) Keller (1998)

Good service Common product attributes,
Management benefits or attitudes

Profit motive People and relationships
Community involvement Values and Programs
Response to consumer needs | Corporate Credibility

Work environment

Corporate Reputation
(Reputation Index, Reputation Quotient)
Both Internal and External Stakeholders Perspectives

Brady (2003) Cravens, Oliver and | Fombrun, Gardberg and
Knowledge and skills Ramamoorti (2003) Sever (2000)
Emotional connection Products Emotional appeal
Leadership, vision and desire | Employees Products and services
Quality External relationships Vision and leadership
Financial credibility Innovation and value creation Workplace environment
Social credibility Financial strengths and Kp
Environmental credibility | viability Social and
Strategy environmental
Culture responsibility
Intangible liabilities Financial performance

Source: Shamma and Hassan (2008)

This section has attempted to provide a brief summary of the literature associated with
corporate branding, its components and existing measurements in the literature. The
following section will discuss the entrepreneur personality and entrepreneurial
branding in order to obtain a more profound understanding of existing SME branding

literature.
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2.3 Entrepreneur Personality

Having briefly explored the relevant literature on corporate branding, this section
focuses on examining the concept of entrepreneurial branding and personality
attributes. It is expected to reveal how entrepreneurs’ personality traits affect corporate

branding, product or service branding and company performance.

2.3.1 Entrepreneurial Branding

There is a growing body of literature and public acceptance which recognises the
importance of human brands such as; entrepreneurs, CEOs, celebrities and politicians.
Although numerous definitions of the term “brand identity”” have been suggested in the
literature, Aaker (2003) conceptualises brand identity under four dimensions: a product,
an organisation, a symbol, and a person. Up to the present time, many studies have
indicated that the person might be a brand (Bendixen et al., 2018; Centeno et al., 2017,
Speed et al., 2015). Many published studies describing the role of company owners
and/or managers are often accepted as the face of the company which is usually
regarded as the most important part of the company for publicity and reputation
(Fetscherin, 2015; Krake, 2005; Spence and Essoussi, 2010). It is not only academics
but also practitioners who suggest the creation and management of brand profiles of
senior executives, politicians, celebrities and entrepreneurs in order to make themselves

and their companies more competitive in the market (Davis, 2018; Pinvidic, 2018).

Antontic et al. (2015) define entrepreneurs as those who may initiate a new business
and who have an important position for creating wealth economic development and
wealth for their company. From this perspective, entrepreneurs could not be limited to
being the founder of the company, since they may be decision-makers such as a CEQO,
manager or owner. Despite the numerous definitions of the term “entrepreneur” this
research will use the definition suggested by Calori et al., (1994) who saw an
entrepreneur as a visionary leader and decision-maker. In this study, entrepreneurs are
defined as decision-makers within a company and are important for stakeholders.
Company stakeholders usually value the organisation according to its entrepreneurs
who are responsible for its financial and non-financial positions. In this research,
financial positions indicate financial performance (Gaines-Ross, 2000), profit (Jian and
Lee, 2011), stock returns (Johnson et al., 2003), cost of capital investments (Jian and

Lee, 2011) and price premiums of products (Rindova et al., 2006); whereas the non-
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financial positions or performance indicates the company’s reputation (Burson-
Marsteller, 2006), governance reputation (Karuna, 2009), corporate social performance
(Agle, Mitchell and Sonnenfeld, 1999). The entrepreneur has a key role in affecting all
company finance, human resources, marketing and other factors. Despite the size and
complexity of modern corporations, the person in charge still sets the tone, defines the

style and becomes the company’s public face (Nocera, 2002, p.1).

In his study, Fetcherin (2015) conceptualised entrepreneurial brand as CEO brand in
which entrepreneurial brand indicates a combination of entrepreneurial image and
reputation. Image indicates a mental picture of the CEO such as what people think when
they see someone or hear that person’s name. Furthermore, he defines reputation as a
comparative judgement regarding one person which is shaped according to what that

person did. Figure 2.3 presents Fetcherin’s entrepreneurial brand and its elements.

Entrepreneurial
Image

Entrepreneurial Brand

Entrepreneurial
Reputation

Figure 2.3: Entrepreneurial Brand (Fetcherin 2015)

Fetcherin (2015) uses entrepreneurial image to indicate a generation of person and
personality, in which “person” refers to demographic characteristics such as age,
gender, education, tenure and other attributes, whereas personality indicates
Machiavellism and narcissism, honesty and humility, risk aversion, competence and
other characteristics. From another perspective, entrepreneurial reputation is formed by
the entrepreneur’s prestige and performance. Prestige indicates awards, press citations,
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rankings, followers and other factors, whereas performance indicates the company’s
financial and market performance and other factors. According to Gainess-Ross (2000,
p.366) 45 per cent of company reputation is formed by its entrepreneur’s reputation;
and a 10 per cent increase in an entrepreneur’s reputation can result in a 24 per cent rise
in company reputation, but company size is irrelevant for this result. In another study,
Burson-Marsteller (2006), one of the largest public relations companies, conducted a
case study in reputation management and discovered that entrepreneurial brand affects
about 90 per cent of the decision to invest in a company or to show a company as being
a good ally or merger, creates confidence and demonstrates that the company has as a
good work placement. Consequently, it is vital to see CEO reputation as one of the
company’s intangible assets which needs to be developed, managed and maintained.
Similarly, in the study conducted by Kitchen and Laurence (2003) the corporate
reputation was investigated by applying an exploratory in which data were collected
from eight countries. They reported that corporate reputation has an important meaning
for CEOs since the entrepreneur’s reputation forms 50 per cent of company reputation.
Furthermore, having an entrepreneur reputation helps companies to sustain better
company performance in the national and international markets. Quelch (2007, p.1)

states:

“The CEO (in this study it refers to Entrepreneur) is a willing brand cheerleader,
loves the brand heritage, and is a great storyteller. The CMO (chief marketing
officer) sees his or her purpose as helping the CEO achieve this role. The CEO
understands that building brand reputation reduces commercial risk, insulates
the company in a crisis, and provides the common purpose that can bond all the

company’s stakeholders.”

Brand orientation in an organisation begins with the understanding of the manager
against the branding (Baumgarth, 2010); more particularly in SMEs where the
owner/manager/CEOQ of the organisation holds an integrative position and plays a key
role in all branding-related activities (Centeno, Hart and Dinnie, 2013; Krake, 2005).
The SME owner/manager/founder has an important role from the beginning of the
brand-building process and identity and its elements development and all brand
management activities within the organisation (Krake, 2005; McColman, 2002; Rode
and Vallaster, 2005).
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A considerable amount of literature has been published on SME marketing which
emphasises that the SME’s owner/manager usually uses self-marketing which refers to
all activities that have been done by SME owner/manager to increase the familiarity in
the market (Resnick, Simpson and Lourenco, 2015). Their self-branding approach led
them to take self-reflective actions and use themselves as branding tools. (Mitchell et
al., 2012). Therefore, decisions related to the brand-building process are influenced by
the personality of the owner/manager/founder such as personal preferences. It is
difficult to separate the personality of the SME owner’s or manager’s self-brand from
the corporate brand because the SMES’ owners/managers market themselves rather than
the company (Simpson et al., 2006). Consequently, there could be a brand conflict from
the customer’s perspective involving the entrepreneur or corporate brand, meaning that
the owner/manager or company both refer to the same in SME context (Deacon, 2002).
Therefore, in this context, it is essential to explore the difference between an individual
and a corporate brand (Resnick, Simpson and Lourenco, 2015). This section has
reviewed the entrepreneurial branding, and the next section will give details of

entrepreneurial personality.

2.3.1 Entrepreneur Personality
The existing body of research on entrepreneurial branding suggests that the founder’s,
owner’s or manager’s personality is reflected by the organisation itself, more
particularly in the early stages of a company’s existence (Olins, 1978; Krake, 2005).
According to Olins (1978), corporate personality development involves two stages. In
the first stage, it reflects the founder’s personality which is known as the heroic stage,
whereas the second stage is known as the technocratic stage. In the first or heroic stage,
the company's owner or manager gives his or her personality to the company as a
corporate personality. In the second or technocratic stage, the corporate personality is
developed carefully as a substitute for the founders’ personality. During this stage,
corporate identity is a management tool in order to achieve the company’s long-term
and short-term objectives (Olins, 1978). When an entrepreneur leaves a company, the
corporate personality needs to be managed as a company strategy. Consequently, an
identity deficit could occur; therefore, at such a time, an organisation should develop

its own corporate personality. Similarly, Balmer et al. (2016) state that senior
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executives/managers are the major executors of the corporate branding strategies in an

organisation.

Scholars of different disciplines such as psychology, finance, accounting, management
and marketing have discussed the entrepreneur (manager or owner) impact on the
company (Fetscherin, 2015). Most studies focus on examining the relationship between
entrepreneur and company performance by investigating the demographic
characteristics of entrepreneurs as a reflection of psychological constructs (Carpender,
Geletkanycz and Sanders, 2004). Demographic attributes are age, education, tenure in
the industry, all of which affect the decisions of entrepreneurs. However, the
psychological characteristics of the entrepreneur have a strong impact on their decisions
which affect company performance (Nadkarni and Herrmann, 2010; Chatterjee and
Hambrick, 1997; Peterson et al., 2003) and shape the corporate personality of the
organisation. Previous studies have explored the relationships between entrepreneur
personality and their strategic decisions which affect company performance. For
example, Miller and Toulouse (1986) conducted an empirical investigation with 97
small companies in order to identify the relationship between entrepreneur personality
and company performance. The research results reveal that entrepreneurs with “loci of
control” are more enthusiastic to undertake product innovation, whereas the
entrepreneurs with a great need for achievement prefer broad market strategies. In
contrast to positive relations, Park et al. (2018) conducted 654 observations in 164
Korean companies for seven years. They explored the entrenchment problems related
to CEO hubris which have a negative impact on the company performance. Similarly,
Chatterjee and Hambrick (2007) conducted empirical research involving 111 CEOs
from information technology companies for twelve years. Their results revealed that
narcissistic entrepreneurs adopt bold strategies such as large acquisitions which attract
attention and lead to a major win or loss for the company. Therefore, entrepreneurs’
personality has a powerful effect on their decisions which influence the company’s

strategic decisions and long-term performance.

Up to the present time, entrepreneurs have usually been discussed as role models who
strongly characterise the organisational culture, approach to business, and daily
decision-making of their firms. Rode and Vallaster (2005) discovered that the
company’s founder(s) strongly imbued the company with distinctiveness. All elements

of corporate identity such as the company’s corporate culture, corporate design,
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corporate communication and corporate behaviour inevitably appear to develop around
the organisations' founder(s). This founder’s perspective of the world and experiences
has been shown to shape company identity strongly (Wickham, 2006). According to
Abimbola and Vallaster (2007) while the management of corporate identity in large
organisations is responsible for various functions such as the marketing department,
senior management and corporate communications. However, in the case of SMEs, this
responsibility belongs to the entrepreneurs, owners or managers because they are the
key decision-makers and are responsible for most activities. It is a considerable
advantage for them to save time and energy while managing the corporate identity
process. They state that the holistic brand management approach fits better to SMEs
which require brand, organisational identity and reputation. The holistic marketing
strategy approach aims to enhance the competitiveness of SMEs (Witt and Rode, 2005).
The following section will detail the five-factor personality model and practices in the
SME context.

2.3.1.1 Five-Factor Personality Model

The current research focuses on the impact of personality characteristics as in the five-
factor model (McCrae and Costa, 1987). This model has a more comprehensive and
valid psychological framework to investigate the relationships between entrepreneurs'
personality attributes, and company performance (Hiller and Hambrick, 2005; Cannella
and Monroe, 1997) through product/service quality and corporate brand image. The
five-factor model has a robust and comprehensive means of understanding the basic
personality differences (Peterson et al., 2003). Although there is no general consensus,
scholars agree that the five-factor model is the optimal way of measuring
entrepreneurial personality because it includes many important personality attributes
(Hu and Judge, 2017; Woods and Anderson, 2016; Judge et al., 2002; McCrae and
Costa, 1997).

This model classifies broad human personality traits according to five dimensions:
consciousness, emotional stability, agreeableness, extraversion, and openness to
experience (McCrae and Costa, 1987). McCrae and Costa (1987) measure the factor
structure of the 80-item adjective rating scales. Their results reveal that openness to

experience is represented by original, imaginative, broad, perceptive and thoughtful
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interests (McCrae and Costa, 1997). Agreeableness refers to being altruistic and
compliant, whereas consciousness indicates achievement and dependability. Emotional
stability indicates adaptability to diverse situations and stress management.
Extraversion indicates sociability and expressiveness while openness indicates being

creative, imaginative, perceptive, and thoughtful.

Existing research recognises the critical role of entrepreneurs’ personality
characteristics which influence a company’s strategic decision process (Peterson et al.,
2003; Nadkarni and Herrmann, 2010) and strategic actions (Carpender, Geletkanycz,
Sanders, 2004; Nadkarni and Narayanan, 2007). For example, Nadkarni and Herrmann
(2010) examined the relationship between entrepreneurial personality and company
performance by using strategic flexibility as a mediator. They used 195 Indian SMEs
from the business process outsourcing industry. The results revealed that entrepreneurs’
personality is a strengthening driver for strategic behaviour which influences company
performance. Likewise, Peterson et al. (2003) focused on a process model which
demonstrates the relationship between CEO personality and the dynamics of the top
management team which affect organisational performance. This study differs from
previous studies in that it focuses on the impact of personality traits which influence

another group of people.

The next section will discuss the product branding literature in the SME context and
how it is conceptualised in this context and also the importance for SMEs and

measurement of product branding.

2.4 Marketing Mix: Product, Price, Promotion and Place

The conventional product and service branding strategy (marketing mix) is known as
an effective method of understanding the customer decision-making process and of
attaining improved company performance. Conventional marketing mix theory
(product branding) refers to the 4Ps; product, price, promotion and place (McCarthy,
1971). However, many researchers extend the number of marketing mix elements from
four to eleven elements since 1980. Judd (1987) found “people” as fifth P, Brookes
(1988) similarly added “customer service” as fifth P. In 1986, Philip Kotler extent the
traditional 4P with 6Ps; “public relation” and “politics”. Boom and Bitner (1982) have
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found 7Ps in service marketing; “people”, “processes” and “physical evidence”.
Although some scholars (Gronroos, 2000; Gummesson, 2000) found 4Ps as very
limited and having difficulties to address the needs of marketing concept, managers
and marketing scholars still follow the simple 4P as a valid basic concept to sustain the
customer relations as It provides a simple, memorable and practicable model for
decision-makers (Zineldin and Philipson, 2007). According to Zineldin and Philipson

(2007), each 4Ps are covering the other sub-activities in itself.

Conventional marketing strategies were developed according to the characteristics of
larger companies. However, SMEs have their own restrictions and characteristics,
making them different from large organisations. Consequently, O’Dwyer, Gilmore and
Carson (2009) do not suggest that SMEs should focus on conventional marketing mix
(product, price, place and promotion) as large organisations do. They asserted that
marketing mix theories which are 4P may not fit SMEs, since these organisations have
their own limitations regarding time and budget (Merrilees, 2007). SME marketing
strategies are less structural and more tactical, daily and flexible to address the
customers' needs and have long-term relationships with customers (Berthon, Ewing and
Napoli, 2008), therefore this research adopted the traditional 4Ps to understand SME’s

branding activities.

The main reasons why SMEs should not focus on marketing mix are: one-person effect,
time and budget constraints and B2B outcomes. Firstly, SME owners or managers are
the key decision-makers in the company who usually focus on self-branding in
networking activities in order to boost sales (Gilmore et al., 2001). Therefore, instead
of a planned brand development process, these decision-makers prefer to focus on self-
branding. Secondly, SMEs have their own constraint such as time and budget;
consequently, they rarely accept assistance from marketing specialists (Culkin and
Smith, 2000). Therefore, it is usual for only one person to have decision-making
responsibilities. The third issue is related to B2B business relations. Although SMEs
marketing strategy focuses on placing its brand name and logo on all communication
tools, most SMEs have no place on the final product since they produce intermediate
products for other companies (Krake, 2005). Consequently, they cannot place their
company logo or symbol on a product or package which customers can see.
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Nevertheless, it has been emphasised that product quality, low-cost and close
relationship is important for SME customers, but it is given little research (Spence and
Essoussi, 2010). Current marketing research involving SMEs mainly focuses on
entrepreneurial branding, self-branding or personal branding in the SME context as the
company’s marketing strategies. They focus on understanding the customers’ needs and
improving or developing products and services according to such requirements
(Reijonen, 2010). Therefore, existing literature neglects the marketing mix strategies in
the SME context and how it could help SMEs to have a desirable corporate brand
image. Krake (2005) claims that a well-integrated marketing mix helps SMEs to have
a better brand image. Therefore, this research aims to understand the overall marketing
strategy in the SME context with a holistic approach by examining entrepreneurial
branding, corporate branding and product branding together. Considering the
aforementioned, it is important to examine the extent to which entrepreneurial
personality affects the marketing mix, and similarly, to what extent the marketing mix
elements help to enhance a desirable corporate brand image. Therefore, this section

discusses the marketing mix element in this context.

2.4.1 Product

Wong and Merrilees (2005) conducted comprehensive interviews to explore the
evolution of SME brand orientation and developed a brand orientation typology. Their
results revealed that brand distinctiveness, meaning focusing on distinctive products or
services, has a positive impact on marketing brand performance of SMEs such as brand
awareness, brand image and other factors. Similarly, Krake (2005) conducted a
qualitative research with medium-sized enterprises in order to understand brand
management in SMEs. Their results support Wong and Merrilees (2005) by suggesting
that SMEs have a distinctive quality product to differentiate in the market and also to
have a competitive advantage. Knight (2000) claims that entrepreneurial SMEs have
the advantages of developing new marketing strategies while launching new products
on the market as well as managing market issues. They have better communication with
internal and external stakeholders, whereas large companies standardised their branding
strategy by launching more products. Krake (2005) suggested that SMEs should focus
on just a few products in order to develop strong brand associations with a more

customer-oriented approach (Gilmore, Carson and O’Donnell, 1999) Therefore, SMEs
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are more active in satisfying customer needs (Carson and Gilmore, 2000). Since SMEs
spend more time with their customers (Palmer, 2006), they have an advantage while
developing a new product or improving an existing one. Close relationship enables the
co-creation process of new products associated with customer needs. By applying such
co-creation, SMEs could be more innovative while developing their product or service
quality (Spence and Essoussi, 2010). Moreover, current studies claim that new product
development has a positive impact on SMEs success (Kumar et al., 2012; Verhees,

Meulenberg and Pennings, 2010).

2.4.2 Price

Previous research has shown that SMEs do not usually follow any traditional pricing
strategies (Ingenbleek and Van Der Lans, 2013; Flatten et al., 2015). Their pricing
practices involve an idiosyncratic decision regarding each company (Gilmore, 2011).
Their pricing strategies are generally based on strategic decisions made by the decision-
maker, depending on the company’s aim, such as expanding market share,
consolidation or changing market position. Therefore, SMEs do not usually take their
pricing strategy with a long-term sophisticated company strategy. Their pricing
decision mainly relies on the cost and an overhead percentage or a profit. Furthermore,
their pricing strategy could have a discounted price in order to compete in the market.
Consequently, SMEs normally prefer to set pricing which is the same or similar to that
of their competitors (Carson et al., 1995). From another perspective, like all marketing
activities, SMEs’ pricing strategy is bound by the decision of the owner or the manager.
Therefore, in a very competitive market, the owner or manager might set a very special
price which differs from that of the competitors. For example, in order to have a
competitive advantage, in the B2B context, a branding strategy helps SMEs to sell their
products and services with a premium price in order to build a greater customer loyalty
(Roy D. and Banerjee, 2012). Keh et al. (2007) empirically tested entrepreneurial
orientation and marketing information of SMEs on the company performance by
collecting data from 308 Singaporean small enterprises. The results revealed that price
has an impact on company performance. Pricing strategy helps SME entrepreneurs to
satisfy customer needs and to be competitive in the market. Likewise, Flatten et al.,
(2015) investigated the relationship between pricing capabilities and company

performance by collecting data from 420 technology companies in Germany. They

68



discovered a positive relationship between pricing strategy and company performance.
Consequently, they suggest that managers develop pricing strategies with the
dimension of price discrimination, dynamic orientation, and value delivery in order to

follow market developments and to increase product and price adaptability.

2.4.3 Promotion and Place

In previous studies on marketing mix and company performance, Keh et al., (2007)
found that promotion and place are strongly effective in comparison with product
quality and price. Their results suggest that SMEs should use their limited resources for
promotion and place in order to obtain a better performance. O'Dwyer et al., (2009)
suggest that entrepreneurs should use their personal contacts with customers to focus
more on promotions and word-of-mouth which refer to direct contact with customers
in order to boost sales. They suggest new four new promotion tools: information,
identification, innovation and interaction. SMEs have their unique competitive
advantage to enhance their communication tools such as; joining business or
networking activities (Gilmore et al., 2001). These networking activities with the
company’s stakeholders help entrepreneurs to be more successful in the market
(Gilmore and Carson, 1999). These networking activities, such as international trade
shows, help SMEs to find new customers and distributors or help to improve existing
relationships (Evers and Knight, 2008). From another viewpoint, as another promotion
activities, product-oriented SMEs should pay attention to put their advertisement in
brochures and folders, on other magazine advertisements or display brand name in the
store (Krake, 2005). Although SMEs place their brand name on many marketing
communication tools, such as business cards, outside of the company, most packaging
transportation trucks and other company stationaries are unable to place their brand

name on genuine company products (Krake, 2005).

Furthermore, placing or storing an image is another determinant of brand quality. Baker
et al. (1994) stated that a store image which indicates merchandise quality, service
quality and store environment is needed in order to present a positive image. For
example, in the service sector, a store’s atmosphere, cleanliness, interior design, décor
and location affect the company’s image (Prendergast and Man, 2002). Ryu and Han

(2010) examined the relationship between the quality of the physical environment of
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the organisation, customer satisfaction and customer loyalty. They discovered a direct
link between the physical environment and customer satisfaction which resembles
previous studies (Chang, 2000; Chebat and Michon, 2003). Overall, the store image or
physical environment influences customer satisfaction which consequently affects the
customers’ positive approach behaviour towards the company (Chang, 2000; Jan, Ro
and Kim, 2015).

This section has attempted to provide a brief summary of the literature associated with
product branding, its components; product, price, promotion and place. The following
section will discuss the customer satisfaction and loyalty in order to obtain a more

profound understanding of consequences of corporate branding and product branding.

2.5 Customer Satisfaction and Loyalty

Corporate satisfaction and loyalty, which are attainable with a positive corporate brand
image, are important outcomes for company performance. A strong positive corporate
brand image not only provides companies with a competitive advantage but also
promotes repurchases (Porter and Claycom, 1997). Understanding the importance of
corporate image as a brand or how the brand affects the corporate image and customer
loyalty has, in fact, been explored by several studies in the literature (Keller, 2011,
Ailwadi and Keller, 2004; Grewal, Levy and Lehmann, 2004).

2.5.1 Customer Satisfaction

Customer satisfaction is a well-established construct in various disciplines such as
marketing, consumer research, welfare-economics, economics and other factors
(Andreassen and Lindestad, 1997). It is presupposed that customers will evaluate the
product/service performance, and the results were obtained by comparing “prior to
purchase” with “prior the consumption” (Oliver, 1980). This occurs because perceived
performance could be influenced by customers’ perception of quality, the company’s
marketing mix, the brand name and corporate image (Andreassen and Lindestad, 1997).

Consequently, corporate brand image relies on the stakeholder’s perception and
satisfaction which is the result of the communication and performance of the company
(Harris and de Chernatony, 2001). According to Oliver (1999, p.42), “customer

satisfaction is an essential and necessary ingredient for the emergence of loyalty.
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Although satisfaction may not be the core element of loyalty, particularly after loyalty
has been established, it is difficult to entertain loyalty development without
satisfaction”. Studies show that customer satisfaction is a trigger for customer loyalty
which affects the company’s financial performance (Anderson et al., 1993; Ittner and
Larcker, 1998; Chun and Davies, 2006). Previous literature shows a level of
inconsistency in defining customer satisfaction as to whether it should be a process or
an outcome (i, 1990).

The first approach is known as “cognitive” or “process”. According to Oliver (1993),
customer satisfaction is a cognitive or psychological process which summarises the
consumer’s experience with the company or product. Oliver (1981) clarifies
satisfaction as a cognitive evolution which refers to the difference between what
customers expect and what they received (actual performance) after they consumed a
product or service (known as the expectation-disconfirmation paradigm). The
expectation-disconfirmation paradigms propose that two factors influence customer
satisfaction; namely, disconfirmations’ size and direction. Positive disconfirmation
arises when a product or service performance exceeds the customer’s expectation, and
negative disconfirmation arises when a product or service performance fails to satisfy
the customer’s expectation. Therefore, customer satisfaction occurs with positive
disconfirmation and customer dissatisfaction occurs with negative disconfirmations
(Parker and Mathews, 2001).

The second approach is affective or outcome (Oliver, 1993). “Customer satisfaction
might be seen as the consumer’s fulfilment response” (Rust and Oliver, 1994, p.4), “a
pleasure level of consumption-related fulfilment” (Oliver, 1997, p.13) and *“an
emotional response to the experiences (Westbrook and Reilly, 1983, p.256). Oliver
(1989) defined satisfaction with four levels of reinforcement and arousal. “satisfaction-
as-pleasure” is related to positive reinforcement, “satisfaction-as-relief” is related to
negative reinforcement, and “satisfaction-as-contentment” is related to low arousal
fulfilment and “satisfaction-as-surprise” is related to high arousal satisfaction (Rust and
Oliver, 1994).

In order to decide which customer satisfaction approach should be adopted for this
research, it is important to understand how the research defines corporate brand. As
aforementioned, corporate brand image has been defined as the perception held by
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external stakeholders based on their experiences of the organisation (Alwi and Silva,
2007). Similarly, customer satisfaction, as a result of corporate brand image, is
associated with “... being the overall and cumulative effect of the respondents’
evaluation over time as we are not concerned with employee or customer satisfaction
due to a single incident or aspect, but the way such stakeholders feel about the
organisation generally” (Davies et al., 2004, p.178). This definition of satisfaction is in
accord with corporate branding and corporate reputation which are formed with the
total of consumer reactions through their experiences of a company (Davies et al.,
2003).

Therefore, it might be conceptualised that corporate brand image refers to consumers’
previous experiences with the company. Consequently, when customers accumulate
experiences with a company, a reaction that conforms to the association of their
consumption experiences occurs. These associations have particular emotions such as
happiness or affinity towards the company, and are outcomes of customer satisfaction.
This explains why the outcome (affective) approach to customer satisfaction construct
has been adopted for the current study. Additionally, researches criticise the process
(cognitive) customer satisfaction approach (Yi, 1990), because such process is
inconsistent (Giese and Cote, 2000). Inconsistency causes the satisfaction process to be
more complicated (Oliver, 1993) because it relies on the disconfirmation. Since this
research focuses on customers’ perception of the SMES’ corporate brand image and
how this changes their satisfaction, we accept this satisfaction as an outcome rather than
a process. Finally, we consider how customer satisfaction influences customer loyalty
in the SME context. Many researchers have found a positive relationship between
customer satisfaction and their loyalty to the company (Anderson and Sullivan, 1993;
Selnes, 1993; Alwi and Silva, 2007). Therefore, the next section will discuss customer

loyalty intention.

2.5.2 Customer Loyalty

Customer loyalty is an intended behaviour regarding the product, service or company
(Andreassen and Lindestad, 1997) and is associated with the probability of repeating a
purchase in the future or renewing a service contract (Selnes, 1993). When customers

are satisfied with the company, product or brand, they are likely to continue their
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relationship with that company (Selnes, 1993). Loyalty could be expressed by the word-
of-mouth, and if customers recommend the product or the company to others, this is a
strong indicator of loyalty (Selnes, 1993). Selnes (1993) defines customer loyalty as

“intended behaviour related to a product or service”.

According to the scholars Dick and Basu (1994) and Jacoby and Chestnut (1978),
loyalty has two dimensional constructs; namely, attitude and behaviour. Attitude refers
to the consumers’ attitude towards the company or the brand, whereas behaviour
indicates a repeating purchase of the same brand or with the same company (Dick and
Basu, 1994).

In view of these two constructs, scholars have different perspectives of defining loyalty.
The first perspective defines loyalty with only one construct. Loyalty could be more
attitude than behaviour (Buttle and Burton, 2001) or it could be more behavioural
intention than attitude (East et al., 2000). The second perspective defines loyalty as
composite (unidimensional). Composite loyalty encapsulates both behavioural and
attitudinal aspects (Day 1969; Knox and Denison, 2000).

Previous literature may shed light on current research for conceptualising loyalty.
Assael (1992, p.87) defined brand loyalty as “a favourable attitude towards a brand
resulting in the consistent purchase of that brand over the time”. According to Assael
(1992, p.87), loyalty firstly covers both attitude and behaviour or behavioural intention;
and secondly, loyalty should be assessed over time, not only with the present purchase.
This study aims to define loyalty as being consistent with this definition, encompassing
both behavioural intention and attitude, and over time, intention instead of current
behaviour. Furthermore, loyalty intention for this research is associated with customer
response to the company’s brand over time, and not for the current purchase. This
research particularly sees the loyalty intention not only to measure consumers who have
a positive emotional reaction to the company, but it also reflects whether such positive

emotions lead to loyalty after their experiences with the company.

Therefore, we adopted the definition of loyalty intentions for this study as “Loyalty
intention is defined as a favourable attitude towards a brand resulting in consistent
purchase of the brand over time” Assael (1992, p. 87).
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2.6 Summary

This chapter began by discussing the selected research context; namely SMEs and
Turkish context. The following chapter proceeds to consider the corporate branding, its
components and existing measurements from the literature. The following four main
components are identified and discussed: corporate brand identity, corporate culture,
corporate brand image, corporate reputation from the different stakeholders’
perspective. Thereafter, the chapter builds on the premise that the antecedent and
consequences of corporate brands in the SME context are explained. The following four
main related variables are considered: entrepreneurial personality, marketing mix,

customer satisfaction and customer loyalty.

The next chapter outlines the conceptual model of the research with the underpinning
theories. The main constructs and their relationships are discussed with developed

hypotheses.
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CHAPTER 3: CONCEPTUAL FRAMEWORK AND
HYPOTHESIS DEVELOPMENT

3.1 Introduction

This chapter presents the theoretical background and hypothesis development of this
research. For the purpose of achieving this aim, this chapter is presented in four main
sections. The first section introduces the theoretical background of the study to
emphasise the underlying theories of the research. The next section then discusses the
conceptual model developed within this research, which aims to develop a
comprehensive corporate branding framework by combining entrepreneurial branding
dimensions, marketing mix, corporate brand image, and that image’s influence on
customer satisfaction and loyalty in the SME context. In the following section, the
proposed working framework and hypothesis development are presented. Finally, the

last section summarises the chapter.

3.2 Theoretical Background

Understanding the significance of corporate branding is vital for large, medium and
small companies as it provides a company with a competitive advantage, ensures
stakeholders’ satisfaction and loyalty, and accrues for them high profits (Griffin, 2002).
Corporate branding secures a strategic value focus for the company along with a
bilateral relationship between the company and its stakeholders (Balmer and Gray,
2003). Gabrielli and Balboni (2010) stated that SMEs should be aware of how to create
value for their stakeholders, by using the right corporate communication tools
(corporate image) to send out the right messages in order to achieve their long-term
goals. According to Balmer et al. (2016), managers are the major enforcers of corporate
branding strategies in an organisation. Therefore, their personality is reflected in their

organisation and corporate branding strategy (Olins, 1978).

This study aims to develop a conceptual model to identify the antecedents of corporate
brand image in the SME context which influences the customers' satisfaction and
loyalty. For this purpose, three underpinning theories have been used to develop the
study's conceptual framework. Those theories are the corporate reputation chain
(Davies et al., 2003), the five-factor personality model (McCrae and Costa, 1987), and
stakeholder theory (Freeman, 1984).
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3.2.1 Corporate Reputation Chain

Corporate branding, corporate image and corporate identity are interchangeably used
terms that comprise corporate branding (Bick, Jacobson, and Abratt, 2003). Corporate
branding provides value to both internal and external stakeholders of the company by
helping them gain a sustainable competitive advantage against their competitors,
leading consumers to buy from a specified source with a higher tendency and to help
companies achieve higher profitability (Griffin, 2002). A strong corporate reputation
creates a strong relationship between the company and its stakeholders (Abratt and
Kleyn, 2012). In addition to financial outcomes, a strong corporate reputation gives
companies a unique identity and a more consistent and coherent image (Fombrun,
1996). Furthermore, corporate reputation helps increase the employee motivation and
productivity (Turban and Cable, 2003) and makes the company be a more attractive
option for, high-quality employees in the future (Fombrun and Shanley, 1990).
Likewise, a positive corporate image helps companies distinguish their products and
services from their competitors, which may lead to a competitive advantage and
increase repeated purchases (Porter and Claycomb, 1997). That is how corporate brand
connects to corporate image and reputation. Thus, a positive corporate brand
strengthens the corporate reputation while at the same time increasing customer
satisfaction and loyalty. This relationship, modelled by Davies et al., (2003) is called a

corporate reputation chain (see Figure 3.1).

Internal View Employee Higher Employee
(Employee) Satisfaction Retention Rate
Corporate Brand
External View Customer

(Customer) Satisfaction Customer Loyalty

Figure 3.1: Corporate Reputation Chain
Adapted from Davies et al., (2003, p.76).
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According to Davies et al., (2003), corporate reputation consists of two components:
corporate identity and corporate image. An internal view of corporate reputation
represents the corporate identity, whereas an external view of corporate reputation
represents the corporate brand image. According to their model, when the corporate
brand is viewed by internal stakeholders (such as employees), a strong corporate
reputation provides the company with higher employee satisfaction and a higher
employee retention rate. On the other hand, when their reputation is viewed by external
stakeholders (such as customers), a strong corporate brand provides higher customer
satisfaction and loyalty. A strong corporate brand helps companies create value and
build a sustainable competitive advantage. It also increases stakeholders' satisfaction
which, in the end, improves their financial performance. Hence, corporate reputation
chain is a very important model to explicitly show how corporate branding provides

companies with better non-financial and financial performance.

Davies et al. (2010) conducted research and collected data from nine service
companies. Their participants were both internal (1732 employees) and external (2575
customers) stakeholders. The results showed that, if employees held a positive view of
their company’s corporate reputation that led to a positive effect on the company’s
growth and sales. Negative views of corporate reputation, in contrast, caused a decrease
in the company’s future sales. In line with the model, when Silva and Alwi (2008)
conducted an empirical research in an online setting, they found that corporate brand
image has a strong effect on customer satisfaction and loyalty.

3.2.2 Five-Factor Model

Previous scholars claim that the personality of entrepreneurs (manager or/and owner)
has an impact on company’ strategic decisions and performance (Peterson et al., 2003;
Fetscherin, 2015). Their impact on the company has outcomes on both the company’s
financial and non-financial performance. Financial performance is measured by overall
financial performance (Gaines-Ross, 2000), profit (Jian and Lee, 2011), and stock
returns (Johnson et al., 2003). Non-financial performance includes the reputation of the
company (Burson- Marseller, 2006), corporate social performance (Agle, Mitchell and
Sonnenfeld, 1999), strategic flexibility (Nadkarni and Herrmann, 2010), etc. According
to Carson and Gilmore (2000), the marketing competency of SMEs is directly
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correlated to the manager and/or owner’s marketing skills. Similarly, corporate
branding scholars emphasise the importance of entrepreneurs when shaping the
organisational culture and identity (Burns, 2010; Abimbola and Vallaster, 2007;
Wickham, 2006). For this reason, it is important to understand how their personality

affects the SME corporate brand building process.

This study focuses on the effect that the personality dimension has as captured in the
“five-factor model” (McCrae and Costa, 1987). This model is a more comprehensive
and valid psychological framework which examine how the manager and/or owners’
personality affects company performance by means of corporate brand image (Hiller
and Hambrick, 2005). The Five-Factor Model represents broad personality constructs,
with each construct reflecting a particular set of psychological traits (Boudreau et al.,
2001), as shown in Figure 3.2. Openness to experience relates to being creative and
imaginative. Conscientiousness relates to achievement and dependability. Emotional
stability is related to the ability to adapt to different situations, as well as with the ability
to cope with stress. Furthermore, extroversion is related to being sociable and
expressive. Lastly, agreeableness relates to being cooperative and compliant. Digman
(1997) classifies these five dimensions according to the highest level of a hierarchical
model of personality characteristics. The first dimension (Factor Alpha) includes
Agreeableness, Conscientiousness and Emotional Stability, which reflect the social
aspects of socialisation, union, communion and intimacy. The second dimension
(Factor Beta) includes Extroversion and Openness to experiences, which in turn reflects
the personality aspects, such as individuation, achievement, power, desire, and personal
growth.
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Openness to
experience

Conscientiousness

Five-Factor
Model

Emotional

Agreeableness >
Stability

Extraversion

Figure 3.2: McCrae and Costa’s Five-Factor Personality Model

Adapted by McCrae and Costa (1987, p.85)

3.2.3 Stakeholder Theory

By drawing on the corporate reputation chain, five-factor personality model, and
stakeholder theory, this research aims to develop a comprehensive corporate branding
framework comprised of entrepreneurial branding dimensions, including traits
(antecedents), marketing mix (4P), and corporate brand image and their influence on
customer satisfaction and loyalty (consequences) among retail SMEs. To understand
stakeholders’ perspectives on SME corporate brand, stakeholder theory is considered
appropriate for this research as it explicitly helps to identify stakeholders of SMEs and
to understand the relationship between an organisation and its stakeholders.

Stakeholder theory was firstly discussed by Freeman (1984) by when he articulated the
importance of stakeholder groups in organisations. According to Freeman (1984),
stakeholder theory clarifies the relationship between an organisation and its

stakeholders. This is affected by the organisation’s strategy, business or ethics. The
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theory explains the relationship between an organisation and organisational groups,
such as employees, top or senior managers, customers, suppliers, rivals, media
organisations, and other groups. The stakeholders of an organisation have an impact on
its success, continuity and development. Freeman and Reed (1983) defined
stakeholders as any specific groups or individuals who can affect the success or the
progress of an organisation or corporation. Stakeholders are the contractors or
participants who have a two-way relationship with an organisation (Hill and Jones,
1992). In this regard, stakeholder theory is appropriate for identifying the most
important stakeholder groups of SMEs and for that of explaining the relationship
between the company and its stakeholders. Donaldson and Preston (1995) explain the
theory using four functions: descriptive, instrumental, normative and managerial. The
descriptive function refers to the holding of either a cooperative or competitive interest
with regards the company in questions. The instrumental function, on the other hand,
relates to the identifying of a relationship between stakeholder management and that of
their being able to achieve their organisation’s aims. Moreover, the normative function
refers to the identification of stakeholders who have a legitimate interest in the
organisation and its activities. Finally, the managerial function concerns the

management of relationships between the organisation in question and its stakeholders.

There are different ways of categorising stakeholder groups. The general view divides
them in two categories; internal and external stakeholders. Internal stakeholders consist
of the employees, managers and owners of the company. External stakeholders,
contrariwise, are the company’s customers and suppliers, as well as society,
governments, shareholders, the media, etc. On the other hand, Thomlison (1992)
divided the stakeholders of an organisation into primary and secondary stakeholders.
Primary stakeholders are the group or individuals who have an official or formal
relationship with the organisation and who have a direct and essential influence on it.
Furthermore, secondary stakeholders are the followers of the organisation who do not
have any direct influence on it (Thomlison, 1992). It is, however, possible for a
stakeholder of one group to move into the other (Gregory, 2007) or, indeed, that they
may be a member of both groups. For example, an employee of a company might also
be its customer at the same time. Figure 3.3 presents the general stakeholders of any

given organisation.
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Figure 3.3: Stakeholders of the Firm
Source: Adapted from Crane and Matten (2007: 59)

Duncan and Moriarty (1998) emphasised the communication-based marketing model
where the interactive relationship between the organisation and its stakeholders is vital.
Maintaining the interactive relationship responsibly and engaging the stakeholders with
the organisation’s strategy is articulated by Maignan and Ferrel (2004). This
relationship helps organisations analyse and focus on their stakeholders’ interests while
at the same time engaging them with the product or service development process,
promotions, the manufacturing process, and research and development (Petkus and
Woodruff, 1992). Halal (2000) suggested that organisations accept stakeholders as
partners who might collaborate in solving their problems. In this way, both sides might
get mutual benefit by accepting the economic sources, political support or specialised
knowledge of the stakeholders. This would effectively change the manager and/or

owners’ role to that of facilitating a coalition between the two sides (Gregory, 2007).

Earlier corporate branding literature focused on the internally driven process of
developing the corporate brand as the corporate identity of its internal stakeholders (For
example Balmer and Gray, 2003). More recently, there has been a growing opinion

about external or multiple stakeholder involvements (Bick et al., 2003, Silva and Alwi,
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2008). The marketing and organisational literature emphasises that the process of
building a corporate brand might be a mutual process between the organisation and its
stakeholders (Gregory, 2007). According to Hatch and Schultz (2003, p.1043) ’the
involvement of multiple stakeholders and the recognition of gaps/interfaces between
different dimensions of corporate brands all point to the relational nature of corporate
branding’ (p. 1043). The entrepreneur of the company has to manage the relationship
between the company and its stakeholders in order to achieve the company’s goals
(Balmer and Wang, 2016). Moreover, customers have strong relations with

organisations as external stakeholders (Jensen, 2001).

The importance of the relationship between the corporate brand and stakeholders has
been discussed in the literature. For instance, Olins (2005) claims that the relationship
between the corporate brand and the internal stakeholders is an asset for the success of
organisations. Balmer (2012), on the other hand, highlights the importance of, not only
internal, but also external stakeholders in organisations. Building trust between the two
parties, as well as improving stakeholders' identification toward the corporate brand, is
essential (Balmer, 2017). Other scholars point out the importance of stakeholders for
the corporate brand in that they build trust, maintain stability, and distinguish the
corporate brand from its competitors (Kay, 2006; Rindell, 2010). Therefore, companies
need to know each stakeholder’s perspective regarding the company. Organisations
need to understand their stakeholders' needs and demands as part of their corporate
identity strategy (Van Riel, 1995). As reported by Balmer (2012), corporate
communication tools are vital for sending the organization’s message to multiple
stakeholders. An organisation’s mission statement might be one tool for conveying
corporate identity strategy. Organisations reflect their relationship with their
stakeholders in their mission statement, thereby becoming an official guideline for

understanding and respecting their stakeholders’ requests (Morsing, 2006).

Various scholars have agreed on the importance of both internal and external
stakeholders on organisations, networks and groups for the purpose of developing
corporate brands. As discussed in the studies mentioned above, the corporate branding
literature establishes the relationship between entrepreneurial personalities, product
brandings, corporate brand images, customer satisfaction and customer loyalty. These
relationships display valuable insights and are a reference point for evaluating the SME

context. Based upon the three theoretical theories discussed above (Corporate
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Reputation Chain, Five-Factor Model, and Stakeholder Theory), the following section

discusses the proposed conceptual model for this research.

3.3 Conceptual Model and Hypothesis Development

Drawing on the theoretical background discussed above, a proposed working
conceptual model for understanding corporate brand building in the SME context was
formulated. The literature has discussed the impact of corporate brand image on
customer satisfaction and loyalty (Andreasses and Lindestad, 1998). The objective of
this research is to explore the relationship between entrepreneur personality product
branding, corporate brand image, customer satisfaction and loyalty in the SME context.
Previous studies suggested that the perceived quality of product/services and corporate
brand image has an impact on customer satisfaction (Olsen and Johnson, 2003;
Ranjbarian et al., 2012). Additionally, customer satisfaction has a positive impact on
customer loyalty (Selnes, 1993; Silva and Alwi, 2008). As presented in Figure 3.4, the
proposed conceptual model for this research consists of five constructs. The hypotheses
developed based upon the previous studies (Andreassen and Lindestad 1998; Peterson
et al., 2003; Silva and Alwi, 2008; Nadkarni and Herrman, 2010). Six main hypotheses

and eighteen sub-hypotheses are detailed and discussed in this section.

Loyalty

Corporate
Brand
Image
y N
Entrepreneur Customer Customer
Personality Satisfaction >
Marketing
Mix (4p)

Figure 3.4: SME Corporate Brand Image Model

Source: Author
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3.3.1 The Link between Entrepreneur Personality, Corporate Brand Image,
Product Branding

Managers/owners of SMEs have a powerful effect on the brand management process
of their organisations (Rode and Vallaster, 2005). Their responsibility starts from the
beginning of the brand development process to creating a brand identity, improving its
elements, and sustaining the brand management process (Centeno, Hart and Dinnie,
2013). Juntunen et al. (2010) examined the corporate brand building process in small
enterprises. According to their findings, small companies go through three important
stages whilst building their corporate brand. At the company’s pre-establishment stage,
managers and/or owners have an important role seeing as the corporate branding
process begins before the company exists. The manager/owner of the company has the
responsibility of developing a corporate personality by working with their stakeholders.
At a later stage, the company focuses on maintaining and revising the function of the
corporate brand building process. Thus, the personality’s traits of the managers/owners
of the organisation influence their decisions related to the organisation's brand
development process. Overall, the personality of the brand reflects the personality of
the manager/owner of the organisation (Krake, 2005). The brand building process starts
with the manager/owner of the organisation understanding the branding process, as well
as attitudes towards branding (Baumgarth, 2010). As mentioned before, the managers
and/or owners play a key role in the brand development process, especially in SMEs in
which they are the key decision-makers (Centeno, Hart and Dinnie, 2013; Krake, 2005).
Their personality and behavioural characteristics have a strong influence on their
decisions (Burns, 2010).

The psychological characteristics of the owners and/or managers of SMEs also have a
strong impact on their decisions which, in turn, affect company performance (Nadkarni
and Herrmann, 2010; Peterson et al., 2003) and shape the corporate brand building
process of the organisation. The five-factor model developed by McCrae and Costa
(1987) is a robust comprehensive way of understanding such personality differences
(Peterson et al., 2003) and their effects on strategic decision-making (Nadkarni and
Herrman, 2010). Thus, five dimensions of the model are considered as the determinants
of CEO personality which shape the product branding and positive corporate brand
image of the SMEs. As previously mentioned, the five dimensions are: openness to

experience, conscientiousness, emotional stability, extroversion and agreeableness
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(McCrae and Costa, 1987). These will be explained further in the following sub-

sections.

3.3.1.1 Openness to experience

Individuals with high openness to experience are particularly original, imaginative,
intellectually curious, thoughtful and creative. Entrepreneurs with high openness to
experience have a strong capability of understanding others’ feelings and perspectives.
Secondly, the managers and/or owners of an organisation with high openness to
experience are creative and seek out excitement (Judge et al., 2002). In a dynamic
environment, they can maintain strategic adaptations (Datta et al., 2003). The nature of
corporate brands, which are contracts between the company and its stakeholders,
requires a mutual exchange and the fulfilment of promises (Riley and De Chernatony,
2000). Additionally, managers/owners with high openness to experiences seek and
evaluate new opportunities (Finkelstein and Hambrick, 1996) and are more likely to
develop a brand-building process and adapt their decisions according to the
stakeholders' needs. Balmer (2016) states that senior executives/managers are the main
executors of corporate branding strategies. These results suggest the following

relationships:

H1la: The manager’s/owner’s personality with a high level of openness to experience
is positively related to the favourable corporate brand image which is based upon the

customers’ perception about the company.

H2a: The manager’s/owner’s personality with a high level of openness to experience

is positively related to strength of product branding elements.

3.3.1.2 Conscientiousness

Conscientiousness is defined as a tendency to be dutiful, scrupulous, moralistic, careful,
self-disciplined, responsible and task-oriented (McCrae and Costa, 1987). More
conscientious managers/owners present two main attributes: dependability and an
orientation towards achievement (McCrae and Costa, 1987; Judge and Bono, 2000).
Dependability tends to be necessary for a commitment to directions, legalism, rules and
schedules (McCrae and Costa, 1987; Peterson, Smith and Martorana, 2003). Hence,
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more conscientious managers/owners are more aware of corporate and product
branding strategies; they begin to develop their brand development strategies even
before the establishment of their companies; and, finally, they maintain and revise their
functions (Juntunen et al., 2010). During the process, they focus on maintaining and
utilising feedback from stakeholders to guide the brand-building process. Even though
highly conscientious entrepreneurs seem to avoid new strategies when they need to take
action and strongly trust their past experiences by focusing on tried and true strategic
decisions (Nadkarni and Herrmann, 2010), they are well-organised and not easily
discouraged individuals (McCrae and Costa, 1987). Additionally, highly conscientious
managers/owners are achievement-oriented individuals. In the SME context, they are
more customer oriented (Hirvonen and Laukkanen, 2014) seeing as they aim to meet

their customers' needs (Carson and Gilmore, 2000).

H1b: The manager’s/owner’s personality with a high level of conscientiousness is
positively related to the favourable corporate brand image which is based upon the

customers’ perception about the company.

H2b: The manager’s/owner’s personality with a high level of conscientiousness is

positively related to strength of product branding elements.

3.3.1.3 Emotional Stability

Emotional stability refers to staying calm and balanced when faced with a difficult or
stressful situation (Costa and McCrae, 1997). The opposite trait to emotional stability
is neuroticism. Individuals with neuroticism tend to suffer from negative feelings and
are more nervous, hostile, depressed, self-conscious, inconsiderate and vulnerable
(Chollet et al., 2016). Emotionally stable individuals are more determined and more
adaptable when changing their environment (Peterson, Smith and Martorana, 2003).
Managers/owners with high emotional stability provide a safe atmosphere for internal
stakeholders (Edmonson, 1999). Indeed, it is worth mentioning that most successful
leaders are emotionally stable (Bass, 1990). SME managers/owners make most of their
decisions as a response to existing opportunities and changing market circumstances
(Carson and Gilmore, 2000). SME strategies are more tactical, daily and flexible for
the purpose of meeting their customers' needs (Berthon, Ewing and Napoli, 2008). The

managers/owners of SMEs aim to have long-term relationships with customers, and
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thus avoid rejecting customers' demands (Hirvonen and Saku, 2014). With managers
with a high emotional stability, SMEs might better adapt their brand-building process
to changing factors.

H1c: The manager’s/owner’s personality with a high level of emotional stability is
positively related to the favourable corporate brand image which is based upon the

customers’ perception about the company.

H2c: The manager’s/owner’s personality with a high level of emotional stability is

positively related to strength of product branding elements.

3.3.1.4 Extraversion

Extroversion identifies individuals who are sociable, fun-loving, friendly, talkative,
outgoing and warm (McCrae and Costa, 1987). The traits of extroversion are that of
sociability and expressiveness. Highly extroverted managers/owners are more sociable
and expressive, are highly interactive and energetic, and effectively communicate with
others (Judge and Bono, 2000). Managers/owners who are extroverted mobilise the
people around them and often socialise with the internal and external stakeholders of
their company (Nadkarni and Herrmann, 2010). Their networking extends their vision
(McDonald and Westphal, 2003) helps them collect information (Kotler, 1982), and
enables them to use it to develop company strategies so as to adapt the company to
environmental changes (Nadkarni and Herrmann, 2010). The managers/owners of
SMEs who are highly extroverted, have a closer relationship to both internal and
external stakeholders, can understand them better, manage to expand their networks,
and build mutual trust (Park and Campbell, 2017). For this reason, it is important to
establish a favourable brand reputation. Additionally, the marketing strategies of SMEs
are more entrepreneurial and innovative, thus making them more competitive in the
market. Therefore, it is important to have managers/owners who are extroverted in

order to have a positive impact on the brand-building process.

H1d: The manager’s/owner’s personality with a high level of extroversion is positively
related to the favourable corporate brand image which is based upon the customers’

perception about the company.
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H2d: The manager’s/owner’s personality with a high level of extroversion is positively

related to strength of product branding elements.

3.3.1.5 Agreeableness

Agreeableness includes characteristics such as being trustful, sympathetic, cooperative,
empathetic, thoughtful, kind and warm (McCrae and Costa, 1987; Judge and Bono,
2000). Agreeableness affects the quality of teamwork by creating interaction amongst
team members. Agreeable types do not focus only on their thoughts and choicess but
also care about internal and external stakeholder’s opinions (Nadkarni and Herrmann,
2010; Chollet et al., 2016). Managers/owners with high agreeableness accept each
employee as an individual and give responsibilities to the employees to support their
empowerment. Corporate branding entails sharing responsibilities between internal
stakeholders instead of simply assigning them to only one department. Thus,
managers/owners with high agreeableness are more likely to develop a branding
strategy. A branding strategy requires more strategic values and bilateral relationships
with the stakeholders of the organisation (Balmer and Gray, 2003). Therefore,
managers/owners who are agreeable might initiate positive branding strategies.

Hle: The manager’s/owner’s personality with a high level of agreeableness is
positively related to corporate brand image which is based upon the customers’

perception about the company.

H2e: The manager’s/owner’s personality with a high level of agreeableness is

positively related to strength of product branding elements.

3.3.2 Product Branding, Corporate Brand Image, and Customer Satisfaction

The contention of this research is that entrepreneurial branding, corporate brand image,
and product branding call for a comprehensive brand development process that is better
fitted for SMEs. The link between entrepreneurial branding, corporate brand image, and
product branding is more obvious in the context of SMEs (i.e. to have a competitive
advantage). The corporate identity of the SME is the reproduction of the personality
and characteristics of the manager/owner of the company (Olins, 1978). Similarly, the

manager/owner's world perspective and their experiences shape the corporate identity
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(Wickham, 2006). One of the most important characteristics of SMEs is that of their
having close relationships with their stakeholders. These close relationships shape
companies’ marketing strategies by focusing on customers’ needs so as to better
enhance company performance. To better meet their needs, SMEs choose the co-
creation process so as to improve an existing product/service or to develop a new one.
Thus, while manager/owner personality affects the corporate brand image the
marketing mix of product, price, promotion and place is still important for the purpose

of obtaining a competitive advantage.

Dowling (1986) suggests that the marketing mix has an influence on the corporate
image of large companies. Likewise, Henderson (1971) states that product quality and
promotion are the most important marketing mix elements that affect corporate brand

image.

3.3.2.1 Perceived Product Quality

The emphasis of branding activities in SMEs is on the product (Spence and Essoussi,
2010). Zeithaml (1988) defines product quality as superiority or excellence, while
Aaker (1994) defines it as the customer’s perception about the overall quality of the
company’s product or services. Having a distinctive product/service or any other
marketing mix element helps SMEs to achieve distinctiveness (Wong and Merrilees,
2005, p.157). Global SMEs especially differentiate themselves with product innovation
(Knight, 1997). This is a result of them lacking resources for implementing marketing
and branding activities. SMEs try to achieve differentiation via product quality, price,
distribution, or place. It is generally assumed that delivering high-quality products and
services to customers improves the corporate brand image, thereby leading to customer
satisfaction (Han and Ryu, 2007; Ryu, Lee and Kim, 2012).

Previous empirical researches (Gale, 1994; Laitamaki and Kordupleski, 1997; Cretu
and Brodie, 2005) found a positive relationship between product/service quality and
customer value. Furthermore, the customer perceived sacrifice for a trade-off, such as
the price of products and services, have a positive impact on customer value. Customer
value in this paper refers to the perceived benefits that customers received after a given
trade-off (Cretu and Brodie, 2005).
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Helm (2005) developed formative corporate reputation measurements based on a
review of the literature review, focus groups and interviews. It was found that the
quality of products/services, customer orientation, and the value for money of the
products are important pillars for understanding the different stakeholders’ perspectives
about a given company (Helm, 2005). In the same vein, Shamma and Hassan (2009)
empirically conducted a study in the US wireless telecommunication industry. They
collected data from 1088 respondents who were different stakeholders of a particular
company. The research aimed to understand corporate reputation and its various
dimensions from the views of both customers and non-customers. It was discovered
that, from the customers’ perspective, products and services are primary components
of corporate brands. Subsequently, a company’s product branding needs to be attended
to considerably whilst developing a corporate brand, including the level of

innovativeness, value and quality which are promised by a company to its customers.

Furthermore, Zeitham (1988) and Ryu, Lee, and Kim, (2012) found that the perceived
quality of a product/service is related to brand image and that that affects customer
satisfaction and loyalty. Moreover, Andreassen and Lindestad (1997) revealed that
corporate brand image has an impact on perceived quality and customer satisfaction in
the service sector. In contrast to them, Cretu and Brodie (2005) believe that company
reputation does not affect perceived product and service quality; rather, it is the other
way round. . In other words, perceived product quality is a driving component which
affects brand image and, in the case of customers repeatedly purchasing a product,
customer satisfaction and loyalty. With respect to previous studies, the following

relationships are expected:

H3a: The perceived product quality is positively related to the favourable corporate

brand image which is based upon the customers’ perception about the company.

H4a: The perceived product quality is positively related to customer satisfaction.

3.3.2.2 Price
Different stakeholders have different perceptions regarding organisations, just as much
as each of them has different concerns. As one of the external stakeholders, consumers

are primarily interested in price and the quality of products and services (Gray and
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Balmer, 1998). From the customers’ point-of-view, a higher price is perceived as higher
quality because price is an indicator of product quality (Yoo et al., 2000). Zeithaml
(1998) defined the price from the customers’ perspective as that which customers are
willing to sacrifice in order to receive a product/service. Price plays a significant role
in customers' decision-making process. According to van Riel et al., (2005) a higher
value for money paid has a positive relationship with brand satisfaction and increases
brand loyalty.

Although empirical evidence for pricing and customer satisfaction is limited in the SME
literature, many recent researches from service industries such as banking, hospitality
and restaurants, have attempted to verify the role of price perception so as to better
understand consumer behaviours in marketing (Kaura, Durga Prasad and Sharma, 2015;
Han and Hyun, 2015; and Ryu, Lee and Kim, 2012).

Han and Ryu (2009) conducted empirical research to understand the relationship
between price perception, customer satisfaction, and customer loyalty in the restaurant
industry. They define price perception as the price that comes from customers’
evaluation instead of the actual price of a certain product or service. Their findings
pointed out that customers' feelings about price perception affects customer
satisfaction. Moreover, Kaura, Durga Prasad and Sharma’s (2015) findings indicated
that customer satisfaction is a mediator between perceived price and customer loyalty
in the Indian retail banking sector. Their research was conducted as a cross-sectional
research on 445 retail banking customers with surveys. Their findings showed that
perceived price has a positive impact on customer satisfaction. Thus, based on the
empirical and theoretical supports, it is hypothesised that price is an important factor of

customer satisfaction in the SME context.

H3b: The higher price is positively related to the favourable corporate brand image

which is based upon the customers’ perception about the company.

H4b: The higher price is positively related to customer satisfaction.

3.3.2.3 Place
Some previous studies have revealed that perceived quality of a place (physical
environment) positively affects the corporate brand image (Nguyen and Leblanc, 2002;
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Lai etal., 2009). Ryu, Lee and Kim (2012) proposed an integrated model for examining
the impact of physical environment, as well as product and service quality, on restaurant
image. They collected data with questionnaire from chosen restaurant customers. Their
analysis results show that physical environment and product quality are significant

predictors of image.

Ryu and Han (2010) examined the relationship between quality of food and service,
place and price customer satisfaction, and behavioural intention in the service sector
context, finding a relationship between those determinants. The most important
determinant for customers is the product quality, something which has a great influence
on customer satisfaction level. It is followed by the quality of a place or physical
environment. Ryu and Han (2010) suggest that service sector managers make the
companies’ physical environment more attractive with interior design. It is known that
ambience factors, such as music, lighting, colour and furniture, attract customers (Ryu
and Han, 2010). The physical environment plays an important role in shaping the
corporate brand image, thereby stimulating the purchase behaviours of customers (Ryu,
Lee and Kim, 2011).

H3c: The place or store image is positively related to the favourable corporate brand

image which is based upon the customers’ perception about the company.

H4c: The place or store image is positively related to customer satisfaction.

3.3.2.4 Promotion

Promotion is defined as supplying information to convince customers to buy the
product or services of a company (Van Riel et al., 2005). Promotional activities include
advertising, events, personal sales, online communication tools, etc. (Kim and Hyun,
2011). Many studies have confirmed the positive effect of promotional activities on
brand equity (Yoo, Donthu and Lee, 2002; Aaker and Jacobson, 1994). In the long term,
the promotional activities of a company provide strong, unique and favourable
associations which, in turn, create strong brand equity (Keller, 2008). Promotional
activities, such as price discounts on a products or services, however, only increase

sales in the short-term. Other promotional activities, such as brochures, websites, and
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salespersons, affect brand equity in a positive way (Sharma, Krishnan and Grewal,
2001).

SMEs focus on increasing their sales when planning a promotional activity. SMEs
approach promotional activities, such as television ads, brochures, and yellow pages,
because their brand name and logo are not critical for their marketing activities (Wong
and Merrilees, 2005). SMEs have limited budgets and expertise. For this reason, their
marketing activities mostly rely on the personal contacts of the entrepreneur or
salesperson (Simpson et al., 2006). Word-of-mouth (WOM) is one of the most
influential personal communication tools used by companies to increase sales
(Reijonen, 2010). Even though WOM seems a more appropriate promotional tool when
resources are limited, it increases sales in a slow way and, in some conditions, is
difficult to control (Stokes, 2000). Reijonen (2010) discovered that, for a positive
corporate brand image, promotion of products and service is the most important
marketing task. Gilmore, Carson and Rocks (2006) conducted 12 in-depth interviews
with SME managers/owners and found that focusing on promotional activities helps
SMEs to develop a local brand and survive. In addition, Van Riel et al. (2005) found
that promotions influence corporate image in business markets. SMEs, with limited
promotional activities, focus on meeting the customers’ needs through personal
contacts (Wong and Merrilees, 2005). One scholar showed a positive relationship
between promotional activities and the perceived quality of products and services
(Aaker and Jacobson, 1994), something which, in turn, leads to higher customer
satisfaction. Promotion is the most preferable way of creating, improving and managing
the corporate brand image. Thus, the managers/owners of SMEs should use promotions
to increase customer satisfaction and loyalty (Yoo, Donthu and Lee, 2000; Shimp and
Sharma, 1987).

H3d: The promotion activities are positively related to the favourable corporate brand

image which is based upon the customers’ perception about the company.

H4d: The promotion activities are positively related to customer satisfaction.

3.3.3 Corporate Brand Image, Customer Satisfaction, and Loyalty
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Corporate brand image is an intangible asset of a company which is difficult to imitate
by competitors and helps companies improve their financial performance ((Biraghi and
Gambetti, 2015; Roberts and Dowling, 2002). Corporate brand image is defined as the
perception of external stakeholders based on their experiences of a company (Alwi and
Silva, 2007). It must be noted, though, that various scholars use the terms of image and
reputation interchangeably. Fombrun (1996) attempted to differentiate these two terms
by saying that corporate brand image is short-term focused while corporate reputation
is more focused on the long-term. A widely accepted assumption in the corporate
branding literature is that a positive or favourable corporate brand image has a positive
effect on customers' behaviours (Martenson, 2007). Many scholars emphasise that a
favourable corporate brand image helps companies to increase their sale and market
share (Shapiro, 1982) and gain loyal customers with a long-term relationship
(Andreassen and Lindestad, 1998). A positive corporate brand image is a valuable,
unique and intangible asset for companies which helps them to sustain better financial
performance (Roberts and Dowling, 2002). Andreassesa and Lindestad (1998)
conducted an empirical investigation on corporate brand image and outcome values.
They found that it affects customer satisfaction and loyalty. Cretu and Brodie (2007)
also empirically examined brand image and corporate reputation on customers'
perceptions of products and services, perceived value, satisfaction, and the intention to

remain loyal.

Previous studies revealed the close relationship between corporate brand image and
customer satisfaction (e.g. Hussain, Nasser and Hussain, 2014; Caruana, 2000).
Customer satisfaction can be defined as a "the degree to which the product provided
pleasurable levels of fulfilment” (Oliver, 2014, p. 14). The major aim of most SMEs is
that of gaining loyal customers. Loyalty is seen as an outcome of customer satisfaction
(Oliver, 2014). Likewise, previous studies presented a positive relationship between
customer satisfaction and loyalty (Szymanski and Henard, 2001; Martenson, 2007;
Selnes, 1993).

The positive relationship between corporate brand image, customer satisfaction, and
loyalty has been proven empirically in different contexts, including education, the
service industry, retailing, etc. (Kuo and Ye, 2009; Martenson, 2007; Ryu, Lee and
Kim, 2012). Srivastava and Sharma (2013) have stated that a credible corporate brand

image is important for customer satisfaction and that that leads to high customer
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purchase intention in the telecommunication industry. Martenson (2007), in an
investigation they conducted of the retail industry, collected 1000 surveys from grocery
retailer customers for the purpose of understanding corporate brand image, satisfaction
and loyalty. The investigation revealed that the customers are satisfied when the store
has a positive corporate brand image. In the travel industry, Richard and Zhang (2012)
showed that the company's corporate brand image is highly influential on customer
satisfaction and loyalty when building emotional bonds with customers, such as trust
and service delivery. Likewise, Alwi and Kitchen (2014) discovered that customer
satisfaction mediated between corporate brand image and customer loyalty in higher

education institutions.

Nguyen and Leblanc (2001) measured overall corporate brand image by using corporate
reputation as a dimension of corporate brand image and its effect on customer loyalty,
seeing as corporate brand image is more complex and more abstract than corporate
reputation. The authors collected data from service industries in the retail sector. As
introduced in previous studies, it was found that a corporate brand image creates an
effect on customers' satisfaction judgments. Souiden, Kassim and Hong (2006)
discovered similar positive relations between corporate brand image and consumer
patronage in the automobile industry. Castro et al. (2007) revealed a comparable
relationship between the tourist’s perception of their destination and their satisfaction
of said place. Specifically, when the tourist is satisfied, their attitude to the destination,
product, and services might be improved.

A more positive corporate brand image provides better consumption-related fulfilment,
thereby making the customer more satisfied (Chen, 2010). Overall, Lai, Griffin and
Babin (2009) summarised that corporate brand image has an impact on customers'
perceived value and that, in turn, affects both their satisfaction and loyalty. Translated
to the SME context, a positive corporate brand image increases both customer
satisfaction and loyalty (Bloemer and de Ruyter, 1998). Although there is no empirical
evidence on the relationship between corporate brand image, customer satisfaction, and
customer loyalty in the SME context, it can be implied that, when SME customers have
a favourable corporate brand image towards the company, they are likely to have higher
satisfaction of the company overall. Also, satisfied customers generally continue their
relationship with a company for longer periods and are more likely to be loyal to the

organisation. Thus, based on the above discussions, it is speculated that the relationship
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between corporate brand image, customer satisfaction, and loyalty for SME context is

as follows:

H5: The corporate brand image which is based upon the customers’ perception about

the company is positively related to customer satisfaction.

H6: Customer satisfaction is positively related to customer loyalty.

The conceptual model of this study, as presented in Figure 3.4, outlines the

hypothesised relationship between the CEO’s personality, product branding, corporate

brand image, customer satisfaction, and loyalty.

H1

Entrepreneur
Personality

Figure 3.5: Hypothesized Research Model
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\ 4
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Table 3.1 below presents the summary of the study’s hypothesis as presented in the

above conceptual framework, as was discussed previously in this chapter based on the

existing literature.
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Table 3.1: Summary of Study’s Hypotheses

Hypotheses

Hla) The manager’s/owner’s personality with a high level of openness to experience is
positively related to the favourable corporate brand image which is based upon the
customers’ perception about the company.

H1b) The manager’s/owner’s personality with a high level of conscientiousness is positively
related to the favourable corporate brand image which is based upon the customers’
perception about the company.

H1c) The manager’s/owner’s personality with a high level of emotional stability is positively
related to the favourable corporate brand image which is based upon the customers’
perception about the company.

H1d) The manager’s/owner’s personality with a high level of extroversion is positively
related to the favourable corporate brand image which is based upon the customers’
perception about the company.

H1le) The manager’s/owner’s personality with a high level of agreeableness is positively
related to corporate brand image which is based upon the customers’ perception
about the company.

H2a) The manager’s/owner’s personality with a high level of openness to experience is
positively related to strength of product branding elements.

H2b) The manager’s/owner’s personality with a high level of conscientiousness is positively
related to strength of product branding elements

H2c) The manager’s/owner’s personality with a high level of emotional stability is positively
related to strength of product branding elements.

H2d) The manager’s/owner’s personality with a high level of extroversion is positively
related to strength of product branding elements.

H2e) The manager’s/owner’s personality with a high level of agreeableness is positively
related to strength of product branding elements.

H3a) The perceived product quality is positively related to the favourable corporate brand
image which is based upon the customers’ perception about the company.

H3b) The price is positively related to the favourable corporate brand image which is based
upon the customers’ perception about the company.

H3c) The place or store image is positively related to the favourable corporate brand image
which is based upon the customers’ perception about the company.

H3d) The promotion is positively related to the favourable corporate brand image which is
based upon the customers’ perception about the company.

H4a) The perceived product quality is positively related to customer satisfaction.
H4b) The price is positively related to customer satisfaction.

H4c) The place or store image is positively related to customer satisfaction.
H4d) The promotion is positively related to customer satisfaction.

H5) The corporate brand image which is based upon the customers’ perception about the
company is positively related to customer satisfaction.

H6) Customer satisfaction is positively related to customer loyalty.
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3.4 Summary

This chapter presented the theoretical background and hypothesis development of the
study. Based on the literature review, a conceptual model that includes the effect that
entrepreneur personality, product branding, corporate brand image has on customer
satisfaction and loyalty in the SME context was developed. Furthermore, six main
hypotheses were developed based on this study’s three underpinning theories; the
corporate reputation chain, the five-factor personality model, and stakeholder theory.
All the six main and sub-hypotheses were explained using the existing literature

accordingly.

The next chapter discusses the appropriate methodology for validating the

aforementioned hypotheses.
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CHAPTER 4: METHODOLOGY

4.1 Introduction

This chapter discusses the main paradigms in the philosophy of research with the aim
of defining the nature of this research. Research philosophy is divided into two
assumptions: assumptions about the world (ontology) and assumptions about the nature
of knowledge (epistemology). The ontological orientation of this study is objectivism,
whereas its epistemological orientation is post-positivism. These were chosen for the
purpose of achieving the objectives of the study; to operationalise and measure concepts
at the SME corporate brand level; to develop a conceptual model; and to empirically
validate that model. Moreover, the deductive research approach, as this study’s chosen
theoretical orientation, is discussed and justified. This research adopted a mixed
methods approach (Creswell, 2003) seeing as it has been suggested by many
researchers. It combines both qualitative and quantitative methods for the purpose of
acquiring more interesting and sensational explorations (Denscombe, 2014; Morgan,
2007; Flick, 2002; Carson et al., 2001). It was chosen for this study in order to gain a
deeper understanding of corporate branding, as well as to verify the quantitative
instruments and to validate the developed conceptual model. The research design of the
study is presented in the next section. First, the qualitative, and then the quantitative
approach, are presented. The research settings, samplings, data collection processes,
and analysis methods of each are examined. Subsequently, the chapter discusses the
ethical considerations, reflexivity and limitations of the chosen methods for the current

research. Finally, the last section summarises this chapter.

4.2 Philosophical Orientation of This Study

The research philosophy of this research is post-positivism, which is based on objective
and external analyses of social reality (Collis and Hussey, 2014, p.46). This section
provides an overview of post-positivism in order to clarify the philosophical stance of
this research. In doing so, the first ontological orientation of the study is discussed.
Then, the epistemological reasoning for adopting post-positivism and its advantages for
this research are summarised. Finally, this section is concluded with why the deductive

research approach is chosen and how it helps complete this research.
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Ontology refers to the nature of reality (Saunders et al., 2009, p. 110). Objectivism and
constructionism are the most commonly adopted ontological positions (Bryman, 2016).
This study adopts objectivism, which refers to “an ontological position that asserts that
social phenomena and their meanings have an existence that is independent of social
actors. It implies that special phenomena and categories that we use in everyday
discourse have an existence that is independent or separate from actors” (Bryman, 2016,
p. 29). On the other side, constructionism (or constructivism) is “an ontological position
that asserts that social phenomena and their meanings are continually being
accomplished by social actors” (Bryman, 2016). This study concerns the nature of
reality, like whether the relationship between the personality of SME owners/manager,
product branding activities, and corporate brand image exist regardless of our
awareness of their existence. For this reason, it requires a social fact. Therefore, this

research’s ontological assumption is objectivism.

The post-positivist epistemology is the significant philosophical assumption which
guides this research. Epistemology refers to what establishes acceptable knowledge in
a field of study (Saunders et al., 2012). Epistemological assumptions declare how
researchers examine social phenomena (Corbetta, 2003). It is important for researches
to select an appropriate research strategy and method for collecting empirical data
(Orlikowkski and Baroudi, 1991). There are two main epistemological positions which
have mostly been used in marketing and social researches: i.e. the interpretive and
positivist stances (Hussey and Hussey, 1997).

The interpretive stance in epistemology (also known as constructivism) emphasises that
reality isnot measured objectively because it is in individuals’ minds and, ergo,
subjective. Thus, reality is influenced by the act of investigating it. The focus of
interpretivism is that of scrutinising the complexity of social phenomena by obtaining
interpretive understanding (Collis and Hussey, 2014, p. 45). The interpretive approach
therefore adopts a range of methods which “seek to describe, decode, translate and
otherwise come to terms with the meaning, not the frequency, of certain more or less
naturally occurring phenomena in the social world” (Van Maanen, 1983, p. 9).
According to the interpretive approach, knowledge is not obvious — in order to reveal
it, deep thinking is required (Schwandt, 2000). Thus, researchers discover the
knowledge of participants by means of reasoning and interactive dialogues (Ponterotto,

2005). That is the main difference between positivism and interpretivism, i.e.
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interactive researchers tend to use an inductive approach to obtain data from qualitative
methods, whereas positivism uses a deductive approah (Collis and Hussey, 2014, p.45).
According to this paradigm, individuals aim to understand the world they live and work
in by developing subjective meanings from their own experiences. Instead of deducting
the information, interpretivists ask broad, general questions to allow individuals to
construct the meanings about the subject matter themselves. Researchers who utilise
this approach ask open-ended questions to observe complexity in the varied views of
their participants. Interpretive researchers generally investigate the interaction between
individuals with a specific context for the purpose of understanding their historical and
cultural settings. Researchers’ backgrounds likewise shape the interpretation of the
data. Furthermore, interpretivism prefers to generate or develop a theory or meaning
pattern inductively instead of beginning with an existing theory (Creswell, 2014, p. 8).
The interpretive stance is criticized for its lack of certainty in virtue of the fact that
statistical analysis is not used (Denscombe, 2017), therefore its reliability and validity
are criticised ( Kirk and Miller, 1986; LeCompte and Goetz, 1982). For instance, a
research method under this approach does not include statistical analyses, with the
research question and sample taking over the entire research process. For this reason,
Lincoln and Guba ( 1985) introduced the trustworthiness concept to assess qualitative
research. Trustworthiness comprised of four criteria; credibility, transferability,
dependability and confirmability. Credibility refers to the internal validity of data that
answer the question of how believable the findings are. Transferability refers to the
external validity that shows the applicability of findings into a different context.
Dependability refers to the reliability that shows the extent of the research findings is
applicable at different times. Finally, confirmability which is similar to objectivity that
answers the question of -to what extent the researcher allowed his/her personal values
to intervene in the research (Bryman, 2016). The current research, on the other hand,
focuses on both qualitative and quantitative data, but the main concern of this research
is to measure social phenomena with a conceptual model and with measurable
hypotheses. Therefore, this research does not adopt the interpretive approach as being

a valid perspective.

On the other hand, positivism creates a framework with which to conduct the research.
Positivism is mostly conducted in the natural sciences, even though these scientific
methods are still used in social science research. According to positivism, knowledge
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is obtained from positive information which can be scientifically verified (Collis and
Hussey, 2014, p. 44). This approach generally focuses on the facts and figures relevant
to the causes and consequences of phenomena occurring in society. Moreover, this
approach is related to using quantitative research data, statistics, and a deductive
approach (Denscombe, 2017, p. 8). Positivist studies use the existing literature to find
proper theories with hypotheses; then, they collect the data which might either support
or reject the theory; and then the researchers revise the study again and perform
additional tests (Creswell, 2014, p. 7). Positivism has been criticised because of its
being strongly dependent on the scientific process, as well as its forming a basis prior
to the research. Their opinion is that the scientific approach is not able to explain social
realities, especially with regards the human factor.

Research philosophies have an influence on research approaches and methods (Collis
and Hussey, 2014). The research paradigm which is chosen reveals the way with which
to achieve the purpose of any given study. Additionally, both epistemological
perspectives have their own characteristics, such as the way in which the research is
carried out or how the outcomes are presented. Table 4.1 summarises the differences
between the two approaches of positivism and interpretivism.

Table 4.1: The Features of the Positivism and Interpretivism

Positivism Interpretivism This Research
Uses large samples Uses small samples Large sample
Concerned with hypothesis Concerned with generating Hypothesis testing
testing theories
Produces precise, objective,  Produces ‘rich,” subjective, qualitative Survey
quantitative data data
Produces results with high Transferability (credibility, High Reliability
reliability but low validity transferability, dependability and
confirmability.)
Allows results to be Allows findings to be generalised from  Generalized the
generalised from the sample one setting to another similar setting results

to the population
Source: Collis and Hussey (2014, p.50); Bryman (2016, p. 44)
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4.2.1 The Rationale for Adopting Post-Positivism

The post-positive perspective was adopted as the research design for this study. Both
the positivist and post-positivist approaches are similar in that they both believe in an
autonomous social reality (Corbetta, 2003). Post-positivism was founded in the 19"
century by the thinkers Comte, Mill, Durkheim, Newton and Loce (Smith, 1983). It is
used more for quantitative researches than qualitative ones. Moreover, it is called a
scientific method or research, with the main data for the research coming from
quantitative data. This paradigm reflects the currents of thinking which were developed
after positivism by challenging positivism’s assertion regarding the absolute truth of
knowledge (Phillips and Burbules, 2000) and claims that researchers can be sure about

their claims whilst researching human behaviour and actions.

As already noted, post-positivism is an offshoot of the positivist approach. Positivism
believes in empiricism (Trochim and Donnelly, 2007), with positivist scholars simply
believing that knowledge and science are based solely on the observations and
measurements of the phenomena that are directly experienced by humans. The world
experienced by human beings, however, is more complex than positivist science can
observe or measure. According to the post-positivist approach, it is difficult to talk
about certainty. Post-positivism sees science as an ongoing process which includes
conjecture, refutation, and falsification, and which does not aim at reaching absolute
knowledge (Popper, 2005; Kuhn, 1962). Therefore, post-positivism focuses on
probability, approximate truth, and a certain level of objectivity rather than focusing on
absolute objectivity (Crotty, 1998)

This study adopts post-positivism as an epistemological stance. This entails a number
of things. Firstly, based on the ontological orientation concerned with the theory of
reality without thinking about social actors’™ knowledge of it, this study aims to reach
the nature of reality by looking at the relationship between personality traits, product
branding, and corporate brand image and how they all affect corporate brand equity.
Therefore, it is required that this study examine social facts. Secondly, it is assumed
that the researcher’s examining these relationships does not affect any of their existing
relationships (Bryman and Bell, 2011). Thirdly, the philosophy adopted by this research
was chosen according to the need for compatibility with the research’s philosophy, the

nature of the research, and the research problem (Collis and Hussey, 2014).
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Accordingly, post-positivism provides more consistency and support for this research’s

aim, to validate and generalise the model proposed by this research.

The post-positivist approach has four important characteristics. First, this paradigm has
a deterministic philosophy because it is assumed that causes create outcomes or effects.
For this reason, the research problem should be reflected by the identification and
assessment of causes which affects their outcomes. This research focuses on the
antecedent of having a favourable corporate brand image and outcomes which, in turn,
are supposed to affect the performance of SMEs. Second, it is reductionist in that it
claims that most outcomes are caused by a single cause. For example, this research
collects data from a sample for the purpose of generalising its findings. Thirdly,
according to this philosophy, careful empirical observation and measurements help to
develop knowledge. It is important to develop numeric measurements and study
individuals’ behaviours. | collected data by using a 5-point Likert scale and by then
analysing that data in statistical package programs, including SPSS and SEM. Fourth,
the post-positivist lens looks at the world with existing theories which, themselves, need
to be tested, verified or revised. Since this research rests upon several theories,
according to post-positivism, the data which is collected may or may not support those
theories. If the results support the theories, then they are verified; if the results do not
support the theory, then they will need to be revised. The three main theories adopted
by this research — the five-factor personality model, the corporate reputation chain
model, and stakeholder theory —are all used as lenses to achieve the study’s research

aims.

4.2.2 The Rationale for Adopting Deductive Research Approach

This research adopts the deductive approach as it aims to develop an existing theory
and to test it in a different context (Malhotra and Birks, 2003). There are two principal
research approaches to building or testing theories; the inductive versus the deductive

approach (Bryman and Bell, 2011).

The inductive approach is generally associated with qualitative researches where the
theory is expected to be the outcome of the research (Collis and Hussey, 2014).
Qualitative studies focus on social or individual problems for the purpose of better
understanding groups or individuals. Unlike the deductive approach, inductive

researches are not premised on any particular theory. Inductive researches begin by
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collecting detailed information about its participants and then creates categories and
themes according to the information collected in order to narrow the scope of the
research. Those categories or themes are then developed into models or theories
(Creswell, 2014, p.65). The logic behind the inductive approach is that of developing a
theory as a result of a combination of various observed events (Malhotra and Birks,
2007). Thus, the inductive approach is associated with an interpretive paradigm.
Inductive data collection methods include the case study, grounded theory,

ethnography, and narrative enquiry (Saunders et al., 2012)

On the other hand, the deductive approach represents the common standpoint of the
nature of the relationship between theory and social research (Bryman, 2016, p. 21).
Deductive researches begin with the development of a conceptual and theoretical model
and proceed by testing the model with empirical observations (Collis and Hussey, 2014,
p. 7). Social researchers deduce hypotheses and translate them into operational terms
which are derived from theory. Thus, researchers need to identify how to collect the
data with relation to the concepts being examined (Bryman, 2016). The deductive
approach is usually associated with quantitative studies, experiments or survey
(Saunders et al., 2012). Even though the deductive and inductive approaches are used
separately according to the nature of the research, they might be combined into one
research. Combining both deductive and inductive approaches is common in both
marketing and branding. According to Blalock (1982), building a new model might
follow a fluid inductive and deductive approach at the same time; therefore, this
research adopts a mixed method which collects data from both qualitative and

quantitative methods sequentially (Tashakkori and Teddlie, 2003).

The deductive approach is utilised first. The purpose of adopting a deductive theoretical
orientation is that of developing an existing theory incrementally by testing it in a new
context (i.e. SMEs) (Malhotra and Birks, 2007). The theory is then empirically tested
to either accept or reject its hypotheses. In addition, this research adopts a post-positivist
paradigm which is, itself, built upon the observation and measurement of empirical
data. Even though the study has adopted the post-positivist approach, qualitative
methods is implemented in order to gain a deeper understanding of the research problem
and to improve the primary research model and hypotheses (Malhotra and Birks, 2007).

As a result, even though this research is quantitative at heart, a qualitative method was
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applied during the early stages of the research. Table 4.2 summarises the adopted

philosophical orientations of this research.

Table 4.2: Adopted Philosophical Orientation of the Research

Content This Research
Ontological Objectivism and Constructionism Objectivism
Orientation
Epistemological Positivism / Interpretivism Post-Positivism
Orientation
Research Inductive / Deductive Deductive
Approach
Methodology Experiments / Survey / Case Study / Early Stage: Semi-Structured
Grounded Theory / Ethnography and Interview
etc. Main Data: Survey
Methods Questionnaire /  Observation / Questionnaire
Interview / Focus Group/ Case Study

and etc.

4.3 Research Design

A good research design helps to make valuable assumptions with respect to
generalisation, association and causality (Oppenheim, 2004, p. 6). The research design
is defined as “the basic plan or strategy of the research, and the logic behind it, which
make it possible and valid to draw a more general conclusion from it” (Oppenheim,
2004, p. 6). The research design is a guide which makes the problem explicit by finding

a way which helps to find answers to desired questions.

With interpretivism, qualitative researchers point out the explanations of the subjects
that the study is examining and expands their body of knowledge by making statements
out of their explanations (Wright, 2008). In real life, however, no common sense or
scientific laws create perfect answers. Social researchers therefore have had to develop
a new way of doing that called triangulation, which utilises both qualitative and
quantitative methods together. During the process of examining a concept, phenomena
or circumstance, triangulation is used to present multiple perspectives and a better
understanding instead of one,. In social science researches, particularly in marketing,

triangulation helps to create more valuable outcomes because, if one method has
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weaknesses, they are potentially covered up by the other method being used
(Deshpande, 1983). It has been shown that triangulation methods enhance the validity
and credibility of research (Bryman, 2016, p. 697). According to Neuman (2003), there
are four types of triangulation: measurement triangulation; observer triangulation;
theory triangulation; and methods triangulation. Measurement triangulation uses more
than one measure for measuring the same phenomena. Observer triangulation suggests
that the researcher collect data with more than one observer in order to have a more
complete picture of the research settings. Theory triangulation, on the other hand, posits
using various theoretical perspectives to plan a research. Finally, methods triangulation
proposes that researchers use multiple data collection methods together, such as
qualitative and quantitative, in order to obtain better results.

This research adopts two triangulation methods: the theory and method triangulation
techniques. Firstly, this research uses theory triangulation insofar as it utilises three
theories with which to underpin the research phenomena so as to prevent the
shortcomings of any one theory in a related context. Secondly, method triangulation is
adopted by using two data collection methods sequentially: the qualitative and
quantitative methods (Creswell, 2009). The mixed-method approach has been
suggested by many researchers as a combination of both qualitative and quantitative
methods in order to acquire more interesting and sensational explorations (Denscombe,
2014; Morgan, 2007; Flick, 2002; Carson et al., 2001). Compared to just using one
method, utilising both the qualitative and quantitative approaches help researchers to
gain a full understanding of the research problem (Creswell, 2014, p. 4). According to
Denscombe (2017), the mixed-method approach has three important characteristics
which distinguish between the mixed-methods approach and the other strategies used
in social research. They are as follows:

1. Using multiple research types in one research project: There is a tendency to
use different paradigms™ methods together. This mostly entails mixing the
qualitative and quantitative approaches with one another, including their
methods, data, and research;

2. Aiming to examine a research problem from different perspectives: Things are
evaluated from different angles. The use of various sources is beneficial in
respect of quality and the wealth of data it produces. Triangulation thus takes

an important place in mixed methods;
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3. Choosing the most appropriate research method to address the research
problem: This approach is problem-focused. Thus, research problem is the most
important consideration when choosing the research method. There are no good
or bad methods; nevertheless, it is still pivotal for finding the most useful ways

to address the research problem.

The mixed-methods approach provides various research benefits. Using different
methods for the same research improves the accuracy of the findings. In harmony with
triangulation, the mixed-methods approach allows one to compare the findings obtained
from different methods. This approach offers more complementary data by obtaining a
full and complete overview of the research. Quantitative and qualitative methods
provide a complete picture of the study within different perspectives. Besides, the
mixed-method approach helps the development of analyses. Furthermore, by adopting
a sequential method as well, one method’s results create a base for the next phase of
the research by developing a research instrument for the next method. For example,
researchers might conduct a focus group or interview for the purpose of using their
result for a survey questionnaire. The mixed-methods approach allows the researcher
to construct more sensitive survey measurements with a better and more extensive
understanding of the phenomenon (Creswell et al., 2003). This approach tries to
minimise the risk of bias — something which plagues qualitative studies — while also
providing more data to the quantitative research (Baker, 2001).

There are three basic mixed-method designs: the convergent parallel mixed method, the
explanatory mixed-method, and the exploratory mixed method. In the convergent
parallel mixed method, both qualitative and quantitative data are collected concurrently
and analysed separately; then, the findings are compared to confirm or disconfirm each
other (Creswell, 2014, p. 219). In the explanatory mixed-method, first quantitative data
is collected and analysed, and then those findings are used to build the qualitative part.
The qualitative phase helps one to explain the quantitative results in more detail. The
exploratory sequential mixed method, on the other hand, commences with a qualitative
data collection which is then analysed. Afterwards, its findings are used to create better
measurements for the quantitative phase. When the phenomenon is new or there are no
adequate measurements of the concepts or the existing constructs and their

measurements applied in a different context, researchers prefer to adopt the exploratory

108



sequential mixed method. This method is not used only to develop new measurements
from qualitative data but is also used to develop accurate psychometric properties, such
as validity and reliability (Creswell, 2014, p. 226). This method also helps to control
the applicability and equivalence of measurements in a different research context.
According to Craig and Douglas (2005), when a construct and their items measured in
a different context, they might not have the same equivalence and expression in a
different country or language. Therefore, there is a need to re-evaluate all constructs’
definition and operationalisation in the new research context

In the context of corporate branding, the existing studies mostly collect data from a
westernised country context. There are a limited number of studies in the literature on
corporate branding in emerging market SME context, and in order to achieve a deeper
understanding from SME managers/owners about corporate branding phenomena and
control the equivalence and expression of all constructs in the new context, an
exploratory sequential mixed method was used for this study. This included a
qualitative method (interviews with SME owners/managers) for the purpose of
verifying the quantitative instruments, as well as a quantitative method (a survey with
SME customers) so as to validate the developed conceptual model. In addition to that,
different research questions might be answered by applying different methods
(Bryman, 2016). The first research question of this research is “‘how corporate
branding is defined at the SME level by SME managers and/or owners in the context
of developing countries?”. This research question has an exploratory nature that needs
to be answered by interviews to gain more insights about corporate branding
phenomena.

By combining the existing literature review with the findings from the qualitative and
quantitative studies, data triangulation was performed which aimed to address this
study’s research problem. The main concern of this study was that of determining the
relationship between SME owners’/managers” personalities, the company's marketing
mix strategies, corporate brand image and their effect on customer satisfaction and
loyalty. This study uses an exploratory sequential mixed method by first conducting
qualitative research to explore the understanding of participants regarding the research
problem and the concept of corporate branding (Malhotra and Birks, 2007). For the
nature of this research problem and research, objectives were provided to develop the
testing of hypotheses. A quantitative survey might have been helpful for achieving the

research’s objectives. Due to the lack of literature regarding corporate branding in the
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Turkish SME context, a more in-depth understanding was required to create appropriate
instruments by means of a qualitative study. Therefore, the research design of this study
starts with a literature review. Then, a qualitative study is conducted for the purpose of
developing a conceptual model with which to clearly identify the measurements of each
construct. In the next stage, according to both the literature and the qualitative data, the
conceptual model was then updated. After the qualitative semi-structured interviews
were concluded, a quantitative survey was then developed and conducted in order to
obtain empirical validation for the proposed conceptual model. The following sections
elucidate the qualitative and quantitative approaches adopted by this study in detail.

Figure 4.1 presents the research design of this study.

Phase 1 — Phase 2 - Phase 3

Literature

R H W
eview Qualitative
(Semi-Structured
Interview)
Verify and Data Collection
Enhance Data Analysis Quantitative Data
o Analysis
L Findings
Reliability Test
EFA
Conceptual Quantitative CTA
Model (Survey) .
Devel ‘ SEM and Hypothesis
evelopmen Testing
Develop . Discussion and
Pilot Study Conclusion
Validity and
Reliability
Main Data
Collection

Figure 4.1: Research Design of the Study
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4.4 Research Settings

Successful research requires a specific research context (Baker, 1999). Also, in order
to generalise the findings, it is important to discuss the research context of where the
research has been conducted (Whetten, 1989). Therefore, this section discusses the
research setting in order to provide justification for the research according to company,

country, and unit of analysis.

Yet, in spite of the limited number of studies on corporate branding and its antecedent
in the SME context, even though most corporate branding activities occur in large or
multinational companies, they are increasingly operating in the SME context (M’zungi,
Merrilees and Miller, 2019).

Although almost 95% of all companies are SMEs, branding, brand management and
corporate branding studies for the SME context are very limited (Krake, 2005;
Merrilees, 2007). Corporate branding might provide many advantages for SMEs, such
as growth in the market, the gaining of a competitive advantage, an increase in
awareness, etc. Owing to the limited amount of work done with relation to this context,

the extent of corporate branding in the SME context needs to be investigated further.

Although SMEs are smaller in size, recent researches show that SMEs should be aware
of using corporate branding (corporate communications) in order to transmit the right
messages to both their internal and external stakeholders so as to create value (Nielsen
and Thomsen, 2009; Gabrielli and Balboni, 2010). Owing to the limited amount of work
done in SME context, the exact process of corporate brand management within the SME
context is unclear. In larger multinational corporations, corporate branding often
commences with a corporate personality or identity before the company is even
established (Rode and Vallaster, 2005; Kollmann and Suckow, 2007; Merrilees, 2007)

Furthermore, most corporate branding studies have been conducted in developed or
western countries, such as the UK and the USA (e.g. Roper and Davis, 2007; Alwi and
Kitchen; Cretu and Brodie, 2005; Curtis, Abratt and Minor, 2009). The challenges and
opportunities of emerging markets, however, are different from that of the
westernised/developed contexts. Research, therefore, needs to be conducted in non-
western or developing (emerging market) countries in order to generalise the findings

of the extant corporate branding studies.
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Turkey was seen as one of the most attractive emerging markets in 2018 (Teso, Kondo
and Dormido, 2018). This research is conducted in Turkey (specifically, in the Turkish
SME context). A single industry was chosen which provides better control over both
the market and environmental changes compared to several other industries (Conant et
al., 1990). In Turkey, government increasingly understand the importance of corporate
branding so as to create value for all of their stakeholders. For example, KOSGEB (the
Small and Medium Enterprises Development Organisation) provides financial and non-
financial supports to SMEs for the purpose of helping them create corporate brands
(KOSGEB, 2018). For those reasons, research focuses on Turkish SMEs. In Turkey,
SMESs are mostly located in following cities; Istanbul, Izmir, Bursa, Denizli, Gaziantep,
and Kayseri (KOSGEB, 2018). Kayseri is one of the important cities in terms of high
export performance, with a sharp rise in furniture manufacturing. Also, Kayseri have
an important place regarding to new brand development and innovation (KAYSO,
2019). That is the reason why this research collects data from the decision-makers
(owners/managers) of SMEs with semi-structured interviews and quantitative data from
SME customers by means of a survey in Kayseri. Consequently, addressing the issues
from an emerging market or developing country’s context (i.e. Turkey) is considered
appropriate for the purpose of obtaining a better understanding of the causes and
outcomes of the corporate branding phenomenon.

As Creswell (2014, p. 101) explains, the unit of analysis is ’the phenomenon under
study, about which data are collected and analysed and is closely linked to the research
problem and research questions.” This unit of analysis is clarified by the research
questions posited by the researchers (Bryman and Bell, 2011). The unit analysis of
business research generally is an organisation, a department in an organisation, or, more
generally, individuals, such as business owners, managers, employees, union members,
investors, suppliers or customers (Blumberg, Cooper and Schindler, 2005).
Consequently, in virtue of the fact that this research examines the antecedents and
consequences of a corporate brand, the unit of analysis for the qualitative phase of this
research is the owners/managers of the SMEs, whereas the unit of analysis for the

quantitative phase of this research is the customers of the SMEs in question.
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4.5 Qualitative Approach: Semi-Structured Interview

The qualitative tools are utilised, not only to obtain a better understanding of the
research phenomenon, but also to explore any additional measurement items which are
different from existing ones (Churchill, 1979; Steckler et al., 1992; Creswell et al.,
2003). There are many different methods for acquiring qualitative data, such as focus
groups, observations, and interviews. In order to enhance the conceptual model and
increase the validity of this research, it began with a qualitative study (Robson, 1993).
Interviews are one of the most common qualitative data collection methods for
gathering comprehensive information from participants who experienced the research
phenomenon in question (Creswell, 2003). They are usually divided into two: namely,
structured and semi-structured interviews. Structured interviews follow a
predetermined set of themes. They do not allow for deeper explorations to be
undergone. Similarly, though, semi-structured interviews adhere to the same set of
themes but, at the same time, the researcher might ask new questions to probe into the
phenomenon (Mazaheri et al.,, 2013). For example, during the semi-structured
interview, the interviewer is allowed to intervene and clarify the idea or conclusion
which the participants are trying to reach (Melia, 2000).

According to Smith et al. (2006), a semi-structured interview method is appropriate

when:

... itis necessary to understand the constructs that the interviewee uses as
a basis for her opinions and beliefs about a particular matter or situation;
and one aim of the interview is to develop an understanding of the
respondent‘s world so that the researcher might influence it, either
independently, or collaboratively as in the case with action research. (p.
87)

Additionally, when a construct and their measurements are applied to a different
context, their applicability and equivalence need to be controlled. As Craig and Douglas
(2005) state, sometimes an existing construct for a specific country may not have the
same equivalence or expression in a different country. For this reason, it is better to re-
evaluate the definition and operationalisation of the existing scale for the new context
(Craig and Douglas, 2005). Shrimp and Sharma (1987) suggest translating and testing

the constructs and measurements in a new country because most corporate branding
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studies adhere to the qualitative approach (Urde, 2003; Juntunen et al., 2012; Balmer;
Vallaster and de Chernatony, 2006). In this research, the semi-structured interview has
been conducted for the purpose of obtaining more in-depth information from the

interviewees related to the conceptual framework’s constructs (McNamara, 1999).

The semi-structured interview allows both the participant and the researcher to freely
set up an interview based on planned issues (Patton, 1990). It also allows for the
interview to continue on the right track and within a predetermined time (Robson, 2002)
that provides the interviewer with more control during the interview process. In this
study, the semi-structured interview provided enough flexibility to the SME
owners/managers with which to explore and discuss the main issues of SME corporate
branding in detail. Besides, a semi-structured interview is relevant to the research
question because it allows the researcher a deeper look into the corporate brand building
process of SMEs.

A semi-structured interview with SME owners/managers was conducted by identifying
the construct of corporate branding and developing appropriate measurements for those
constructs with regards the Turkish context. Interview questions are derived from the
existing literature, as well as from the researchers™ assumptions. Those questions help
participants to convey their opinions or knowledge more explicitly without constraints.
The main themes which are identified before the interviews are corporate branding
concepts, barriers to developing a corporate brand, relationships with stakeholders, and
SME success and growth. Thus, semi-structured interview aim to help clarify and
justify research themes that are developed from the research’s conceptual model
(Whiting, 2008).

The interview began by informing participants’ background information about the
researcher, more clarification about the research by explaining the research’s aims, and
by informing the participants about information confidentiality (i.e. how it is used and

stored).

The following sub-sections present the qualitative sampling, data collection process,

and analysis procedures adopted by this study.
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45.1 The Qualitative Sample

Sampling helps to reduce the amount of data the researcher needs to gather from a
subgroup to reflect the entire population. Sampling techniques are classified into two
groups: probability (representative) sampling and non-probability (judgemental)
sampling techniques. Probability sampling refers to an equal chance, or probability, for
all cases to be selected. It is usually associated with quantitative studies, such as
surveys. On the other hand, non-probability sampling refers to when the probability, or
chance, of being chosen for each case is unknown; this transpires when there are no
statistical inferences from which to draw (Saunders et al., 2009, p. 213). The results of
non-probability sampling still might be generalised for the population and not be

founded upon any statistical grounds.

This study focused on corporate brand building developments in SMEs, which are, in
fact, the main carriers of the economy. Thus, 15 semi-structured interviews were held
with SME owners-managers. It seemed an appropriate decision to select them as
participants so as to gain deeper insights from them as internal stakeholders. SMESs’
having relationships with their stakeholders entails that the owners/managers of those
SMEs have close relationships with stakeholders as well (Spence, 1999). Nevertheless,
they usually have time-constraints and lack human resources. Initially, the researcher
wished to collect data from British SME managers/owners via email and phone-calling
to compare different context, but that was not successful because they were not able to
due to their time constraints. Thus, it was found to be more suitable to contact Turkish
SMEs instead. Still, though, even in Turkey, it was difficult to talk to the
managers/owners of SMEs without some reference. Since Turkey faced a military coup
attempt recently in its past, participants excused themselves based on trust issues.
Finally, the first interviewee was chosen because of the researcher’s having a close
relationship with them. Then, that participant suggested another participant. Thus, it
turned out that each participant suggested others for the interviews. In other words, out
of necessity, the snowballing sampling technique was adopted for the purpose of

collecting this study’s qualitative data.

Snowballing sampling refers to starting with one participant to collect data from, with
each participant proposing subsequent participants who had related characteristics or

experiences relevant to the research at hand (Bryman, 2016). This technique is often
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preferred when individual networks are important in the culture in which the research

is being conducted (Coleman, 1958).

4.5.2 The Qualitative Data Collection

The semi-structured interviews were conducted with SME owners/managers in
Kayseri, Turkey. These interviews were conducted to verify research model
measurement. For this research, 15 interviews were conducted. Interview questions
were created according to the literature, research philosophy and methodology. Two
bilingual academics and one bilingual SME manager reviewed the questions to check
whether they were clear and understandable. This helped the researcher make
corrections to the interview guide. The interviews were conducted face-to-face with the
participants. Since there was a military coup attempt in Turkey, all of the SME
managers/owners were timid, so they did not permit their voices to be recorded. Thus,
the researcher was obliged to take hand written notes for all of the interviews which
were conducted. Each interview lasted between thirty to fifty minutes and were
conducted in Turkish. When the data reached the saturation level, no more interviews
were held. Saturation level here refers to when there is no new data, codes or themes

gleaned from the interview (Guest et al., 2006).

Background regarding the interview participants are summarised in Table 5.2. Based
on Brunel University’s code of ethics, consents forms were provided to all participants
before each interview (see the Appendices 8.3) for the Participant Information Sheet
and Consent Form). The first interviews were conducted with SME owners/managers,
with the data being collected by means of note-taking. Those notes were then
transcribed and inserted into the NVivo 11 software. Furthermore, it must be noted that
all the interview participants’ personal and company names have remained confidential.
Before beginning the interviews, questions were determined according to categories.
This helped to save time analysing the collected data. A thematic analysis was adopted

to create themes and nodes in order to define the research’s constructs.

In this research, the interview guide was composed of five sections. These are

summarised below.
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1. SME Owner/Manager and Company

This section includes questions asking for the personal details of the participants, such
as their gender, age, marital status, experience in the industry, and role in the company.
Moreover, questions asking about the company where the participant works were asked,

such as company history, size, age, industry.
2. Corporate Branding Concept

This section aimed to explore the concept of corporate branding from the perspective
of SME owners/managers, as well as for the purpose of exploring their understanding
of the concept. These questions aim to gain knowledge about how SMEs develop their

corporate brand and what they do in order to attain it.
3. Barriers to having a Corporate Brand

This section aimed to ask questions regarding what impedes SME owners/managers

from developing a corporate brand for their company.
4. Relationship with Company Stakeholders

This section aimed to understand SMEs and their relationship with stakeholders, such
as their customers and suppliers. It is imagined that, if an SME is a human, how would
its stakeholders define the company. The questions attempted to identify who the most
important stakeholders for the SMEs are — something which played a major role in

deciding what quantitative data collection sample was to be researched.
5. Success and Growth

This section aimed to understand what the main aims and objectives of the company
are in the short and long term and whether financial or non-financial indicators are

important for SMES’ success.
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Table 4.3: List of Interview Participants

Person Company

Name Sex | Position | Age | Education Industry B2B - B2C | Size | Age
. High Furniture B2C

1 Al M Owner 48 School Manufacturing | (Global) 30 20
High Chemistry B2C

2 Nuran F Manager | 43 School Manufacturing (Local) 25 10
Elementar - B2C

3 Burak M Owner 55 y School Oil/Fuel Sale (Local) 8 65
High B2B

4 Cemal M Owner 38 School Food (Local) 13 13
High . B2B/B2C

5 Davut M Owner 31 School Transportation (Local) 10 | 45

. Excavation

6 Erol M Co- | 4o | High Machine | B2B/B2C | 5q | 19

Partner School . (Local)
Production

Primary Machine B2C

7 Faruk M| Manager | 38 School Production (Global) 100 | 25
. Manufacturing | B2B/B2C

8 Gazi M | Manager | 37 Bachelor (Tea Boilers) (Local) 230 | 20
Elementar B2B

9 Hasan M Owner 62 y School Food (Global) 28 23
: Manufacturing B2B

10 Ismail M | Manager | 35 Bachelor (Clothes) (Global) 60 30

Kenan M Owner 26 Bachelor Food B2B 45 2
11 (Global)

Mustafa M Owner 38 Bachelor Pharmac B2C 4 14
12 y (Local)
High . B2C

13 Osman M Owner 26 School Car-Repair (Local) 10 30
. Co- High B2C

14 Sinan M Partner | 8 School Food (Local) 2012
High Infrastructure B2C

15 Tuncay M Owner 46 School Sale (Local) 1 3

4.5.3 The Qualitative Data Analysis Procedure

This research aims to understand the corporate brand building process in the SME
context. The main drive of the study is that of better understanding corporate branding
and its impact on SME performance. Previous studies related to this context, however,
are limited to supporting phenomenal problems in the SME context. For this reason,
this study aims to explore the corporate branding concept in the SME context, the

antecedent of the corporate brand, and its impact on customer satisfaction and loyalty.
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Qualitative data was first obtained from SME owners/managers by means of note-
taking; they were afterwards transcribed and inserted into NVivo 11. A thematic
analysis was adopted to analyse the data. According to Braun and Clarke (2006),
thematic analysis is data analysis a method to identify, analyse and report the themes
from the data. Thematic analyses are used for organising and describing datasets in
detail. In thematic analyses, recurring themes are defined as data for qualitative analysis
(Braun and Wilkinson, 2003, p. 30). According to Braun and Clarke (2006), there are
two types of thematic analysis: inductive (data-driven) and theoretical (analyst-driven).
Inductive thematic analysis refers to “a process of coding the data without trying to fit
it into a pre-existing coding frame, or the researcher’s analytic preconceptions” (Braun
and Clarke, 2006). Researchers, however, may not freely create themes from their
theoretical and epistemological commitments. Therefore, the theoretical thematic
analysis which is adopted should be mostly affected by the researcher’s theoretical and
analytic interest in the research topic. A theoretical thematic analysis does not aim to
focus on rich descriptions of data; rather, it focuses on a more detailed analysis of some
aspects of the data. Besides, a theoretical thematic analysis fits well with a research
when the researcher codes the data in order to create more specific research questions,
while an inductive thematic analysis is conducted when the researcher is trying to
delineate specific research questions. Thus, theoretical thematic analysis requires
engagement with the existing literature before the analysis, itself, is begun. Inductive

thematic analysis, on the other hand, does not need the same.

The six phases of the thematic analysis posited by Braun and Clarke (2006) were
followed. The first phase is being familiar with the data. During the process of
transcribing the data, the data was read over many times and notes were taken down as
initial ideas. In the second phase, initial codes were produced. Interesting information
from the data was coded, with the relevant data for each code being highlighted. The
third phase is that of searching for themes. During this phase, potential codes were
determined by collating the codes, with all of the relevant data being gathered which
was related to the potential themes. In the next phase, the themes were reviewed.
Afterwards, the themes were checked for their related codes and a thematic map of the
analysis was created. Subsequently, in the next phase, the themes were finalised and
named. Each theme was defined and clear definitions for each theme were developed
in order to name them. Finally, in the last phase, the report was produced. The most
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compelling examples were chosen for the report, with a final analysis being developed

upon them which addressed the research questions and literature.

After 15 interviews were conducted within 4 weeks, the qualitative data from the semi-
structured interviews was inserted into the NVivo 11 software. In line with the six
phases of Braun and Clarke’s (2006) which were discussed above, coding was designed
according to the existing literature and transcripts in order to explore those items from
the interviews. According to Strauss and Corbin (1990, pp. 61, 96, and 116), there are
three coding levels under grounded methodological theory: open coding, axial coding,
and selective coding. Open coding is ‘the process of breaking down, examining,
comparing, conceptualizing and categorizing data’ (Collis and Hussey, 2014, p. 178).
Open coding is the basic level of coding. It includes initial coding. First, the interview
data is to be read, broken down and labelled as nodes in order to be more recognisable
and clearer. During this process, sixty-eight initial free codes were revised and
categorised based on the potential themes derived from the interviews. Afterwards,
similar concepts were put under the same categories or subcategories. In the next stage,
axial coding was used as an extension of open coding. Axial coding is ‘a set of
procedures whereby data are put back together in new ways after open coding, by
making connections between categories’ (Collis and Hussey, 2014, p. 179). Axial
coding differs from open coding in that it relates categories or subcategories at a more
conceptual level. The link between items was identified according to the constructs of
the study. In this research, open coding and axial coding were used to explore constructs
and to identify measurement items. The selective coding is the last coding process that
is defined by Strauss and Corbin (1990) as a process. Selective includes the core
category selection. That core category is related to the biggest part of main phenomenon

and includes previous two coding.

4.6 The Quantitative Approach: Survey

The mixed-method is adopted for this study, meaning that both qualitative and
quantitative methodologies were combined. By employing the qualitative methodology
based on a semi-structured interview, a profound understanding of corporate branding
in Turkish SMEs was gained. Consequently, the quantitative study was not only used

to develop and validate a conceptual framework but also to generalise their results. A
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survey was then developed based on the literature and those qualitative findings in order

to better carry out the quantitative study.

The survey method of conducting a quantitative research is very popular amongst
business researchers (Collis and Hussey, 2009). They are used to collect data from a
sample with the aim of analysing data with statistics so as to generalise those results to
a population (Collis and Hussey, 2014, p. 62). This method is generally considered as
a deductive approach; in other words, hypotheses are made from theory; then, those
hypotheses are either confirmed or rejected (Bryman and Bell, 2015). For that reason,
surveys are associated with the positivist approach in that hypotheses are tested to better

understand the phenomena (Collis and Hussey, 2014).

The survey method has its own advantages compared to other quantitative methods,
such as quantitative observation techniques (Malhotra et al., 2012). Furthermore, the
survey method is a quite cost-effective way of collecting a large amount of data from a
fairly large population and provides more control to the researcher during the research
process (Saunders et al., 2009). Besides, it provides convenience during the coding,
analysis and data interpretation process (Malhotra et al., 2012). In contrast, it has some
disadvantages as well. For example, participants might not want to reply to sensitive or
personal questions. Moreover, structured and fixed-response questions might decrease

validity, especially when the questions are related to beliefs and feelings.

Collis and Hussey (2014) categorised surveys into two types; descriptive and analytical.
Descriptive surveys aim to obtain a correct representation of phenomena either at a
certain time or at different times (e.g. consumer surveys to measure consumers’
perception regarding a new product). On the other hand, analytical surveys aim to
examine if there is a relationship between pairs of variables or multiple variables.
Usually, a theoretical framework is developed from the literature with a related
dependent and independent variable. There are various data collection methods for
surveys, including postal, internet self-completion tests, by phone, or face-to-face
interviews. Compared to others, face-to-face surveys have the highest response rate of
between 60 to 80% (Malhotra et al., 2012). It has less interviewer bias and more control
over data collection procedures, thereby ensuring that suitable participants are
interviewed. For this reason, the face-to-face method of collecting data was adopted for

this survey.
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Additionally, the design of the survey affects the response rate, reliability and validity
of the collected data; hence, it requires great caution (Collis and Hussey, 2014;
Saunders et al., 2012). Bryman and Bell (2011) suggest some hints for designing user-
friendly surveys for the purpose of increasing their response rate, reliability and
validity. These include: adding a cover letter with clear instructions for the participants;
asking short questions and keeping the length of the survey short; having a catchy
layout. This advice was considered whilst preparing this research’s survey.

The key steps of the survey process are listed as follows: survey design, pilot testing,
revising the questionnaire and sample, data collection and analysis (Blair, Czaja and
Blair, 2013). Flower (2002), on the other hand, simplifies this process into three basic
steps: sampling, data collection, and research instrument development. Sampling is a
small reflective portion of the population which leads to observations about the small
group and generalisation about the whole population (Burns, 2010). Nevertheless,
research instruments need to be developed properly to increase the quality of

information so as to better answer the research question(s).

This study mainly aims to test hypotheses. For this reason, a large amount of
quantitative data and statistical analysis are required. The survey method fits well
because it is cost-effective. In addition, it is fast and easy to collect data from the
enormous number of participants (Collis and Hussey, 2014). Since the epistemological
orientation of this study is post-positivist with a deductive approach, this survey method
fits well with studies of nature. The following sections discuss the three main stages of
a quantitative study: sampling, the data collection procedure, and research instrument

development.

4.6.1 Quantitative Sample

Sampling strategies refer to selecting a small case from the population in order to
conduct observations in the group and generalise findings to the whole population
(Burns, 2000). A sample is described as a small case in a population which is chosen
for examination (Bryman and Bell, 2011), where population is defined as a full set of

cases (Saunders et al., 2012).

Given the research context described in the previous section, the population of this
research is SME customers in Turkey. It is not practical, however, to carry out
investigations from the whole population due to time, money and access restrictions
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(Bryman and Bell, 2011). For that reason, a small representative sample was chosen.
There are two main approaches to choosing an appropriate sample: probability
(representative) and non-probability (judgemental).

Probability sampling refers to an equal chance or probability of each case to be chosen
from the population. The probability sampling methods are simple, stratified, and
systematic in cluster sampling (Saunders et al., 2012). It is usually associated with
surveys and experimental research strategies. On the other hand, non-probability
sampling is used generally in the exploratory stage and/or pre-testing of survey
questions and refers to the unknown change or probability of each case being chosen
from the total population. The different methods which are used for non-probability
sampling are: convenience, quota and snowball sampling (Bryman and Bell, 2011).
Furthermore, even though non-probability sampling from a population still may be
generalised upon, it is not done with statistical reasoning (Saunders et al., 2016).

This research uses non-probability sampling and convenience sampling due to time,
money and efficiency. Convenience sampling is more appropriate when it is easier to
access the most easily accessible subjects, such as students, customers, or neighbours,
in order to complete a survey. Furthermore, convenience sampling is suitable when the
participants of a survey are categorised as being of low-incidence and hard to find. (Mc
Daniel and Gates, 2001). For example, since finding customers who buy products or
services from chosen SMEs is very hard, that type of participant is categorised as being
of low-incidence. This research’s chosen sampling strategy is convenience sampling
because it mostly meets the purposive sampling requirements relevant to the research
aim and objectives of this study (Saunders et al., 2012). SME customers were
considered the appropriate sample for this research. Therefore, the data collected from
the customers who had experience buying products or services from the chosen SMEs
reduce the bias towards any other SMEs. Moreover, SMEs do not have a database
which would have helped the researcher to find loyal or constant customers. For this
reason, the questionnaire was distributed in the SME branches or shops themselves for

the purpose of finding a more specific, right sample that would fit this research.

Deciding on a sampling size is another important issue for researchers. The sample size
needs to be large enough to represent the whole population (Collis and Hussey, 2009).
In order to generalise the findings of the research, it is better to have a larger sample
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size so that it will appropriately represent the population. Therefore, in this research,
data was collected from a total of 426 SME customers in Turkey. A sample size of 350-
400 was deemed to be appropriate considering the fact that the population consists of
millions of people (at a 95% confidence level with a 5% error margin) (Sekaran, 2006;
Krejcie and Morgan, 1970). Besides, according to Collis and Hussey, using a small
sample size has some risks; it might, for example, prevent the researcher from being
able to perform important statistical tests or to explore the relationship between the
proposed variables. Therefore, the sample size of this research was found to be good
enough to perform SEM and to analyse the proposed theoretical model (Tabachnick
and Fidell, 2014).

The sampling criteria for this research was finalised based on three characteristics.
First, initially, the participants were chosen because they are customers of Turkish
SMEs, which was considered as a reliable sample in virtue of the nature of the research
— something which contributed to the difficulty of obtaining a large number of
representative samples. Second, since the unit of analysis is consumers, they needed to
have at least one experience of buying products or services and know either the
manager or the owner of the company. The final criterion was that the surveys should
be conducted in the store. In order to achieve a causal relationship between an
entrepreneur’s personality and corporate brand image and the marketing mix,
participants were chosen from those who have had experience with buying at least one
product or service from the selected SMEs.

4.6.2 Survey Development

This research uses a questionnaire instrument whose items are identified from the
literature and qualitative studies. Thus, all questionnaires were adopted from existing
scales. In order to validate these items, three academics (lecturers in business) and one
industrial expert (an owner of SME) provided their assistance. The questionnaire items
were first reviewed by the industry experts; then, the owner of an SME excluded the
items which had ambiguous and unclear meanings which did not reflect the character
of corporate image or entrepreneurial personality. In the next stage, three academics
validated the items for best conceptualisation and operationalisation based on the
literature. The respondents chose the customers who visit the SMEs all the time.
Original questions were developed in English and then translated into Turkish by a

professional translator. One of the academics and the SME owner are native Turkish
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speakers. A 5-point Likert scale of 1 to 5 (from strongly disagree to strongly agree) was
used. The questionnaire was preceded by the participant information sheet, which
explained the significance and objectives of the research.

The final version of the questionnaire was divided into five main parts, as finalised from
the literature review and qualitative findings. These variables have not been measured
together by a research before. Therefore, the scales for measuring concepts were

adapted from existing scales. The five main parts of the research are as follows:

1) entrepreneur personality;

2) corporate image;

3) product branding;

4) customer satisfaction and loyalty;

5) demographics of participants.

Survey development has two important steps: scale development and validity and the
reliability of the questions. These steps were followed in order to develop and design
better measurements for the identified constructs (Churchill, 1979; Sieber, 1973).

The first step is that of identifying the specific domains for each construct. At this stage,
the researcher put a limit for each construct examined. Melewar (2001) states that the
robustness of the conceptual framework is connected to the quality of the literature
review regarding related topics. The focus of this research is that of exploring the
antecedent of corporate brand image in the SME context and the consequences of
having a favourable corporate brand image. On the basis of the theoretical information
obtained from the review of the literature, the identified constructs are: entrepreneur
personality, marketing mix, corporate brand image, customer satisfaction and loyalty.
Ultimately, entrepreneur personality was considered under the following five
dimensions: openness to experience, conscientiousness, emotional stability,
extraversion, and agreeableness. Moreover, the marketing mix was identified as
consisting of product quality, price, promotion and place. Corporate brand image,

customer satisfaction and loyalty were considered as one-item constructs.

According to Churchill’s paradigm (1979), the second step is that of generating items
that cover all the identified constructs. In this research, most of the items relate to the
dimension in question, with their constructs having been developed from the existing
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literature pool. Moreover, multi-item scales were adopted for all constructs (Churchill,
1979). The details of the scales and their sources are presented in Table 4.4. The initial
measurement for entrepreneur personality was adopted from the five-factor model of
McCrae and Costa (1987). They developed 80-item adjective rating scales that are
comprehensive and valid psychological frameworks for investigating the relationship
between entrepreneurs' personality attributes and company performance (Hiller and
Hambrick, 2005; Cannella and Monroe, 1997). This scale is used in various studies to
understand how entrepreneurs” personality characteristics affect the company's the
strategic decision process (Peterson et al., 2003; Nadkarni and Herrmann, 2010) seeing
as it includes many important personality attributes (Hu and Judge, 2017; Woods and
Anderson, 2016). The marketing mix was measured with four dimensions, whose items
were gathered from Yoo et al. (2000). Empirical studies found a positive relationship
between marketing mix and corporate brand image for large companies (i.e Dowling,
1986; Henderson, 1971). Studies in the SME context which measure this relationship,
however, were limited, focusing mostly on product quality and how that informs brand
distinctiveness (Wong and Merrilees) for competitive advantage (Krake, 2005). Thus,
the dimensions and items were updated and confirmed with the interviews which were

conducted.

Corporate brand image items were adapted from Davies et al.’s (2003) corporate
character scale, which applied the personification metaphor to understand how the
stakeholders of companies distinguish a company from its competitors. This scale
addresses a wider respondent group by examining views held by all stakeholder groups
of a company with a generic and applicable scale for both customers and employees.
Various researchers (Chun and Davies, 2006; Sung and Yang, 2008; Roper and Davies,
2010) measured different stakeholders’ views about given companies by using this to
measure their theoretical robustness, reliability, and empirical credibility compared to
other measures. Based on this, customers represent the most important stakeholder of
any given company. Their views regarding a given company’ corporate brand image is
measurable using this scale. This measure asks participants to imagine that the brand

or company is alive like a human and to measure its characters (Davies et al., 2003).

Davies et al.’s (2003) corporate character scale is comprised of five major and two
minor dimensions which measures sixteen facets. The major dimensions include:

agreeableness, enterprise, competence, chic, and ruthlessness. The minor dimensions,
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on the other hand, are as follows: informality and machismo. As SMEs have a close
relationship with their stakeholders and focus on building mutual trust, the five major
dimensions are identified as favourable items with which to define corporate brand
image and explain their satisfaction. Davies et al. (2004) found that agreeableness is
the most important dimension for explaining customer satisfaction. The facets of
agreeableness are: warmth, empathy, integrity, which themselves cover being friendly,
pleasant, open, straightforward, concerned, reassuring, supportive, agreeable, honest,
sincere, trustworthy and socially responsible (Davies et al., 2004). Following
agreeableness, enterprise and competence are the other important dimensions since they
require a highly internal consistency. The dimension of enterprise is similar to being
extroverted and its facets include being cool, trendy, exciting, young, imaginative, up-
to-date, extroverted, innovative and daring (Davies et al., 2004). In the same vein,
competence’s facets are exactly the same: being cool, trendy, young, imaginative, up-
to-date, exciting, innovative, extrovert and daring (Davies et al., 2004).The facets of
the chic dimension are stylishness, prestige, elitism, and snobbishness, while the
dimension of ruthlessness is represented by aggressiveness, selfishness, and being
controlling. The other dimensions of informality and machismo, on the other hand, are

not measured in this research because of time and resource constraints.

Marketing mix is measured in terms of four dimensions (Yoo et al., 2000). These are
perceived quality, price, promotion and place. They were adapted for product branding
activities. This scale reflects the 4p traditional brand-building activity of the company
and its effect on customer satisfaction and loyalty (Kim and Hyun, 2011). The 4p
measured in this scale represents all of the perceived marketing mix elements instead
of the actual ones. The reasons why these scales were adopted are as follows: perceived
4p have a stronger meaning in customers’ minds and have a direct role in their
psychology compared to the actual 4p, which is difficult to control with actual measures
(Yoo et al., 2000). Finally, the customer satisfaction and loyalty scales were adapted

from existing scales.

The customer satisfaction scale is used to obtain information about customers’ level of
satisfaction from their previous experiences with the company so as to ensure an
appropriate  measurement for satisfaction. Roper (2004) suggests that, when
participants have a longer time to evaluate the corporate brand, more appropriate

customer satisfaction levels may be measured. Customer satisfaction is measured in
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two different ways: either with a single-item or with a multiple item scale (Danaher and
Haddrell, 1996). The single item scale is measured with 2-9 points, from *“very
satisfied” to “very dissatisfied” (Andreasen and Best, 1977). A single item scale, on the
other hand, might not explain the complexity of customer satisfaction seeing as it does
not evaluate the various dimensions one-by-one (Danaher and Haddrell, 1996).
Therefore, an assessment of the reliability of any given scale is complicated seeing as
it requires test-retest reliability to retain consistency (Yi, 1990). On the other side,
multi-item measures have been accepted as being more reliable for measuring customer
satisfaction (Yi, 1990). Previous studies mostly use the multi-item measurement of
satisfaction (i.e. Oliver. 1980; Davies and Chun, 2002; da Silva and Alwi, 2008). Based
upon the research objective of this research, a 4-item customer satisfaction
measurement was adopted from previous studies (i.e. (Andresean and Best, 1977;
Davies and Chun, 2002; Oliver, 1980, 1997; Wolfinger and Gilly, 2003). The first
question asks about customers’ overall satisfaction with the company (“please indicate
your overall satisfaction with this company”), whereas the rest of the questions were
finalized based upon the definition of customer satisfaction. The question asked of the
participants shows this satisfaction level in terms of a five-point Likert scale. These
statements are: “l would recommend this company to a friend or colleague,” “I am

pleased to be associated with this company,” and “I feel an affinity with this company.”

Various studies measure the relationship between product/service quality, customer
satisfaction and loyalty (i. e. Ryu, Lee and Kim, 2012; Richard and Zang, 2012; Da
Silva and Alwi, 2008). Customer loyalty has been defined as consisting of two different
perspectives: attitudinal and behavioural intention (Jacoby and Kyner, 1973).
Attitudinal perspective explains loyalty as an overall attachment to a company or its
products/services (Fornier, 1994). On the other side, the behavioural intention
perspective explains loyalty as a behaviour that includes a continuous relationship of

buying products/services from a company and recommending them (Yi, 1990).

Previous studies have demonstrated that there is a strong link between corporate brand
image, customer satisfaction, and their behavioural intention in different contexts, such
as: in education, service industry, retailing, etc. (Kuo and Ye, 2009; da Silva and Alwi,
2008). According to Davies’s corporate reputation chain model (2003), a favourable
corporate brand image affects customers’ satisfaction which, in turn, drives their

behavioural intention. Moreover, Merrilees and Fry (2002) defined brand loyalty as a
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relationship between customers’ attitudes and repeated patronage. Thus, repeated
purchases refer to the satisfaction that drives loyalty, with loyalty in turn having a
positive effect on financial performance. Zeithaml et al. (1996) listed the indicators
and/or items of favourable behavioural intention from the literature which were adopted
for achieving the objectives of this research. For example, one item is “saying positive
things about the company” (Boulding et al., 1993); the second one is recommending a
company or its products/services to others (Parasurman et al;., 1988). The items used
to measure behavioural intention, on the other hand, are “I say positive things about the
Company X to other people,” “I will do more business with this company in the next
few years,” and “I would recommend this company to someone who seeks my advice,”
etc. These items were measured with a five-point Likert scale from strongly disagree to

strongly agree. The measurements and items are summarised in Table 4.4 below.

Table 4.4: Summary of measurement and items

Constructs ltems References

Entrepreneurial Branding

Openness to e The top manager spends time reflecting on things (Chollet et al.,
Experience e The top manager has an excellent idea 2016; Nadkarni
e The top manager is curious about learning new things and Herrman,
e The top manager has a vivid imagination 2010; Mc Crae
e The top manager has difficulty understanding and Costa, 1987)

abstract ideas (R)

Conscientiousness

The top manager is pretty good about pacing
himself/herself so as to get things done on time
The top manager gets chores done right away

The top manager pay attention to details

The top manager likes to order

The top manager often forgets to put things back in
their proper place (R)

Emotional Stability

The top manager is usually calm and relaxed most of

the time

The top manager is usually objective

The top manager usually feels comfortable

Top manager stress out easily (R)

The top manager likes to have a lot of people around

me.

e The top manager likes to talk with a lot of different
people

e The top manager usually starts conversations

e A top manager is a dominant person in a group.

e The top manager does not like to draw attention to

myself (R)

Extraversion

129



Agreeableness

Product Branding
Price

[ ]
[ ]
[ ]
Product (Perceived e
Quality)
[ ]
[ ]
Place o
[ ]
[ ]
Promotion o

The top manager is interested in people.

The top manager usually takes time out for others
The top manager usually sympathise with others'
feelings

The top manager usually makes people feel at ease
The top manager is open to other suggestions.

Top manager/I feel concern for others (R )

The price of the company’s offer is high

The price of the company offer is low(R)

The product company offer is expensive.

The likely quality of company’s products is
extremely high.

The likelihood that a company’s product would be
functional is very high.

The likelihood that a company’s product is reliable is

very high.

The stores where | can buy the company’s products
carry products high quality.

The stores where | can buy the company’s product
would be of high quality.

The stores where | can buy the company’s p product

have a well-known brand.

The company’s product is intensively advertised.
The ad campaigns for the company’s product seem
very expensive, compared to campaigns for
competing brands

The ads campaigns for the company’s products are
seen frequently.

Corporate Brand Image

Agreeableness,
Enterprise
Competence
Chic
Ruthlessness

Customer Satisfaction

Friendly e Trendy e Reliable
Supportive e Young e Ambitious
Agreeable e Innovative e Achievement
Honest e Daring Oriented
Sincere e Technical
Trustworthy

Stylish e Aggressive

Elegant e Selfish

Prestigious e Controlling

Elitist e Arrogant

Please indicate your overall satisfaction with this
company

I would recommend this company to a friend or
colleague.

I am pleased to be associated with this company

(Yoo et al., 2000)

(Davies et al.,,
2004)

(Andresean and

Best, 1977,
Davies and Chun,
2002; Oliver,
1980, 1997;
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e | feel an affinity with this company. Wolfinger
Gilly, 2003)
Customer Loyalty Intention

and

e | encourage friends and relatives to do business with ~ (Zeithaml et al.,

this company 1996)
e | say positive things about Company X to other

people.
e | will do more business with this company in the next

few years.

e | would recommend this company to someone who
seeks my advice.

e | consider this company my first choice to buy the
product/service.

4.6.3 Pilot Testing

Quantitative data collection started with a pilot test in order to test the questionnaire to
be employed. It is vital to test the questionnaire before commencing the main data
collection. The pilot test might be conducted by identifying a small group of
participants who share the criteria of the study sample. Pilot testing aims to check the
readability of questions, notice confusing instructions, and disclose whether any
questions make participants feel uncomfortable (Bryman and Bell, 2011). Moreover,
pilot testing allows researchers to clarify the questions that will be asked, improve the
fluency of the statements, and help increase the reliability and validity of the
questionnaire (Saunders et al., 2012). Validity is the process of taking the opinion of an
expert or experts regarding the representativeness and suitability of the questionnaire.
Reliability, on the other hand, relates to maintaining consistent responses to questions
(Saunders et al., 2012). A pilot testing was therefore conducted with 50 participants to
check the clarity of the questionnaire. All participants completed the survey and
provided feedback about the questions in the questionnaire regarding its clarity,
readability, layout, and flow. In conclusion, critical feedbacks helped to develop the
revised questionnaire. First, questions which were found not to be clear were clarified,
whereas others were simply repositioned in order to retain a clear flow. Then, the
reliability of the items which were used for the same construct was tested for internal
consistency. Internal consistency aims to check the consistency of questions by using a
Cronbach’s a test. A figure of <0.90 shows excellent reliability, 0.70-0.90 shows high
reliability, 0.50-0.70 shows moderate reliability, and <0.50 shows low reliability
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(Hinton et al., 2004). A revised version of the questionnaire is presented in appendices
6.11. The next section presents the quantitative data analysis methods which were
utilised in this research.

4.6.4 Quantitative Data Analysis

Analysis of quantitative data begins with data entry and data screening. IBM’s SPSS
23 software was used as a research tool for data entry and data screening process.
Missing values and outliers were checked to obtain clean data. Thereafter, the
demographic details were examined. In the next stage, an exploratory factor analysis
was conducted to purify the items. The reliability test was then carried out to better
understand the internal consistency of the measurements. Finally, structural equation
modelling (SEM) was conducted using Analysis of Moment Structures (AMOS)
version 23. It was used in two phases: confirmatory factor analysis (CFA) and testing

the structural model.

4.6.4.1 Exploratory Factor Analysis

Exploratory factor analysis is a statistical method used for creating a summary of
information from the original variables into a smaller set of new, composite dimensions
or variables with a minimum loss of information. According to Hair et al. (2010, p. 96),
the main applications of factor analysis are: specifying the unit of analysis, data
summarisation or data reduction, variable selection, and using the result of factor
analysis for other multivariate techniques. Factor analysis specifies the unit of analysis
as respondents or variables. The structure of relationships among variables or
respondents might be clarified by analysing either the correlation between respondents
or the correlation between variables (Hair et al., 2010, p. 98). As a data summarisation
or data reduction method, factor analysis is used to make reductions from a large
number of variables to a more reasonable, essential, and smaller set of factors (Coakes
and Steed, 2013). It generates an appropriate variable selection by clarifying the
potential dimensions. Additionally, factor analysis creates a basis for other multivariate
techniques by clarifying the correlation between variables. Highly correlated variables
might be reduced to new variables (Coakes and Steed, 2013). According to Hair et al.,
(1998), one should use a sample of 100, or even more than 200, for the purpose of

conducting an EFA.

132



In this research, EFA is used for testing existing scales in different contexts and to
extract factors. EFA is categorised into two groups according to the data extraction
method: a principal factor analysis (PFA or common factor analysis) and a principal
component analysis (PCA). Both analyses can be used when the main aim of the
analysis is to identify the latent dimensions or constructs. On the other hand, PCA is
commonly used when a data reduction is aimed to be achieved (Hair et al. 2010, p.
106). This research therefore used the PCA with the aim of reducing unnecessary

variables for the purpose of improving the goodness of the data.

4.6.4.2 Reliability and Validity

In order to test the goodness of the collected data, this research first tested their
reliability and validity. Reliability refers to ‘an assessment of the degree of consistency
between multiple measurements of the variable’ (Hair et al., 2010, p. 125). One way of
testing the reliability of the data is that of testing the same measurements at different
times for ensuring that the responses do not show differences at various times. The
second and more widely used reliability measure is that of internal consistency
reliability. That method was applied in this research. In order to test the internal
consistency reliability between measurements, a Cronbach's alpha (o) test was
conducted. It is widely accepted that the Cronbach’s alpha value should be higher than
.70. Nevertheless, practically speaking, .60 is an acceptable level for exploratory
researches. More generally, though, when the Cronbach’s alpha value is <0.90, the data
has excellent reliability; when it is between 0.70 and 0.90, it has high reliability; when
it is between .50 and .70, it has moderate reliability; and when it is < .50, it has low
reliability (Hinton et al., 2004).

In addition to the reliability tests, convergent and discriminant validity tests were
employed. Convergent validity refers to the *degree to which two measures of the same
concept are correlated’ (Hair et al. 2010, p. 126) A higher correlation is expected to
ensure that the scale measures the desired concept. Convergent validity is measured
with composite reliability (CR), average variance extracted (AVE) and factor loadings.
On the other hand, discriminant validity refers to ‘the degree to which two conceptually
similar concepts are distinct’ (Hair et al., 2010). Furthermore, a low correlation between
the measurements is expected to ensure that the scales are different from one another
(Hair et al., 2010).
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4.6.4.3 Structural Equation Modelling

Structural equation modelling (SEM) is a statistical model which aims to elucidate the
relationship between multiple variables. In recent years, SEM has been used among
social science researchers and used for theory development and testing (Hair et al.,
2010, p. 634). It involves a multiple regression analysis to test the relationship between
the dependent and independent variables simultaneously (Henri, 2007; Ullman and
Bentler, 2007). Therefore, this study used the SEM in order to test its hypothesis and

validate its proposed conceptual model.

The SEM technique has two different multivariate techniques: confirmatory factor
analysis (CFA) and structural model (multiple regression analysis). CFA is used to
obtain a confirmatory test of used measurement theory by providing the number of
factors for each variable and specifying how they load on each variable. CFA specifies
the relationship between the set of items and the factors which they load upon based on
theory. On the other hand, the structural model (multiple regression analysis), is used
to empirically test the relationship between the various factors as hypothesised in
theory. The result provides a comparison between the theory and and the real data, and

how they fit.

There are various fit indices for examining the assessment of model fit. Hair et al.
(2010) recommend that at least four tests of model fit be obtained for CFA and
structural model. The most commonly used SEM fit indices are chi-square (¥2) to
degree of freedom (Df), the comparative fit index (CFI), the goodness of fit index (GFI),
the adjusted goodness of fit index (AGFI), the incremental fit index (IFI), and root mean
square error of approximation (RMSEA). Additionally, the hypotheses of this research
are tested by using standardised estimates, a critical ratio (t-value), and a critical value
(p-value). The summary of fit indices definition and their acceptable levels are listed in
Table 4.5 (Marsh and Hocevar, 1985; Hair et al., 2010; Collis and Hussey, 2014). When
the sample size is larger than 200, however, significant differences might be observable;
thus, in order to get stable parameter estimates, the minimum number which should be
sampled is 200 (Hooper, Coughlan and Mullen, 2008).
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Table 4.5: Assessment of Fit Indices

!\/Io_del fit Name Definition Acceptable Level
indices
2to5
The ratio of y2: df
CMIN/Df Chi-square / The ratio of observed and Below 3 is more
(Normed Degrees of estimated covariance acceptable for better-
Chi-Square) freedom matrices differences. fitting models except
when the sample size is
larger than 750
GEI Goodness-of-Fit >.90
Index Absolute fit indices to
Adjusted obtain early attempt fit ~0.80
AGFI Goodness of Fit  indices. -
Index
The ratio of (y2 of the null
. model- x2 of the fitted >.90
NFI Normed fit Index model): (2 of the null
model
CEl Comparative Fit  Incremental  fit indices >.90
Index which are a revision of NFI
It estimates the model
TLI Tucker-Lewis complexity by comparing ~ 90
Index ¥2 values for null and target -
model
Root mean square It tries to correct model
RMSEA complexity and sample 0.031t00.08

of approximation .
size.

Source: Marsh and Hocevar (1985); Hair et al., (2010); Collis and Hussey (2014)

4.6.5 Methodological Reflexivity

For social science researches, reflexivity has become a considerably important concept
(Ozbilgin and Tatli, 2005; McLeod, 2011; Greenhalg et al., 2019). Reflexivity has been
named as a bridge between the researcher and practice (Etherington, 2004). Hesse-
Biber and Piatelli (2012) describe reflexivity as a process which takes place during the
all research processes. It helps researchers be more aware of how researchers’ beliefs,
past experiences, and language might influence the research, research questions,
research methods, theories and concepts, data collection and data analysis processes
(Evans et al., 2018; Ariss et al., 2012).

According to scholars (Hallberg, 2006; Bourdieu, 2003), reflexivity is important for
research as it helps to gain a sense of consciousness regarding researchers’ social

position and tendencies. Reflexivity is, most commonly, an important part of the
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qualitative research process (Sherry and Schouten, 2002). All research processes might
be influenced by different factors, such as personal, political, emotional, institutional,
etc. (Mauthner and Doucet, 2003). Reflexivity provides researchers with an opportunity
to become more aware of the factors that affect all of their research processes, such as
the formation of research questions, data collection methods, data analyses, and so
forth.

Methodological reflexivity on the rationale for choosing the specific methods (i.e. in
terms of their empirical contexts and theoretical approaches), as well as all the other
factors which have influenced the methods which were chosen and developed upon, not
to mention the reasons as to why the other methods were rejected, are all relevant issues
which should be reflected upon and included in the research. On the other side, Johnson
and Duberley (2003) claim that some specific choices related to research are chosen
based on the intrinsic merits of each research method and that, therefore, they are not
based on other factors. This research adopts a positivist approach, where the researcher
controls the research to validate the research model. This research have key
methodological reflexive concerns by accepting that all participants have similar

experiences within the research sample (Orpen, 1979; Johnson and Duberley, 2003).

4.6.6 Ethical Consideration

Ethics is defined as the moral values and principles which establish the basis of a code
of conduct, whereas research ethics refers to the manner in which research is performed
and how the findings are reported (Collis and Hussey, 2014, p.30). Punch (2005) shed
light on the importance of ethical issues when humans participate in research. The
researcher should be aware of ethical issues during the process and avoid them. Some
ethical considerations include avoiding harm to participants, voluntary participation,
and the right to confidentiality and anonymity (Collis and Hussey, 2014). During the
data collection process of this study, all ethical requirements were considered. First, the
necessary ethical approvals were obtained before starting the data collection process.
During that process, all participants were informed about the study and why their
participation is valuable for the research. Besides, participants were also informed that

their participation is voluntary and that they could withdraw at any stage during the
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completion of the survey. Furthermore, the participants were assured that the researcher

would preserve their confidentiality and anonymity.

The code of conduct for this research was guided by the Brunel University Research
Ethics Committee. According to the ethics committee’s guidelines, both the researcher
and the supervisor of the research are obliged to sign ethics forms for both the
qualitative and quantitative phase to the Academic Programme Office upon its

submission.

4.7 Summary

The aim of the present research is that of exploring the corporate branding antecedents
and its effects on corporate brand equity in the SME context in Turkey. This can be
carried out by collecting data from both internal and external stakeholders. Therefore,
the first phase of the research aims to examine the perceptions that managers/owners of
SMEs in Turkey have about their own understanding of corporate branding. Then, the
second phase determines to inspect how customers perceive, not only the personality
of managers/owners, but also the corporate brand image of the company. Therefore,
this research uses mixed methods; specifically, semi-structured interviews with SME
owners/managers in the first phase and a quantitative survey method in the form of a
structured questionnaire for SME customers in Turkey in phase two.
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CHAPTER 5: RESULTS

5.1 Introduction

This chapter presents the qualitative and quantitative data analysis of this study.
Therefore, it is divided into two main parts. The first part explains how the qualitative
data analysis has been conducted by means of semi-structured interviews with SME
owners/managers in Turkey. The purpose of this analysis is to identify the main
constructs of the SME corporate branding process and to clarify measures for those
constructs. The qualitative data were analysed with the NVivo software. The initial
nodes were developed with this programme and were then converted into the main
themes and subthemes. The conceptual model was developed based on the existing
literature and qualitative data findings. The next step was the testing and validation of

this model based on the quantitative data.

The second part presents the quantitative data which were collected by means of a
survey and then discusses the analysis of the data. This part is organised as follows.
First, the findings of the pilot study were discussed. Then, the preliminary data were
examined. Thereafter, the next section analyses the demographic profile of the
respondents and the descriptive statistics. An exploratory factor analysis was employed
in order to test the existing scales in a different context and to extract factors for all the
SMEs’ constructs. In the next section, the CFA was discussed for all constructs.
Thereupon, the path analysis and hypothesis testing were presented. Finally, a summary

of this chapter is provided.

5.2 Qualitative Data Findings and Discussion

In view of the limited literature on SME corporate branding, the qualitative research for
this research aims to explore how corporate branding helps SMEs enhance their
company performance. For the purposes of conducting an inductive research, this
approach begins by collecting detailed information from the participants and then
creating categories and themes based on that collected information in order to narrow
down the research’s scope. Finally, the created categories or themes are used to develop

a model or theory (Creswell, 2014, p. 65). A qualitative approach was adopted in order
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to create those themes and codes. Fifteen semi-structured in-depth interviews were
conducted with SME owners/managers. These interviews followed the set of themes
which had been identified, thereby enabling the researcher to probe into the
phenomenon even further (Mazaheri et al., 2013). This methodology is in line with the
existing SME branding literature (Wong and Merrilees, 2005; Inskip, 2003). Thus, the
semi-structured interviews with the fifteen Turkish retail SME owners/managers were

conducted in order to help to verify quantitative instruments.

Existing literature has a limited studies related to corporate branding, corporate brand
image, and reputation in Turkish context. Majority of the previous literature focuses on
westernised/developed country contexts, such as the United Kingdom and the USA
(e.g. Roper and Davis, 2007; Curtis, Abratt and Minor, 2009). Turkey was considered
to be one of the attractive developing country between the emerging markets in 2018
(Teso, Kondo and Dormido, 2018). As emerging markets have their own challenges
which differ from the westernised/developed contexts, a study is needed to explore this
context. Therefore, in terms of the corporate brand image, the westernised academic
and managerial approaches might show differences in terms of advantages and
challenges in the emerging market (Burgess and Steencamp, 2006). In consideration of
this, this study aims to understand the differences that SMEs faced in an emerging

market rather than in a developed country’s context.

SMEs usually have time-constraints and limited human resource (Carson and Gilmore,
2001). Therefore, it was difficult to contact them without a reference. Since Turkey
faced a military coup attempt at the time the data was collected, the participants
presented trust issues and refused to participate in the research. Finally, the first
interviewee, who has a close relationship with the interviewer, agreed to participate.
Afterwards, each participant proposed others who had characteristics or experiences
relevant to the research (Bryman, 2016, p. 415). Hence, seeing as individual networks
are important, purposive snowballing sampling techniques were adopted for the

purpose of collecting qualitative data (Coleman, 1958).

The interview questions are derived from the existing literature, as well as the
assumptions of the researcher. The purpose of the questions was to help the participants
convey their opinions or knowledge more explicitly and without constraint. The main
themes which were identified before the interviews transpired are as follows: the
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corporate branding concept, the barriers to corporate branding, the relationship of the

company with its stakeholders, and the SMEs’ success and growth.

In summary, the information gathered from the semi-structured interviews appear to be
in alignment with the existing literature. The items identified from the qualitative data
indicate relative similarities with the items in the existing literature. According to the
findings of the semi-structured interviews, SMEs agree that having a corporate brand
will play an important role on their growth and survival in the market. There is a general
misconception, however, that corporate branding only apply to large or multinational
companies. The following quotes reveal this misconception in the owners/managers of

the SMEs regarding the corporate branding concept.

The first participant believes that corporate branding for SMEs is time-consuming. The
owner emphasises that only a large company with a history in the market might adopt

a corporate brand:

‘We are a small business. We absolutely are not a corporate brand. We
definitely would like to have a corporate brand. But it can happen in time.
Our company is very young. We need some time. For example, when we
say “corporate brand, Pierre Cardin, Apple, Coca-Cola come to our mind...
Why? ... Because these companies are old brands and are big enough to be

corporate brands.” (Davut, 31, Owner)

There is another misconception that corporate branding requires professional,
independent departments in a company. In the following example, Cemal, the owner of
an SME, states that the customers only perceive large companies as having corporate
brands. Furthermore, Cemal also suggests that having separate departments (vis-a-vis
having just one person in charge of that function) allows companies to better control all
transactions — something which, he believes, is an important requirement of corporate

branding. According to Cemal:

‘Large companies have corporate branding, not SMEs like us. For example,
if we ask anyone from here to give an example of a corporate brand in
Kayseri city, everyone will mention BOYDAK (the largest company in the

area) because they are a large company and work professionally. For
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example, in those companies, all functions are not carried out by only one
person. They have different departments. For example, they have a
marketing department which is separate from the sales department which,
in turn, is different from the production department. In the SME case,
however, everything is bound up in only one person. Thus, we do not have
corporate branding, and there cannot be corporate branding in SMEs.’
(Cemal, 38, Owner)

The perception of the managers/owners of a company regarding the barriers to
corporate branding, is in agreement with a previous research (Merrilees, 2007) which
states that building a corporate brand requires time and financial and human expertise.
For example, the managers/owners believe that when their organisation grows
significantly, they might eventually adopt a corporate brand. As noted previously,
corporate brand usually is forged with corporate identity even before the establishment
of the company itself (Oliver, 1978). On the contrary, managers/owners of SMEs hold
a misconception that they have time to develop a corporate branding strategy after the

development of their company. This perception is presented below.

‘We want to have a corporate brand. Yes, we do want that. But we have to
open new branches and we need a professional team to increase our chances.
For now, we do not have a budget to promote our company in that way.’
(Osman, 26, Owner)

Corporate branding comes with another misperception; that the company requires a
separate marketing department which will be responsible for all marketing and branding
activities. Balmer and Gray (2003), however, stated that corporate branding is a
responsibility of all executive-level staff and that the implementation of a corporate
branding strategy must be followed by the entire corporation. This is one of the main
differences between product and corporate brands (Balmer, 2001). This misperception

is evident in the following interview:

‘Corporate branding is adopted by the companies who have operations

either country-wide or worldwide. Most international companies have such
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brands. Corporate branding refers to having professional departments and
having a global brand with a strong infrastructure. It refers to big projects
having big budgets for promoting new products and departments which take
on all the responsibilities regarding the creation of products and services in

the company.” (Mustafa, 38, Owner)

The findings on SMEs’ misconception regarding to corporate branding is discussed in
this section. Next section will discuss how SME managers/owners define and

understand corporate branding based on the findings of this research.

5.2.1 Understanding of Corporate Branding

The definition of corporate branding is a combination of the following core values: the
organisation, the brand, and the customers’ values (Urde, 2003). The interviewees’
comments are in line with the existing literature. Specifically, the SME
owners/managers are aware of corporate branding, which is more comprehensive than
product and entrepreneurial branding. While product branding only focuses on profit-
orientation, corporate branding focuses on value creation for all the stakeholders of a
company. The following statement reports the view of a manager regarding the
significance of corporate branding:

‘Corporate branding is not related to any one product. It begins when a
customer enters the door. Everything, including the entrance, company cars,
and the appearance of staff (their hair, dress, nail polish, watches), should
represent our company. Because we believe people welcome you with your
appearance and see you off your ideas’. People not only recognise the brand,
but also the first posture, appearance and attitude of the salesperson.” (Nuran,
Manager, 43)

According to the literature, corporate branding should not be limited to one company
stakeholder since it has a multi stakeholder orientation profile itself...Corporate
branding targets all stakeholders of organisation, as well as all of its products and
brands... Implementation of corporate branding requires the support of the entire
organisation (Balmer and Gray, 2003). Therefore, the managers often consider the

employees as a vital part of corporate branding seeing as they reflect the company’s

142



identity. According to them, the employees are the ones who create the first impression
for the customers regarding the company they add value to the company. Hasan is one

of the managers who supports this approach, as per his statement below:

‘In the case of corporate branding, all employees represent the company,
which means the employees have responsibilities too. Thus, they work to
make our company name well-known and solve the flaws and mistakes of
the company without coming directly to us. Because of that, they work here
in the long-term and take responsibilities in the workplace. This also lessens

our burden.” (Hasan, 62, Owner)

In accordance with the literature, employees are considered important stakeholders of
their company. When a company has a corporate culture, the employees may feel more
secure working for the company (Schultz and Hatch, 2008). Managers and/or owners
agree on delegating employees with responsibilities, such as providing suggestions or
making decisions, when required. Empowering employees allows them to feel secure
and valuable parts of their respective companies. The manager of a company
emphasises the importance of the corporate culture by claiming that the employees

should take responsibility and make decisions.

‘Corporate brand does not mean there is a chain of command where only
the managers make decisions; rather, it entails having an environment where
the opinions of the employees are as valuable as those of the decision-
makers. But for us SMEs, the business owner is the ultimate decision-

maker.” (Gazi, Manager, 37)

Another participant, Erol, provided a similar example of employee empowerment. In
this example, however, Erol emphasises the opinion that corporate branding is a
process. It begins with the brainstorming technique, which assists the employees in
making decisions. After finding the most suitable and feasible decision, the

owner/manager of the company takes the risk by implementing that decision.
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‘Corporate branding means that the works in every area of the company,
from the top management to the bottom, are driven and developed by co-
decisions with all employees. All employees give their opinions and the
best, most feasible opinion is chosen in the form of a common decision.
Finally, it is the owner who takes the risk and provides capital for the chosen

idea.” (Erol, 40, Co-partner)

Next section will discuss the findings on entrepreneurial branding to provide insights

to understand their existing SMEs’” marketing and brandig activities.

5.2.2 Entrepreneurial Branding
The participants in the interview agreed on the importance of the owner’s/manager’s
personality on the decision-making process. . The owner and/or manager of SMEs are the
key decision-makers for their companies and responsible for most company activities.
Their personality and bevioural characteristics have a strong influence on their decisions
(Burns, 2010). In this respect, the managers emphasised that the customers usually prefer
their company because of their personal relationships with them. The managers/owners,
therefore, were directly related to the brand of their company itself. In agreement with the
literature, SME owners/managers usually use self-branding in order to become better
known in the market. Therefore, it is difficult to distinguish between entrepreneurial and
corporate branding (Resnick, Simpson and Lourenco, 2015). Many owners/managers
mentioned that their personality traits have unconsciously integrated with the culture of
their company. Carson and Gilmore (2000) claimed that SMEs’ marketing competency
is directly related to the owner’s/manager’s marketing skills. With respect to this belief,
customers prefer working with a person instead of a company when doing business. This

conception is related in the following interviews:

‘I am the only one who is responsible for everything here. Employees start
and leave the job. This is not important. However, if | left, this company
would collapse. I, Ms Nuran, must be here all the time. Since everything
is bound up with me, I cannot expand the business because of my health
issues... self-confidence is the other component of making a sale. | believe
self-confidence is half of my success. If | say | am going to do this, | will
definitely do it.” (Nuran, 43, Manager)
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“When customers look for a company, they look at the business volume of
the company... They say to themselves, ’"He can overcome this work’ and
come to us. Even though some find it to be too much, we carry thirty
thousand loads. Many of my competitors cannot do this.” (Cemal, 38,

Owner)

Corporate branding provides a sense of trust and quality to the stakeholders of the
company (Balmer and Gray, 2003). SME owners/managers are the key decision-makers
in their organisations, therefore they have responsibility of all company activities. And
also, their personality traits affect their decision making process. For this reason it is
important to understand what personality traits and behavioural characteristics strongly
effect their decisions (Burns, 2010). According to the results of the interviews, the
managers believe that their customers define them as; self-confident, risk-takers,
trustworthy, proactive, thoughtful, brave, innovative, problem-solvers, caring, open to
new ideas, etc. A common theme which was discovered reveals that, when customers
perceive the manager/owner as trustworthy, they will likewise perceive the company as
being trustworthy as well. Thus, the perceived personality of the manager/owner is
identical to the customer’s perception regarding the company. Tuncay, who is the owner

of his business, suggested the following:

‘My customers are following me, they are not shopping because of the
company or product or company name. They trust my name. They believe
honesty and keeping words are important. | was a former marketer; thus,
my customers know me from my past. They followed me after | started

my own business.” (Tuncay, 46, Owner)

In another example, the manager emphasises how her personality affects the sales and
success of her company. Nuran believes that her self-confidence assists her in building
relations with her customers, which thereby increases her company’s sales volume,
additionally, Nuran advises that the customers trust her since she keeps her promises to

them.
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’...self-confidence is the other component of making a sale. | believe self-
confidence is half of the success. If | say | am going to do this, I will
definitely do it.” (Nuran, 43, Manager)

Customers play an important role in the manufacturing process. Each company shapes
its manufacturing characteristics based on the customers’ feedback. In line with the
literature, the managers aim to build a long-term relationship with their customers and

not only focus on their present relationship with them. (Sheilagh, 2016).

‘We are like a family with our customers; we are getting their opinions
while increasing our product range and creating new designs. Customers
play active roles, from the design of the product to after-sales
services.’(Ali, 48, Owner)

A long-term relationship is possible when the customers are satisfied. Therefore, SMEs
aim to keep their customers happy in order to do business with them in the future. As
reflected in the literature (Carson and Gilmore, 2000), managers are mostly very

flexible with meeting customers’ needs or solving the problems which they are facing.

‘We guide the customer to contact us by phone if they have a problem;
otherwise, we send our services out to them at once. Seeing as we sell our

products throughout Turkey, we are expected to provide services throughout
the company’ (Faruk, 38, Manager)

The findings on SMEs’ entrepreneurial branding is discussed in this section. Next
section will discuss conventional marketing mix perception in SMEs based on the
findings of this research.

5.2.3 Product Branding
The emphasis of branding in SMEs is being placed on the product or service (Spence
and Essoussi, 2010). For this reason, the product/service is a vital part of the SMES’

branding activities. The importance of offering a distinctive product/service, or any
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other marketing mix element, is that of helping SMEs to achieve distinctiveness (Wong
and Merrilees, 2005, p. 157). Born-global SMEs distinguish themselves especially by
offering product innovation (Knight, 1997) as they are unable to implement marketing
and branding activities because of their limited resources. SMEs try to achieve

differentiation via their product quality, distribution, price, or location.

Product/service differentiation and quality are two of the most important competitive
advantages of SMEs. In line with the literature, the participants emphasised that,
overall, product quality has a strong influence on corporate identity and corporate brand
image. Furthermore, the physical product of the company is an important indicator of
the relationship between the company and its customers (Ind, 1997). Along the same
vein, the SME managers/owners stated that not only should the product or service of a
company be unique, but also that each customer should be unique for the company.
Therefore, every single customer deserves to be offered with a distinctive product or

service.

‘We define ourselves as unique and differentiated. Because our market is
very niche, our stakeholders know our company as being unique and
different’ (Kenan, 26, Owner).

Thus, the managers/owners of SMEs evaluate their distinctive product or service design
as providing them with a competitive advantage. They are happy to produce unique
outputs which help them to increase their growth in the market.

“The major difference between us and our competitors is our designs. As
you see here (he demonstrates the showroom of the company), all the
furniture in there have been drawn and manufactured by the employees of
Yilmaz Furniture ... We are like a family with our customers; we receive
their opinions while increasing our product range and creating new designs.
Our customers play active roles, from the design of the product to the after-
sales service. As a result of working long-term with the same customers, we

have mutual trust with each other.” (Ali, 48, Owner)
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Along the same line, SMEs have a close relationship with their customers, by enabling
them to quickly respond to the needs of the market. There are niches in the market. This
approach helps SMEs to develop innovative and creative ideas. As one of the

interviewees emphasised:

“This is a business which was developed by two managers’ mutual ideas.
Two neighbours that worked in the bathroom boiler and tea boiler
businesses in Samsun in the past decided to integrate bathroom and tea
boilers by making an innovation to satisfy their own personal needs. They
were satisfied with their product, and when they started receiving requests,

they were able to expand their business’ (Gazi, 37, Manager)

Nevertheless, as SMEs have their own financial constraints, they cannot produce
standardised outputs. It is known that manufacturing standardised outputs requires the
use of warehouses. In this stance, their constraints help SMEs to gain a competitive
advantage by raising the need for finding an alternative way of meeting customers’

desires.

‘We maintain high-quality standards and find solutions for our customers’
needs quickly ... In order to maintain the quality of our machines, we do
not work with other suppliers. Generally, we have a warehousing problem.

Thus, we cannot keep up with customer demand.” (Faruk, 38, Manager)

The findings on SMEs’ perception and implementation regarding to marketing mix
elements (product branding) are discussed in this section. Next section will discuss how
managers/owners define and understand corporate brand image based on the findings of

this research.

5.2.4 Corporate Brand Image

In this research, corporate brand image is the general idea of how customers perceive a
company (Davies and Chun, 2002). Based on the comment of a participant, it appears
that the customers define a company according to their interactions with it; this includes
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their communications with, as well as their impressions, feelings, beliefs and
knowledge about the company. For instance, the owners/managers want their customers
to define for them the identity they want them to have, such as flexible, friendly, honest,
innovative, planned, proactive, problem-solving, sincere, supportive, trustworthy, and

unique.

‘Because it is not important to make a sale, it is important to satisfy
customers. After the work began, the customer could ask for changes to be
made. We carried out those changes according to their demands. If

customers leave us satisfied, they will come back again.” (Davut, 31, Owner)

“The word “sincerity’ is what we believe and what we want to hear from our

customers when describing us.” (Nuran, 43, Manager)

Trust between the two parties (the company and the customer) was highly emphasised
by most of the participants. They believe that long-term relations are only possible

when both sides trust each other. For example;

‘Our customers believe in our name. My partner and | are known as
trustworthy, and we always prefer quality. Our employees know us from

before we started this business.” (Sinan, 48, Co-partner)

On the other hand, as SMEs serve a fulfilling niche market, owners/managers believe
that technology is a strong advantage. For example, it is easier to purchase advanced
technological machines from an SME rather than from a big company. Some
participants believe that technology helps them bring innovations to the market and
satisfy their customers. Consequently, this provides them with a strong image in the

market.

“Technological competency is our strength. We follow the technological
developments related to our work, which thereby helps us to decrease the
time customers spend in our company and, in turn, increases their

satisfaction.” (Mustafa, 38, Owner)
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The findings on how SME managers/owners define and understand corporate brand
image is discussed in this section. Next section will discuss how they define the

company performance indicators based on the findings of this research.

5.25 Company Performance

Company performance has been presented with financial indicators, such as profit,
market share, and growth rate. The financial indicators, however, display only the past
performance of the company, while SMEs focus on a long-term relationship and not on
their financial performance. Even though financial performance was often brought to
the attention of the participants, they mostly emphasised customer satisfaction and
loyalty. For the participants, trust is more important than the financial growth of their
company. They believe that satisfied and loyal customers will help them to enhance the
financial performance of their company in the future. The participants explain what the
success of their company means to them. Therefore, they aim to maintain their relations

with their customers in the future. An example of the above statement is the following:

‘Sometimes, even though we know we will incur a loss, we accept the
work; the aim of doing this that of improving relations with our customers
and gaining their trust for future works. It seems that we have not been
successful in doing this, but we are confident that we will gain their trust

in the long term.” (Cemal, 38, Owner)

In the following example, the co-partner of a company, Erol, compares the company’s
success to the brand building process. He believes that, when a new company is
established, it will grow and make a profit in time. His definition of success, however,
is not based on financial indicators. Erol is more of his attention on non-financial

success, like brand building and his company’s long term survival in the market.

“You take a risk in business. Say you lose money and your business does
not work. Management cannot be conducted only by looking at the profit-
loss balance. You cannot always make a profit. Sometimes it is a strength
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to build mutual trust, too. Today, | can take a 1.5 million TL risk and start a
business because | am confident in myself. When you start a business, the
business grows automatically; growth or profit is not important. What is
important is gaining different aspects. Now, my success is the brand value I

have created.” (Erol, 40, Co-partner)

A close relationship between the company and its customers shapes the SME
owners’/managers’ understanding of success. For SMEs, having a favourable image
and satisfied and loyal customers are more important than the financial growth of their

businesses.

‘Sales volume is not a criterion for success if customers are not loyal. If
customers find a product which is 1 TL cheaper, they will buy it. If our
customers, employees, and suppliers all say that we are honest and sincere,

that, itself, means we are successful.” (Nuran, 43, Manager)

Another participant, Mustafa, provided a similar answer;

‘Human health comes first compared to doing business. Thus, we do not
define success with financial outcomes. Success means doing honest
business which engenders customer loyalty and technological adaptability.’
(Mustafa, 38, Owner)

According to the following example, even though SMEs mostly focus on a non-
financial performance, they are still required to survive and perform their legal
obligations. Therefore, it is important that they be able to pay their taxes.

‘Success is on-time delivery, customers’ satisfaction, and paying one’s taxes

on time.” (Osman, 26, Owner)

The qualitative analysis was performed based on the themes developed from the
literature review presented in Chapter 2. According to the interviews’ findings, Table

5.1 demonstrates a summary of the related themes of the study.
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Table 5.1: Summary of Qualitative Findings

Themes

Sub-Themes

Codes

Corporate
Branding Concept

Multi-stakeholder
focus

Working with both internal and external
stakeholders.
Targeting all stakeholders and products and the

brand of the organisation.

Creation of value

Value for everyone

Two-way
communication

Customers
Employees (delegation of employees)
Other stakeholders

Long-term Past, present and future relationships
relationship

Having a | More sense of trust and quality to the company’s
favourable and | stakeholders. The participants want their
unique image customers to define themselves with the identity

they want to have, such as: being flexible,
friendly, honest, innovative, planned, proactive,
problem-solvers, sincere, supportive,
trustworthy, and unique.

Entrepreneurial
Branding

The personality of
the owner/manager

Being self-confident, the ability to take risks,
trustworthy, proactive, thoughtful, brave,
innovative, a problem-solver, caring, open to
new ideas, and friendly

The personality traits and the behavioural
characteristics of the owner/manager have a
strong influence on their decisions

One-decision maker

No separate departments
One person is responsible for everything in the
company.

One-image

SME
the

Difficulty to distinguish
owner’s/manager’s  personality
corporate brand of the company

from

Product/Service

Product/Service

Distinctive product/service

Branding Customisation
High-quality
Innovation
Price, Place, | Respond to customers’ needs in the short term
Promotion
Success Financial Growth
Increase in Sales
Paying taxes
Non-Financial The satisfaction of customers and having loyal

customers
Long-term
stakeholders
A non-financial performance is more important
for a company’s financial performance in the
long term

and trustful relationship with
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Themes

Sub-Themes

Codes

Barriers to
Corporate
Branding

Preconception

There is a misconception between the SMEs that
corporate branding only applies to big companies
Lack of resources, such as time, money, and
human expertise

Company goals

Aim to survive in the market instead of having a
long-term branding strategy

Emerging Market-
related Issues

Political issues frustrate the owners/managers
from taking action

The fluctuation of the exchange rate
Uncertainty

In summary, when a construct and its items are used in a different research setting,

through attention is required to assess their applicability and equivalency. This is

because they might have a different meaning in different research settings (Shimp and

Sharma, 1987). Therefore, it is necessary to check the relevance of their definition and

re-evaluate the operationalisation of the existing construct and its items when they need

to be used in a different context (Craig and Douglas, 2005). The qualitative data aims

to acquire more information to provide a better understanding of the concepts, as well

as to disclose any additional measurements which may be required in order to develop

a better questionnaire than those which already exist in the literature. The items

developed from the interviews, however, are in alignment with the existing literature.

Thus, the existing items have been used to conduct pilot study.

Table 5.2: The Items of Constructs

Constructs

Entrepreneurial Branding
e The top manager spends time reflecting on things ~ (Chollet et

Openness to
Experience

Conscientiousness

Items References

e The top manager has an excellent idea al.,  2016;
o The top manager is curious about learning new Nadkarni
things and
e The top manager has a vivid imagination Herrman,
e The top manager has difficulty understanding 2010;  Mc
Crae and

abstract ideas (R)

Costa, 1987)

The top manager is pretty good about pacing

himself/herself so as to get things done on time
e The top manager gets chores done right away
e The top manager pay attention to details
e The top manager likes to order
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Emotional
Stability

Extraversion

Agreeableness

Product Branding
Price

Product
(Perceived

Quality)

Place

Promotion

The top manager often forgets to put things back in
their proper place (R)

The top manager is usually calm and relaxed most
of the time

The top manager is usually objective

The top manager usually feels comfortable

Top manager stress out easily (R)

The top manager likes to have a lot of people
around me.

The top manager likes to talk with a lot of different
people

The top manager usually starts conversations

A top manager is a dominant person in a group.
The top manager does not like to draw attention to
myself (R)

The top manager is interested in people.

The top manager usually takes time out for others
The top manager usually sympathise with others'
feelings

The top manager usually makes people feel at ease
The top manager is open to other suggestions.

Top manager/I feel concern for others (R )

The price of the company’s offer is high

The price of the company offer is low(R)

The product company offer is expensive.

The likely quality of company’s products is
extremely high.

The likelihood that a company’s product would be
functional is very high.

The likelihood that a company’s product is reliable
is very high.

The stores where | can buy the company’s
products carry products high quality.

The stores where | can buy the company’s product
would be of high quality.

The stores where | can buy the company’s p
product have a well-known brand.

The company’s product is intensively advertised.
The ad campaigns for the company’s product seem
very expensive, compared to campaigns for
competing brands

The ads campaigns for the company’s products are
seen frequently.

Corporate Brand Image

Agreeableness,
Enterprise

Friendly e Trendy e Reliable
Supportive e Young e Ambitious

(Yoo et
2000)

(Davies
al., 2004)

al.,

et
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Competence e Agreeable e Innovative e Achievement
Chic e Honest e Daring Oriented
Ruthlessness e Sincere e Technical

e  Trustworthy

e Stylish e Aggressive

e Elegant e Selfish

e Prestigious e Controlling

o Elitist e Arrogant

Customer Satisfaction
o Please indicate your overall satisfaction with this (Andresean

company and Best,
e | would recommend this company to a friend or 1977; Davies
colleague. and  Chun,
e | am pleased to be associated with this company 2002; Oliver,
e | feel an affinity with this company. 1980, 1997,
Wolfinger
and Gilly,
2003)
Customer Loyalty Intention
e | encourage friends and relatives to do business (Zeithaml et
with this company al., 1996)
e | say positive things about Company X to other
people.

¢ | will do more business with this company in the
next few years.

e | would recommend this company to someone who
seeks my advice.

e | consider this company my first choice to buy the
product/service.

5.3 Quantitative Data Analysis

The quantitative analysis starts with preliminary data analysis and demographic profile
of participants. Thereafter, descriptive statistics are presented. First, reliability
assessment is checked and exploratory factor analysis is conducted. The chapter
continues with structural equation modelling (SEM) with its two phases; confirmatory

factor analysis (CFA) and testing the structural model.

5.3.1 Preliminary Data Analysis
This section displays the preliminary data analysis from the main data set. This step is
needed to conduct future multivariate analysis, as it is a way to see if there is any

potential violation of assumptions to apply multivariate techniques (Hair et al., 2010).
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The following subsections under preliminary data analysis section are; missing value,

outliers, normality, a test of linearity and homoscedasticity and test of multicollinearity.

5.3.1.1 Missing Value

Analysis of quantitative data begins with data entry and screening. IBM SPSS 23 was
used to data entry and data screening in this research. Data screening is needed to ensure
to have error-free data. For both pilot study and main data collection data screening was
done in two steps: a) checking if there is an error and b) determining and correcting

errors.

Solving the missing value problem is essential to do data analysis in SEM (Hair et al.,
2010). Usually, missing data occurs during the data collection or data entry process
(Hair et al., 2003). There are different methods to deal with a missing value such as;
listwise or pairwise deletion, conditional mean imputation (regression imputation),
unconditional mean imputation (MI), maximum likelihood (EM algorithm) and
multiple imputations (Little et al., 2000). Listwise or pairwise deletion is used when the
number of incomplete cases is not small, but they reduce the sample size considerably.
This study did not find any missing values, because incomplete and unsatisfactory data
was disregarded during the data entry process.

5.3.1.2 Outliers

Outliers refer to the data that represent different characteristics from all others in a
specific data-set (Hair et al., 2010). Outliers represent extreme values (very low or very
high), which may cause non-normal data and distorted statistics (Hair et al., 2010;
Tabachnick and Fidell, 2014). If the data sample exceeds the 80, a case is expected as
an outlier if the value of the standard score is not between [-3.3 and 3.0] indicates the
presence of outliers (Field. 2005). As this research has a large sample size (N=467),
outliers are expected (Tabachnick and Fidell, 2014), thus univariate detection method
was used to identify outliers in the data set. According to the standard scores, 41 cases
were identified as outliers, as the results were relatively different, which might cause
misinterpretation of the data. Therefore the data was reduced from 467 to 426. Table

5.3 presents the standard scores after eliminating outliers.
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Table 5.3: Standard Scores

N Minimum Maximum
Zscore: Openness to Experience 426 -2.17 .87
Zscore: Conscientiousness -1.94 .86
Zscore: Emotional Stability -2.49 .99
Zscore: Extroversion -1.95 .99
Zscore: Agreeableness -2.20 .94
Zscore: Price 426 -1.37 1.36
Zscore: Product -2.36 .84
Zscore: Promotion -2.37 .92
Zscore: Place -1.57 1.52
Zscore: Corporate Image 426 -1.96 .85
Zscore: Customer Satisfaction 426 -2.61 A7
Zscore: Customer Loyalty 426 -2.81 15

5.3.1.3

Normality

To confirm whether the data is normally distributed or not, descriptive statistics were

conducted. Skewness and Kurtosis tests were conducted to test normality (Kline, 2011).

According to these test; if skewness and kurtosis are zero, data represent perfect

normality distribution (Tabachnick and Fidell, 2014). The most acceptable ranges are

+ 2.58 for both skewness and kurtosis (Hair et al., 2010). Skewness represents the

information about the symmetry of distribution, while Kurtosis represents whether the

distribution is too peaked or too flat. In Table 5.4, the values of Skewness and Kurtosis

are all in an acceptable limit.
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Table 5.4: The Skewness and Kurtosis Scores

Variables N Mean Median Skewness Kurtosis
Openness to 426 4.36 4.40 -1.010 0.585
Experience

Conscientiousness 426 4.42 4.60 -0.758 0.107
Emotional Stability 426 4.12 4.25 -0.771 0.385
Extroversion 426 4.21 4.20 -0.556 -0.249
Agreeableness 426 4.30 4.33 -0.712 0.146
Price 426 3.00 3.00 -0.111 -1.349
Product 426 4.42 4.66 -0.834 -0.66
Promotion 426 4.21 4.33 -0.811 -0.30
Place 426 3.07 3.00 -0.207 -0.909
Corporate 426 4.38 4.44 -0.631 0.102
Brandimage

Customer Satisfaction 426 4.56 5.00 -0.800 -0.453
Customer Loyalty 426 4.52 4.80 -0.930 0.023

5.3.1.4 Test of Linearity and Homoscedasticity

Test of linearity and homoscedasticity between independent and dependent variable is
another essential assumption in multivariate analysis (Tabachnik and Fidell, 2014).
Linearity occurs if the residuals have a straight-line correlation between two variables.
There are various techniques related to correlation measures association such as;
multiple regression, logistic regression, factor analysis and structural equation
modelling (Hair et al., 2014). Linearity may be calculated with analysis of Pearson
correlation (Field (2009). If the independent variables are strongly correlated, for
example, r > 0.9, then linearity issues occur (Hair et al., 2014). In Table 5.5, the result

of Pearson’s correlation test presents that data has no collinearity issues.
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Table 5.5: Pearson’s Correlation Test of the Independent Variables

Correlations

1 2 3 4 5
Pearson Correlation 1
Openness to ExperienceSig. (2-tailed)
N 426
Pearson Correlation 608" 1
Conscientiousness Sig. (2-tailed) .000
N 426 426
Pearson Correlation 3547 3577 1
Emotional Stability Sig. (2-tailed) .000 .000
N 426 426 426
Pearson Correlation 3957 4337 3877 1
Extroversion Sig. (2-tailed) .000 .000 .000
N 426 426 426 426
Pearson Correlation 4827 4767 4387 5207 1
Agreeableness Sig. (2-tailed) .000 .000 .000 .000
N 426 426 426 426 426

**_Correlation is significant at the 0.01 level (2-tailed).

5.3.2 Demographic Profile

This section demonstrates the descriptive statistics for survey constructs. The

quantitative data was collected from 467 SME’s customers in Turkey between the

periods of Jan 2018 to March 2018. During the exporting data from hard copy survey

to the digital environment 180 questionnaires were excluded because of two reasons;

incomplete or inconsistent answers. Therefore, this research analyses the 467 number

of a questionnaire for further analysis. Because the data is analysed in SEM, a larger

number of sample required for analysing the proposed model (Comrey and Lee, 1992;

Hair et al., 2010). The demographics detailed of the survey respondents are presented

below in Table 5.6.
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Table 5.6: Demographic Profile of Respondents

Profile Frequency  Percentage
(%)
Gender Male 196 46.0
Female 230 54.0
Total 426 100.0
Age 16-24 years old 108 25.4
25-34 130 30.5
35-44 97 22.8
45-54 62 14.6
55-64 16 3.8
65 years old and above 13 3.1
Total 426 100.0
Marital Status Married 270 63.4
Single 156 36.6
Total 426 100.0
Education Level Secondary/High School 246 57.7
Two Years College 55 12.9
Bachelor 88 20.7
Master’s 24 5.6
PhD 9 2.1
Others 4 0.9
Total 426 100.0
Occupation Professional 74 17.4
Management/Managerial 16 3.8
Sales 29 6.8
Skilled Worker 53 12.4
Self-Employed 41 9.6
Retired 25 59
Unemployed 6 1.4
Student 99 23.2
Housewife 79 18.5
Others 4 0.9
Total 426 100.0
Monthly No Income 150 35
Income 1-900TL 30 7.0
1000 - 2000 TL 74 17.4
2100 -3000 TL 55 12.9
3100 -4000 TL 50 11.7
4100 - 5000 TL 28 6.6
Above 5000 TL 39 9.2
Total 426 100.0
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Table 5.6 shows that 54.0% of respondents are female and the remaining 46.0% is male.
Most of the respondents, 30.5% are from the “25-34 years old” age group, then 25.4%
from “16-24 years old” age group and the lowest respondents are from “65 years old
and above” with 3.1%. The marital status of respondents is presented in Table 5.6. The
results show that the majority of the respondents are “married” (63.4%) and then
“single” (36.6%). In terms of education level, most respondents are from
“Secondary/High School” group (57.7%). Further, 20.7% of the respondents were at
the “Bachelor” group followed by 12.9 % at “Two Years College” and then 5.6 % at

“Master’s”.

According to the results shown in Table 5.6, the majority of the respondent’s
occupations are “Student” with 23.2%; followed by “Housewife” with 18.5%; and
“Professionals with 17.4%. Thus, “no income” (35.2%) is comprised of the majority in
monthly income. Then “1000-2000 TL” is 17.4%, followed by “2100-3000 TL” with
12.9%.

5.3.3 Descriptive Statistics

All measures used in this research were carried out by a five-point Likert scale, ranging
from strongly disagree (1) to strongly agree (5). The mean score for all variables are as
follows; personality factors are between 3.85 to 4.42, product branding is between 2.95
to 3.13, corporate image is between 3.98 to 4.53, customer satisfaction is between 4.51
to 4.57, and customer loyalty is between 4.49 to 4.53. The use of mean score was found
appropriate in this research, as the sample size is large and outliers were excluded.
Besides, the mean value is the most commonly used measure of central tendency to
explore statistical relationships (Saunders et al., 2012). A summary of means and

standard deviations for all measurements are presented in Table 5.7.
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Table 5.7: Descriptive Statistics of Survey Measurements

Variable Measures Mean Std. Deviation
EPF12 4.27 710
Openness to EPF13 4.28 .762
Experience EPF14 4.47 707
EPF15 4.35 731
EPF16000 4.42 .817
EPF17 4.35 .641
EPF18 4.33 .683
Conscientiousness EPF19 4.45 .639
EPF20 4.54 .610
EPF21000 4.47 .809
EPF22 4.23 .853
. . EPF23 3.99 .906
Emotional Stability EPE24 402 ‘848
EPF25000 4.24 .924
EPF26 4.36 .675
EPF27 4.46 .665
Extroversion EPF28 4.30 .762
EPF29 4.06 .847
EPF30000 3.90 974
EPF31 4.42 .643
EPF32 4.29 751
Agreeableness EPF33 4.34 724
EPF34 4.40 .687
EPF35 4.44 .698
EPF36 3.91 .918
PB1 2.99 1.491
Price PB2000 3.04 1.471
PB3 3.00 1.463
PB4 4.32 731
Product PB5 4.45 .661
PB6 4.50 .641
PB7 4.20 .867
Promotion PB8 4.29 .799
PB9 4.15 .906
PB10 3.16 1.300
Place PB11 2.97 1.290
PB12 3.08 1.283
cll 4.45 .653
Cl2 4.44 .623
CI3 4.54 .590
Cl4 4.56 .653
Cl5 4.54 .629
Cl6 451 .622
Corporate Image g:; jig ggg
Cl9 3.99 1.070
Cl10 4.17 .854
Cl11 4.24 .837
Cl12 4.27 .808
Cl13 4.48 .683
Cl14 4.40 J17
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ClI15 4.29 812

Cl16 4.32 JT7
Cl17 4.38 .764
Cl18 4.30 .781
Cl19 1.84 1.128
Cl20 1.69 1.020
Cl21 2.36 1.250
Cl22 1.64 1.003
Cs1 4.54 .602
Customer CS2 4.55 .589
Satisfaction CS3 4.59 .556
CS4 4.58 .582
CL1 4,53 .633
Customer CL2 4.56 .596
Loyalty CL3 4.55 .631
CL4 4.54 .639
CL5 4.45 757

5.3.4 Reliability Assessment

Reliability is the consistency of a measure of a concept (Bryman and Bell, 2011). There
is three important way to evaluate whether a measurement is reliable or not, such as;
stability, inter-observer consistency and internal reliability. Stability is the way to
understand if a measure is still reliable over time. It is important for researches to see,
getting similar results with the same measures at two different points in time (Bryman
and Bell, 2010). Inter-observer consistency is a subjective judgement which occurs
when different observers cause the lack of inconsistency in their decision. Internal
reliability refers to the multiple indicators which are consistent and related to each
other’s (Bryman and Bell, 2011).

In line with several studies (Churchill, 1979; Melewar, 2001), this study adopted
internal reliability because it has multiple item measures where internal consistency is
important. Cronbach’s alpha is the most commonly used internal reliability of multiple
indicators construct when factor analysis is used (Hair et al., 2014; Bryman and Bell,
2011). According to Melewar (2001, p.39), “A low coefficient alpha indicates the
sample of items perform poorly in capturing the construct”. Generally, as a rule of
thumb, if the value of Cronbach’s alpha <0.90 has excellent reliability, 0.70-0.90 has
high reliability, 0.50-.70 has moderate reliability, and <0.50 has low reliability (Hinton
et al., 2004).
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However, Nunnally and Bernstein (1994) claimed that Cronbach’s Alpha value is very
sensitive to the items number in a construct. For instance, Cronbach Alpha value might
increase when the number of items for a construct increases, as there is the same degree
of inter-correlation (Nunnally and Bernstein, 1994). For this reason, Cronbach’s Alpha
value of 0.60 (Hair et al., 2014) or 0.50 (Nunnally and Bernstein, 1994) is acceptable.

Table 5.8 presents Cronbach’s Alpha values for all constructs. The results show that all
constructs except Emotional Stability (0.692) have high reliability with a value greater
than 0.70. As Nunnally and Berstein (1994) stated that Cronbach’s Alpha value might
be low when the number of items is small, this low value might affect negatively the
validity of measurements. But measurement error does not end up in attenuated
correlations between variables, thus the construct “Emotional Stability” kept in the

study.

Table 5.8: Reliability Assessment

Construct Items Cronbach’s Type
Alpha

Openness to Experience 5 0.807 High Reliability

Conscientiousness 5 0.749 High Reliability
Emotional Stability 4 0.692 Moderate Reliability

Extraversion 5 0.751 High Reliability

Agreeableness 6 0.822 High Reliability
Price 3 0.920 Excellent Reliability

Product 3 0.853 High Reliability

Place 3 0.891 High Reliability
Promotion 3 0.957 Excellent Reliability

Corporate Image 18 0.900 High Reliability
Customer Satisfaction 4 0.924 Excellent Reliability
Customer Loyalty 5 0.915 Excellent Reliability

5.3.4.1 KMO and Bartlett’s Test of Sphericity

KMO and Bartlett’s test is an essential step for researchers to see if data is appropriate
to Confirmatory factor analysis or not (Hinton et al., 2014). While the KMO test
evaluates the sampling adequacy to correlate, Bartlett’s test of sphericity is conducted
to confirm the relationship between variables used in the research (Hair et al., 2010).
According to Hilton et al., (2014), KMO results should be between 0.5 to 1.0. While

164



the value close to 1.0 is considered as excellent if it is less than 0.5, which means the
factor analysis is not applicable to this data (Kaiser, 1974). In terms of Bartlett’s test of
sphericity, if the p-value is less than 0.05, it means conducting factor analysis is
applicable to this data (Hair et al., 2010).

Table 5.9 presents the result of KMO and Bartlett’s test of sphericity for this research.
As results provide the required values, it is applicable to conduct factor analysis with
this data.

Table 5.9: KMO and Bartlett’s Test of Sphericity

Test Value
Kaiser-Meyer-Olkin Measure of Sampling
.899
Adequacy
Bartlett’s Test of Sphericity Approx. Chi- 19247 434
Square
df 2278
Sig. .000

5.3.5 Exploratory Factor Analysis

This study conducts exploratory factor analysis (EFA) before confirmatory factor
analysis. IBM SPSS 23 software is used to identify the fundamental number of
dimensions of the constructs and decrease the larger set of variables to the smaller data
set (Hair et al., 2010; Gerbing and Anderson, 1988). Besides, performing EFA for all
constructs showed if the scales have construct validity for this setting. In this research,
constructs’ measurement scales; entrepreneur personality, corporate brand image,
product branding, customer satisfaction and customer loyalty were adapted from

reliable scales from existing literature.

Exploratory Factor analysis was applied to test existing scales in a different context and
to extract factors. There are two methods to extract factors; Principal Factor Analysis
(PFA) and Principal Component Analysis (PCA). As EFA is used in this study to
minimize a large number of variables according to the total variance in the data set and
reduce the number of items into more meaningful and manageable set of variables,
principal component analysis is applied to decrease maximum variance from the dataset

for each component and to decrease the large amount of items to a smaller number
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(Tabachnick and Fidell, 2014). The other aspect which needs to be considered during
the EFA was factor rotation. There is two way of factor rotations; orthogonal
(uncorrelated) and oblique (correlated). Orthogonal rotation assumes underlying
constructs are independent (uncorrelated), thus it is easy to interpret and report compare
to the oblique rotation (Tabachnick and Fidell, 2014). This study applies orthogonal
factor rotation through using varimax rotation. VVarimax rotation is also used to check
unidimensionality among items when each variable is measured with multi-item
constructs. Varimax rotation is preferred when it is needed to minimize the number of
high loadings variables for each factor. Principal component analysis and varimax are

the most commonly used approached by researches (Malhotra and Birks, 2007).
The decision is made for retaining items on following rules;

e Items are deleted if factor loading is below 0.5

e Items are deleted if factor loading is on two or more factors.

e Factor deleted with less than two items.

e Single item factors are excluded from the standpoint of parsimony (Hair et al.,
2010).

e Nuisance items are deleted. Because they loaded on the factor they intended to
measure (Chen and Paulraj, 2004, p.129).

According to Exploratory Factor Analysis results Bartlett’s test of sphericity results
based on a chi-square transformation of the determinant of the correlation matrix is
significant (p<.000). The KMO measure of sampling adequacy was 0.863 which is
higher than 0.5, thus conducting factor analysis is applicable to this data (Hilton et al.,
2014). Three factors were identified for Entrepreneur Personality Factors. Items EPF
16, EPF17, EPF 18, EPF19, EPF 20, EPF 21, EPF25, EPF27, EPF30 were deleted, as
having factor loading less than 0.5, cross-loading or nuisance items issue. The items for
products branding dimensions; PB7, PB8, PB9 that were measuring Place were deleted,
as having the cross-loading issue. Therefore product branding is measured with three
dimensions; product quality, price and promotion. Corporate brand image has a cross-
loading issue, most of the items are loaded on agreeableness item, and therefore the
corporate brand image is measured with six items. For customer satisfaction, the factor

loading result, all items are >0.5, which is acceptable to continue analysis. Factor
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loading results show that item CL5 was deleted, as having the cross-loading issue.

Therefore, customer loyalty is measured with 4 items.

5.3.5.1 Internal Consistency Reliability Test
Following the EFA, the reliability test was conducted on the finalized factors
individually. Cronbach’s Coefficient Alpha was used to examine the reliability of
internal consistency items (Hair et al., 2010). The results presented in Table 5.10.
According to the results, all Cronbach’s alpha for all constructs is higher than the cut
threshold cut off point (>0.6) (Nunnally, 1967).

Table 5.10: Cronbach’s Coefficient Alpha for Each Construct

Constructs Dimensions Number of Items Cronbach’s
after EFA Alpha
Openness to Experience 4 0.797
Entrepreneur Emotional Stability 4 0.692
Personality Factors Agreeableness 5 0.831
Price 3 0.920
Product Brand Product 3 0.853
Promotion 3 0.957
Corporate Image 6 0.894
Customer Satisfaction 4 0.924
Customer Loyalty 4 0.909

5.3.6 Structural Equation Modelling

Structural Equation Modelling (SEM) has chosen for this study as it is discussed earlier.
Analysis of Moment Structures (AMOS) version 23 was used. SEM techniques have
two main phases; confirmatory factor analysis (CFA) and testing the structural model
(Hair et al., 2010). While the confirmatory factor analysis is used to confirm the
relationships between a set of measurement items and their related factors, the structural
model is used to confirm to the relationship between the factors as they are
hypothesized. The next sub-sections present the result of CFA and the structural model
of this study, respectively.
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5.3.6.1 Confirmatory Factor Analysis
Confirmatory factor analysis (CFA) was conducted through AMOS 23.0 to test the
measurement model. Hair et al., (2010) suggested two assessments to test the validity
of CFA, they are: Goodness of Fit Indices and Construct Validity. Therefore, this study
follows these two stages to conduct CFA.

5.3.6.1.1 The goodness of fit indices

The initial CFA has conducted 9 constructs with 36 items. Constructs which loaded
with their measures and analysed through CFA are; openness to experience (Openness),
emotional stability (Emotional), agreeableness (Agreeab), price (Pri), product
(ProductQ), promotion (Promo), corporate image (Corporatelmage), customer
satisfaction (Satisfaction), customer loyalty (Loyalty). According to Hair et al., (2010),
at least four tests of model fit should be checked to test CFA and structural model.
Seven goodness of fit indices were checked, they are; Chi-square (x2) to the degree of
freedom (Df), goodness of fit index (GFI), adjusted goodness of fit index (AGFI),
incremental fit index (IFI), Tucker-Lewis index (TLI), comparative fit index (CFI) and
root mean square error of approximation (RMSEA). Table 5.11 shows the goodness of

fit indices for initial CFA, and suggested criteria list (Hair et al., 2010).

Table 5.11: Goodness of Fit Indices for Initial CFA

Model Fit Indices Recommended Criteria Default Model

y2/df 1:3 2.002

GFI >0.90 .868

AGFI >0.80 .844

IFI >0.90 .943

TLI >0.90 .936

CFlI >0.90 .943
RMSEA <.80 .049

The results show that most of the goodness of fit indices were achieved with the initial
CFA. The model has a good fit. However, GFI (.868) is below the recommended
criteria. Thus there is a need for modification in the specification to improve model fit
(Hair et al., 2010; Byrne, 2001). The model fit might be enhanced by deleting some
measures or using correlating measurement errors (Anderson and Gerbing, 1988). Hair

et al., (2010) suggested checking modification indices and standard residuals.
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Standard residuals are the differences between the observed covariance or correlation

matrix. When a value exceeds the threshold 2.58, it should be concerned as problematic.

This study has improved the model fit by deleting some items. After removing the
problematic items, some constructs have only two or fewer items, therefore they are
deleted. After that, the final CFA had satisfactory goodness of fit indices. The result of
the final CFA is presented in table 5.12.

Table 5.12: Model Fit Indices

Model Fit Indices Recommended Criteria Default Model
x2/df 1:3 2.069
GFlI >0.90 .908
AGFI >0.80 .883
IFI >0.90 .959
TLI >0.90 .952
CFlI >0.90 .959
RMSEA <.80 .50

The final CFA results present a good fit for the measurement model. x2/df is between
the accepted level (2.069). The GFlI, IFI, TLI and CFI were all above threshold .90.
AGFI was .883 which is above the recommended level .80. RMSEA has also achieved
an acceptable fit with .50.
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Figure 5.1: Initial Confirmatory Factor Analysis (CFA)
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5.3.6.2 Construct Validity Assessment

Construct validity refers to if the scales and items accurately measure the aimed concept
or interest (Bryman and Bell, 2011). Convergent validity and discriminant validity are
widely accepted two subtypes of validity. Convergent validity refers to high proportion
variance in common between the indicators which measure the same construct (Hair et
al., 2010); simply it is the degree of relation between the measures. Convergent validity
is tested by factor loading, the critical ratio (t-value), composite reliability (CR) and
average variance extracted (AVE). As a rule, factor loading should be higher than 0.50
and critical ratios should be higher than 1.96 (Hair et al., 2010). Critical ratio (t-value)
is obtained by dividing the regression weight estimate by standard error (S.E.).
Composite reliability is used to measure the internal consistency, and it is a lower
acceptable level is 0.70 (Bagozzi and Yi, 1988). Average Variance Extracted represents
the overall amount of variance which is captured by a construct regarding the amount
of variance due to measurement error. As a rule of thumb, AVE value should be greater
than 0.50 and (Fornell and Larcker, 1981). Table 5.13 presents the items’ factor loading,

CR and AVE value for each variable.

Table 5.13: Convergent Validity

Constructs Items CR AVE
Opennes EPF13 0.790 0.557
EPF14
EPF15
Agreeab EPF31 0.833 0.501
EPF32
EPF33
EPF34
EPF35
ProductQ PB4 0.859 0.671
PB5
PB6
Corporatelmage Ci1 0.894 0.586
Cl2
CI3
Cl4
CI5
Cl6
Satisfaction CSs2 0.918 0.789
CS3
C34
Loyalty CL1 0.909 0.715
CL2
CL3
CL4
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Opposite to convergent validity, discriminant validity refers to “the degree to which
two conceptually similar concepts are distinct” (Hair et al., 2010, p.125). It might be
assessed by expecting each square roots of AVE as higher than the other correlation
coefficient. The discriminant validity results presented in Table 5.14, the square root of
AVE for each construct is greater than another correlation coefficient, and therefore

discriminant validity is significant for this study.

Table 5.14: Discriminant Validity

ProductQ Opennes  Agreeab  Loyalty Corporatelmage  Satisfaction
ProductQ 0.819

Opennes 0.477 0.746

Agreeab 0.495 0.589 0.708

Loyalty 0.399 0.240 0.479 0.846

Corporatelmage  0.498 0.343 0.538 0.477  0.765

Satisfaction 0.441 0.267 0.477 0.840 0.524 0.888

Note: Bold numbers are the square root of AVE for each construct.

5.3.6.3 Structural Model and Hypothesis Testing

After validating confirmatory factor analysis (CFA), the next stage is to test the
structural model to confirm the hypothesis. Before checking the hypothesis test, Hair et
al., (2010) suggest at least four tests of model fit indices for a good structural model.
Therefore, this study used seven goodness of fit indices; chi-square (y2) to the degree
of freedom (Df), goodness of fit index (GFI), adjusted goodness of fit index (AGFI),
incremental fit index (IFI), Tucker-Lewis index (TLI), comparative fit index (CFI) and
root mean square error of approximation (RMSEA). The recommended criteria for
them and the results for this study are presented in Table 5.15.

Table 5.15: Goodness of Fit for Structural Model

Model Fit Indices Recommended Criteria Default Model

y2/df 1:3 2.110

GFI >0.90 904

AGFI >(0.80 .882

IFI >0.90 .956

TLI >0.90 .950

CFI >0.90 .956
RMSEA <.80 .051
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The results show all goodness of fit indices were in the acceptable level for the
structural model. x2/df has an acceptable fit of 2.110 and between the recommended
level of (1:3). The GFI (.904), IFI (.956), TLI (.950), CFI (.956) and they are all greater
than the recommended criteria of > 0.90. Besides AGFI (.882) met the recommended

criteria of > 0.80. RMSEA shows a figure of 0.051 which is lower than acceptable level

of <.80.

Table 5.16: Hypothesis Testing

Hypotheses Estimate S.E. C.R. P-value Finding
Hla: Opennes — Corporatelmage -.042 .054 - 778 436 Not Supported
Hle: Agreeab — Corporatelmage .339 .059 5.757 Hx Supported
H2a: Opennes — ProductQ .263 .067 3.920 ekl Supported
H2e: Agreeab — ProductQ 325 .068 4.802 falehed Supported
H3a: ProductQ — Corporatelmage .259 .051 5.052 faleled Supported
Hd4a: ProductQ — Satisfaction 234 .053 4.405 flekal Supported
H5: Corporatelmage — Satisfaction 479 .067 7.112 falehed Supported
HG6: Satisfaction — Loyalty .857 .050 17.099 faleled Supported

Note: Estimate= Standard Regression Weights (Path Estimate), S.E. = Standard Error, C.R.= Ciritical

Ratio (t-value), P Value = Significance Value, ***= p<0.001.

The research hypotheses are tested with three criteria; path estimates, critical ratios (t-
values) and p values. A relationship is significant when the t-value is above 1.96 and p-
value is below 0.05. Table 5.16 presents the result of path estimates of eight hypotheses
in this study. According to the results, seven hypotheses are statistically significant as
the t-values are above 1.96 and the p values are below 0.05. And only one hypothesis

(H1a) is not significant.

Hypothesis (1a) is not supported; openness to experience was not found significantly
related to the corporate brand image. Moreover, agreeableness was found to have a
positive impact on the corporate brand image; therefore. Hypothesis (1e) is supported
(B=0.339, t value = 5.757, p< 0.05). The relationship between openness to experience
and product quality was found significant (B = 0.263,t value = 3.920, p< 0.05), thus
hypothesis (2a) is supported. Hypothesis (2¢) is supported, since Agreeableness was
found significantly related to product quality (p = 0.325, t value = 4.802, p< 0.05).
Product quality has a positive and significant relationship with the corporate brand
image, thus hypothesis (3a) is supported (B = 0.259, t value = 5.052, p< 0.05). Similarly,
hypothesis (4a) is supported, which shows a significant relationship between product
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quality and customer satisfaction. Corporate brand image had a significant relationship
with customer satisfaction, hypothesis (5) is supported (p = 0.479, t value = 7.112, p<
0.05). Finally, customer satisfaction has a positive and significant relationship with
customer satisfaction, therefore hypothesis (6) is supported (= 0.857, t value = 17.099,

p< 0.05). In summary, results show that all hypotheses except H3 are supported.

Figure 5.3 reveals the path coefficient for all eight relationships in the proposed
conceptual model. According to the results; openness to experience has a negative
relationship with a corporate brand image with a path coefficient of -0.04, hence Hla
is not supported. Agreeableness has a positive and significant impact on the corporate
brand image with a path coefficient of 0.34, thus it supports Hle. There is a positive
and significant relationship between openness to experience and product quality with a
path coefficient of 0.26 and thus it supports H2a. Agreeableness has a positive and
significant impact on product quality with a path coefficient of 0.33, thus it supports
H2e. Product quality has a significant and positive impact on the corporate brand image
with a path coefficient of 0.26, thus H3a is supported. Similarly, product quality has a
significant and positive impact on customer satisfaction with a path coefficient of 0.23,
thus H4a is supported. Corporate Brand Image has a significant and positive impact on
customer satisfaction with a path coefficient of 0.48, thus H5 is supported. Finally,
customer satisfaction has a significant and positive impact on customer loyalty with a
path coefficient of 0.86, hence it supports H6. Overall the path coefficient for all eight
relationships, except H1la, was supported.
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Figure 5.3: Structural Model

5.4 Summary

This chapter has presented the result of the first and second phases of data analysis for
this research with analysing qualitative and quantitative data. First, qualitative data was
analysed thematic analysis. The quantitative data analysis has started with a preliminary
examination of data. After checking missing value, outliers and normality, 426 in total
surveys were chosen to do the analysis. Then, using the completed surveys, the
demographic profile of respondents and descriptive statistics were presented. Then,
Structural Equation Modelling (SEM) was conducted in two stages; (1) confirmatory
factor analysis (CFA) and (2) the structural model (Hair et al., 2010).

CFA was validated in two stages: (1) Goodness of Fit Indices and (2) Construct Validity
(Hair et al., 2006). The results of the analysis which are above, present all goodness of

fit indices and construct validity took place in the recommended criteria level.
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Thereafter, the structural model and hypothesis testing were employed. Seven
hypotheses proposed in this study are supported, however, Hla is not supported.
According to the results; openness to experience has a negative relationship with a
corporate brand image, Hla is not supported. Agreeableness has a positive impact on
the corporate brand image, it supports Hle. There is a positive relationship between
openness to experience and product quality, H2a is supported. Agreeableness has a
positive impact on perceived product quality, H2e is supported. Perceived product
quality has a positive impact on the corporate brand image, H3a is supported. Similarly,
product quality has a positive impact on customer satisfaction, H4a is supported.
Corporate brand image has a positive impact on customer satisfaction, H5 is supported.
Finally, customer satisfaction has a positive impact on customer loyalty, H6 is
supported. Overall the path coefficient for all eight relationships, except Hla, was

supported.

The next chapter discusses the results inlight of related literature.
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CHAPTER 6 DISCUSSION and CONCLUSION

The aim of this research is to examine the influence of the SME owners’/managers’
personality on marketing mix and corporate brand image formation which affect the
customer satisfaction and loyalty. Consequently, the understanding of corporate
branding for SMEs and its effect on customer satisfaction and loyalty are examined

from the customer’s perspective.

Two data collection methods were performed in the research design; a semi-structured
interview and a main survey. This research draws on literature mainly in the areas of;
entrepreneurial branding, marketing mix, and corporate branding. The purpose of the
two methods is to identify the research domain, to develop a conceptual framework
and, then, validate it by means of hypotheses testing. The research instruments were
adopted from the existing literature (Churchill, 1979). In order to verify the quantitative
measurements in a different context, semi-structured interviews have been conducted
with SME owners/managers. This approach aims to operationalise the main concepts
of this research by understanding them in real-life. By means of this method, the
proposed hypotheses were adapted to the context of this research and the measures of
the research instruments were finalised and purified (Churchill, 1979). According to the
results of the interviews, the content and the wording of the gquestionnaire have been
revised in order to be clearer to the participants (Sieber, 1973). Finally, the quality of
research has been improved by interpreting the collected gquantitative data and by
drawing a conclusion based on those data (Sieber, 1973). The survey method, which is
a quantitative data collection method, was conducted in the main data collection process
of this research as a positivism postulate, testing the developed hypothesis with a large
sample (Carson et al., 2001). In general, surveys provide an opportunity for quickly

collecting large amounts of data with a reasonable cost (Van Riel, et al., 1998).

The general findings of this research provide a clear definition of the SMES’ corporate
branding. The personality factors have a positive impact on building a favourable
corporate brand image and making marketing mix decisions. Subsequently, favourable
corporate brand image and perceived product quality have a positive impact on

customer satisfaction and loyalty.
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This chapter presents the discussion and conclusion of this research which are presented
in four sections. The first section presents a summary of the research findings from
empirical studies that were presented in Chapter 5. Specifically, the first part discusses
the qualitative findings, the proposed hypothesis in the specific context and the overall
research questions. The second section examines the theoretical contributions of this
research and outlines the managerial contributions along with the discussion of the
previous empirical findings. The third section summarises the limitations of this
research and provides recommendations for a future research. Finally, the last section

concludes the research.

6.1 Discussion on the Qualitative Findings

The qualitative study was conducted in order to enhance the conceptual framework of
this research and to increase its validity (Robson, 1993). The qualitative study aims to
identify the variables of the Corporate Branding and to develop appropriate measures
of constructs for the Turkish SMEs (Rubin and Rubin, 1995). Therefore, semi-
structured interviews were conducted in order to gain a deeper insight into the following
topics of interest; corporate branding, owner’s/manager’s personality, marketing mix,
and performance indicators in Turkish SMEs and verify the quantitative instruments.
During the process of qualitative data collection, the barriers to corporate branding

emerged.

The semi-structured interviews were transcribed, and, then, thematic analysis was
performed. The constructs and items were finalised according to the insight that was
gained from the literature and qualitative findings. During the data analysis, the content
of each interview was analysed under the five separate themes that emerged from the

literature review;

e Corporate branding concept
e Entrepreneurial branding

e Product/Service branding

e Success

e Barriers to corporate branding in SMEs.
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In general, corporate branding is defined by scholars in various ways. According to
Balmer (2013), corporate branding is a promise given by an organisation to its internal
and external stakeholders. The fulfilment of this brand promise is of great importance
(Riley and de Chernatony, 2000). Corporate branding is also described as the
expression and identity of an organisation (Abratt and Kleyn, 2012) and as a tool which
assists the organisation in differentiating itself from its competitors (Olins, 1995). Urde
(2003) defined corporate branding in a more comprehensive way, as a combination of
the following core values; the organisation value, the brand value, and the customer

value. This section aims to answer research question 1.
RQ1: How Corporate Branding is defined at the SME level?

This research conceptualised the corporate branding in the SME context as; ‘the
creation of value for both internal and external stakeholders in the long-term with a

two-way communication’.

Several participants indicated that corporate branding requires a two-way
communication between the internal and external stakeholders of an organisation. It
was also indicated that the SME owners/managers are willing to assign responsibilities
to their employees and accept their suggestions and advice. Additionally, corporate
branding provides the employees with; a better working environment, motivation, and
internalisation of the corporate identity (Schultz and Hatch, 2008). In line with the
literature, the participants emphasised that assigning responsibility to the employees
enhances the trust between them which encourages the employees to retain and improve

their personal career development.

In consideration of the interview data, the most important stakeholder of an SME is the
customers. According to the interview participants, corporate brand image forms the
company’s corporate branding, thus, a favourable and unique brand image is of great
importance. Therefore, Turkish entrepreneurs currently aim to develop a positive
identity for their SMEs. Based on the customers’ perspective, SMEs must be;
trustworthy, qualitative, friendly, have problem solving skills etc. Consequently, a
positive corporate brand image differentiates the company from its competitors and
provides it with a competitive advantage in the market in the long term (Simdes, Dibb
and Fisk, 2005).
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As discussed in the literature review, SMEs usually use entrepreneurial branding (self-
branding). SMEs have a personal and unique brand that makes them known in the
market and differentiates them from their competitors. Since the owners/managers of
the SMEs are the ones who represent their respective companies (Fetscherin, 2015),
their personality is reflected on the corporate brand image of their companies. The
literature states that the owners’/managers’ image is affected by multiple factors such
as; their age, gender or level of education, and the prestige they have gained. On the
contrary, however, the findings of the interview reveal that the participants have a
different background. The participants agree, however, that the owners’/managers’
personality in conjunction with their relationship with their customers are the most
important factors which affect the image of their company. Specifically, the consumers

are not affected by the SME owners’/managers’ age, gender or level of education.

Furthermore, SMEs emphasise that the quality of their product or service is considered
as one of the most important marketing mix elements. Turkish SMES’ managers/owners
emphasise that offering a distinctive and innovative product or service allows them to
develop a corporate brand for their organisation. The customisation of a product or
service for each customer based on their needs assists in maintaining a long-term
relationship and builds trust between the company and the customers. On the other
hand, a number of interviewees indicated that the condition and environment of their
store has a positive influence on their corporate brand image. A store which is clean,
tidy, and helps the customers feel comfortable, in conjunction with the employees’ who
represent the company and meet with the customers, shape the corporate brand image

and the customers’ perception of the organisation.

Unlike large companies, SMEs focus on non-financial indicators such as; the customer
satisfaction and loyalty. In line with the literature, however, there is a misconception
between SMEs that corporate branding only applies to big companies since SMEs
present lack of resources such as; time, money and human expertise. SMEs mainly
focus on surviving in the market, instead of adopting long-term branding strategies. In
addition, it is believed that the lack of a stable political and economic environment
prevents SMEs from taking any action and, thus, they avoid taking risks. Furthermore,
the highly fluctuated exchange rate is considered discouraging for all companies

regardless of their size.
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In summary, a proposed conceptual model which addresses the corporate branding in
SME context and its effect on customer satisfaction and loyalty, is developed according
to the findings of the qualitative data and the previous literature which was presented
in Chapter 2. In regards to the development of a survey about corporate branding in
SMEs, this research examines the following factors; the personality of the
owners’/managers’ of the SMEs, the marketing mix and the corporate brand image as
a human identity within the Turkish SMEs. The next section discusses the results of the

quantitative analysis.

6.2 Discussion on the Quantitative Results

This research explores the influence of the owners’/managers’ personality on the
SMEs’ marketing mix elements and the corporate brand image, which affect the
customer satisfaction and loyalty. This section discusses the research hypothesis based
on the existing literature. Table 6.1 presents the research hypothesis that was tested to

identify the antecedents of corporate brand image and their consequences on SMEs.

The survey questions conducted in this research were purified by developing a
questionnaire for qualitative and quantitative assessment. Academics and practitioners
assisted insatisfying the content validity of the scale (De Vaus, 2013). Furthermore, the
statistical method of exploratory factor analysis (EFA) and Cronbach’s alpha reliability
test were conducted (Hair et al., 2010) in order to identify the number of dimensions
and components for each construct. During the factor analysis, items with factor
loadings of less than 0.5 or items that presented a cross-loading issue were removed.
Moreover, factors which contained less than two items were also deleted. According
to the results of the exploratory factor analysis, three main factors were identified for
the entrepreneur personality type; openness to experience, emotional stability, and
agreeableness. Accordingly, three essential factors were conceded for the marketing
mix design; price, product and promotion. Respectively, the elements of corporate
image, customer satisfaction and loyalty were defined by removing items with low

factor loading or cross-loading.

The initial CFA was conducted for 9 different constructs with a sample of 36 items.

Based on the analysis’ results, the constructs which were measured and analysed
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through CFA are the following; openness to experience (Openness), emotional stability
(Emotional), agreeableness (Agreeab), price (Pri), product (ProductQ), promotion
(Promo), corporate image (Corporatelmage), customer satisfaction (Satisfaction),
customer loyalty (Loyalty). According to Hair et al. (2010), the CFA and structural
models are generally evaluated based on the four fit indices. The seven goodness of fit
indices which were examined are; the Chi-square (y2) to the degree of freedom (Df),
the goodness of fit index (GFI), the adjusted goodness of fit index (AGFI), the
incremental fit index (IF1), the Tucker-Lewis index (TLI), the comparative fit index
(CFI), and the root mean square error of approximation (RMSEA). Table 6.10
demonstrates the goodness of fit indices for the initial CFA and provides a suggested
criteria list (Hair et al., 2010). The final CFA results present a positive fit for the
measurement model where y2/df is between the accepted level (2.069). The GFlI, IFlI,
TLI and CFI factors resulted above the threshold .90, AGFI was .883 which is fairly
above the recommended level .80, and, finally, RMSEA achieved an acceptable fit by

scoring a .50.

In summary, the usability of the scales was examined qualitatively in terms of their
applicability and relevance in a new research context. Accordingly, the scales were
examined with quantitative methods with regard to their factorial structure (Craig and
Douglas, 2005). Furthermore, the results of the quantitative analysis and the
confirmatory factor analysis which were operated on the main research data revealed
that six constructs were statistically significant for the SME context, whilst the
remaining constructs were dropped from the model in order to enhance the model fit.
Therefore, this paper analysed the results and hypotheses which were related to those
constructs. Table 6.1 demonstrates a summary of six hypotheses and their respective
path analysis results. As reflected on the table, one of the hypotheses, was statistically
insignificant and, thus, was rejected. Finally, the following section discusses in detail

the results related to each hypothesis.
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Table 6.1: Hypothesis Testing Results

Hypothesis Results

Hla The manager’s/owner’s personality with a high level of Rejected
openness to experience is positively related to the favourable
corporate brand image which is based upon the customers’
perception about the company.

Hle The manager’s/owner’s personality with a high level of  Accepted
agreeableness is positively related to corporate brand image
which is based upon the customers’ perception about the
company.

H2a The manager’s/owner’s personality with a high level of  Accepted
openness to experience is positively related to strength of
product branding elements.

H2e The manager’s/owner’s personality with a high level of  Accepted
agreeableness is positively related to strength of product
branding elements.

H3a The perceived product quality is positively related to the  Accepted
favourable corporate brand image which is based upon the
customers’ perception about the company.

H4a The perceived product quality is positively related to  Accepted
customer satisfaction.

H5 The corporate brand image which is based upon the  Accepted
customers’ perception about the company is positively related
to customer satisfaction.

H6  Customer satisfaction is positively related to customer  Accepted
loyalty.

Following sections will discuss the answers for research questions 2, 3 and 4.
RQ2: What are the antecedents of corporate brand image in the SME context?

RQ3: To what extent does the personality of the manager and/or owner, as well as the
perceived product or service quality, serve as an antecedent of SME corporate brand

image from the perspective of customers?

RQ4: To what extent do SME corporate brand image and perceived product or service
quality have an impact on customer loyalty through customer satisfaction in the SME

context?
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6.2.1 Entrepreneur Personality and Corporate Brand Image

It is worth noting that not all five personality dimensions appeared in the SME context,
since a different research context may result in different dimensions (Nadkarni and
Herrmann, 2010; Peterson et al., 2003). This section determines the hypothesised
constructs based on the entrepreneur personality and the corporate brand image.
Generally, this research proposed that the entrepreneur personality is positively related
to the SMEs’ corporate brand image (H1). Additionally, the empirical results of this
research support the direct positive impact of the managers’/owners’ agreeable

personality on the corporate brand image. Therefore, the hypothesis Hle is accepted.

Hypothesis Hla: The manager’s/owner’s personality with a high level of openness to
experience is positively related to corporate brand image which is based upon the
customers’ perception about the company.

Hypothesis Hle: The manager’s/owner’s personality with a high level of
agreeableness is positively related to corporate brand image which is based upon the

customers’ perception about the company.

According to Balmer (2016), the senior executives/managers of a company are the ones
who have the main authority of conducting corporate branding strategies in their
organisation, specifically, in SMEs where the owner/manager is the key decision-maker
(Centeno, Hartand Dinnie, 2013). Therefore, the personality traits of an owner/manager
have a strong influence on their decision-making process (Burns, 2010). Previous
empirical researches discovered that a high level of openness also has a positive impact
to the strategic flexibility of the company which affects its overall performance
accordingly (Nadkarni and Herrmann, 2010). Open individuals are perceived as more
thoughtful, imaginative and creative (McCrae and Costa, 1987). They are able to
comprehend feelings and perspectives and consistently seek for new opportunities
(Finkelstein and Hambrick, 1996). Therefore, this research proposed that the
managers/owners of SMEs who have the personality trait of openness to experience are
more likely to develop a positive corporate brand image and adapt their decisions to
their stakeholders' needs. The results of this research, however, indicate that the relation
between the openness personality trait and the corporate brand image is not important,
which is a fact the proposed hypothesis has rejected. This contradiction may compare
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the openness to experience to an innovative brand image (Giberson et al., 2009) and

might indicate that customers prefer a stable corporate brand image for SMEs.

On the other hand, the results present a similarity with previous researches conducted
on a different research context (Nadkarni and Herrmann, 2010; Chollet et al., 2016).
The second hypothesis is that the managers/owners of SMEs with an agreeable
personality are more related to a positive corporate brand image. The agreeableness
dimension can be observed to individuals who are; trustworthy, sympathetic,
cooperative, empathetic, thoughtful, kind and warm (McCrae and Costa, 1987; Bono
and Judge, 2004). In addition, an agreeable individual avoids conflict with others while
getting along with them (Graziano et al., 1996; Barrick et al., 2002). According to
previous researches, agreeable entrepreneurs tend to follow others instead of leading
them (Boudreau et al., 2001). Similarly, they tend to be easily affected by the opinions
of others during the decision-making process (Judge et al., 2009). Agreeable
entrepreneurs give great importance to the opinion of the company’s stakeholders
(Chollet et al., 2016). Therefore, they are more plausible to develop a favourable
corporate brand image, since this requires a strategic value and a bilateral relationship
with the stakeholders of the organisation (Balmer and Gray, 2003).

6.2.2 Entrepreneur Personality and Marketing Mix

The personality characteristics of the SMEs owners/managers have an important effect
on their marketing practices (Zontanos and Anderson, 2004), and a strong influence on
their decisions (Burns, 2010; Krake, 2005) and the success of their respective
companies (Martin, 2009). According to Merrilees and Frazer (2006), a successful
marketing capability arises from entrepreneur’s personality, their drive and ambition.
The main complication regarding SMEs’ marketing strategies is the lack of knowledge
on marketing and planning from the part of their entrepreneurs, even though they are
aware of the outcomes of positive marketing strategies (Martin, 2009). Moreover, it is
important for SMEs to maintain a close relationship with their stakeholders as this will
provide them with a vital advantage in the market (Zontanos and Anderson, 2004). The
SMEs’ managers’/owners’ personality characteristics are what makes them qualified
communicators and capable to understand and satisfy the needs of their customers.

Therefore, this research proposed that SMES’ managers’/owners’ personality is
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positively related to the company’s product branding (product, price, promotion and
place). The hypotheses H2a and H2e were accepted, since they are statistically
significant (p<0.05).

Hypothesis H2a: The manager’s/owner’s personality with a high level of openness to

experience is positively related to strength of product branding elements.

Hypothesis H2e: The manager’s/owner’s personality with a high level of

agreeableness is positively related to strength of product branding elements.

In the current research, not all marketing mix elements have applied on SMEs, since
only the perceived product quality dimensions are able to measure the product branding
in this new context. The empirical results of this research support the positive effect of
the open personality type on the product quality. Openness to experience is related to
openness to change, understanding and adapting to the changing environment or the
customers’ needs and demands (Spreitzer et al., 1997, Costa and McCrae, 1988). In
fact, previous researchers have claimed that successful entrepreneurs hold a close
relationship with their customers (Zontanos and Anderson, 2004) create products based
on their customers’ needs (Martin, 2009). Similarly, Morris et al. (2002) stated that the
entrepreneurs who are more innovative, pro-active, are more likely to seize
opportunities, take risks and develop strategies for their company’s success. Therefore,
SMEs might pay greater attention to differentiation, innovativeness and openness to

experience.

On the other side, this research suggested that the agreeable SME managers/owners
have a positive effect on the perceived product quality. An agreeable personality is
related to cooperativeness, empathy and thoughtfulness (McCrae and Costa, 1987;
Bono and Judge, 2004). Additionally, agreeableness affects the quality of collaboration.
Agreeable managers/owners do not focus only on their thoughts and choices, but also
consider their customer’s needs and suggestions (Nadkarni and Herrmann, 2010;
Chollet et al., 2016). Therefore, agreeable entrepreneurs tend to improve their product

quality or offer a more innovative product in the market than their competitors.
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6.2.3 Marketing Mix and Corporate Brand Image

SMEs marketing mix strategy mainly focuses on the product/service (Spence and
Essoussi, 2010). Therefore, product branding, which refers to the product/service
quality is considered as the way to success for an organisation (Zeithaml, 1988). As
SMEs have their own constraints, implementing marketing mix elements which have
perceived product/service quality, provides them with distinctiveness and competitive
advantage in the market (Wong and Merrilees, 2005; Knight, 1997).

The literature review in marketing research in the SME context has mainly emphasised
on the perceived product/service quality instead of focusing on all marketing mix
elements (Han and Ryu, 2007; Ryu, Lee and Kim, 2012). In the same vein, Aaker
(1994) considered that the perceived product/service quality has a positive impact on
the customer’s perception about the company. Therefore, this research proposed that
the marketing mix elements such as; product, price, promotion and place also have a
positive impact on the corporate brand image of the company. In the SME context,
however, only the perceived product/service quality is measured. The empirical results
of this research support the positive effect of the perceived product/service quality on
the corporate brand image. Consequently, the hypothesis H3 was accepted and was

considered as statistically significant (p<0.055).

Hypothesis H3: The perceived product quality is positively related to the favourable

corporate brand image which is based on the customer’s perception about the company.

The consumers primarily focus on the perceived product/service quality in order to
create a positive perception about the company. For instance, a high-quality
product/service improves the company’s corporate brand image (Han and Ryu, 2007;
Ryu, Lee and Kim, 2012; Helm, 2005 and Shamma and Hassan, 2009). Therefore, in
order to develop and improve their corporate brand, the companies must gain
considerable attention on their product/service quality. Finally, in line with previous
studies, the results of this research reflect the positive relationship between the
perceived product/service quality and the corporate brand image.
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6.2.4 Marketing Mix and Customer Satisfaction

The perceived product/service quality is defined as the consumer’s perception of the
overall quality or superiority of a product/service with respect to its intended purpose,
relative to alternatives.. Simply, perceived quality is the difference between the
expected and the perceived services (Parasuraman, Zeithaml and Berry, 1985). This
research proposed a fourth hypothesis that the perceived product/service quality has a
positive relation to customer satisfaction (H4). The factual results of this research
support this relationship in the SME context, therefore hypothesis H4 is accepted and

was considered as statistically significant (p<0.055).

Hypothesis H4: The perceived product quality is positively related to customer

satisfaction.

Customer satisfaction is distinctly possible when the customers receive a high-quality
product or service. Previous empirical studies have also considered that the perceived
quality of a product/service is positively related to the brand image of an organisation
which, in turn, will improve customer satisfaction and loyalty (Ryu, Lee and Kim, 2012;
Zeitham, 1988). Therefore, in line with various studies, the results of this research
reveal the positive relationship between the perceived product/service quality and the
customer satisfaction in the SME context.

6.2.5 Corporate Brand Image, Customer Satisfaction and Customer Loyalty

Previous literature has revealed that the main positive effect of corporate brand image
on customer satisfaction which leads to customer loyalty in the long term (Richard and
Zhang, 2012; Alwi and Kitchen, 2014 and Andreassesa and Lindestad, 1998). Previous
studies discovered the close relationship between corporate brand image and customer
satisfaction (e.g. Hussain, Nasser and Hussain, 2014; Caruana, 2000) in different
contexts such as; education, service industry, retail etc. (Kuo and Ye, 2009; Martenson,
2007; Ryu, Lee and Kim, 2012). As Turkish SMEs are the main context of this research,
it is proposed that the favourable corporate brand image is positively related to the

customer satisfaction and customer loyalty.
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Hypothesis H5: The favourable corporate brand image that customers have about a

company is positively related to customer satisfaction.
Hypothesis H6: The customer satisfaction is positively related to customer loyalty.

The empirical results of this research support the following relationships; hypotheses
H5 and H6 were accepted, and thus, these hypotheses are statistically significant
(p<0.055) in the context of this research.

The customers’ perception of the company has a positive effect on the customers'
behaviour (Martenson, 2007). The results of this research are consistent with previous
studies. A positive and favourable corporate brand image is related to the consumption-
related fulfilment which leads to satisfied customers (Chen, 2010; Lai. Griffin and
Babin, 2009). Additionally, satisfied customers want to continue their relationship with
the company and are more likely to remain loyal to the company (Oliver, 2014;
Szymanski and Henard, 2001; Martenson, 2007). In previous researches, those
relationships were tested empirically in different contexts (Kuo and Ye, 2009;
Martenson, 2007; Ryu, Lee and Kim, 2012).This research, however, validates the
aforementioned relationships between the customer and the company by testing them

empirically in a different context.

6.3 Revisiting the Research Model

The relationships between the owner/manager of the organisation and their customers
in the SME context, have been validated through the structural equation modelling
(SEM). The results of this validation process highlight the personality dimension and
the marketing mix element which influence the corporate brand image, and the
customer satisfaction and loyalty. According to those results, not all personality traits
and marketing mix elements appeared in the SME context. The personality types of
openness to experience and agreeableness were considered as the antecedents of
product branding of a company and only aggreableness has a significant impact on
corporate brand image and. In addition, the perceived product/service quality was
considered as the antecedent of the corporate brand image. Customer satisfaction was
identified as the consequence of corporate brand image and perceived product/service

quality. Finally, customer loyalty was considered as a consequence of customer
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satisfaction. Therefore, the final version of the research model is presented in Figure
6.1 below, as a contribution to the existing knowledge about the relationships in the
SMEs context.

Corporate Brand

Image
Entrepreneur
Personality Customer Customer
Satisfaction — Loyalty
-Openness to
Experience
-Agreeableness
Perceived
Product/Service
Quality

Figure 6.1: The Final Research Model

6.4 Theoretical Contributions

According to the discussions above, this research aims to contribute to the existing
literature in a theoretical manner in four different ways. This thesis intends to offer new
insights to scholars, practitioners who focus their research on corporate branding in the
SME context. For this purpose, this research was conducted with two different methods;
the qualitative and the gquantitative. Consequently, the theoretical contribution of this

research aims to;

e Explore the definition of corporate branding in the SME context.
e Develop a conceptual model for assessing corporate brand image in the SME

context.
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e Extend the existing perception about the entrepreneurial personality which has
an important influence on corporate brand image formation in specific aspects.

e Confirm which personality characteristics have a greater impact on corporate
brand image in a specific context.

e Empirically validate the proposed conceptual model.

The first theoretical contribution of this research is the definition of the corporate
branding for SMEs. Corporate branding studies mostly focus on large companies, as
SMEs have their own personal constraint. SMEs marketing strategies are mainly based
on an entrepreneurial level. SME owners/managers represent their own companies,
thus, they are using entrepreneurial branding for the implementation of their strategies.
The general understanding of corporate branding is different from the perspective of
SMEs, therefore and the existing literature provides less attention to this context. After
through qualitative research conducted by means of semi-structured interviews, this
study manages to offer a corporate branding definition at the SME level. Corporate
branding in this context could be defined through five main facets; multi-stakeholder
focus, value creation, two-way communication, long-term relationship and having a
favourable and unique corporate brand image. In line with the existing literature, SMEs
have defined and conceptualised corporate branding as; “having a favourable image
with the aim of creation of value for both internal and external stakeholders in the long-

term by means of a two-way communication’.

The second contribution of this study is the development of a comprehensive
conceptual model which examines the relationship between; entrepreneurial
personality, product branding, corporate brand image, customer satisfaction, and
customer loyalty, based on previous literature. This model was developed according to
three theories; the corporate reputation chain, the five-factor model and the stakeholder
theory. The corporate reputation chain explains the relationship between the corporate
brand image and its influence on corporate satisfaction and loyalty (Davies et al., 2003).
This model, however, is limited to explain the antecedents of corporate brand image.
Therefore, this research provides an empirical understanding beyond the context of
corporate brand image. Several scholars have proposed that the corporate brand
building process begins even before the establishment of the company itself (Juntunen
et al., 2010; Rode and Vallaster, 2005; Olins, 1978) and the personality of the owner
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and/or manager has a strong impact on this process (Krake, 2005; Burns, 2010).
Therefore, the five-factor model was used in order to explain the entrepreneurial
personality which affects the strategic decisions and overall performance of the
company (Fetscherin, 2015). Moreover, the stakeholder theory assists in understanding
the role of the major stakeholders of the company (Thomlison, 1992) and provides ways
on how to create value by building trust between the company and its stakeholders
(Balmer, 2013). Consequently, this research offers a comprehensive approach to
corporate branding in the SME context and provides a new insight to scholars and
researchers who base their research on corporate branding. In addition, the model
highlights that the perceived product/service quality is an antecedent of corporate brand
image. Finally, the product/service quality plays a vital role in developing and

maintaining the corporate brand image for SMEs.

The third theoretical contribution of this research is related to the positive influence of
entrepreneur personality on the corporate brand image and the perceived
product/service quality.  Although the scholars agree on the effect of the
managers’/owners’ personality on corporate brand image, its use in marketing research
is limited. Most of the studies have focused on the consequences of the personality
factor and have used the Big Five traits in the SME context based on the company’s
financial performance (Nadkarni and Herrman, 2010). To date, however, little research
examines which personality traits are associated with the corporate brand image of the
company. Although the personality of a SMEs’ entrepreneur is important for
implementing the company’s marketing strategies (Fetcherin (2015; Carson and
Gilmore, 2000), there is not a known model available to support this relationship.
Hence, this research operationalised the personality traits with big five traits; openness
to experience, conscientiousness, emotional stability and agreeableness (McCrae and
Costa, 1987). It is indicated that owners/managers with an agreeable personality have
a greater influence on building a positive corporate brand image. As agreeable
individuals are directly associated with trustfulness, friendliness, and cooperation, their
customers are more likely to associate the company with a positive corporate brand
image. Consequently, the results reveal that SME entrepreneurs with a high level of
agreeableness are likely to build a corporate brand image which is more appealing to

the customers.
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The fourth original research contribution was getting a contribution from two different
stakeholders of SMEs (i.e. Managers/owners and customers). Existing SME marketing
and branding literature intensively collect data from a single type of stakeholder
perspective (internal or external). However, corporate branding has a multi-
stakeholders focus (Fombrun, 1996). It is known from the literature and also provided
from interviews finding, customers are the most important external stakeholder for the
organisations, and therefore the previous corporate branding researchers intensively
collected data from customers. ( (Balmer and Greyser, 2006; Da Silva and Alwi, 2008;
Sung and Yang, 2008; Walsh et al., 2009; Geuens et al., 2009; Boyd et al., 2010;
Kim et al., 2011; Usakli and Baloglu, 2011). On the other side, entrepreneurs have the
direct and essential influence on the corporate identity formation of the company, thus,
as an internal stakeholder SME owners/managers are the highly important stakeholders.
Therefore, this research adopts a multi-stakeholder perspective (both internal and
external) to scrutinise the principle of corporate branding in the SME context, to
increase the richness of findings by gaining more insights and also to develop and

validate a theoretical model.

Finally, most corporate branding studies are conceptual, therefore there is a necessity
of testing the identified relations. After defining each construct according to the
literature and qualitative findings, this research tested the relationship between the
following constructs; the entrepreneur personality, the perceived product/service
quality, the corporate brand image, and the customer satisfaction and loyalty. Therefore,
this research contributes to the existing literature by empirically validating the proposed

model by conducting a survey of 426 SME customers in Turkey.

Overall, according to the theoretical contributions which were discussed above, it is
concluded that the corporate branding image formation process is considered a complex
phenomenon which is influenced by the owners’/managers’ personality and the
perceived product/service quality. The literature review supports this perspective, as
various scholars have suggested that the the personality of SMES’ owners/managers
and the perceived product/service quality are vital for forming the SMES’ corporate
brand image.
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6.5 Managerial Implications

This research has collected data from two different stakeholders; the managers and the
customers of various companies, in order to gain a better understanding of the corporate
branding in the SME context. It is important to hold a broad perspective from different
stakeholders while developing more appropriate and effective marketing strategies. The
understanding of corporate branding development from the stakeholders’ perspective
might assist SMEs in forming an improved assessment of their corporate branding
strategy and o enhancing their future management and communication strategies related
to corporate branding (Shamma and Hassan, 2009). The comprehension of the construct

of corporate brand image benefits the brand managers in several ways.

Firstly, the managers/owners might become aware of important issues on the corporate
brand image formation process and its influence on their customers’ perception about
their company (Martinez and Pina, 2005). This research provides a benefit to
managers/owners in guiding their positioning and marketing strategy, and particularly
in building the corporate brand image of their organisations. Accordingly, the findings
of this study emphasise what aspects of the owners’/managers’ personality are mostly
accepted by their customers. Therefore, following the proposed conceptual model SME
owners/manager could provide evaluation, change and enhancement in the corporate

branding efforts for their organisations.

Secondly, providing an understanding of the antecedents of the corporate brand image
allows the managers/owners of SMEs to adapt their marketing strategies to change the
consumers’ perspective in a positive way which, in turn, increases the customer
satisfaction and loyalty (Andreassen and Lindestad, 1998; He and Mukherjee, 2009).
This research also has a practical implication at a corporate level for managers as their
personality influences the formation of their corporate brand image. The results of this
research present that an agreeable personality is considered the primary factor which
affects the SMEs corporate brand image and the perceived product/service quality.

Finally, previous scholars have proposed that a favourable corporate brand image is the
key to the differentiation of SMEs in the market (Flavian, Torres and Guinaliu,
2004; O’Loughlin and Szmigin, 2005; Hamzah, Alwi and Othman, 2014). Therefore,
in order to build a positive corporate brand image, perceived product/service quality is

another way for the SMEs to differentiate themselves from their competitors (Urde,
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2003), which results in customer satisfaction and customer loyalty (Helm, 2005).
Product branding strategy is an important source which affects the corporate brand
image in the SME context. More specifically, the product/service quality has an
important role in developing and maintaining the corporate brand image of an

organisation.

6.6 Limitations of the Study and Future Research Direction

Although the results of this research are significant in the corporate branding context,
there are inherent limitations in this study. The subject area is empirical and conducts
quantitative research in corporate branding in a developing country such as Turkey.

This is important for understanding the context of corporate branding in Turkish SMEs.

First limitation of this research is the fact that it aims to explore the understanding of
corporate branding by conducting interviews with managers/owners of organisations,
without taking the customers’ perspective into consideration. Even though two main
stakeholders are sufficient for the aim of this research, it might be recommended to
expand the study with a wider perspective by collecting data from different stakeholders
such as; groups of interest, suppliers etc. (Carroll and Buchholtz, 2003; Shamma and
Hassan, 2009).

The qualitative data findings of this study do not provide generalisable statements. This
research aims to gain a deeper insight into a specific subject, thus the sample does not
require to be representative (Bryman and Bell, 2003).A qualitative study, however, has
its own limitations. Arranging appointments with SMES’ managers/owners and
conducting each interview separately required a remarkable amount of time. For this
reason, when the interviews began to result to similar answers, the interview was
finalised. In specific, 15 interviews reached a saturation-level. The SMEs were chosen
from the retail industry, with a diversity of different organisations such as; furniture,
chemistry, transportation, food etc. It cannot be claimed that the qualitative findings
cover every single aspect of the corporate branding. It can be assumed, however, that
those findings cover the majority of the corporate branding, marketing mix, and

customer satisfaction and loyalty concepts.
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This research has adopted the non-probability sampling which is widely known as
convenient sampling for collecting quantitative data. Convenience sampling meets the
purposive sampling requirements which are relevant to the aim of the research and the
objectives of this study (Saunders et al., 2012,) by reaching customers of SMEs who
have had purchasing experience related to the chosen SMEs. Furthermore, convenience
sampling has its own limitations in terms of generalising the results of a small sample

research to the large population.

The respondents of the research were limited to 426. The respondents were chosen
based on their experience on buying or using the products/services of the SMEs and
their relationship with the SMES’ owners/managers. Thus, the quantitative data had to
be collected from the physical location of SMEs in order to ensure that actual customers
would participate in the interview, which was not an easy task. It required more time

than expected, but the research incorporated the relevant and required sample.

The financial performance of a company is one of the important pillars of its corporate
reputation. That might be better results of the corporate brand image from the
customer’s point of view. As financial performance might provide confidence for the
other stakeholders about to continue their future relationship with the company,
however, as this study focused only one stakeholder’s perspective that is customers, the

focus is on non-financial performance indicators (Shamma and Hassan, 2009).

The loyalty construct is identified as the intention of customers to buy or use the product
or services of the SMEs. Therefore, the actual behaviours of the customers have not
been measured as having consistency with the previous researches (Parasuraman et al.,
1996; Zeitham et al., 2005). Future researches could expand this research by measuring
loyalty construct with the actual behaviour of the customers instead of intention.

The research is conducted in the context of Turkey as a developing country. The other
contextual and economic issues may be considered before applying the proposed
conceptual model in a developed country context. Therefore, future researches might
be conducted in Western or European countries to further validate the proposed
conceptual model. They might use cross-industry and cross-country comparison to
understand the antecedents and consequences of the corporate brand image from
different stakeholders™ level. This research focused on assessing the corporate brand

image in the retail industry. The results of this study might be affected by some
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uncontrolled conditions such as the military coup in Turkey, or industry-related
conditions such as increases in prices, taxes and fees which are not be validated over

time. Thus cross-industry or cross country study may be recommended.

Additionally, this research focuses on B2C companies, and understand the corporate
brand image in SMEs from the individual customers’ perspectives. Findings, however,
might be different for B2B companies. Thus, future studies could extend the study by

collecting data from B2B companies and their customers.

198



REFERENCES

Aaker, D. A., and Joachimsthaler, E. (2002) Brand leadership. London: Simon and Schuster.

Aaker, D.A. (1991) Managing Brand Equity: Capitalising on the Value of a Brand Name. New
York: The Free Press.

Aaker, D.A. (1996) ‘Measuring brand equity across products and markets’, California

management review, 38(3), pp. 102-120.
Aaker, D.A. (2009) Managing brand equity. Simon and Schuster.

Aaker, D.A. and Jacobson, R. (1994) ‘The financial information content of perceived

quality’, Journal of marketing research, 31(2), pp. 191-201.

Aaker, J.L. (1997) ‘Dimensions of brand personality’, Journal of marketing research, 34(3),
pp. 347-356.

Abimbola, T. (2001) ‘Branding as a Competitive Strategy for Demand Management in SMES’,
Journal of Research in Marketing and Entrepreneurship, 3(2), pp. 97-106.

Abimbola, T. and Vallaster, C. (2007) *‘Brand, organisational identity and reputation in SMEs:
an overview’, Qualitative market research: an international Journal, 10(4), pp. 341-
348.

Abratt, R. and Kleyn, N. (2012) ‘Corporate identity, corporate branding and corporate
reputations: Reconciliation and integration’, European Journal of Marketing, 46(7/8),
pp. 1048-1063.

Abratt, R. and Nsenki Mofokeng, T. (2001) ‘Development and management of corporate image
in South Africa’, European Journal of Marketing, 35(3/4), pp. 368-386.

Ageeva, E., Melewar, T.C., Foroudi, P. and Dennis, C. (2019) ‘Cues adopted by consumers in
examining corporate website favorability: An empirical study of financial institutions
in the UK and Russia’, Journal of Business Research, 98, pp. 15-32.

Agle, B.R., Mitchell, R.K. and Sonnenfeld, J.A. (1999) “‘Who matters to Ceos? An investigation
of stakeholder attributes and salience, corporate performance, and Ceo values’,

Academy of management journal, 42(5), pp. 507-525.

199



Agostini, L., Filippini, R. and Nosella, A. (2015) ‘Brand-building efforts and their association
with SME sales performance’, Journal of Small Business Management, 53, pp. 161-
173.

Ailawadi, K.L. and Keller, K.L. (2004) ‘Understanding retail branding: conceptual insights and
research priorities’, Journal of Retailing, 80(4), pp. 331-342.

Al Ariss, A., Koall, 1., Ozbilgin, M., Suutari, V. and Ozbilgin, M. (2012) ‘Careers of skilled
migrants: towards a theoretical and methodological expansion’, Journal of

Management Development, 31(2), pp. 92-101.

Albert, S. and Whetten, D. (1985), ‘Organizational identit’, in Cummings, L.C. and Staw, B.M.
(Eds), Research in Organizational Behavior, 7, JAI Press, Greenwich, CT, pp. 263-
295.

Albert, S., Ashforth, B.E. and Dutton, J.E. (2000) ‘Organizational identity and identification:
Charting new waters and building new bridges’, Academy of management
review, 25(1), pp. 13-17.

Alvesson, M. (1998), ‘The business concept as symbol’, International Studies of Management
and Organizations, 28(3), pp. 57-85.

Alwi, S.F.S. and Da Silva, R.V. (2007) ‘Online and offline corporate brand images: do they
differ?’, Corporate Reputation Review, 10(4), pp. 217-244.

Alwi, S.F.S. and Kitchen, P.J. (2014) ‘Projecting corporate brand image and behavioral
response in business schools: cognitive or affective brand attributes?’” Journal of
Business Research, 67(11), pp. 2324-2336.

Anderson, E.W. and Sullivan, M.W. (1993) ‘The antecedents and consequences of customer
satisfaction for firms’, Marketing Science, 12(2), pp. 125-143.

Anderson, J.C. and Gerbing, D.W. (1988) “Structural equation modeling in practice: A review
and recommended two-step approach’, Psychological Bulletin, 103(3), p. 411.

Andreasen, A.R. and Best, A. (1977) ‘Consumers complain-does business respond’, Harvard
Business Review, 55(4), pp. 93-101.

200



Andreassen, T.W. and Lindestad, B. (1997) ‘Customer loyalty and complex services—The
impact of corporate image and loyalty for customer with varying degrees of service
expertise’, International journal of service industry management, 9(1), pp. 7-23.

Antoncic, B., Bratkovic Kregar, T., Singh, G. and DeNoble, A.F. (2015) ‘the big five
personality—entrepreneurship relationship: evidence from Slovenia’, Journal of Small
Business Management, 53(3), pp. 819-841.

Apak, S. and Atay, E. (2014) ‘Global innovation and knowledge management practice in small
and medium enterprises (SMEs) in Turkey and the Balkans’, Procedia-Social and
Behavioral Sciences, 150, pp. 1260-1266.

Assael, H. (1992) Consumer Behavior and Marketing Action. Boston, MA: PWS-KENT
Publishing Company.

Atkins, M. H. and Lowe, J. F. (1997) *Sizing up the Small Firm: UK and Australian
Experience’, International Small Business Journal, 15(3), pp. 42-55.

Aust, P.J. (2004) ‘Communicated values as indicators of organizational identity: A method for
organizational assessment and its application in a case study’, Communication Studies,
55(4), pp. 515-534.

Baker, J., Grewal, D. and Parasuraman, A. (1994) ‘The influence of store environment on
quality inferences and store image’, Journal of the Academy of Marketing
Science, 22(4), pp. 328-339.

Baker, M.J. and Balmer, J.M. (1997) ‘Visual identity: trappings or substance?’, European
Journal of Marketing, 31(5/6), pp. 366-382.

Balabanis, G., Mueller, R. and Melewar, T.C. (2002) “The relationship between consumer

ethnocentrism and human values’, Journal of Global Marketing, 15(3-4), pp. 7-37.

Balmer, J. M. T. (2013) ‘Corporate brand orientation: What is it? What of it?’, Journal of Brand
Management, 20(9), pp. 723-741.

Balmer, J. M. T. and Gray, E. R. (2003) ‘Corporate brands: what are they? What of them?’,
European Journal of Marketing, 37(7/8), pp. 972-997.

201



Balmer, J.M. (1995) ‘Corporate branding and connoisseurship’, Journal of General
Management, 21(1), pp. 24-46.

Balmer, J.M. (1998) ‘Corporate identity and the advent of corporate marketing’, Journal of
marketing Management, 14(8), pp. 963-996.

Balmer, J.M. (2001) ‘Corporate identity, corporate branding and corporate marketing-Seeing
through the fog’, European Journal of Marketing, 35(3/4), pp. 248-291.

Balmer, J.M. (2012) ‘Corporate brand management imperatives: custodianship, credibility, and

calibration’, California Management Review, 54(3), pp. 6-33.

Balmer, J.M. (2015) ‘Corporate identity, corporate identity scholarship and Wally Olins (1930-
2014)’, Corporate Communications: An International Journal, 20(1), pp. 4-10.

Balmer, J.M. (2017) *The corporate identity, total corporate communications, stakeholders’
attributed identities, identifications and behaviours continuum’, European Journal of
Marketing, 51(9/10), pp. 1472-1502.

Balmer, J.M. and Greyser, S.A. (2002) ‘Managing the multiple identities of the
corporation’, California Management Review, 44(3), pp. 72-86.

Balmer, J.M. and Wang, W.Y. (2016) ‘The corporate brand and strategic direction: Senior
business school managers’ cognitions of corporate brand building and

management’, Journal of Brand Management, 23(1), pp. 8-21.

Balmer, J.M., Powell, S.M., Kernstock, J. and Brexendorf, T.O. (2016) Advances in Corporate
Branding. Springer.

Balmer, J.M., Stuart, H. and Greyser, S.A. (2009) ‘Aligning identity and strategy: Corporate
branding at British Airways in the late 20th century’, California Management
Review, 51(3), pp. 6-23

Barnett, M.L., Jermier, J.M. and Lafferty, B.A. (2006) ‘Corporate reputation: The definitional

landscape’, Corporate reputation review, 9(1), pp. 26-38.

Barrick, M.R., Stewart, G.L. and Piotrowski, M. (2002) ‘Personality and job performance: Test
of the mediating effects of motivation among sales representatives’, Journal of Applied
Psychology, 87(1), p. 43.

202



Basgi, S. and Durucan, A. (2017) ‘A Review of Small and Medium Sized Enterprises (SMES)
in Turkey’, Yildiz Social Science Review, 3(1), pp. 59-79.

Baumgarth, C. (2010) ‘Living the brand: Brand orientation in the business-to-business
sector’, European Journal of Marketing, 44(5), pp. 653-671.

Bayrakdaroglu, A. and San, F.B. (2014) ‘Financial literacy training as a strategic management
tool among small-medium sized businesses operating in Turkey’, Procedia-Social and
Behavioral Sciences, 150, pp. 148-155.

Bendisch, F., Larsen, G. and Trueman, M. (2013) ‘Fame and fortune: a conceptual model of
CEO brands’, European Journal of Marketing, 47(3/4), pp. 596-614.

Bendixen, M., Abratt, R. and Portal, S. (2018) ‘Building a Human Brand: Brand
Anthropomorphism Unravelled’, Business Horizons, 61(3), pp. 367-374.

Bergstrom, A., Blumenthal, D. and Crothers, S. (2002) “‘Why internal branding matters: the
case of Saab’, Corporate Reputation Review, 5(2-3), pp. 133-142.

Berthon, P., Ewing, M. T. and Napoli, J. (2008) ‘Brand Management in Small to Medium-
Sized Enterprises’, Journal of Small Business Management, 46(1), pp. 27-45.

Bettany, S. and Woodruffe-Burton, H. (2009) “Working the limits of method: the possibilities
of critical reflexive practice in marketing and consumer research’, Journal of Marketing
Management, 25(7-8), pp. 661-679.

Bick, G., Jacobson, M.C. and Abratt, R. (2003) ‘The corporate identity management process
revisited’, Journal of Marketing Management, 19(7-8), pp. 835-855.

Bjorgvinsson, Helgi M. (2005) ‘Managing Identity: An empirical study’, Identity, (September),
pp. 1-74.

Blair, J., Czaja, R.F. and Blair, E.A. (2013) Designing surveys: A guide to decisions and
procedures. Sage Publications.

Bloemer, J. and De Ruyter, K. (1998) ‘On the relationship between store image, store
satisfaction and store loyalty’, European Journal of Marketing, 32(5/6), pp. 499-513.

203



Blombéack, A. and Ramirez-Pasillas, M. (2012) ‘Exploring the logics of corporate brand
identity formation’, Corporate Communications: An International Journal, 17(1), pp.
7-28.

Bocconcelli, R., Cioppi, M., Fortezza, F., Francioni, B., Pagano, A., Savelli, E. and Splendiani,
S. (2018) *SMEs and marketing: a systematic literature review’, International Journal
of Management Reviews, 20(2), pp. 227-254.

Bonnemaizon, A., Cova, B. and Louyot, M.C. (2007) ‘Relationship marketing in 2015: a
Delphi approach’, European Management Journal, 25(1), pp. 50-59

Bono, J.E. and Judge, T.A. (2004) ‘Personality and transformational and transactional

leadership: a meta-analysis’, Journal of Applied Psychology, 89(5), p. 901.

Booms, B.H. and Bitner, M.-J. (1982), ‘Marketing strategies and organization structure for
service firms’, in Donnelly, J.H. and George, W.R. (Eds), Marketing of Services,
Marketing Association, Chicago, IL, pp. 47-51.

Boudreau, J.W., Boswell, W.R. and Judge, T.A. (2001) “Effects of personality on executive
career success in the United States and Europe’, Journal of Vocational Behavior, 58(1),
pp. 53-81.

Boulding, W., Kalra, A., Staelin, R. and Zeithaml, V.A. (1993) ‘A dynamic process model of
service quality: from expectations to behavioral intentions’, Journal of Marketing
Research, 30(1), pp. 7-27.

Bourdieu, P. (2003) ‘Participant objectivation’, Journal of the Royal Anthropological
Institute, 9(2), pp. 281-294.

Boyle, E. (1996) ‘An experiment in changing corporate image in the financial services industry
in the UK’, Journal of Services Marketing, 10(4), pp. 56-609.

Brady, A. (2003) ‘How to generate sustainable brand value from responsibility’, Journal of
Brand Management, 10(4), pp. 279-289.

Brandstétter, H. (2011) ‘Personality aspects of entrepreneurship: A look at five meta-

analyses’, Personality and Individual Differences, 51(3), pp. 222-230.

204



Braun, V. and Clarke, V. (2006) ‘Using thematic analysis in psychology’, Qualitative Research
in Psychology, 3(2), pp. 77-101.

Braun, V. and Wilkinson, S. (2003) ‘Liability or asset? Women talk about the
vagina’, Psychology of Women Section Review, 5(2), pp. 28-42.

Brexendorf, T. O. and Keller, K. L. (2017) *Leveraging the corporate brand’, European Journal
of Marketing, 51(9/10), pp. 1530-1551.

Brookes, R. (1988) The new marketing. Aldershot: Gower Press.

Brown, T.J., Dacin, P.A., Pratt, M.G. and Whetten, D.A. (2006) ‘ldentity, intended image,
construed image, and reputation: An interdisciplinary framework and suggested

terminology’, Journal of the Academy of Marketing Science, 34(2), pp. 99-106.

Burgess, S.M. and Steenkamp, J.E.M. (2006) ‘Marketing renaissance: How research in
emerging markets advances marketing science and practice’, International Journal of
Research in Marketing, 23(4), pp. 337-356.

Burmann, C. and Zeplin, S. (2005) ‘Building brand commitment: A behavioural approach to
internal brand management’, Journal of Brand Management, 12(4), pp. 279-300.

Burns, P. (2010) Entrepreneurship and small business: Start-up. Growth and maturity.
Palgrave: Macmillan.

Burns, R.B. and Bursn, R.B. (2000) Introduction to research methods. Frenchs Forest.

Burson-Marsteller (2006), ‘Ceo Reputation Studie’ 2006. Zusammenfassung Der Vierten
Studie Von Burson-Marsteller Deutschland Zur Reputation Der Ceos Der Dax30-

Unternehmen, Burson-Marsteller, Frankfurt am Main.

Buttle, F. and Burton, J. (2002) ‘Does service failure influence customer loyalty?’, Journal of

Consumer Behaviour: An International Research Review, 1(3), pp. 217-227.

Calori, R., Johnson, G. and Sarnin, P. (1994) ‘CEOs' cognitive maps and the scope of the
organization’, Strategic Management Journal, 15(6), pp. 437-457.

Cameron, K.S. and Quinn, R.E. (2011) Diagnosing and changing organizational culture:

Based on the competing values framework. John Wiley and Sons.

205



Cannella Jr, A.A. and Monroe, M.J. (1997) ‘Contrasting perspectives on strategic leaders:
Toward a more realistic view of top managers’, Journal of Management, 23(3), pp.
213-237.

Carpenter, M.A., Geletkanycz, M.A. and Sanders, W.G. (2004) ‘Upper echelons research
revisited: Antecedents, elements, and consequences of top management team

composition’, Journal of Management, 30(6), pp. 749-778.

Carrier, C. (1994) ‘Intrapreneurship in large firms and SMEs: a comparative study’,

International Small Business Journal, 2(3), pp. 54-61.

Carroll, A. and Buchholtz, A. (2014) Business and society: Ethics, sustainability, and
stakeholder management. Nelson Education.

Carson, D. (1990) ‘Some exploratory models for assessing small firms’ marketing performance

(A qualitative approach)’, European Journal of Marketing, 24(11), pp. 8-51.

Carson, D. and Gilmore, A. (2000) ‘SME marketing management competencies’, International
Business Review, 9(3), pp. 363-382.

Carson, D. and Hill, J. (1992) ‘Marketing education for entrepreneurs’, In Proceedings of the
International Council for Small Business, 37th World Conference, Toronto, June (pp.
607-31).

Carson, D., Cromie, S., McGowan, P. and Hill, J. (1995) Marketing and entrepreneurship in

SMEs: an innovative approach. Pearson Education.

Carson, D., Gilmore, A., Perry, C. and Gronhaug, K. (2001) Qualitative marketing research.
Sage.

Cartan-Quinn, D. M. and Carson, D. (2003) “Issues which impact upon marketing in the small

firm’, Small Business Economics, 21(2), pp. 201-213.

Castro, C.B., Armario, E.M. and Ruiz, D.M. (2007) ‘The influence of market heterogeneity on
the relationship between a destination's image and tourists’ future behaviour’, Tourism
Management, 28(1), pp. 175-187.

Centeno, D. and Wang, J.J. (2017) ‘Celebrities as human brands: An inquiry on stakeholder-

actor co-creation of brand identities’, Journal of Business Research, 74, pp. 133-138.

206



Centeno, E., Hart, S. and Dinnie, K. (2013) ‘The five phases of SME brand-building’, Journal
of Brand Management, 20(6), pp. 445-457.

Cetiner, O. and Bayulgen, C. (2010) ‘A small size enterprise-example in construction
sector’, NEGOTIA, p.23.

Chang, K. (2000) ‘The impact of perceived physical environments on customers' satisfaction
and return intentions’, Journal of Professional Services Marketing, 21(2), pp. 75-85.

Chatterjee, A. and Hambrick, D.C. (2007) ‘It's all about me: Narcissistic chief executive
officers and their effects on company strategy and performance’, Administrative
Science Quarterly, 52(3), pp. 351-386.

Chaudhuri, A. and Holbrook, M.B. (2001) ‘The chain of effects from brand trust and brand
affect to brand performance: the role of brand loyalty’, Journal of Marketing, 65(2), pp.
81-93.

Chebat, J.C. and Michon, R. (2003) ‘Impact of ambient odors on mall shoppers' emotions,
cognition, and spending: A test of competitive causal theories’, Journal of Business
Research, 56(7), pp. 529-539.

Chen, Y.S. (2010) “The drivers of green brand equity: Green brand image, green satisfaction,

and green trust’, Journal of Business Ethics, 93(2), pp. 307-319.

Chernatony, L. De (1999) ‘Brand Management Through Narrowing the Gap Between Brand
Identity and Brand Reputation’, Journal of Marketing Management, 15(1/3), pp. 157—
179.

Chollet, B., Geraudel, M., Khedhaouria, A. and Mothe, C. (2016) ‘Market knowledge as a
function of CEOs' personality: A fuzzy set approach’, Journal of Business
Research, 69(7), pp. 2567-2573.

Chorda, IM., Gunasekaran, A. and Lloria-Aramburo, B. (2002) ‘Product development process

in Spanish SMEs: an empirical research’, Technovation, 22(5), pp. 301-312.

Chun, R. and Davies, G. (2006) ‘The influence of corporate character on customers and
employees: exploring similarities and differences’, Journal of the Academy of
Marketing Science, 34(2), p. 138.

207



Chun, R., Da Silva, R., Davies, G. and Roper, S. (2005) Corporate reputation and
competitiveness. Routledge.

Churchill Jr, G.A. (1979) ‘A paradigm for developing better measures of marketing
constructs’, Journal of Marketing Research, 16(1), pp. 64-73.

Coaks, J.S. and Steed, G.L. (2001) SPSS: Analysis without Anguish: Version 10.0 for
Windows. Brisbane: John Wiley. and Sons Australia, Ltd.

Collis, J. and Hussey, R., 2013. Business research: A practical guide for undergraduate and

postgraduate students. Macmillan International Higher Education.

Cornelissen, J.P. and Elving, W.J. (2003) *Managing corporate identity: an integrative
framework of dimensions and determinants’, Corporate Communications: An
International Journal, 8(2), pp. 114-120.

Cortez, R.M. and Johnston, W.J. (2017) “The future of B2B marketing theory: A historical and
prospective analysis’, Industrial Marketing Management, 66, pp. 90-102.

Costa, P. and McCrae, R. (1997) *Stability and change in personality assessment: the revised
NEO Personality Inventory in the year 2000, Journal of Personality Assessment, 68(1),
pp. 86-94.

Coviello, N.E., Brodie, R.J. and Munro, H.J. (2000) “An investigation of marketing practice by
firm size’, Journal of Business Venturing, 15(5-6), pp. 523-545.

Craig, C.S. and Douglas, S.P. (2005) International marketing research. Chichester: John Wiley

and Sons.

Cravens, K., Oliver, E.G. and Ramamoorti, S. (2003) ‘The reputation index:: Measuring and

managing corporate reputation’, European Management Journal, 21(2), pp. 201-212.

Cretu, A.E. and Brodie, R.J. (2007) ‘The influence of brand image and company reputation
where manufacturers market to small firms: A customer value perspective’, Industrial
Marketing Management, 36(2), pp. 230-240.

Cronbach, L.J. (1975) ‘Beyond the two disciplines of scientific psychology’, American
Psychologist, 30(2), p. 116.

208



Crotty, M. (1998) The foundations of social research: Meaning and perspective in the research

process. Sage.

Culkin, N. and Smith, D. (2000) ‘An emotional business: a guide to understanding the
motivations of small business decision takers’ Qualitative Market Research: An
International Journal, 3(3), pp. 145-157.

Curtis, T., Abratt, R. and Minor, W. (2009) ‘Corporate brand management in higher education:
the case of ERAU’, Journal of Product and Brand Management, 18(6), pp. 404-413.

Da Silva, R.V. and Alwi, S.F.S. (2008) ‘Online corporate brand image, satisfaction and
loyalty’, Journal of Brand Management, 16(3), pp. 119-144.

Dacin, P.A. and Brown, T.J. (2002) ‘Corporate identity and corporate associations: A

framework for future research’, Corporate Reputation Review, 5(2-3), pp. 254-263.

Danaher, P.J. and Haddrell, V. (1996) ‘A comparison of question scales used for measuring
customer satisfaction’, International Journal of Service Industry Management, 7(4),
pp. 4-26.

Datta, D.K., Rajagopalan, N. and Zhang, Y. (2003) ‘New CEO openness to change and
strategic persistence: The moderating role of industry characteristics’, British Journal
of Management, 14(2), pp. 101-114.

Davey, J., Schneider, L. and Davey, H. (2009) ‘Intellectual capital disclosure and the fashion
industry’, Journal of Intellectual Capital, 10(3), pp. 401-424.

Davies, G. and Chun, R. (2002) ‘Gaps between the internal and external perceptions of the

corporate brand’, Corporate Reputation Review, 5(2-3), pp. 144-158.

Davies, G. and Chun. R, Da Silva, R. and Roper, S. (2003) Corporate reputation and

competitiveness. Routledge, London.

Davies, G., Chun, R., Da Silva, R. and Roper, S. (2001) ‘The personification metaphor as a
measurement approach’, Corporate Reputation Review, 4(2), pp. 113-27.

Davies, G., Chun, R., da Silva, R.V. and Roper, S. (2004) ‘A corporate character scale to assess
employee and customer views of organization reputation’, Corporate Reputation
Review, 7(2), pp. 125-146.

209



Davis, R. (2018) Use CEO Branding To Gain More Visibility for Your Company. (online)
Forbes. Available at:
https://www.forbes.com/sites/forbesagencycouncil/2018/05/18/use-ceo-branding-to-
gain-more-visibility-for-your-company/#62958f231677 (Accessed 22 June 2019).

Day, George S. (1969) ‘A two-dimensional concept of brand loyalty’, Journal of Marketing
Research, 9(3), pp. 29-36.

De Chernatony, L. (1999) ‘Brand management through narrowing the gap between brand
identity and brand reputation’, Journal of Marketing Management, 15(1/3), pp. 157-
179.

De Chernatony, L. and Dall’Olmo Riley, F. (1998) ‘Modelling the components of the
brand’, European Journal of Marketing, 32(11/12), pp. 1074-1090.

de Leaniz, P.M.G. and del Bosque Rodriguez, I.R. (2016) ‘Corporate image and reputation as
drivers of customer loyalty’, Corporate Reputation Review, 19(2), pp. 166-178.

De Vaus, D. and de Vaus, D. (2013) Surveys in social research. Routledge.

Deacon, J.H. (2002) ‘Contextual marketing-commonalities and personalities’, Journal of
Strategic Marketing, 18(4), pp. 303-316.

Denison, D.R., Haaland, S. and Goelzer, P. (2004) ‘Corporate Culture and Organizational: Is
Asia different from the rest of the world’, Organizational Dynamics, 33(1), pp. 99-100.

Deshpande, R. (1983) ‘Paradigms lost: On theory and method in research in
marketing’, Journal of Marketing, 47(4), pp. 101-110.

Dick, A.S. and Basu, K. (1994) ‘Customer loyalty: toward an integrated conceptual
framework’, Journal of the Academy of Marketing Science, 22(2), pp. 99-113.

Digman, J.M. (1997) “Higher-order factors of the Big Five’, Journal of Personality and Social
Psychology, 73(6), p. 1246.

Dobni, D. and Zinkhan, G.M. (1990) In search of brand image: A foundation analysis. ACR
North American Advances.

Donnelly, J. and Trochim, W. (2007) The research methods knowledge base. Ohio: Atomic
Dog Publishing.

210


https://www.forbes.com/sites/forbesagencycouncil/2018/05/18/use-ceo-branding-to-gain-more-visibility-for-your-company/#62958f231677
https://www.forbes.com/sites/forbesagencycouncil/2018/05/18/use-ceo-branding-to-gain-more-visibility-for-your-company/#62958f231677

Dowling, G. R. (1986) ‘Managing your corporate images’, Industrial Marketing Management,
15(2), pp. 109-15.

Dowling, G.R. (1993) *Developing your company image into a corporate asset’, Long Range
Planning, 26(2), pp. 101-1009.

Duncan, T. and Moriarty, SE. (1998) ‘A communication-based marketing model for managing
relationships’, Journal of Marketing, 62(2), pp. 1-13.

Dutton, J.E. Dukerich, J.M. and Harquail, C.V. (1994) ‘Organizational images and member
identification’, Administrative Science Quarterly, 39(2), pp. 239-263.

Duzgun, Olcay. (2018) ‘Vali Kamg¢1: KOBi'lere 20 milyon TL'ye yakin destek saglanacak’,
Hurriyet. 26 Sep 2018.

East, R., Sinclair, J. and Gendall, P. (2000) ‘Loyalty: Definition and explanation’, paper
presented at ANZMAC Conference, Griffith University, Gold Coast, Australia, 28
November - 18’ December (Online) Available:www.
ANZMAC2000/CDsite/confProg. htm#session2)

Eckhardt, J.T. and Shane, S.A. (2003) ‘Opportunities and entrepreneurship’, Journal of
Management, 29(3), pp. 333-349.

Edmondson, A. (1999) ‘Psychological safety and learning behavior in work

teams’, Administrative Science Quarterly, 44(2), pp. 350-383.

Elsbach, K.D. and Bhattacharya, C.B. (2001) ‘Defining who you are by what you're not:
Organizational disidentification and the National Rifle Association’, Organization
Science, 12(4), pp. 393-413.

European Commission (2016) ‘What is an SME?’. (ONLINE) Available at:
https://ec.europa.eu/growth/smes/business-friendly-environment/sme-definition_en.
(Accessed 11 April 2019).

European Commission (2019) ‘What is an SME? - Internal Market, Industry, Entrepreneurship
and SMEs’. (online) Available at: https://ec.europa.eu/growth/smes/business-friendly-

environment/sme-definition_en (Accessed 3 Aug. 2019).

211


https://ec.europa.eu/growth/smes/business-friendly-environment/sme-definition_en

Evans, A.B., Nistrup, A., Henderson, H., Allen-Collinson, J. and Siriwardena, N.A.
(2018) Reflexivity in qualitative research: Two figurational studies. SAGE Publications
Ltd.

Evers, N. and Knight, J. (2008) ‘Role of international trade shows in small firm
internationalization: a network perspective’, International Marketing Review, 25(5),
pp. 544-562.

Fastoso, F. and Whitelock, J. (2011) “Why is so little marketing research on Latin America
published in high quality journals and what can we do about it? Lessons from a Delphi
study of authors who have succeeded’, International Marketing Review, 28(4), pp. 435-
449,

Fetscherin, M. (2015) “The 4Ps of CEO Branding’, In CEO Branding (pp. 35-52). Routledge.

Fetscherin, M. (2015) ‘“The CEO branding mix’, Journal of Business Strategy, 36(6), pp. 22-
28.

Finkelstein, S., Hambrick, D. and Cannella, A.A. (1996) Strategic leadership. St. Paul: West
Educational Publishing.

Flatten, T.C., Engelen, A., Mdéller, T. and Brettel, M. (2015) ‘How entrepreneurial firms profit
from pricing capabilities? An examination of technology-based ventures’,
Entrepreneurship Theory and Practice, 39(5), pp. 1111-1136.

Flavian, C., Torres, E. and Guinaliu, M. (2004) ‘Corporate image measurement: A further
problem for the tangibilization of internet banking services’, International Journal of
Bank Marketing, 22(5), pp. 366-384.

Fombrun, C. and Shanley, M. (1990) ‘What's in a name? Reputation building and corporate
strategy’, Academy of Management Journal, 33(2), pp. 233-258.

Fombrun, C.J. (1996) Reputation: Realizing value from the corporate image. Harvard Business
School Press: Cambridge, MA.

Fombrun, C.J., Gardberg, N.A. and Sever, J.M. (2000) ‘The Reputation Quotient SM: A multi-
stakeholder measure of corporate reputation’, Journal of Brand Management, 7(4), pp.
241-255.

212



Foroudi, P., Melewar, T.C. and Gupta, S. (2014) “Linking corporate logo, corporate image, and
reputation: An examination of consumer perceptions in the financial setting’, Journal
of Business Research, 67(11), pp. 2269-2281.

Freeman, R.E. (1984) Strategic management: A stakeholder approach. Boston: Pitman.

Freeman, R.E. and Reed, D.L. (1983) ‘Stockholders and stakeholders: A new perspective on
corporate governance’, California Management Review, 25(3), pp. 88-106.

Gabrielli, V. and Balboni, B. (2010) ‘SME practice towards integrated marketing
communications’, Marketing Intelligence and Planning, 28(3), pp. 275-290.

Gaines-Ross, L. (2000) ‘CEO reputation: A key factor in shareholder value’, Corporate
Reputation Review, 3(4), pp. 366-370.

Gallarza, M.G., Gil-Saura, 1. and Holbrook, M.B. (2011) ‘The value of value: Further
excursions on the meaning and role of customer value’, Journal of Consumer
Behaviour, 10(4), pp. 179-191.

Ghodeswar, B.M. (2008) ‘Building brand identity in competitive markets: a conceptual
model’, Journal of Product and Brand Management, 17(1), pp. 4-12.

Giberson, T.R., Resick, C.J., Dickson, M.W., Mitchelson, J.K., Randall, K.R. and Clark, M.A.
(2009) ‘Leadership and organizational culture: Linking CEO characteristics to cultural

values’, Journal of Business and Psychology, 24(2), pp. 123-137.

Giese, J.L. and Cote, J.A. (2000) ‘Defining consumer satisfaction’, Academy of Marketing
Science Review, 1(1), pp. 1-22.

Gilmore, A. (2011) ‘Entrepreneurial and SME marketing’, Journal of Research in Marketing
and Entrepreneurship, 13(2), pp. 137-145.

Gilmore, A. and Carson, D. (1999) ‘Entrepreneurial marketing by networking’, New England
Journal of Entrepreneurship, 2(2), p. 31.

Gilmore, A., Carson, D. and Grant, K. (2001) ‘SME marketing in practice’, Marketing
Intelligence and Planning, 19(1), pp. 6-11.

Gilmore, A., Carson, D. and O’Donnell, A. (1999) ‘Added value: A qualitative assessment of
SME marketing’, Irish Marketing, 12(1), pp. 27-35.

213



Gilmore, A., Carson, D. and Rocks, S. (2006) ‘Networking in SMEs: Evaluating its
contribution to marketing activity’, International Business Review, 15(3), pp. 278-293.

Gioia, D.A., Schultz, M. and Corley, K.G. (2000) ‘Organizational identity, image, and adaptive
instability’, Academy of Management Review, 25(1), pp. 63-81.

Gorb, P. (1992) ‘The psychology of corporate identity’, European Management
Journal, 10(3), pp. 310-314.

Gotsi, M. and Wilson, A.M. (2001) ‘Corporate reputation: seeking a definition” Corporate

Communications: An International Journal, 6(1), pp. 24-30.

Gray, E.R. and Balmer, J.M. (1998) ‘Managing corporate image and corporate
reputation’, Long Range Planning, 31(5), pp. 695-702.

Graziano, W.G., Jensen-Campbell, L.A. and Hair, E.C. (1996) ‘Perceiving interpersonal
conflict and reacting to it: the case for agreeableness’, Journal of Personality and Social
Psychology, 70(4), p. 820.

Greenhalgh, T., Ozbilgin, M.F., Prainsack, B. and Shaw, S. (2019) ‘Moral entrepreneurship,
the power-knowledge nexus, and the Cochrane “crisis”, Journal of evaluation in

clinical practice.

Gregory, A. (2007) ‘Involving stakeholders in developing corporate brands: the

communication dimension’, Journal of Marketing Management, 23(1-2), pp. 59-73.

Grewal, D., Levy, M. and Lehmann, D.R. (2004) ‘Retail branding and customer loyalty: an
overview’, Journal of Retailing, 4(80), pp. 9-12.

Griffin, C.P. (2002) ‘Strategic planning for the internal marketing and communication of

facilities management’, Journal of Facilities Management, 1(3), pp. 237-246.

Gronroos, C. (2000) Service management and marketing: A customer relationship

management approach. New York: Wiley.

Guest, G., Bunce, A. and Johnson, L. (2006) ‘How many interviews are enough? An
experiment with data saturation and variability’, Field Methods, 18(1), pp. 59-82.

Gummesson, E. (2000) Qualitative methods in management research. 2nd edn. Beverly Hills,
CA : Sage Publications.

214



Hair, J.F., Anderson, R.E., Tatham, R.L. and William, C., Black. (2010). Multivariate data

analysis. New Jersey: Pearson Prentice Hall.

Halal, W.E. (2000) ‘Corporate community: a theory of the firm uniting profitability and
responsibility’, Strategy and Leadership, 28(2), pp. 10-16.

Hallberg, L.R. (2006) ‘The “core category” of grounded theory: Making constant
comparisons’, International Journal of Qualitative Studies on Health and Well-
being, 1(3), pp. 141-148.

Hamzah, Z.L., Alwi, S.F.S. and Othman, M.N. (2014) ‘Designing corporate brand experience
in an online context: A qualitative insight’, Journal of Business Research, 67(11), pp.
2299-2310.

Han, H. and Hyun, S.S. (2015) ‘Customer retention in the medical tourism industry: Impact of
quality, satisfaction, trust, and price reasonableness’, Tourism Management, 46, pp. 20-
29.

Han, H.S. and Ryu, K. (2009) ‘The roles of physical environment, price perception and sales
volume in determining profit margin in the family restaurant industry’, Journal of
Hospitality and Tourism Research, 33(4), pp. 487-510.

Harris, F. and De Chernatony, L. (2001) ‘Corporate branding and corporate brand
performance’, European Journal of marketing, 35(3/4), pp. 441-456.

Hashim, M.K. (2005) Small and medium-sized enterprises in Malaysia: Role in issues. UUM

Press.

Hatch, J. M. and Schultz, M. (2003) ‘Bringing the corporation into corporate branding’,
European Journal of Marketing, 37(7/8), pp. 1041-1064.

Hatch, M. and Schultz, M. (1997) ‘Relations between organizational culture, identity and
image’, European Journal of marketing, 31(5/6), pp. 356-365.

Hatch, M.J. and Schultz, M. (2001) ‘Are the strategic stars aligned for your corporate
brand’, Harvard Business Review, 79(2), pp. 128-134.

Hatch, M.J. and Schultz, M. (2008) Taking brand initiative: How companies can align strategy,

culture, and identity through corporate branding. John Wiley and Sons.

215



Hayes, T. (2007) ‘Delphi study of the future of marketing of higher education’, Journal of
Business Research, 60(9), pp. 927-931.

He, H.W. and Balmer, J.M. (2007) ‘ldentity studies: multiple perspectives and implications for
corporate-level marketing’, European Journal of Marketing, 41(7/8), pp. 765-785.

He, H.W. and Mukherjee, A. (2009) ‘Corporate identity and consumer marketing A process
model and research agenda’, Journal of Marketing Communications, 15(1), pp. 1-16.

Heathfield, P. (1997) ‘SME business leaders need powerful on-board computers’, Industrial
Management and Data Systems, 97(6), pp. 233-235.

Helm, S. (2005) ‘Designing a formative measure for corporate reputation’, Corporate
Reputation Review, 8(2), pp. 95-109.

Henri, J.F. (2008) *A quantitative assessment of the reporting of structural equation modeling
information: The case of management accounting research’, Journal of Accounting
Literature, 26(4), pp. 76-115.

Hesse-Biber, S.N. and Piatelli, D. (2012) ‘The feminist practice of holistic reflexivity’, The
Handbook of Feminist Research: Theory and Praxis, 2, pp. 557-582.

Hill, C.W. and Jones, T.M. (1992) ‘Stakeholder-agency theory’, Journal of Management
Studies, 29(2), pp. 131-154.

Hiller, J., and Hambrick, D. C. (2005) ‘Conceptualizing executive hubris: The role of (hyper-)
core self-evaluations in strategic decision-making’, Strategic Management Journal,
26(4), pp. 297-319.

Hinkin, T.R. (1995) ‘A review of scale development practices in the study of

organisations’, Journal of Management, 21(5), pp. 967-988.
Hinton, P.R., McMurray, I. and Brownlow, C. (2004) SPSS explained. Routledge.

Hirvonen, S. and Laukkanen, T. (2014) ‘Brand orientation in small firms: an empirical test of

the impact on brand performance’, Journal of Strategic Marketing, 22(1), pp. 41-58.

Hofstede, G. (1984) Culture's consequences: international differences in work-related values.

Abridg edn. London; Newbury Park, CA: Sage Publications.

216



Howard, S. (1998) Corporate image management: a marketing discipline for the 21st century.

Butterworth-Heinemann Asia.

https://www.kosgeb.gov.tr/Content/Upload/Dosya/Mali%20Tablolar/ KOSGEBN%20
Stratejik%20Plan/KOSGEB_Stratejik_Plani_(2016-2020).pdf (Accessed 7 May.
2019).

Hu, J. and Judge, T.A. (2017) ‘Leader—team complementarity: Exploring the interactive effects
of leader personality traits and team power distance values on team processes and

performance’, Journal of Applied Psychology, 102(6), p. 935.

Huang, E.Y. and Lin, C.Y. (2005) ‘Customer-oriented financial service

personalization’, Industrial Management and Data Systems, 105(1), pp. 26-44.

Hussain, R., Al Nasser, A. and Hussain, Y.K. (2015) *Service quality and customer satisfaction
of a UAE-based airline: An empirical investigation’, Journal of Air Transport
Management, 42, pp. 167-175.

Ind, N. (1997) “The corporate brand’, in The corporate brand (pp. 1-13). London: Palgrave

Macmillan.

Ingenbleek, P.T. and Van der Lans, I.A. (2013) ‘Relating price strategies and price-setting
practices’, European Journal of Marketing, 47(1/2), pp. 27-48.

Ittner, C.D. and Larcker, D.F. (1998) ‘Are nonfinancial measures leading indicators of financial
performance? An analysis of customer satisfaction’, Journal of Accounting
Research, 36, pp. 1-35.

Jacoby and Kyner (1973), quoted in Hallowell, R. (1996), ‘The relationships of customer
satisfaction, customer loyalty, and profitability: an empirical study’, International

Journal of Service Industry Management, 7(4), pp. 27-42.

Jacoby, J. and Chestnut, R. W. (1978) Brand loyalty measurement and management. New
York: John Wiley and Sons.

Jang, Y., Ro, H. and Kim, T.H. (2015) “Social servicescape: The impact of social factors on
restaurant image and behavioral intentions’, International Journal of Hospitality and
Tourism Administration, 16(3), pp. 290-309.

217


https://www.kosgeb.gov.tr/Content/Upload/Dosya/Mali%20Tablolar/KOSGEBN%20Stratejik%20Plan/KOSGEB_Stratejik_Plani_(2016-2020).pdf
https://www.kosgeb.gov.tr/Content/Upload/Dosya/Mali%20Tablolar/KOSGEBN%20Stratejik%20Plan/KOSGEB_Stratejik_Plani_(2016-2020).pdf

Javalgi, R.G., Traylor, M.B., Gross, A.C. and Lampman, E. (1994) ‘Awareness of sponsorship
and corporate image: An empirical investigation’, Journal of Advertising, 23(4), pp.
47-58.

Jian, M. and Lee, K.W. (2011) ‘Does CEO reputation matter for capital investments?’, Journal
of Corporate Finance, 17(4), pp. 929-946.

Johanson, J. and Mattsson, L., G. (1988) ‘Internationalization in industrial systems—a network
approach’, in Knowledge, networks and power (pp. 111-132). London: Palgrave

Macmillan.

Johnson, J.L., Lee, R.P.W., Saini, A. and Grohmann, B. (2003) ‘Market-focused strategic
flexibility: conceptual advances and an integrative model’, Journal of the Academy of
Marketing Science, 31(1), pp. 74-89.

Johnson, P. and Duberley, J. (2003) ‘Reflexivity in management research’, Journal of
management studies, 40(5), pp. 1279-1303.

Judd, V.C. (1987) ‘Differentiate with the 5th P: people’, Industrial Marketing Management,
16(4), pp. 241-7.

Judge, T.A., Bono, J.E., llies, R. and Gerhardt, M.W. (2002) ‘Personality and leadership: a
qualitative and quantitative review’, Journal of Applied Psychology, 87(4), p. 765.

Judge, T.A., Piccolo, R.F. and Kosalka, T. (2009) “The bright and dark sides of leader traits: A
review and theoretical extension of the leader trait paradigm’, The Leadership
Quarterly, 20(6), pp. 855-875.

Juntunen, M., Saraniemi, S., Halttu, M. and Té&htinen, J. (2010) ‘Corporate brand building in
different stages of small business growth’, Journal of brand Management, 18(2), pp.
115-133.

Kapferer, J.N. (1997) Strategic brand management: Creating and sustaining brand. Kogan
Page.

Kapferer, J.N. (2008) The new strategic brand management: Creating and sustaining brand

equity long term. Kogan Page Publishers.

218



Karadag, H. (2015) “The role and challenges of small and medium-sized enterprises (smes) in
emerging economies: An analysis from Turkey’, Business and Management
Studies, 1(2), pp. 179-188.

Karuna, C. (2009) ‘CEO reputation and internal corporate governance’, Working Paper. The

Paul Merage School of Business.

Kaura, V., Durga Prasad, C.S. and Sharma, S. (2015) *Service quality, service convenience,
price and fairness, customer loyalty, and the mediating role of customer

satisfaction’, International Journal of Bank Marketing, 33(4), pp. 404-422.

Kay, M.J. (2006) ‘Strong brands and corporate brands’, European Journal of Marketing,
40(7/8), pp. 742-760.

KAYSO (2019) ‘Why Kayseri? Kayseri Chamber of Industry. Kayseri Sanayi Odasi’. (Online)
Available at: http://www.kayso.org.tr/user/files/neden-kayseri-2017.pdf (Accessed 7
May. 2019).

Keh, H.T., Nguyen, T.T.M. and Ng, H.P. (2007) *The effects of entrepreneurial orientation and
marketing information on the performance of SMEs’, Journal of Business
Venturing, 22(4), pp. 592-611.

Keil, M., Tiwana, A. and Bush, A. (2002) ‘Reconciling user and project manager perceptions

of IT project risk: a Delphi study 1’, Information Systems Journal, 12(2), pp. 103-119.

Keller, K. L. (2008) Strategic brand management: building, measuring, and managing brand

equity. 3rd edn. New Jersey: Pearson Education International.

Keller, K.L. (1998) Strategic brand management: Building, measuring and managing brand
equity. Upper Saddle River, NJ: Prentice-Hall.

Keller, K.L. (2000) ‘Building and managing corporate brand equity’, The Expressive
Organization, Oxford University press: Oxford, pp.116-137.

Keller, K.L. and Brexendorf, T.O. (2017) ‘Measuring brand equity’, Handbuch
Markenfuhrung, pp. 1-32.

Keller, K.L., Parameswaran, M.G. and Jacob, I. (2011) Strategic brand management: Building,

measuring, and managing brand equity. Pearson Education India.

219


http://www.kayso.org.tr/user/files/neden-kayseri-2017.pdf

Kim, H.W., Gupta, S. and Koh, J. (2011) ‘Investigating the intention to purchase digital items
in social networking communities: A customer value perspective’, Information and
Management, 48(6), pp. 228-234.

Kim, J.H. and Hyun, Y .J. (2011) ‘A model to investigate the influence of marketing-mix efforts
and corporate image on brand equity in the IT software sector’, Industrial Marketing
Management, 40(3), pp. 424-438.

Kim, W.G., Ng, C.Y.N. and Kim, Y.S. ‘2009. Influence of institutional DINESERV on
customer satisfaction, return intention, and word-of-mouth’, International Journal of

Hospitality Management, 28(1), pp. 10-17.
King, S.H.M. (1973) Developing new brands. London: Pitman.

Knight, G. (2000) ‘Entrepreneurship and marketing strategy: The SME under globalization’,
Journal of International Marketing, 8(2), pp. 12-32.

Knox, S. and Bickerton, D. (2003) “The six conventions of corporate branding’, European
Journal of Marketing, 37(7/8), pp. 998-1016.

Knox, S.D. and Denison, T.J. (2000) *Store loyalty: its impact on retail revenue. An empirical
study of purchasing behaviour in the UK’, Journal of Retailing and Consumer Services,
7(1), pp. 33-45.

KOSGEB (2015) ‘2016 - 2020 Stratejik Plan. Kiiciik Ve Orta Olgekli isletmeleri Gelistirme
Ve Destekleme Idaresi Baskanligi’, (online) Available at:

KOSGEB (2018) ‘KOSGEB 2018 Yili Faaliyet Raporu. Kiigiik Ve Orta Olgekli Isletmeleri
Gelistirme Ve Destekleme Idaresi Baskanligi’, (online) Available at:
https://www.kosgeb.gov.tr/Content/Upload/Dosya/Mali%20Tablolar/KOSGEB 2018

Y%C4%B11%C4%B1_Faaliyet Raporu.pdf (Accessed 27 June. 2019).

Kotler, P. (1986) ‘Megamarketing’, Harvard Business Review, 64, pp. 117-24.

Kotler, P. and Pfoertsch, W. (2006) B2B brand management. Springer Science and Business
Media.

Kotter, J.P. (1982) ‘What effective general managers really do?’, Harvard Business
Review, 60(6), pp. 156-167.

220


https://www.kosgeb.gov.tr/Content/Upload/Dosya/Mali%20Tablolar/KOSGEB_2018_Y%C4%B1l%C4%B1_Faaliyet_Raporu.pdf
https://www.kosgeb.gov.tr/Content/Upload/Dosya/Mali%20Tablolar/KOSGEB_2018_Y%C4%B1l%C4%B1_Faaliyet_Raporu.pdf
https://www.kosgeb.gov.tr/Content/Upload/Dosya/Mali%20Tablolar/KOSGEB_2018_Y%C4%B1l%C4%B1_Faaliyet_Raporu.pdf

Krake, F. (2005) ‘Successful brand management in SMEs: a new theory and practical hints’,
Journal of Product and Brand Management, 14(4), pp. 228-238.

Krejcie, R.V. and Morgan, D.W. (1970) ‘Determining sample size for research
activities’, Educational and psychological measurement, 30(3), pp. 607-610.

Kuhn, T.S. (1962) The structure of scientific revolutions. Chicago and London.

Kumar, K., Boesso, G., Favotto, F. and Menini, A. (2012) *Strategic orientation, innovation
patterns and performances of SMEs and large companies’, Journal of Small Business
and Enterprise Development, 19(1), pp. 132-145.

Kuo, Y.K. and Ye, K.D. (2009) ‘The causal relationship between service quality, corporate
image and adults' learning satisfaction and loyalty: A study of professional training
programmes in a Taiwanese vocational institute’, Total Quality Management, 20(7),
pp. 749-762.

Lai, F., Griffin, M. and Babin, B.J. (2009) ‘How quality, value, image, and satisfaction create
loyalty at a Chinese telecom’, Journal of Business Research, 62(10), pp. 980-986.

Loureiro, S.M.C. and Kastenholz, E. (2011) *Corporate reputation, satisfaction, delight, and
loyalty towards rural lodging units in Portugal’, International Journal of Hospitality
Management, 30(3), pp. 575-583.

Low, G.S. and Lamb Jr, C.W. (2000) ‘The measurement and dimensionality of brand

associations’, Journal of Product and Brand Management, 9(6), pp. 350-370.

Madhavaram, S., Badrinarayanan, V. and McDonald, R.E. (2005) ‘Integrated marketing
communication (IMC) and brand identity as critical components of brand equity
strategy: A conceptual framework and research propositions’, Journal of
Advertising, 34(4), pp. 69-80.

Maignan, I. and Ferrell, O.C. (2004) “Corporate social responsibility and marketing: An

integrative framework’, Journal of the Academy of Marketing Science, 32(1), pp. 3-19.

Malhotra, N. and Birks, D. (2007) Marketing research: an applied approach. 3rd European

edition. Pearson Education.

221



Martenson, R. (2007) ‘Corporate brand image, satisfaction and store loyalty: A study of the
store as a brand, store brands and manufacturer brand’, International Journal of Retail
and Distribution Management, 35(7), pp. 544-555.

Martin, D.M. (2009) ‘The entrepreneurial marketing mix’, Qualitative Market Research: An
International Journal, 12(4), pp. 391-403.

Martinez, E. and Pina, J.M. (2005) ‘Influence of corporate image on brand extensions: a model
applied to the service sector’, Journal of Marketing Communications, 11(4), pp. 263-
281.

Mauthner, N.S. and Doucet, A. (2003) ‘Reflexive accounts and accounts of reflexivity in

qualitative data analysis’, Sociology, 37(3), pp. 413-431.

McCarthy, J.E. (1971) Basic marketing: A managerial approach. Homewood: Richard D.

Irwin.

McCrae, R.R. and Costa, P.T. (1987) “Validation of the five-factor model of personality across
instruments and observers’, Journal of Personality and Social Psychology, 52(1), p. 81.

McDaniel, C. and Gates, R. (2006) Marketing research: essentials. 5th edn. New York: John
Wiley and Sons.

McDonald, M.L. and Westphal, J.D. (2003) “‘Getting by with the advice of their friends: CEOs'
advice networks and firms' strategic responses to poor performance’, Administrative
Science Quarterly, 48(1), pp. 1-32.

McLeod, J., (2011) Qualitative research in counselling and psychotherapy. Sage.
McNamara, C. (1999) General guidelines for conducting interviews. Minnesota: Authenticity.

Melewar, T.C. (2003) ‘Determinants of the corporate identity construct. A review of the

literature’, Journal of Marketing Communications, 9(4), pp. 195-220.

Melewar, T.C. and Jenkins, E. (2002) ‘Defining the corporate identity construct’, Corporate
Reputation Review, 5(1), pp. 76-90.

Melewar, T.C. and Karaosmanoglu, E. (2006) ‘Seven dimensions of corporate identity: A
categorisation from the practitioners' perspectives’, European Journal of
Marketing, 40(7/8), pp. 846-869.

222



Melewar, T.C. and Saunders, J. (1999) ‘International corporate visual identity: standardization

or localization?’, Journal of International Business Studies, 30(3), pp. 583-598.
Melia, K. (2000) ‘Conducting an interview’, Nurse Researcher, 7(4), pp. 75-89.

Merrilees, B. (2007) ‘A theory of brand-led SME new venture development’, Qualitative
Market Research : An International Journal, 10(4), pp. 403-415.

Merrilees, B. and Fry, M.L. (2002) ‘Corporate branding: a framework for e-
retailers’, Corporate Reputation Review, 5(2-3), pp. 213-225.

Miller, D. and Toulouse, J.M. (1986) ‘Chief executive personality and corporate strategy and
structure in small firms’, Management Science, 32(11), pp. 1389-1409.

Mingers, J. (2001) ‘Combining IS research methods: towards a pluralist

methodology’, Information Systems Research, 12(3), pp. 240-259.

Minkiewicz, J., Evans, J., Bridson, K. and Mavondo, F. (2011) ‘Corporate image in the leisure

services sector’, Journal of Services Marketing, 25(3), pp. 190-201.

Mitchell, R., Hutchinson, K. and Bishop, S. (2012) ‘Interpretation of the retail brand: an SME
perspective’, International Journal of Retail and Distribution Management, 40(2), pp.
157-175.

Mitchell, R., Hutchinson, K. and Quinn, B. (2013) ‘Brand management in small and medium-
sized (SME) retailers: A future research agenda’, Journal of Marketing Management,
29(11-12), pp. 1367-1393.

Morris, M.H., Schindehutte, M. and LaForge, R.W. (2001) ‘The emergence of entrepreneurial
marketing: Nature and meaning’, in 15th Annual UIC Research Symposium on

Marketing and Entrepreneurship.

Morsing, M. (2006) ‘Corporate social responsibility as strategic auto-communication: on the
role of external stakeholders for member identification’, Business Ethics: A European
Review, 15(2), pp. 171-182.

M'zungu, S., Merrilees, B. and Miller, D. (2019) *Strategic and operational perspectives of
SME brand management: A typology’, Journal of Small Business Management, 57(3),
pp. 943-965.

223



Nadkarni, S. and Herrmann, P.O.L. (2010) ‘CEOQ personality, strategic flexibility, and firm
performance: The case of the Indian business process outsourcing industry’, Academy
of Management Journal, 53(5), pp. 1050-1073.

Nadkarni, S. and Narayanan, V.K. (2007) *Strategic schemas, strategic flexibility, and firm
performance: The moderating role of industry clockspeed’, Strategic Management
Journal, 28(3), pp. 243-270.

Newman, W.H. (1953) “Basic objectives which shape the character of a company’, The Journal
of Business of the University of Chicago, 26(4), pp. 211-223.

Nguyen, N. and Leblanc, G. (20020 ‘Contact personnel, physical environment and the
perceived corporate image of intangible services by new clients’, International Journal

of Service Industry Management, 13(3), pp. 242-262.

Nielsen, A.E. and Thomsen, C. (2009) ‘Investigating CSR communication in SMEs: a case
study among Danish middle managers’, Business Ethics: A European Review, 18(1),
pp. 83-93.

Nocera, J. (2002) Of Fame and Fortune CEOs are at the heart of this special issue, and often
of the stories we write. It wasn't always that way. Fortunecom. (Online). Available
from:
http://archive.fortune.com/magazines/fortune/fortune_archive/2002/11/18/332259/ind
ex.htm (Accessed: 6 June 2018).

O’Regan, N. and Ghobadian, A. (2004) ‘Testing the homogeneity of SMEs: The impact of size
on managerial and organisational processes’, European Business Review, 16(1), pp. 64—
7.

O'Dwyer, M., Gilmore, A. and Carson, D. (2009) ‘Innovative marketing in SMEs’, European
Journal of Marketing, 43(1/2), pp. 46-61.

OECD (2018) Financing SMEs and Entrepreneurs 2018. Available at:
https://www.oecd.org/cfe/smes (Accessed: 19 June 2019).

Olins, W. (1978) The corporate personality: An inquiry into the nature of corporate identity.
Design Council.

224



Olins, W. (1995) The new guide to identity: how to create and sustain change through
managing identity. Design Council/Gower, Aldershot.

Olins, W., 2005. Making a national brand. In The New Public Diplomacy (pp. 169-179).
Palgrave Macmillan, London.

Oliver, R.L. (1980) “A cognitive model of the antecedents and consequences of satisfaction
decisions’, Journal of Marketing Research, pp. 460-4609.

Oliver, R.L. (1981) *Measurement and evaluation of satisfaction processes in retail

settings’, Journal of Retailing, 51(3), pp. 25-49.

Oliver, R.L. (1993) ‘Cognitive, affective, and attribute bases of the satisfaction

response’, Journal of Consumer Research, 20(3), pp. 418-430.
Oliver, R.L. (1999) “Whence customer loyalty?’, Journal of Marketing, VVol. 63(4), pp. 33-44.

Oliver, R.L. (2014) Satisfaction: A behavioral perspective on the consumer: A behavioral

perspective on the consumer. Routledge.

Oliver, R.L. and DeSarbo, W.S. (1989) ‘Processing of the satisfaction response in
consumption: a suggested framework and research propositions’, Journal of Consumer

Satisfaction, Dissatisfaction and Complaining Behavior, 2(1), pp. 1-16.

Olmedo-Cifuentes, 1., Martinez-Ledn, I.M. and Davies, G. (2014) ‘Managing internal
stakeholders’ views of corporate reputation’, Service Business, 8(1), pp. 83-111.

O'Loughlin, D. and Szmigin, 1. (2005) *Customer perspectives on the role and importance of
branding in Irish retail financial services’, International Journal of Bank
Marketing, 23(1), pp. 8-27.

Olsen, L.L. and Johnson, M.D. (2003) ‘Service equity, satisfaction, and loyalty: from
transaction-specific to cumulative evaluations’, Journal of Service Research, 5(3), pp.
184-195.

Ong, K.S., Nguyen, B. and Syed Alwi, S.F. (2017) *Consumer-based virtual brand personality
(CBVBP), customer satisfaction and brand loyalty in the online banking

industry’, International Journal of Bank Marketing, 35(3), pp. 370-390.

225



Orpen, C. (1979) ‘The effects of job enrichment on employee satisfaction, motivation,
involvement, and performance: A field experiment’, Human Relations, 32(3), pp. 189-
217.

Ozbilgin, M. and Tatli, A. (2005) ‘Understanding Bourdieu’s contribution to organziation and
management studies: Book review essay’, Academy of Management Review, 30(4), pp.
855-877.

Ozcan, G.B. (2006) ‘A critical analysis of decentralisation and local economic development:
The Turkish case’, Environment and Planning C: Government and Policy, 24(1), pp.
117-138.

Palmer, A. (2006) Principles of services marketing. McGraw-Hill Book Company Limited.

Park, J. and Campbell, J.M. (2017) ‘US SMEs’ corporate citizenship: collectivism, market
orientation, and reciprocity’, Journal of Small Business and Entrepreneurship, 29(2),
pp. 120-1309.

Park, J.H., Kim, C., Chang, Y.K,, Lee, D.H. and Sung, Y.D. (2018) ‘CEO hubris and firm
performance: Exploring the moderating roles of CEO power and board
vigilance’, Journal of Business Ethics, 147(4), pp. 919-933.

Parker, C. and Mathews, B.P. (2001) ‘Customer satisfaction: contrasting academic and

consumers’ interpretations’, Marketing Intelligence and Planning, 19(1), pp. 38-44.

Patel, P.C. and Cardon, M.S. (2010) ‘Adopting HRM practices and their effectiveness in small
firms facing product-market competition’, Human Resource Management: Published
in Cooperation with the School of Business Administration, The University of Michigan
and in alliance with the Society of Human Resources Management, 49(2), pp. 265-290.

Pérez, A. and Del Bosque, 1.R. (2012) ‘The role of CSR in the corporate identity of banking
service providers’, Journal of Business Ethics, 108(2), pp. 145-166.

Peterson, R.S., Smith, D.B., Martorana, P.V. and Owens, P.D. (2003) ‘The impact of chief
executive officer personality on top management team dynamics: one mechanism by
which leadership affects organizational performance’, Journal of Applied
Psychology, 88(5), p. 795.

226



Petkus, E. and Woodruff, R.B. (1992) ‘A model of the socially responsible decision-making
process in marketing: linking decision makers and stakeholders’, in Proceedings of the
Winter 1992 American Marketing Association p. 154 — 161.

Pinvidic, B. (2018) ‘The Celebrity CEO - Why Branding Yourself Is As Important As Branding
Your Company’, (online) Forbes. Available at:
https://www.forbes.com/sites/brantpinvidic/2018/04/16/the-celebrity-ceo-why-
branding-yourself-is-as-important-as-branding-your-company/#63c9e85fb3a0
(Accessed 22 June 2019).

Popper, K. (2005) The logic of scientific discovery. Routledge.

Porter, S.S. and Claycomb, C. (1997) ‘The influence of brand recognition on retail store
image’, Journal of Product and Brand Management, 6(6), pp. 373-387.

Prendergast, G. and Man, H.W. (2002) “The influence of store image on store loyalty in Hong
Kong's quick service restaurant industry’, Journal of Foodservice Business
Research, 5(1), pp. 45-59.

Pringle, H. and Gordon, W. (2000) Brand manners, how to create the self-confident

organisation to live the brand. New York: John Wiley and Sons.

Punjaisri, K. and Wilson, A. (2007) ‘The role of internal branding in the delivery of employee
brand promise’, Journal of Brand Management, 15(1), pp. 57-70.

Ranjbarian, B., Sanayei, A., Kaboli, M.R. and Hadadian, A. (2012) ‘An analysis of brand
image, perceived quality, customer satisfaction and re-purchase intention in Iranian
department stores’, International Journal of Business and Management, 7(6), pp. 40-
48.

Ray, D., Gotteland, D. and Casacci, V. (2004) ‘How to measure the asymmetric relationship
between attribute-level performance and overall satisfaction?,. in Communication
presented at the EMAC/ESOMAR colloguium ““Where Science meets practice’’,
Warsaw, Poland.

Razak, D.A., Abdullah, M.A. and Ersoy, A. (2018) ‘Small medium enterprises (Smes) In
Turkey and Malaysia. A  comparative  discussion on issues and

challenges’, International Journal of Business, Economics and Law, 10(49), pp.2-591.

227



Reijonen, H. (2010) ‘Do all SMEs practise same kind of marketing?’, Journal of Small

Business and Enterprise Development, 17(2), pp. 279-293.

Resnick, S.M., Cheng, R., Simpson, M. and Lourenco, F. (2016) ‘Marketing in SMEs: a “4Ps”
self-branding model’, International Journal of Entrepreneurial Behavior and
Research, 22(1), pp. 155-174.

Richard, J.E. and Zhang, A.(2012) ‘Corporate image, loyalty, and commitment in the consumer
travel industry’, Journal of Marketing Management, 28(5-6), pp. 568-593.

Riley, F. Dall’Olmo and De Chernatony, L. (2000) ‘The service brand as relationships
builder’, British Journal of Management, 11(2), pp. 137-150.

Rindell, A. (2010) ‘Time Dimension in Consumers’ Image Construction Processes:
Introducing Image Heritage and Image-in-use’, Hanken School of Economics Working
Papers, 551.

Rindova, V.P., Pollock, T.G. and Hayward, M.L. (2006) ‘Celebrity firms: The social
construction of market popularity’, Academy of Management Review, 31(1), pp. 50-71.

Roberts, P.W. and Dowling, G.R. (1997) ‘The value of a firm’s corporate reputation: How
reputation helps attain and sustain superior profitability’, Corporate Reputation
Review, 1(1), pp. 72-76.

Roberts, P.W. and Dowling, G.R. (2002) ‘Corporate reputation and sustained superior financial

performance’, Strategic Management Journal, 23(12), pp. 1077-1093.

Robson, C. (1993) Real world research: a resource for social scientists and practitioner-

researchers. Oxford: Blackwell.

Rode, V. and Vallaster, C. (2005) ‘Corporate branding for start-ups: the crucial role of
entrepreneurs’, Corporate Reputation Review, 8(2), pp. 121-135.

Roper, S. (2004) ‘Corporate branding: a reputational perspective in business-to-business
markets’, Doctoral dissertation, University of Manchester: University of Manchester.

Roper, S. and Davies, G. (2007) ‘The corporate brand: Dealing with multiple stakeholders’,
Journal of Marketing Management, 23(1-2), pp. 75-90.

228



Roper, S. and Davies, G. (2010) “Business to business branding: external and internal satisfiers

and the role of training quality’, European Journal of Marketing, 44(5), pp. 567-590.

Roy, D. and Banerjee, S. (2012) “Strategic branding roadmap for SMEs operating in business-
to-business sector: A study on Indian auto component sector’, Journal of Research in
Marketing and Entrepreneurship, 14(2), pp.142-163.

Rubin, H.J. and Rubin, 1.S. (1995) The art of hearing data. Thousand Oaks: Page.

Rust, R.T. and Oliver, R.L. (1994) Service quality: insights and managerial implications from
the frontier. Service quality: New directions in theory and practice, pp.1-19. Thousand

Oaks: Page.

Ryu, K. and Han, H. (2010) ‘Influence of the quality of food, service, and physical environment
on customer satisfaction and behavioral intention in quick-casual restaurants:
Moderating role of perceived price’, Journal of Hospitality and Tourism
Research, 34(3), pp. 310-329.

Ryu, K. and Jang, S.S. (2007) ‘The effect of environmental perceptions on behavioral
intentions through emotions: The case of upscale restaurants’, Journal of Hospitality
and Tourism Research, 31(1), pp. 56-72.

Ryu, K., Lee, H.R. and Gon Kim, W. (2012) ‘The influence of the quality of the physical
environment, food, and service on restaurant image, customer perceived value,
customer satisfaction, and behavioral intentions’, International Journal of

Contemporary Hospitality Management, 24(2), pp. 200-223.

Schmidt, K. (1995) The quest for identity: corporate identity: strategies, methods and

examples. Thomson Learning.

Schultz, M. and De Chernatony, L. (2002) ‘The challenges of corporate branding’, Corporate
Reputation Review, 5(2/3), pp. 105-113.

Sekaran, U. (2006) Research methods for business: A skill building approach. John Wiley and

Sons.

Selnes, F. (1993) ‘An examination of the effect of product performance on brand reputation,

satisfaction and loyalty’, European Journal of Marketing, 27(9), pp. 19-35.

229



Sequeira, N., da Silva, R.V., Ramos, M. and Alwi, S.F.S. (2015) ‘Measuring corporate
reputation in B2B markets: the corporate personality adapted scale’, IUP Journal of
Knowledge Management, 13(3), p.31.

Shamma, H.M. and Hassan, S.S. (2008) ‘A multiple stakeholder perspective for measuring
corporate brand equity: Linking corporate brand equity with corporate performance’,
in Contemporary thoughts on corporate branding and corporate identity

management (pp. 23-46). London: Palgrave Macmillan.

Sharma, A., Krishnan, R. and Grewal, D. (2001) “Value creation in markets: A critical area of
focus for business-to-business markets’, Industrial Marketing Management, 30(4), pp.
391-402.

Shaw, J. (1995) Doing business in the information age: Electronic commerce, EDI and

reengineering. Electronic Commerce Strategies, Inc.

Sherry Jr, J.F. and Schouten, J.W. (2002) ‘A role for poetry in consumer research’, Journal of
Consumer Research, 29(2), pp. 218-234.

Shimp, T.A. and Sharma, S. (1987) ‘Consumer ethnocentrism: Construction and validation of
the CETSCALE’, Journal of Marketing Research, 24(3), pp. 280-289.

Sieber, S.D. (1973) ‘The integration of fieldwork and survey methods’, American Journal of
Sociology, 78(6), pp. 1335-1359.

Sierra, V., Iglesias, O., Markovic, S. and Singh, J.J. (2017) ‘Does ethical image build equity in
corporate services brands? The influence of customer perceived ethicality on affect,
perceived quality, and equity’, Journal of Business Ethics, 144(3), pp. 661-676.

Simdes, C., Dibb, S. and Fisk, R.P. (2005) ‘Managing corporate identity: an internal
perspective’, Journal of the Academy of Marketing Science, 33(2), pp. 153-168.

Simpson, M., Padmore, J., Taylor, N. and Frecknall-Hughes, J. (2006) “‘Marketing in small and
medium sized enterprises’, International Journal of Entrepreneurial Behavior and
Research, 12(6), pp. 361-387.

Singh, R.K., Garg, S.K. and Deshmukh, S.G. (2009) ‘The competitiveness of SMEs in a
globalized economy: Observations from China and India’, Management Research
Review, 33(1), pp. 54-65.

230



Skulmoski, G.J., Hartman, F.T. and Krahn, J. (2007) ‘The Delphi method for graduate
research’, Journal of Information Technology Education: Research, 6(1), pp. 1-21.

Spector, A.J. (1961) “Basic dimensions of the corporate image’, Journal of Marketing, 25(6),
pp. 47-51.

Speed, R., Butler, P. and Collins, N. (2015) ‘Human branding in political marketing: Applying
contemporary branding thought to political parties and their leaders’, Journal of
Political Marketing, 14(1/2), pp. 129-151.

Spence, L.J. (1999) ‘Does size matter? The state of the art in small business ethics’, Business
Ethics: a European Review, 8(3), pp. 163-174.

Spence, M. and Hamzaoui Essoussi, L. (2010) ‘SME brand building and management: an

exploratory study’, European Journal of Marketing, 44(7/8), pp. 1037-1054.

Spreitzer, G.M., McCall, M.W. and Mahoney, J.D. (1997) “Early identification of international
executive potential’, Journal of Applied Psychology, 82(1), p. 6.

Srivastava, K. and Sharma, N.K. (2013) “Service quality, corporate brand image, and switching
behavior: The mediating role of customer satisfaction and repurchase
intention’, Services Marketing Quarterly, 34(4), pp. 274-291.

Steenkamp, J.B.E. and Baumgartner, H. (2000) ‘On the use of structural equation models for
marketing modeling’, International Journal of Research in Marketing, 17(2-3), pp.
195-202.

Stern, B., Zinkhan, G.M. and Jaju, A. (2001) ‘Marketing images: construct definition,
measurement issues, and theory development’, Marketing Theory, 1(2), pp. 201-224.

Stern, B.B., Zinkhan, G.M. and Holbrook, M.B. (2002) ‘The netvertising image: Netvertising
image communication model (NICM) and construct definition’, Journal of
Advertising, 31(3), pp. 15-27.

Stokes, D. (2000) “Putting entrepreneurship into marketing: The processes of entrepreneurial

marketing’, Journal of Research in Marketing and Entrepreneurship, 2(1), pp. 1-16.

Strauss, A. and Corbin, J. (1998) Basics of qualitative research: Procedures and techniques

for developing grounded theory. Sage.

231



Sung, M. and Yang, S.U. (2008) ‘Toward the model of university image: The influence of
brand personality, external prestige, and reputation’, Journal of Public Relations
Research, 20(4), pp. 357-376.

Sung, Y. and Kim, J. (2010) ‘Effects of brand personality on brand trust and brand affect’,
Psychology and Marketing, 27(7), pp. 639-661.

Szymanski, D.M. and Henard, D.H. (2001) ‘Customer satisfaction: A meta-analysis of the
empirical evidence’, Journal of the Academy of Marketing Science, 29(1), pp. 16-35.

Tabachnick, B.G. and Fidell, L.S. (2014) Using multivariate statistics. Allyn and

Bacon/Pearson Education.

Tashakkori, A. and Teddlie, C. (2003) Major issues and controversies in the use of mixed
methods in the social and behavioral sciences. Handbook of mixed methods in social

and behavioral research, pp.3-50. Sage.

Tektas, A., Gunay, E.N., Karatas, A. and Kuyucu, A.D.H. (2008) ‘ICT capability and
innovation  utilization in  Turkish SMEs: The case of machinery
industry’, Communications of the IBIMA, 5(6), pp. 34-41.

Teso, Y., Kondo, M. and Dormido, H. (2018). These are 2018’s most (and least) attractive
emerging markets. (online) Bloomberg.com. Available at:
https://www.bloomberg.com/news/articles/2018-01-21/emerging-market-scorecard-

supports-mexico-and-turkey-over-india (Accessed 3 Apr. 2019).

Thomlison, B.M. (1992) ‘Environmental consumerism must meet needs of corporate
stakeholders’, Marketing News, 26(9), p. 12.

Thrassou, A. and Vrontis, D. (2006) ‘A small services firm marketing communications model
for SME-dominated environments’, Journal of Marketing Communications, 12(3), pp.
183-202.

TOBB KOBI  Bilgi Portali.  (2015) Istatistikler. ~ (online)  Available  at:
http://www.kobi.org.tr/index.php/bilgibankasi/statistikler (Accessed 7 Dec. 2018).

Tran, M.A., Nguyen, B., Melewar, T.C. and Bodoh, J. (2015) “Exploring the corporate image
formation process’, Qualitative Market Research: An International Journal, 18(1), pp.
86-114.

232



Ulusoy, R. and Akarsu, R. (2012) ‘Tiirkiye'de KOBI’lere yapilan destekler ve istihdam
tizerindeki etkileri’, Kocaeli Universitesi Sosyal Bilimler Dergisi, (23), pp. 105-126.

Urde, M. (2003) ‘Core value-based corporate brand building’, European Journal of
Marketing, 37(7/8), pp. 1017-1040.

Uygur, S. (2009) ‘The Islamic work ethic and the emergence of Turkish SME owner-
managers’, Journal of Business Ethics, 88(1), pp. 211-225.

Uysal, F. and Ulugay, D.M. (2018) ‘National Export-Promotion Programs in Turkey: Impacts
and Challenges’, GSI Journals Serie B: Advancements in Business and
Economics, 1(1), pp. 30-42.

Vallaster, C. and de Chernatony, L. (2006) ‘Internal brand building and structuration: the role
of leadership’, European Journal of Marketing, 40(7/8), pp. 761-784.

Van Riel, A.C., De Mortanges, C.P. and Streukens, S. (2005) ‘Marketing antecedents of
industrial brand equity: An empirical investigation in specialty chemicals’, Industrial
Marketing Management, 34(8), pp. 841-847.

Van Riel, C.B. (1995) Principles of corporate communication. Prentice Hall.

Van Riel, C.B. and Balmer, J.M. (1997) *Corporate identity: the concept, its measurement and
management’, European Journal of Marketing, 31(5/6), pp. 340-355.

van Riel, C.B., Stroeker, N.E. and Maathuis, O.J.M. (1998) ‘Measuring corporate
images’, Corporate Reputation Review, 1(4), pp. 313-326.

Verhees, F.J., Meulenberg, M.T. and Pennings, J.M. (2010) ‘Performance expectations of
small firms considering radical product innovation’, Journal of Business Research,
63(7), pp. 772-777.

Wallin Andreassen, T. and Lindestad, B. (1998) ‘Customer loyalty and complex services: The
impact of corporate image on quality, customer satisfaction and loyalty for customers
with varying degrees of service expertise’, International Journal of Service Industry

Management, 9(1), pp. 7-23.

Wartick, S.L. (2002) “‘Measuring corporate reputation: Definition and data’, Business and
Society, 41(4), pp. 371-392.

233



Westbrook, R.A. and Reilly, M.D. (1983) ‘Value-percept disparity: an alternative to the
disconfirmation of expectations theory of consumer satisfaction’, Advances in
Consumer Research, 10(1), pp. 256-261

Whetten, D.A. (2006) ‘Albert and Whetten revisited: Strengthening the concept of
organizational identity’, Journal of Management Inquiry, 15(3), pp. 219-234.

Whetten, D.A. and Mackey, A. (2002) ‘A social actor conception of organizational identity
and its implications for the study of organizational reputation’, Business and
Society, 41(4), pp. 393-414.

Whiting, L.S. (2008) ‘Semi-structured interviews: Guidance for novice researchers’, Nursing
Standard, 22(23), pp. 35-41.

Wickham, P.A. (2006) Strategic entrepreneurship. Essex: Prentice Hall.

Witt, P. and Rode, V. (2005) ‘Corporate brand building in start-ups’, Journal of Enterprising
Culture, 13(03), pp. 273-294.

Wolfinbarger, M. and Gilly, M.C. (2003) ‘eTailQ: dimensionalizing, measuring and predicting
etail quality’, Journal of Retailing, 79(3), pp. 183-198.

Wong, H. and Merrilees, B. (2005) ‘A brand orientation typology for SMEs: a case research
approach’, Journal of Product and Brand Management, 14(3), pp. 155-162.

Woods, S.A. and Anderson, N.R. (2016) ‘Toward a periodic table of personality: Mapping
personality scales between the five-factor model and the circumplex model’, Journal
of Applied Psychology, 101(4), p. 582.

Xie Yu H. and Boggs, D.J. (2006) ‘Corporate branding versus product branding in emerging
markets: A conceptual framework’, Marketing Intelligence and Planning, 24(4), pp.
347-364.

Yi, Y. (1990) ‘A critical review of consumer satisfaction’, Review of Marketing, 4(1), pp. 68-
123.

Yoo, B., Donthu, N. and Lee, S. (2000) ‘An examination of selected marketing mix elements

and brand equity’, Journal of the Academy of Marketing Science, 28(2), pp. 195-211.

234



Zeithaml, V.A. (1988) ‘Consumer perceptions of price, quality, and value: a means-end model

and synthesis of evidence’, Journal of Marketing, 52(3), pp. 2-22.

Zeithaml, V.A., Berry, L.L. and Parasuraman, A. (1996) ‘The behavioral consequences of
service quality’, The Journal of Marketing, 60(2), pp. 31-46.

Zineldin, M. and Philipson, S. (2007) ‘Kotler and Borden are not dead: myth of relationship
marketing and truth of the 4Ps’, Journal of Consumer Marketing, 24(4), pp. 229-241.

Zontanos, G. and Anderson, A.R. (2004) ‘Relationships, marketing and small business: an
exploration of links in theory and practice’, Qualitative Market Research: An
International Journal, 7(3), pp. 228-236.

Zuckerman, E.W. (1999) ‘The categorical imperative: Securities analysts and the illegitimacy

discount’, American Journal of Sociology, 104(5), pp. 1398-1438.

235



APPENDICES

University
London

8.1 Consent Form

The participant should complete the whole of this sheet

Please tick the appropriate box

Have you read the Research Participant Information Sheet?

Have you had an opportunity to ask questions and discuss this study?
Have you received satisfactory answers to all your questions?

Who have you spoken to?

Do you understand that you will not be referred to by name in any report
concerning the study?

Do you understand that you are free to withdraw from the study:
e atany time?
e without having to give a reason for withdrawing?

e without affecting your
future care?

| agree to my interview being recorded.

| agree to the use of non-attributable direct quotes when
the study is written up or published.
Do you agree to take part in this study?

Jjoooog o ggod g
U ouon o Uil s

Signature of Research Participant:

Date:

Name in capitals:

Witness statement

I am satisfied that the above-named has given informed consent.

Witnessed by:

Date:
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Name in capitals:

Researcher name:

Signature:

Supervisor name:

Signature:
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8.2 Gatekeeper Consent Form

The participant should complete the whole of this sheet

Please tick the appropriate box

YES

Have you read the Gatekeeper letter?
Have you had an opportunity to ask questions and discuss this study?
Have you received satisfactory answers to all your questions?

Who have you spoken to?

Do you understand that you will not be referred to by name in any report
concerning the study?

HEnuinn
HnEinn

NO

Do you understand that you and your employees are free to withdraw from the study:

e atany time?
e without having to give a reason for withdrawing?

e without affecting your and their
future care?

| agree to your employees’ interview being recorded.

HiEgNE

| agree to the use of non-attributable direct quotes when
the study is written up or published.

Do you agree your organisation and employees to take part
in the research?

Signature of Research Participant:

HNpEINRNIE

Date:

Name in capitals:

Witness statement

I am satisfied that the above-named has given informed consent.
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Witnessed by:

Date:

Name in capitals:
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8.3 Participant Information Sheet (In English)

.| Brunel
22 | niversity
London

Dear Participant,

Many thanks for helping with my study. As part of the requirements for a PhD degree
at the Brunel University London, I am conducting a study to understand Corporate
Brand Building for SMEs. | would like to learn your thoughts on the subject and hope

you can spend only 10 minutes of your time to complete the questionnaire.

Your response is very important to success of this study and I will be appreciating your
help. I would like to guarantee that | undertake to maintain complete confidentiality

and anonymity, as I will only be analysing the survey data as a whole.

I would be very grateful if you could please complete the attached questionnaire on
Corporate Branding in SMEs. If you have any inquiries about the study or need any
further information please feel free to contact me at the contact details given below.

Thank you for your cooperation.

Serap Sap Dr. Selcuk Uygur and Dr. Cristina Stoian

PhD Student Research Supervisors
Brunel University London

Phone: 07743-435205

E-mail: Serap.Sap@brunel.ac.uk
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8.4 Survey (English)

Part 1: Entrepreneur Branding

Please describe owner-manager of the company as you see at the present time. Each of the scales listed below,
Please indicate how much you agree or disagree with each of the following statements. Five-point scale with 1
(strongly disagree) to 5 (strongly agree) scale anchors.

: : >0 8 — >

Personality Factors (Traits) _ = % 5 S s | 2,

OWNER-MANAGER of this company; Sz & 3 5| 88

HhT| O z < | &
1 spends time reflecting on things 1 2 3 4 5
2 has excellent idea 1 2 3 4 5
3 Is curious about learning new things 1 2 3 4 5
4 Has a vivid imagination 1 2 3 4 5
5 Has difficulty understanding abstract ideas 1 2 3 4 5
6 IS exacting in the work 1 2 3 4 5
7 gets chores done right away 1 2 3 4 5
8 pays attention to details 1 2 3 4 5
9 likes order 1 2 3 4 5
10 | often forgets to put things back in their proper place | 1 2 3 4 5
11 | Is usually calm and relaxed most of the time 1 2 3 4 5
12 | is usually objective 1 2 3 4 5

Personality Factors (Traits) E: ?é’, gg) %‘ g% g %’ g’,

OWNER-MANAGER of this company; Sl 8| 28| 3|28

ho|lO|lomOo | Z|xnA
13 | usually feel comfortable. 1 2 3 4 5
14 | stress out easily 1 2 3 4 5
15 | Likes to has a lot of people around me. 1 2 3 4 5
16 | likes to talk with a lot of different people 1 2 3 4 5
17 | Usually starts conversations. 1 2 3 4 5
18 | is a dominant person in a group. 1 2 3 4 5
19 | Does not like to draw attention to myself. 1 2 3 4 5
20 | Isinterested in people 1 2 3 4 |5
21 | usually sympathizes with others' feelings 1 2 3 4 5
22 | usually takes time out for others 1 2 3 4 5
23 | usually makes people feel at ease 1 2 3 4 5
24 | Is open to others suggestions. 1 2 3 4 5
25 | Feels concern for others. 1 2 3 4 5
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Part 2: Product Branding

Please indicate your agreement with the following statements. Five-point scale with 1

(strongly disagree) to 5 (strongly agree) scale anchors.

- — (44
No. | Price g g % g g
h>odz_ | < |[H=>
26 | The price of the company’s offer is high 1 2 3 4 5
27 | The price of the company offer is low 1 2 3 4 5
28 | The product company offer is expensive. 1 2 3 4 5
Product (Perceived Quality)
29 | The likely quality of company’s product are
. 1 2 3 4 |5
extremely high.
30 | The likelihood that company’s product would be
: . 1 2 3 4 |5
functional are very high.
31 | The likelihood that company’s product is reliable is
very high.
Place (Store Image)
32 | The stores where | can buy company’s products carry
: : 1 2 3 4 |5
products high quality
33 | The stores where | can buy company’s product would
: . 1 2 3 4 |5
be of high quality.
34 | The stores where | can buy company’s product have
1 2 3 4 |5
well-known brand.
Promotion
35 | The company’s product is intensively advertised 1 2 3 4 g
36 | The ad campaigns for the company’s product seem
very expensive, compared to campaigns for |1 2 3 4 5
competing brands
37 | The ads campaigns for the company’s product are
1 2 3 4 |5
seen frequently.
Part 3: Corporate Image
If this company came to life as a person, what would his/her personality be like? For
example “Friendly”: If the company came to life as a person, do you think he/she would
be known as friendly? You are able to choose from 1-5 depending on how strongly you
strongly disagree (1) or strongly agree (5). Please answer every question in the
questionnaire.
>3 3 - >
No Corporate Personality. Our company known as; § § § = o §’ 8
sela| 2 | 2|82
38 | Friendly 1 2 3 4 5
39 [ Supportive 1 2 3 4 5
40 | Aggregable 1 2 3 4 5
41 | Honest 1 2 3 4 5
42 | Sincere 1 2 3 4 5
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43 | Trustworthy 1 2 3 4 5
44 | Reliable 1 2 3 4 5
45 | Achievement Oriented 1 2 3 4 5
46 | Ambitious 1 2 3 4 5
47 | Technical 1 2 3 4 5
48 | Trendy 1 2 3 4 5
49 | Young 1 2 3 4 5
50 [ Innovative 1 2 3 4 5
51 | Daring 1 2 3 4 5
52 | Stylish 1 2 3 4 5
53 [ Elegant 1 2 3 4 5
54 | Prestigious 1 2 3 4 5
55 | Exclusive 1 2 3 4 5
Part 4: Customer Satisfaction and Loyalty
Please indicate your agreement with the following statements. Five-point scale with 1
(strongly disagree) to 5 (strongly agree) scale anchors.
: . >0 8 — >
No. | Customer Satisfaction o 2| = o o | ©
c o s ber c o
S gl .8 D >| S £
hs| O pd < |5 &
56 Please indicate your overall satisfaction with this 1 9 3 4 5
company
57 I would recommend this company to a friend or 1 5 3 4 5
colleague.
58 [ I am pleased to be associated with this company 1 2 3 4 5
59 [ I feel affinity with this company 1 2 3 4 5
>3 8 = >
No. | Customer Loyalty Intention g 5 2| = o g’ o
5.2 2 2 2| 55
: _ : _ ns| 0O e <|H &
60 I encourage friends and relatives to do business with 1 9 3 4 5
this company
61 | say positive things about the company to the other 1 9 3 4 5
people.
62 I will do more business with this company in next 1 9 3 4 5
few years.
63 I would recor_nmend this company to someone who 1 5 3 4 5
seeks my advice.
64 I consider this company my first choice to buy 1 5 3 4 5

product/service.

Part 5: Demographics
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Please circle the appropriate number

1. Areyou? 2. Which age group do you belong to?
Male | Female S 2° 45-
24 34 35-44 | 54 55-64 | 65 and above
1 2 1 2 3 4 5 6
3. Are you married? 4. What is the highest level of education that you have
obtained?
Seconda_ry Master No
Yes | No / High | College | Bachelor Degree PhD formal_
School Education
1 2 1 2 3 4 5 6
4. Current Occupation
1 | Professional (e.g. doctors, engineers) 6 | Retired
2 | Management /Managerial 7 | Unemployed
3 | Sales 8 | Student
4 | Skilled Worker 9 | Other
5 | Self-employed
5. Monthly Income
1000 Above
Below |TL - _2100301(_)% _310040136 4100 TL - | 5000
No 1000TL | 2000 TL TL 5000 TL
Income TL TL
1 2 3 4 5 6 7

Thank you very much for your cooperation.
Your opinion are greatly appreciated
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8.5 Participant Information Sheet (In Turkish)

Degerli Katilimet,

Calismamiza yardim ettiginiz icin cok tesekkiir ederim. Brunel Universitesi Londra’nin
doktora egitimi sartlarindan biri oldugu icin, KOBI’lerde Kurumsal marka surecini
anlamak i¢in bu aragtirmay gergeklestiriyorum. Bu konuyla ilgili, sadece 10 dakikanizi

ayirarak anketimize katilacaginizi timit ediyorum.

Fikirleriniz bu ¢aligmanin basarisi i¢in olduk¢a 6nemli olacagindan, katkinizdan dolay1
cok tesekkiir ederim. Arastirmamizin bir biitiin olarak analiz edileceginden, vermis

oldugunuz cevaplarin gizliligi ve giivenligi konusunda size temin ederim.

Ekteki KOBI’lerde Kurumsal Marka ile ilgili anketi cevaplandirarak ¢aligmamiza
destekte bulundugunuz icin ¢ok tesekkiir ederim, Daha fazla bilgi ve sorulariniz igin,

litfen asagida paylasilan iletisim bilgilerinden benimle iletisime geginiz.

Desteginiz i¢in tesekkiirler.

Serap Sap Dr. Selguk Uygur- Dr. Cristina Stoian

Doktora Ogrencisi Arastirma Danigmanlari
Brunel Universitesi Londra

Tel: + 44 7743-435205 /+90 555 029 30 38

E-mail: Serap.Sap@brunel.ac.uk
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8.6 Survey (In Turkish)

1. Kisim: Girisimci Markasi

Lutfen isletmenin girisimcisini (is yerinin sahibi/yoneticisi), su anda gordiiginuz sekilde tarif ediniz. Asagidaki
sorulara gore, ayni fikirde olup olmadiginizi belirtiniz. Besli 6lgek ile 1 (kesinlikle ayni fikirde degilim), 5 (kesinlikle
ayni fikirdeyim) derecelendiriniz.
LUTFEN SIZE UYGUN NUMARAYI DAIRE iCiNE ALINIZ.

Kisilik faktorleri ° g g c = o E

5| &8s | = g§s| =3

Bu isletmenin sahibi/ yéneticisi, ‘_‘7:’ g g g g g = T% =

2 |¥5|2 |Fg|=¢8

X X
1 Her sey hakkinda derinlemesine diistniir. 1 2 3 4 5
2 Muikemmel fikirlere sahiptir. 1 2 3 4 5
3 Yeni seyleri 6grenmeye heveslidir 1 2 3 4 5
4 Genis bir hayal giicline sahiptir. 1 2 3 4 5
5 Hayal kurmakta zorlanir. 1 2 3 4 5
6 Planli, programhdir. 1 2 3 4 5
7 isleri hemen halleder. 1 2 3 4 5
8 Ayrintilara dikkat eder. 1 2 3 4 5
9 islerinde diizeni sever. 1 2 4 5
10 Unutkandir. 1 4

11 Sakindir. 4 5
12 Olaylar karsisinda tarafsizdir. 1 2 3 4 5

No Kisilik faktorleri 2 g g e el o€

X 5 S 6 N c 2 ~ 2

Bu islet . h.b./.. ticisi Eg °E"; @ go 'éo

u isietmenin sanibi/ yoneticisi, = é & é E & E = E

cs | ¥s | & 5| <k

Y Y > X
13 Rahattir. 1 2 3 4 5
14 Kolayca asiri stres olur. 1 2 3 4 5
15 Etrafinda insanlarin olmasini sever. 1 2 3 4 5
16 Farkh insanlarla konusmayi sever. 1 2 3 4 5
17 Sohbeti baslatir. 1 2 3 4 5
18 Bulundugu grupta en ¢ok konusan kisidir. 1 2 3 4 5
19 Dikkatleri Gzerine ¢gekmeyi sevmez. 1 2 3 4 5
20 insanlarla ilgilenir. 1 2 3 4 5
21 Baskalarinin duygularini anlamaya galigir. 1 2 3 4 5
22 Bagkalarina zaman ayirir. 1 2 3 4 5
23 insanlari rahat hissettirir. 1 2 3 4 5
24 Bagkalarinin 6nerilerine agiktir. 1 2 3 4 5
25 Baskalari igin Gzulir. 1 2 3 4 5
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2. Kisim: Uriin (Hizmet) Markasi

Asagidaki sorulara gore, ayni fikirde olup olmadiginizi belirtiniz. Besli 6l¢ek ile 1 (kesinlikle ayni fikirde degilim),

5 (kesinlikle ayni fikirdeyim) derecelendiriniz.

No @5 - E | o2&
Bu isletmenin iiriin veya hizmetleri = o g o N ] 5 =5
| E = 2 £ > € >
SE|I2E £ |2 |8z
8|8 | ¢ "& |®%
26 | Yuksek fiyathdir. 1 2 3 4 5
27 | Dusuk fiyathidir. 1 2 3 4 5
28 | Pahalidir. 1 2 3 4 5
29 | Kalitesi oldukga ytiksektir 1 2 3 4 5
30 | Kullanighidir 1 2 3 4 5
31 | Gavenilirdir. 1 2 3 4 5
32 | Satildigi yerler (magazalar) baska kaliteli Griinler 1 2 3 4 5
de satar.
33 | Satildigi yerler (magazalar) kalitelidir. 1 2 3 4 5
34 | Satildigi yerler (magazalar) taninmis yerlerdir. 1 2 3 5
35 | Cok reklam yapilir. 1 2 3 4 5
36 | Yapilan reklamlar, rakiplerininkine gére ¢ok 1 2 3 4 5
pahali goriiniyor.
37 | Yapilan reklamlari sik gérindr. 1 2 3 4 5

3. Kisim: Kurumsal imaj

Eger bu isletme bir insan olsaydi, sizce kisiligi nasil olurdu? Mesela "cana yakin biri". Sizce bu isletme cana yakin
biri olarak taninir miydi? Asagidaki sifatlara gore, ayni fikirde olup olmadiginizi belirtiniz. Liitfen besli 6lgek ile 1
(kesinlikle ayni fikirde degilim), 5 (kesinlikle ayni fikirdeyim) derecelendiriniz.

No. e5| .5 |€ | E |2E

. « ® o ~ ~N = X L

Bu isletme bir insan olsaydi, nasil biri | = 2| 22 | 3 g2s |=4

a E = o 0 = B =

olurdu? S= | 23 3 £ B g =

- | x S g

= =

38 Cana yakin 1 2 3 4 5
39 Destekleyici 1 2 3 4 5
40 Uyumlu 1 2 3 4 5
41 Darust 1 2 3 4 5
42 Samimi 1 2 3 4 5
43 S6zunl tutan 1 2 3 4 5
44 Glvenilir 1 2 3 4 5
45 Basari odakli 1 2 3 4 5
46 Hirsh 1 2 3 4 5
a7 Teknik 1 2 3 4 5
48 Modaya uyan 1 2 3 4 5
49 Geng 1 2 3 4 5
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50 Yenilikgi 1 2 3 4 5
51 Cesur 1 2 3 4 5
52 Sik 1 2 3 4 5
53 Zarif 1 2 3 4 5
54 Saygin 1 2 3 4 5
55 Seckin 1 2 3 4 5

4. Kisim: Miisteri Memnuniyeti ve Sadakati

Asagidaki sorulara gore, ayni fikirde olup olmadiginizi belirtiniz. Besli dlcek ile 1 (kesinlikle ayni fikirde degilim),

5 (kesinlikle ayni fikirdeyim) derecelendiriniz.

No- o5 5| | 5|25
Miisteri Memnuniyeti =Z=06|l ag¢ N g 5| £ &
cz| EZ | ¢ ES|EL
HEE R EHEE
r— — © = =
5§ |% |"8|%s
56 | Litfen bu isletmeye olan genel memnuniyetinizi 1 2 3 4 5
belirtiniz.
57 | Buisletmeyi diger insanlara tavsiye ederim. 1 2 3 4 5
58 | Bu isletmeden alisveris yapmaktan memnunum. 1 5
59 | Bu isletmeyi kendime yakin hissediyorum. 1 2 4 5
No. Miisteri Baghlig1 (Sadakat) Niyeti o E € c £l o €
sl gs | & T B
szl e=x| g €8]l e
a E| 2 E © o = | g =
ST ¥3 & x5l <8
Y £ > <
60 Arkadaslarimi ve akrabalarimi bu isletmeden 1 2 3 4 5
ahsveris yapmalari icin tesvik ederim.
61 Bu isletme hakkinda baskalarina olumlu seyler i 2 3 4 5
soylerim.
62 Oniimizdeki yillarda da bu isletmeden alisveris [ 1 2 3 4 5
yapacagim.
63 Bu isletmeyi, benden fikir almak isteyen kisilere it 2 3 4 5
tavsiye ederim.
Uriin veya hizmet alirken bu isletme ilk 1 2 3 4 5
64 W
tercihimdir.
5.Kisim: Demografik Ozellikler
Liitfen kendinizle ilgili dogru bilgileri seciniz.
2. Cinsiyetiniz? 2. Hangi yas grubunda yer aliyorsunuz?
Erkek | Kadin 16-24 | 25-34 | 35-44 | 45-54 | 55-64 65 ve lzeri
1 2 1 2 3 4 5 6
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6. Evli misiniz?

4. Hangi okuldan mezunsunuz?

Evet | Hayir Ortaokul/Lise | Yiiksekokul | Lisans | Yiiksek lisans | Doktora Diger
1 2 1 2 3 4 5 6
7. Mesleginiz?
Profesyonel (6rnegin doktor, mihendis,
1 | 68retmen) 6 | Emekli
2 | Yonetici 7 | issiz
3 | Satis elemani 8 | Ogrenci
4 | isci 9 | Ev Hanimi
5 | Serbest galisan 10 | Diger
8. Aylik geliriniz
Gelirim yok 1000 TL- 2100 TL- 3100 TL- 4100 TL- 5000 TL den
1--900 2000 TL 3000 TL 4000TL 5000 TL fazla
1 2 3 4 5 6 7

Desteginiz icin tesekkiir ederim.

249




8.7 Quialitative Findings

Selected Interview Quotes

Understanding of Corporate Branding

‘Corporate branding is not related to any one product. It begins when a customer
enters the door. Everything, including the entrance, company cars, and the
appearance of staff (their hair, dress, nail polish, watches), should represent our
company. Because we believe *people welcome you with your appearance and
see you off your ideas’. People not only recognise the brand, but also the first

posture, appearance and attitude of the salesperson.” (Nuran, Manager, 43)

‘In the case of corporate branding, all employees represent the company, which
means the employees have responsibilities too. Thus, they work to make our
company name well-known and solve the flaws and mistakes of the company
without coming directly to us. Because of that, they work here in the long-term
and take responsibilities in the workplace. This also lessens our burden.’ (Hasan,
62, Owner)

‘Corporate brand does not mean there is a chain of command where only the
managers make decisions; rather, it entails having an environment where the
opinions of the employees are as valuable as those of the decision-makers. But
for us SMEs, the business owner is the ultimate decision-maker.” (Gazi, Manager,
37)

‘Corporate branding means that the works in every area of the company, from the
top management to the bottom, are driven and developed by co-decisions with all
employees. All employees give their opinions and the best, most feasible opinion
is chosen in the form of a common decision. Finally, it is the owner who takes

the risk and provides capital for the chosen idea.” (Erol, 40, Co-partner)

Entrepreneurial Branding
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‘I am the only one who is responsible for everything here. Employees start and
leave the job. This is not important. However, if | left, this company would
collapse. I, Ms Nuran, must be here all the time. Since everything is bound up
with me, | cannot expand the business because of my health issues... self-
confidence is the other component of making a sale. | believe self-confidence
is half of my success. If |1 say | am going to do this, I will definitely do it.”
(Nuran, 43, Manager)

‘When customers look for a company, they look at the business volume of the
company... They say to themselves, ’"He can overcome this work’ and come to
us. Even though some find it to be too much, we carry thirty thousand loads.

Many of my competitors cannot do this.” (Cemal, 38, Owner)

‘My customers are following me, they are not shopping because of the company
or product or company name. They trust my name. They believe honesty and
keeping words are important. | was a former marketer; thus, my customers know
me from my past. They followed me after | started my own business.” (Tuncay,
46, Owner)

’...self-confidence is the other component of making a sale. | believe self-
confidence is half of the success. If | say | am going to do this, | will definitely
do it.” (Nuran, 43, Manager)

Product Branding

‘We are like a family with our customers; we are getting their opinions while
increasing our product range and creating new designs. Customers play active

roles, from the design of the product to after-sales services.’(Ali, 48, Owner)

‘We define ourselves as unique and differentiated. Because our market is very
niche, our stakeholders know our company as being unique and different’
(Kenan, 26, Owner).
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“The major difference between us and our competitors is our designs. As you see
here (he demonstrates the showroom of the company), all the furniture in there
have been drawn and manufactured by the employees of Yilmaz Furniture ... We
are like a family with our customers; we receive their opinions while increasing
our product range and creating new designs. Our customers play active roles,
from the design of the product to the after-sales service. As a result of working
long-term with the same customers, we have mutual trust with each other.” (Ali,
48, Owner)

“This is a business which was developed by two managers’ mutual ideas. Two
neighbours that worked in the bathroom boiler and tea boiler businesses in
Samsun in the past decided to integrate bathroom and tea boilers by making an
innovation to satisfy their own personal needs. They were satisfied with their
product, and when they started receiving requests, they were able to expand their
business’ (Gazi, 37, Manager)

‘We maintain high-quality standards and find solutions for our customers’ needs
quickly ... In order to maintain the quality of our machines, we do not work with
other suppliers. Generally, we have a warehousing problem. Thus, we cannot

keep up with customer demand.” (Faruk, 38, Manager)

Corporate Brand Image

‘Because it is not important to make a sale, it is important to satisfy customers.
After the work began, the customer could ask for changes to be made. We carried
out those changes according to their demands. If customers leave us satisfied,

they will come back again.” (Davut, 31, Owner)

“The word ‘sincerity’ is what we believe and what we want to hear from our

customers when describing us.” (Nuran, 43, Manager)
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‘Our customers believe in our name. My partner and | are known as trustworthy,
and we always prefer quality. Our employees know us from before we started this
business.” (Sinan, 48, Co-partner)

‘“Technological competency is our strength. We follow the technological
developments related to our work, which thereby helps us to decrease the time
customers spend in our company and, in turn, increases their satisfaction.’
(Mustafa, 38, Owner)

Barriers to have Corporate Brand

‘We are a small business. We absolutely are not a corporate brand. We definitely
would like to have a corporate brand. But it can happen in time. Our company is
very young. We need some time. For example, when we say “corporate brand,
Pierre Cardin, Apple, Coca-Cola come to our mind... Why? ... Because these
companies are old brands and are big enough to be corporate brands.” (Davut, 31,

Owner)

‘Large companies have corporate branding, not SMEs like us. For example, if we
ask anyone from here to give an example of a corporate brand in Kayseri city,
everyone will mention BOYDAK (the largest company in the area) because they
are a large company and work professionally. For example, in those companies,
all functions are not carried out by only one person. They have different
departments. For example, they have a marketing department which is separate
from the sales department which, in turn, is different from the production
department. In the SME case, however, everything is bound up in only one
person. Thus, we do not have corporate branding, and there cannot be corporate
branding in SMEs.” (Cemal, 38, Owner)

‘We want to have a corporate brand. Yes, we do want that. But we have to open
new branches and we need a professional team to increase our chances. For now,
we do not have a budget to promote our company in that way.” (Osman, 26,

Owner)
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‘Corporate branding is adopted by the companies who have operations either
country-wide or worldwide. Most international companies have such brands.
Corporate branding refers to having professional departments and having a global
brand with a strong infrastructure. It refers to big projects having big budgets for
promoting new products and departments which take on all the responsibilities
regarding the creation of products and services in the company.” (Mustafa, 38,

Owner)

Company Performance

‘Sometimes, even though we know we will incur a loss, we accept the work; the
aim of doing this that of improving relations with our customers and gaining their
trust for future works. It seems that we have not been successful in doing this, but
we are confident that we will gain their trust in the long term.” (Cemal, 38,

Owner)

‘We guide the customer to contact us by phone if they have a problem; otherwise,
we send our services out to them at once. Seeing as we sell our products
throughout Turkey, we are expected to provide services throughout the company’
(Faruk, 38, Manager)

“You take a risk in business. Say you lose money and your business does not
work. Management cannot be conducted only by looking at the profit-loss
balance. You cannot always make a profit. Sometimes it is a strength to build
mutual trust, too. Today, | can take a 1.5 million TL risk and start a business
because | am confident in myself. When you start a business, the business grows
automatically; growth or profit is not important. What is important is gaining
different aspects. Now, my success is the brand value | have created.” (Erol, 40,

Co-partner)

‘Sales volume is not a criterion for success if customers are not loyal. If customers

find a product which is 1 TL cheaper, they will buy it. If our customers,
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employees, and suppliers all say that we are honest and sincere, that, itself, means

we are successful.” (Nuran, 43, Manager)

‘Human health comes first compared to doing business. Thus, we do not define
success with financial outcomes. Success means doing honest business which
engenders customer loyalty and technological adaptability.” (Mustafa, 38,

Owner)

‘Success is on-time delivery, customers’ satisfaction, and paying one’s taxes on

time.” (Osman, 26, Owner)
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8.8 Quantitative Results
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KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .863
Approx. Chi-Square 1836.186

Bartlett's Test of Sphericity  df 78
Sig. .000

Communalities
Initial Extraction

EPF12 1.000 .534

EPF13 1.000 .659

EPF14 1.000 .676

EPF15 1.000 .637

EPF22 1.000 .534

EPF23 1.000 472

EPF24 1.000 .617

EPF32 1.000 .532

EPF33 1.000 .661

EPF35 1.000 .620

EPF25000 1.000 .509

EPF31 1.000 .542

EPF34 1.000 .647

Personality Factors



Extraction Method: Principal

Component Analysis.

Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative %

1 4.718 36.296 36.296 4.718 36.296 36.296 2.998 23.059 23.059
2 1.527 11.747 48.042 1.527 11.747 48.042 2.504 19.259 42.318
3 1.394 10.726 58.768 1.394 10.726 58.768 2.139 16.450 58.768
4 .877 6.748 65.516

5 .728 5.600 71.116

6 .640 4.925 76.041

7 .569 4.374 80.414

8 .534 4.105 84.520

9 470 3.614 88.133

10 456 3.506 91.639

11 .387 2.980 94.618

12 .370 2.845 97.464

13 .330 2.536 100.000

Extraction Method: Principal Component Analysis.
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Rotated Component Matrix?

Component

2

EPF34
EPF33
EPF35
EPF31
EPF32
EPF14
EPF15
EPF13
EPF12
EPF24
EPF22
EPF25000
EPF23

.784
774
.745
.700
.678

.782
.769
741
712

737
.708
.686
.660

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser

Normalization.

a. Rotation converged in 5 iterations.
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KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .899
Approx. Chi-Square 4030.108
Bartlett's Test of Sphericity ~ df 153
Sig. .000
Communalities
Initial Extraction
Cl1 1.000 .662
CI2 1.000 .664
CI3 1.000 .653
Cl4 1.000 .674
CI5 1.000 .628
Cl6 1.000 .629
Cl7 1.000 .557
Ci8 1.000 575
ClI9 1.000 734
Cl10 1.000 522
Cl11 1.000 .566
Cl12 1.000 .679
Cl13 1.000 .657

Corporate Image
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Cl14
CI15
Cli6
Cl17
Cl18

1.000
1.000
1.000
1.000
1.000

.587
.750
.789
774

792

Extraction Method: Principal

Component Analysis.

Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative %

1 7.082 39.342 39.342 7.082 39.342 39.342 4.449 24.718 24.718
2 2.283 12.684 52.026 2.283 12.684 52.026 3.029 16.827 41.545
3 1.512 8.399 60.425 1.512 8.399 60.425 2.605 14.472 56.017
4 1.015 5.639 66.064 1.015 5.639 66.064 1.808 10.047 66.064
5 .824 4.577 70.641

6 .669 3.718 74.359

7 .631 3.507 77.866

8 .546 3.032 80.898

9 .516 2.869 83.767

10 466 2.590 86.357

11 439 2.436 88.793

12 .399 2.215 91.009

13 .368 2.045 93.054
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14
15
16
17
18

.320
.276
.257
.208
.189

1.780
1.534
1.427
1.156
1.049

94.833
96.368
97.795
98.951
100.000

Extraction Method: Principal Component Analysis.

Rotated Component Matrix?

Component

1 2 3
Cl4 794
Cl1 789
CI3 778
Cl2 .768
CI5 .761
Clé 754
CI7 .673
Cl18 .847
Cl17 .824
Cl16 .817
Cl15 762 .363
Cl12 792
Cl13 773
Cl11 .691
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Cl14 .621

CI9 .846
CI8 .642
CI10 .610

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.
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Product Branding

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .740
Approx. Chi-Square 3236.841
Bartlett's Test of Sphericity  df 36
Sig. .000
Communalities
Initial Extraction
PB1 1.000 .904
PB2000 1.000 .770
PB3 1.000 .926
PB4 1.000 727
PB5 1.000 .826
PB6 1.000 .784
PB10 1.000 917
PB11 1.000 911
PB12 1.000 .937

Extraction Method: Principal

Component Analysis.
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Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings
Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative %

1 3.295 36.616 36.616 3.295 36.616 36.616 2.771 30.788 30.788
2 2.539 28.209 64.826 2.539 28.209 64.826 2.593 28.815 59.604
3 1.868 20.757 85.582 1.868 20.757 85.582 2.338 25.979 85.582
4 410 4.560 90.142

5 .336 3.737 93.879

6 .254 2.822 96.701

7 .139 1.548 98.249

8 .093 1.028 99.277

9 .065 .723 100.000

Extraction Method: Principal Component Analysis.

Rotated Component Matrix?

Component
1 2 3

PB12 961
PB10 949
PB11 943
PB3 .953
PB1 .943
PB2000 .876

265




PB5 .904
PB6 .882
PB4 .845

Extraction Method: Principal Component
Analysis.

Rotation Method: Varimax with Kaiser
Normalization.

a. Rotation converged in 5 iterations.
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Customer Satisfaction

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .842
Approx. Chi-Square 1320.988
Bartlett's Test of Sphericity  df 6
Sig. .000
Communalities
Initial Extraction
Cs1 1.000 759
Cs2 1.000 .841
CS3 1.000 .846
CS4 1.000 .814

Extraction Method: Principal

Component Analysis.
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Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance | Cumulative % Total % of Variance | Cumulative %

1 3.260 81.506 81.506 3.260 81.506 81.506

2 .327 8.175 89.681

3 .243 6.075 95.756

4 .170 4.244 100.000

Extraction Method: Principal Component Analysis.

Component Matrix?

Component
1
CS3 .920
CS2 917
Cs4 .902
CS1 .871

Extraction Method:

Principal Component

Analysis.
a. 1 components

extracted.
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Customer Loyalty

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .846
Approx. Chi-Square 1120.367
Bartlett's Test of Sphericity  df 6
Sig. .000
Communalities
Initial Extraction
CL1 1.000 .785
CL2 1.000 772
CL3 1.000 .756
CL4 1.000 .828

Extraction Method: Principal

Component Analysis.
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Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance | Cumulative % Total % of Variance | Cumulative %

1 3.141 78.518 78.518 3.141 78.518 78.518

2 .345 8.636 87.154

3 .286 7.159 94.313

4 .227 5.687 100.000

Extraction Method: Principal Component Analysis.

Component Matrix?

Component
1
cL4 910
CL1 .886
CL2 .878
CL3 .870

Extraction Method:

Principal Component

Analysis.
a. 1 components

extracted.
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Model Fit Summary

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 110 1186.957 593 .000 2.002
Saturated model 703 .000 0
Independence model 37 11043.886 666 .000 16.582
RMR, GFI
Model RMR  GFI AGFI PGFI
Default model 029  .868 844 732
Saturated model .000 1.000
Independence model | .200 .234 191 221
Baseline Comparisons
NFlI  RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 893 .879 943 936  .943
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .000
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model 890 795  .839
Saturated model .000 .000 .000
Independence model 1.000 .000 .000
NCP
Model NCP LO 90 HI 90
Default model 593.957 499.643 696.038
Saturated model .000 .000 .000
Independence model | 10377.886 10040.637 10721.547

FMIN
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Model FMIN FO LO90 HI90
Default model 2793 1398 1.176 1.638
Saturated model .000 .000 .000 .000
Independence model | 25.986 24.419 23.625 25.227
RMSEA
Model RMSEA LO90 HI9 PCLOSE
Default model .049 045  .053 720
Independence model 191 188  .195 .000
AIC
Model AIC BCC BIC CAIC
Default model 1406.957 1428559  1852.945  1962.945
Saturated model 1406.000  1544.057  4256.271  4959.271
Independence model | 11117.886 11125.153 11267.901 11304.901
ECVI
Model ECVI LO9 HI90 MECVI
Default model 3310 3.089 3.551 3.361
Saturated model 3.308 3.308  3.308 3.633
Independence model | 26.160 25.366 26.968  26.177

HOELTER
Model HOELTER HOELTER
.05 .01
Default model 234 243
Independence model 28 30

Minimization:  .035
Miscellaneous: .832
Bootstrap: .000
Total: .867
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Model Fit Summary

CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 63  490.262 237 .000 2.069
Saturated model 300 .000 0
Independence model 24 6429.382 276 .000 23.295
RMR, GFI
Model RMR GFlI AGFI PGFI
Default model .017  .908 .883 717
Saturated model .000 1.000
Independence model | .150  .236 169 217

Baseline Comparisons

NFI RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CF
Default model 924 911 959 952 .959
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .000

Parsimony-Adjusted Measures

Model PRATIO PNFI PCFI
Default model 859 793  .823
Saturated model .000 .000 .000
Independence model 1.000 .000 .000
NCP
Model NCP LO 90 HI 90
Default model 253.262  193.677  320.611
Saturated model .000 .000 .000
Independence model | 6153.382 5895.645 6417.491

FMIN
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Model FMIN FO LO90 HI90
Default model 1.154 .596 456 754
Saturated model .000 .000 .000 .000
Independence model | 15.128 14.479 13.872 15.100

RMSEA
Model RMSEA LO90 HI9 PCLOSE
Default model .050 044  .056 476
Independence model 229 224 234 .000

AIC
Model AIC BCC BIC CAIC

Default model
Saturated model
Independence model

616.262  624.137
600.000  637.500
6477.382 6480.382

871.691  934.691
1816.332 2116.332
6574.689 6598.689

ECVI
Model ECVI LO9 HI90 MECVI
Default model 1450 1.310 1.608 1.469
Saturated model 1.412 1.412 1412 1.500
Independence model | 15.241 14.634 15.862  15.248

HOELTER
Model HOELTER HOELTER
.05 .01
Default model 238 252
Independence model 21 23
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CONSTRUCT VALIDITY ASSESSMENT

CR AVE MSV MaxR(H) | ProductQ | Opennes | Agreeab | Loyalty | Corporatelmage | Satisfaction
ProductQ 0.859 | 0.671 | 0.248 0.870 0.819
Opennes 0.790 | 0.557 | 0.347 0.914 0.477 0.746
Agreeab 0.833 | 0.501 | 0.347 0.940 0.495 0.589 0.708
Loyalty 0.909 | 0.715| 0.706 0.963 0.399 0.240 0.479 | 0.846
Corporatelmage | 0.894 | 0.586 | 0.289 0.972 0.498 0.343 0.538 0.477 0.765
Satisfaction 0.918 | 0.789 | 0.706 0.979 0.441 0.267 0.477 | 0.840 0.524 0.888




PATH ANALYSIS

19
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Regression Weights: (Group number 1 - Default model)

Estimate S.E. C.R. P Label

ProductQ <---  Opennes 263 .067 3.920 ***
ProductQ <--- Agreeab 325 .068 4802 ***
;:orporatelmag --- Opennes -042 .054 - 778 436
gorporate'mag - Agreeab 339 059 5757 xxx
gorporate'mag - ProductQ 259 051 5052 ***
Satisfaction <--- Corporatelmage 479 067  7.112  ***
Satisfaction <--- ProductQ 234 053 4405 ***
Loyalty <--- Satisfaction 857 .050 17.099  ***
EPF14 <---  Opennes 1.000

EPF13 <---  Opennes 960 .074 12935 ***
EPF33 <--- Agreeab 1.000

EPF32 <--- Agreeab 908 .071 12.856  ***
EPF31 <--- Agreeab 786 .060 12.998  ***




Estimate S.E. C.R. P Label

PB6 <--- ProductQ 1.000
PB5 <--- ProductQ 1.099 .058 18.885 ***
PB4 <--- ProductQ 1.051 .063 16.580 ***
CL3 <--- Loyalty 1.000
CL2 <--- Loyalty 985 .049 20.199 ***
CL1 <--- Loyalty 1.047 .052 20.242 ***
EPF15 <---  Opennes 981 073 13.497 ***
EPF34 <--- Agreeab 908 .065 14.061 ***
EPF35 <--- Agreeab 930 .066 14.164 ***
Cl6 <--- Corporatelmage 1.000
CI5 <--- Corporatelmage 1.062 .075 14.247 ***
Cl4 <--- Corporatelmage 1.138 .078 14.676 ***
Ci3 <--- Corporatelmage 1.041 .070 14.835 ***
Cl2 <--- Corporatelmage 1.140 .074 15.354 ***
Cl1 <--- Corporatelmage 1.192 .078 15.325 ***
C34 <--- Satisfaction 1.000
CS3 <--- Satisfaction 1.014 .039 26.340 ***
CS2 <--- Satisfaction 1.028 .042 24384 ***
CL4 <--- Loyalty 1.099 .051 21.370 ***
Model Fit Summary
CMIN
Model NPAR CMIN DF P CMIN/DF
Default model 57 512660 243 .000 2.110
Saturated model 300 .000 0
Independence model 24 6429.382 276 .000 23.295
RMR, GFI
Model RMR  GFI AGFI PGFI
Default model 023 904 882 .733
Saturated model .000 1.000
Independence model | .150 .236  .169 .217
Baseline Comparisons

NFI  RFI IFI  TLI
Model Deltal rhol Delta2 rho2 CFl
Default model 920 .909 956 .950 .956
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NFI  RFI IFI TLI
Model Deltal rhol Delta2 rho2 CFl
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000 .000 .000
Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model 880 .810 .842
Saturated model .000 .000 .000
Independence model 1.000 .000 .000
NCP
Model NCP LO 90 HI 90
Default model 269.660 208.438  338.638
Saturated model .000 .000 .000
Independence model | 6153.382 5895.645 6417.491
FMIN
Model FMIN FO LO90 HI9
Default model 1.206 .634 490 797
Saturated model .000 .000 .000 .000
Independence model | 15.128 14.479 13.872 15.100
RMSEA
Model RMSEA LO90 HI9 PCLOSE
Default model .051 045  .057 376
Independence model 229 224 234 .000
AIC
Model AIC BCC BIC CAIC
Default model 626.660 633.785  857.763  914.763
Saturated model 600.000 637.500 1816.332 2116.332
Independence model | 6477.382 6480.382 6574.689 6598.689

ECVI
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Model ECVI LO9 HI90 MECVI
Default model 1474 1330 1.637 1.491
Saturated model 1412 1412 1412 1.500
Independence model | 15.241 14.634 15.862  15.248

HOELTER
Model HOELTER HOELTER
.05 .01
Default model 233 247
Independence model 21 23
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