International Journal of Business, Human and Social Sciences
ISSN: 2517-9411
Vol:6, No:2, 2012

Leadership Branding for Sustainable Customer
Engagemel

Fauziah Sh. Ahmad, Rosmini Omar, Siti Zaleha Alilasgid, Muslim Amin

Abstract—The purpose of this paper is to examine the inter There are two obvious problems resulted from this

relationships among various leadership branding stroats of
entrepreneurs in small and medium sized enterp(SbtEs). We
employ a quantitative structural equation modelihgough a new
leadership branding engagement model comprisestroots of
leader’s or entrepreneur's personality, brandingactice and
customer engagement. The results confirm thakethes significant
relationships between the three constructs andrier fit indices
indicate that the data fits the proposed modele flidings provide
insights and fill in the literature gaps on statay validated
representation of leadership branding for SMEssscrew economic
regions of Malaysia that may implicate other ecoiworones with
similar situations. This study extends the esthbiesnt of a
leadership branding engagement model with a newhamsm of
using leaders’ personality as a predictor to bnagdbractice and
customer engagement performance.

misconception. First is the inability to realizeetreal value of
branding or its intangible benefits for long
competitiveness and sustainable customer
Second is the failure to grow brand through theldeship
resources for a company performance and value.

Unlike branding issues on big businesses which lyaueed
wider academic coverage, the interest on SME branidi still
in early stage of recognition and attention. Howgaéthough
few in numbers, recent in its development, and pdssed
on cases from advanced nations, the previous stadiesmall
businesses branding have shed some lights in éha &nd
suggested the pivotal role of branding for smadlibesses and
SME entrepreneurs [2], [3], [4], [5]. Although & hoted that
many emerging countries are starting to embracedimg

Keywords—Leadership Branding, Malaysia Brands, Customestrategy to achieve marketing maturity, visibilitand

Engagement, SME Branding.

|. INTRODUCTION

efficiency [6], there is still a literature gap deadership
branding and its relation to customer engagemerin
particular, there is no statistically validated sw@we of

MIDST the dynamism of technological and economigranding efforts amongst SME leaders and their atgpan
realm, entrepreneurs face challenges in consigtentdustomer engagement performance.

influencing and engaging with its customers. Altgb
quality, innovation and product superiority are émery tickets
for effective branding and engagement, what makésaad
strong are the image, associations, and personabiyslated
as emotional benefits to customers. Large and natitinal
firms could afford the appointment of brand ambdeseor
celebrity endorsements. Contrast this to small axedlium
sized enterprises (SMEs) in an emerging economyeyT
normally rely on the dominant role of the founders the
leader as well the brand spoke persons. Consdguém
brand personality becomes synonymous  with
entrepreneur’s personality. However, there is gititaate
concern. Are Asian entrepreneurs not ‘maverickowggh to
boldly embody the personality of their brands?

In Malaysia, most of the local-based SMEs are ssfoe
only in the limited local market but uncompetitife bigger
international or global market. Malaysian busiesssn
general lack branding appreciation and suffer fioranding
misconceptions [1]. Branding is often wrongly reégl to as
an exercise involving the launching or changingcompany
logo, design style, colour scheme and corporatgasie.
However the fundamental strategic developmentsitivaive
the leadership, process, people, and programafatainental
customer engagement and value creation purposesftare
ignored.
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This paper aims to shed further lights to the égsgaps on
leadership branding and its relation to customeagament.
Our effort hopefully could lend a satisfactory gelide for
stakeholders to maneuver their policies and progrEnassist
the entrepreneurs. Within the sphere of this papestomer
engagement refers to how well customers are coedect a
particular brand. It relies a lot on the leadgrsdmd branding
activity of an organization and requires a lot ofrepreneurial
and innovative efforts. Leadership branding
integrating the personality or personal brand ef ldaders to

thene brand or branding of the businesdter all branding is “an

economical way to ‘reproduce’ oneself, as an enéregur and
also as a leader -an efficient and simpler wayetd1 [7].
Simply put, businesses can benefit significantlyldweraging
on the leadership quality of the business owners
entrepreneurs for their branding and customer estgagt
activities.

Il. LEADERSHIPBRANDING OF SME IN MALAYSIA

A brand is not just a distinguishing name, logartesign or
symbol intended to identify goods or services kather a
complex mixture of tangible and intangible attrimitand
associations that leads to awareness, reputatiod
prominence in marketplace for an intended relatigmsit
involves all the touch points between customers #mel
company. In consistent with prominent literatg [9], [10],
[11] this research views that brand is the mostgréwl tool

term
engagement

is wbo

or

an
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for customer engagement. Brand is also about cosisu
goodwill resulting from favorable perceptions, asations,
and satisfactions with the brand experience [1&hany times
it is larger than the product itself. Brand builgliis a
distinguishing character for modern marketing viftd idea to

entrepreneur or the leaders behind these brandseTBBIES
are yet to take advantages on the potential rofeshe
entrepreneurs as the leading brand leaders andsaatas to
create strong brand associations and eventualhh ghe
brands further forward. If strong brand persogakind

move the product beyond commodities, to reduce epri@ssociation is an intangible and an immutable asbkéth is

sensitivity and to accentuate differentiation [8]n similar
patterns, “brands engender survival and success
entrepreneurial entities within its subtleties ammnplexities
[13].

In the context of this research, branding is ofdéxa’ or
entrepreneurs’ conceptions, viewpoints and pragtiée
building their brands. This is in line with litdtme definition
that branding is a management stance focusing apirgi the
perceptions of society towards the value of prosl(it4] and
“endowing products and services with the power cdnd
equity” [9]. It is also pertinent to note that theeaning of
branding should not be limited to the developmdrtangible
differentiator such as logo, design, and symbolpooduct
name. More importantly, it must include the depetents of
intangible assets that define the relationship betwcompany
and customers at every possible touch points. Tukides
emotional benefits, perceptions, associations, répee,
personality, image, awareness, communication, faatisn
and performance. It also involves the whole orgation
including the people, the structure, the progradhthe market
environment to work together in a well integratednmer to
the advantage and profitability of the organizatjag], [12].
In the context of Asian companies, [10] emphasizlesit
companies could no longer rely on low cost and rfaturing
prowess as competitive advantages. To move forwiuel
must be able to build strong brands and leveragffigiently
on available resources for effective customer eegmt.
Entrepreneurs or leaders of the organizations dreng
internal resources for parsimonious attempt inding strong
brand in SME.

Despite the government encouragements, SMEs inysiala
are still seen averse in their customer engageraffotts,
partly due to lack of appropriate guidance and Kedge. It
is not surprising as marketing in SME has beenrdeghas a
difficult issue for more than 20 years, yet the otletical

not easily affected by product changes in rival panies [20]
arid [2], to what extent does local Malaysian braodsers
realize this? None of existing empirical work hasnained
this issue.

IIl.  FRAMEWORK AND HYPOTHESISDEVELOPMENT

A. Framework and Theory

Threading from the discussion of literature, thésearch
develops the conceptual framework as shown in Eidgur

Engagement
(Customer
Engagemen

Practice
(Branding
Practice’

Personality
(Leaders’
Personality

Fig. 1 The conceptual framework for leadership diag model

The major theories contributing to the above lesloigr
branding model are namely theory of resource based
(RBV) and trait theory of Personality (TTP). RBYebry
basically argues that the competitive advantagefsrrok are
determined by their resources which are not easiitable or
substitutable by competitors [21], [22], [23]. RB¥®ms the
most fundamental aspect in explaining the imporant
accomplishing competitive advantages for firms @&spo
achieve sustainable business performance. In #dearch,

development in the field is rather limited and rhost the competitive advantage is translated into bregdi

qualitative in nature [16]. With the absence ofyastematic
approach for SME’s marketing [17] smaller busineskave
tendencies to rely on classical marketing modelsamnndor
bigger players [18].

resources including certain branding practice whiate

considered as inimitable and unique assets of bases. The
resource-based view asserts that sustainable -ciivpet
advantage “lies in the possession of certain kegueces, that

Leadership branding is about leveraging on leadershis, resources that have characteristics such ag vaarriers to

attributes to improve the efficacy of attaining iness results
[19]. Microsoft and Apple serve as examples ofaoigations
with ‘branded’ leaders to garner investors’ andtecogrs’

confidence.

duplication and appropriability{24].
TTP is largely about the dimensions of human traitsch
can be defined as habitual and relatively stablitepes of

In Malaysia, with an exception of awfe conducts, thought, and emotidas] which influence and

companies such as Air Asia and cosmetic produegbsand is explain an individual’s behavior. It was initialbased on a
hardly associated with the leader.. Local popSIIiE brands theory [26] which argues that a person’s traits or action
in Malaysia includeRamly Burger, Secret Recipe, Adalnid tendencies determine his or her behavif27]. In
Babas Yet, market in general is unaware of the foundesntrepreneurship study, the theory posits thatepréneurs
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possess certain characteristics that set them fpartothers.

accomplishment [40]. Leaders with high need ofi@gtment

In fact personality trait has become one of the amajare more persistent [41] and succeed better thharotas

approaches in understanding entrepreneurship [28], [30].
Critique of the appropriateness of TTP to measeaelér's

discussed in [42] and [36]. They tend to be moegeresk
takers and carefully examine their situations tdaib the

personality normally argues that traits have so ymarfeedback on their chance of winning as explaine{®By and

overlapping factors that it is very difficult to mmarize them
into few factors. This is partly due to the ‘ecuial nature’ of
the research findings related to personality tratg criticisms
of TTP itself [31]. Since most of the initial traiheories are
too ‘psychology’ driven, TTP in this research dission
focuses on the major personality of entrepreneasedh on
previous entrepreneurial traits literatures. Thaselude

personality traits such as needs for achievemenisiwnary,

locus of control, tolerance of ambiguity, and cdefice [32],
[33] and [34] which are all normally associatedhnliéaders’
quality. Although the association of personalitgitt with

competitive advantage and RBV has been previouglioeed

[35]; [36], the extended application of the thearybranding
and customer engagement fields has yet to be igatesd.

B.Personality

Personality has been discussed in length in mtestature
on entrepreneurship. There are several charattetsare
common in the discussions which are internal laxfusontrol,
tolerance of ambiguity, high energy level, awarened
passing time, need to achieve and self confideB4¢ [ The
major personality traits associated with entrepuemeor
leaders are normally based on four major persoeslivhich
are namely internal locus of control, need of aohieent,
tolerance of ambiguity and self-confidence [32] &¥3].
Homaday [37] included pleasant personality in ohéis 42
listed characteristics often attributed to entraprgs. One
recent study [36] showed that the personality &ajtloration
focuses on need of achievement and internal lo€esmrol.
As such, the current research on entrepreneur’sopality
construct is focusing on these variables whichesygdained as
follows;

Internal locus of control — Internal locus of catis a
concept introduced by Rotter in 1954 as cited i8] [@hich
refers to the extent to which individuals beliehattthey are
in control of their behavior and consequence rasult is an
attribute “indicating the sense of control that ergon has
over life” [38]. Entrepreneurs with internal locakcontrol do
not believe in luck and this attribute is normatignsistent
with a desire for achievement and self confiden26].[
However, although frequently referred to as onéhef major
entrepreneurial personalities, research linking tlincept to
entrepreneurship is not conclusive or with mixesuhes [38]
and [39]. In earlier research conducted on Mata@WE, the
role of locus of control in entrepreneurship wassidered
positively significant [36]. As such it would be one
interesting to reinvestigate the internal locusofitrol (iloc)
variable in a different research for better geneasibn.

Need of achievement — Need of achievement was f

in 1961 which
and desire for

introduced by McClelland refers

individuals’ need to excel

[34] and thus become reasonably clear with theiurfu
accomplishments. McClelland’s interpretation ofedeof
achievement includes concrete knowledge of the sdwes
made [39] and thus bearing similarity with beingionary.
Visionary is an important entrepreneurial persdpdbr clear
success direction out of possible confusion ancetamties
[40].

Pleasant — Pleasant personality is one of the gnetmeurs’
characteristics mentioned by [37] in a researchlivimg
entrepreneurs. In comparison with other traits agimternal
locus of control, need of achievement and tolerante
ambiguity, previous studies, however, did not sigfntly
lend the definition to the ‘pleasant’ concept. Yt abstract
of pleasant personality has been closely associatitd
achievement [43] (Mattsson, 1993) and successflihgg§44]
and leadership [45].

Tolerance of ambiguity — Tolerance of ambiguity Viiast
introduced by Budner in 1962 who defined it as an
“individual's propensity to view ambiguous situatso as
either threatening or desirable” [46]. It is a cdams$
personality which reflects positive stance towaridk,r
disorder, setbacks or lack of sufficient resourf2s], [34]
and [46]. Similarly, previous research shows imahee for
ambiguity is associated with psychological problesush as
anxiety, obsession and fear sensations [46]. iBr#search,
tolerance of ambiguity deals with the ability teedgranding
opportunities despite facing limited resources dquoese
ambiguity).

Self-Confidence — Self confidence among entrepreneu
an optimistic attitude where they could face busine
obstacles or unanticipated problems and deal withomg
tasks of running businesses [29] and [34]. In tieisearch,
self confidence is reflected in the statement émtepreneurs
enjoy the challenge of running their businesses.

As SME ventures have small numbers of employees,
customers normally deal directly with entreprenearr®wner
of the business where good personality and leagtersh
normally contribute to the success of negotiatioRsake [4]
further emphasized in his study the role of leadsrsa source
of inspiration and organization within the compabwyt,
principally, as the personification of the brand”.

Previous studies suggest that personality traitesgral in
the study of entrepreneurship and is considerepassof an
inimitable asset for competitive advantage [208][234] and
[47]. In Malaysia, the association of personaliith resource
based view (RBV) theory was first proposed by [36].
Although not focusing on the subject of brandinbeyt
S%Jggested that personality traits could be cons@ias one of

I . . .
0ﬁ1e strategic resources for businesses aspiresenerage

measugabl
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competitive advantage. This leads the researdis fost two
hypotheses;

H1 Leaders’ or entrepreneurs’ personality (Persoyait
a positive determinant of branding practice (Pcajti

H2 Leaders’ or entrepreneurs’ personality (Personaigty
a positive determinant of customer engagement (@sgant)

C.Branding Practice

Branding Practices is a complex management prathie
involves the design and implementation of markefirmgrams
and activities to build competitive brand and aehithe brand
vision [11] and [48]. Branding management is aregnal
aspect of brand building [4], [8], [48] and [49]ofFexample,
Krake [4] explains that effective branding manageimis a
fundamental basis for branding performance whilacChand
Spillan’s  study [50] links marketing
significantly to SME firm performance. Aaker [8liggests

contributes to the wealth of businesses [8], [#&3] and [54].

As there are many ways of measuring performaneentore
realistic approach is to select performance measased on

the practicality and accessibility of the requirethta.
Branding performance can be measured through cestom
engagement by using both the subjective and obigecti
approaches based on the chosen performance critémaay

also be based on perceptions of the brand ownefs [5
Customer engagement may also be assessed and eweasur
using many available tools such as Aaker’s [8] braquity. If
brand equity forms the assessment basis, custamgagement
may consider the five elements of brand equity Wwhinclude
brand awareness, loyalty, quality, associations
competitiveness. Brand awareness is about brandidaty
or liking where marketers rely on promotion, puityicsymbol

and

reSPONSIVENesy 5ssociations to develop recall among customBrand

loyalty is about customers’ satisfaction and cormmitt

that branding management meant to engage CUSIONIETS (o\ards the brand and hence causes them to béiKelssto

elements of brand loyalty, brand awareness,
associations, perceived quality, and branding perdnoce.
These elements are also regarded brand equity which
precious intangible asset for most organizationsthough
there are many studies on branding managemen{4R][5]
and [48], most are not discussing in the conteX$MEs. To
measure the branding practice by brand owners eK@i8]

branghitch to competitors. Brand quality provides mesto buy

among customers and forms basis for price premiairbaand
extension. Quality dimensions, especially desigality and
product improvement, had been previously demorstrad be
highly correlated with business performance [55jeif study
asserted that quality remains the foundation of petitive
advantage, regardless of other causes like spdeergeand

developed Brand Report Card (BRC) which consolElatq.ost reduction. Brand association normally dedth rand
varying areas of branding management practice (BMRhage which aids positioning and brand recall whikand

including benefits delivery, relevancy, pricing, sit®ning,
consistency, logical, integrated, commitment, suppand
monitoring.

competitive advantage is about other proprietasg@sthat are
linked to brand competitiveness. Brand equity givekie to
both customers and businesses. It allows custotnefsel

As BRC is a general assessment of brand managemgpfre confidence with their purchase decisions while

practice, some researchers feel that SME brandagrequire
certain guidelines to match its small setting atsdspecific
nature [2], [4], [5] and [48]. The restricted beddimitation
coupled with bigger external uncertainties than gdar
organizations had caused SMEs to rely on diffeatedi and
unconventional marketing which is also known asrilee
marketing [51]. Keller himself suggested guidelirees SME
branding which was further revised by Krake [4]. heT
guidelines include suggestions for SMEs to be Hlgie their
policy and consistent in communications and enslear link
between entrepreneur and brand [4]. Consideriag $MEs
also compete with larger organizations, it would roere
appropriate for this research to consider both aspef
Keller's [48] general BRC and Krake's [4] SME bramgl
guidelines in assessing the current branding meaaf SME
entrepreneurs. At this juncture, the branding fizacof the
leaders is anticipated to influence the customeragement
performance and thus the following hypothesis faldished:

H3 Leaders’ branding practice (Practice) predictsamst
engagements (Engagement).

D.Customer Engagement

Customer engagement performance is considered
endogenous variable of this research. Here, iteseas a tool

enhancing a firm's marketing performance [8].

IV. METHODOLOGY

This study applied a stratified random sampling baded
the sampling of the entrepreneurs on databasesnafl &nd
Medium Industry Development Corporation (SMIDEC)dan
Majlis Amanah Rakyat (MARA). As the list was not
comprehensive, the research extended to those SthEEh
were not listed but were in operation and williogparticipate
in the survey at the time the data were collected.

The study collected the data via personally adrnésl
survey in three new economic regions of Malaysiaelg the
Iskandar Malaysia, Northern Corridor Economic Regio
(NCER) and East Coast Economic Region (ECER). NCER
covers Penang, northern Perak, Kedah and Perlig ®EER
covers Terengganu, Kelantan and Pahang duringcpbtéaych
until May 2008. In ensuring a continuous and prospse
development of Malaysian economy, the governmerg
introduced the concept of new economic regions.s&hgew
regions are to balance the developments of thetgosnch
that no regions are left out as well as to reduwe dver
cgncentration of established areas such as thematGrowth
Conurbation (NGC) of Kuala Lumpur or Klang Valleg per

ha

to measure branding performance. Branding perfocmanoutlined in the National Physical Plan (NPP) 20022 The
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new regions are also expected to play a symbioppart role
to NGC and uphold the thrusts of the 9th Malay$éan ROMP)
[56]. In line with the government's intentions toowe the
economy up the value chain and ensure the susitiiynaif
businesses, the blueprints for the regions' devetop
highlight the importance of branding to businessésthe
regions. The NCER blueprint, for example, emphasitre
strategic intention to strengthen brand value thidit enable
the products to command a higher premium in domesid
international market [57].

V. RESULTS

A.Demographics

A total of 900 questionnaires were distributed thIES
entrepreneurs of new economic regions of Malay&@o0 (
questionnaires were to NCER, 300 questionnaireEG&R
and 300 questionnaires to Iskandar), and 184 weti@red
(20.4% response rate). About 11 of the returnedesuwere
not completed and thus rejected for the analydie Jample
characteristics includes male (n=138, 79.8%) wfelmale is
only about one fifth of the total respondents (n=36.2%).
Meanwhile, in terms of race, the sample comprisetMalay
(n=104, 60.1%), Chinese (n=55, 31.8%), Indian (n-6.2%)
and other (n=2, 1.2%). The new economic regionghef
respondents are of three categories namely IskaiNRER
and ECER. All respondents of Iskandar is from Jdime#1,
23.7%) while the respondents of NCER (n=68, 39.8f)
almost equally divided from three states of Perak2p),

Kedah (n=25) and Penang (n=21). Respondents of ECER

(n=64, 37.0%) are form three states of Kelantan2@)=
Terengganu (n=20) and Pahang (n=16).

B.Measurement Model Evaluation

For each of the construct, a set of theory-basédctive
scale items were considered sufficient and appatgrio
represent the construct domain. The theory-basaasiwere
also judged by three experts to ensure the wondiatghed its
intended meanings and fit with the construct in ¢hatext of
respondents’ environment.  With minor adjustmerad,
experts were highly agreed with the establisheddtdending
face validity to the study. A pretest on a sampfe30
entrepreneurs was also administered for normaligck and
further item purifications. Based on the pre-tiestdbacks,
few items were reworded for a comfortable lengthtiofe
reading and answering the survey.

The next concern prior to proceeding with the mesment
model is on the issue of sample size adequacy. nideel
assumption on adequate sample size for this rdséatzased
on several SEM experts. Loehlin [62] concluded floa a
model with two to four constructs, the number cdesashould
be within the range between 100 to 200 cases. efbehiset
al. [63] reviews on 16 educational articles applyingMVs
between 1994 and 2002 revealed that there are ani exles
on the number of participants but most research fopta ratio
of 10 participants per estimated variables. Heiral, [60]

argues that previous guidelines of “maximize sansjge” are
no longer appropriate. Sample size should be baisedset of
factors. For example, for a SEM model with five fewer
constructs and each with 3 or more observed vasabhd
with high communalities of 0.6 or higher, the modah be
estimated with sample size of between 100 to 15padents.
As this analysis are on three latent constructsrevieach
construct has between three and four observedblesiavith
adequate communalities or squared multiple coicglatfor
measured variables, the usable sample of 173 gathisr
sufficient to estimate the model.

The measurement theory assessment of SEM anatysis f

the leadership branding model is based on theadvisimber
of items as in Table 1 after deleting those withakvéactor
loadings from confirmatory factor analysis (CFACFA was
used to specify the pattern by which each measa@si on a
particular factor [58], [59] and [60]. Each indica or
measured item is set to load on only one latenstcoct and
there is no cross-loading. As such the measuremedel is
considered congeneric, or sufficiently constrairfed good
measurement properties and construct validity [6B}ior to
CFA analysis, the Kaiser-Meyer-Olkin (kmo) measwt
sampling adequacy, Bartlett's test of sphericitg &ronbach
a test for reliability are conducted and shown inbl€a2.
Factorability is assumed when the Bartlett's tsssignificant
and kmo measure is greater than .60 [61].

TABLE |
CONSTRUCTSAND INDICATORS
Constructs Indicators Code
Personality Need of achievement nach
Pleasant pleasant
Tolerance of ambigui toe
Self confident confiden
Practict Brand deliver delivery
Brand positioning position
Brand pricing pricing
Brand policy policy
Engagement Awareness awarenes
Quality quality
Competitiveness competit
TABLE Il
TESTOF SPHERICITY, SAMPLING ADEQUACY AND RELIABILITY
Constructs Bartlett’s Test kmo  Cronbachu
Personality x2 =224.635, df =6, sig.<0.001 0.64 0.74
Practice %2 =1025.263, df =153, sig.<0.001 0.79 0.80
Engageme!  y2 =187.439, f =10, sig.<0.00 0.61 0.6€
Table 11l provides the standardized loadings of heac

variables of the latent constructs where all vdeigsb with
exception on perceived competitiveness, match thigtrule of
thumbs that the standardized loading estimatesldho®u.5 or
higher and ideally .7 or higher [60]. Table 4 shayeod fit
indices for CFA analysis to warrant the appropriags to
proceed with structural measurement. The increrhémtzx
for this analysis is revealed by the Comparative IRdex
(CFI) and Tucker Lewis Index (TLI) while the abswlufit
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index is shown by the Root Mean Square Error of
Approximation (RMSEA).

TABLE I
COMPLETE STANDARDIZED FACTOR LOADINGS
Indicators Constructs Estimate
nach <--- Personality .887
pleasant <--- Personality .653
toa <--- Personality .560
confiden <--- Personality .567
delivery <--- Practice 731
position <--- Practice 757
pricing <--- Practice .666
policy <--- Practice .700
awarenes <--- Engagement .709
quality <--- Engagement .900
competit <--- Engagement 418
TABLE IV
FIT MEASURE FOR THE MEASUREMENT MODELS
Fit Indices Appropriate Fit Vaue Result
72 Preferably p>0.05 .0013
x2/df Preferably 1< »2/ df ratio < 2.00 1.558
CFHl >.90 .965
TLI >.90 .954
RMSEA <.08 .062

C.Sructural Equation Modeling

With good CFA result, the analysis shall proceed with
structural  measurement. The fit indices and their
characteristics for establishing acceptable fit for the analysis
areshownin Table V.

TABLEV
CHARACTERISTICS OF FIT INDICES SHOWING GOODNESS OF FIT

Fit Indices Characteristics

Goodness of fit test ¢ In the situation where the number of
x2 observations (N) is less than 250 and the number
of observed variables (m) is more than 12 but less
than 30, significant p-values can result even with
good fit [60].
¢ The 2 to degrees of freedom ratios is in the
range of 2 to 1 or 3 to 1 for an acceptable fit
between the hypothetical model and the sample
data
Selected Value: Preferably non significant y2
with p>.05 and preferably 1< 42/ df ratio < 2.00

CFI e .90 or better [64]

e .95 or better for N<250 and 12<m<30 [60]
e .95 0r better [63]

Selected Value: CFl >.90

TLI e .90 or better [64]

e .95 or better for N<250 and 12<m<30 [60]
e .95 or better [63]

Selected Value: CFl >.90

RMSEA e Vaues<.08[60] and [64]
Selected Value: RMSEA <.08

A rule of thumb by Hair, et al. [60] suggested that the fit
analysis must include one incremental index and one absolute
index in addition to chi square 2 value and the associated
degree of freedom. The selected indices are considered
sufficient to determine model fit [60], [63] and [64]. Figure 2
shows the fitted research model which indicates the acceptable
goodness-of-fit indices. The standardized parameter estimates
and significant values for the hypothesis relationships are
presented in Table 6. The research model indicates the
acceptable goodness-of-fit indices model. The chi-square is
significant (y2 = 63.868, df = 41, p-value = >.013) with y2/ df
ratio of 1.558 which are desirable to reflect good fit. The
incremental fit index of TLI, the goodness of fit index of CFI
and the absolute fit index of RMSEA also performed very well
for the structura model with value of 0.966, 0.954 and 0.057
respectively.

????

‘ policy ‘ ‘ pricing ‘ ‘dehvery‘ ‘posmon‘

Personallty

‘ nach leeasantH toa Hconflden‘
.79 43 31 32

s ) @ (e8)
Fig. 2 The structural model for leadership branding

TABLE VI
STANDARDIZED REGRESSION WEIGHT ESTIMATES
Description Estiméte
Practice « Personality 0.75**
Engagement «— Personality 0.42**
Engagement « Practice 0.28**

Chi-sguare (2 = 63.867), df = 41
CMIN/DF = 1.56, CFl = 0.96, TLI = 0.95, RMSEA = 0.06
Notes: **significance at the 0.01 level

The path coefficients in Table 6 indicated that leaders
personality has a dtatistically significant relationship with
branding practice. Leaders persondity aso significantly
affects customer engagement while branding practice has
significant relationship with customer engagement (p<0.001);
therefore, H1, H2, and H3, were accepted. In this study, the
most significant paths are HI where leader’s personality is a
positive determinant of branding practice with standardized
coefficients as high as 0.75 meaning that when personality
goes up by one standard deviation, practice goes up by 0.75
standard deviations. The least significant path is at H3 where
practice is a positive determinant of customer engagement with
a coefficient of 0.28. For the H2 path where persondlity is a
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positive determinant of engagement, the coefficieat a high
0.42.
VI. CONCLUSION

In examining the inter-related relationships ameagous
branding leadership constructs of leaders/entrepmsn of
SMEs, this study confirms the important role of rafig
management on customer engagement of SMEs.
particular contribution of the branding leadershipdel is the
adoption of personality as a predictor variablebtanding

management practice and customer engagement. Thg st

also contributes to the development of sound insént to
assess and measure the critical factor of SME tehige
branding and its relation to branding practice andtomer
engagement. Although the branding leadership mddel
shown its robustness to explain branding and pexdoce
relationships, it is not necessarily the most effecand far
from the only model to explain SME branding sitoatiin

developing countries. It should not also not besttals prove
to causal relationship as this would require a nextensive
workings. In another perspective, there are alwagsns for
improvements. More relevant constructs could besddd the
model such as local environment and leader’s petisjeeto

serve as exogenous variables to management

performance. This frontier of research could bealed to
empirically examining a more holistic approach iEM
branding.

At this juncture SME leaders or entrepreneurs, etark
and policy makers may derive several important icaplons
from the study. The finding suggests that entne@ues do not
need to look far in sourcing for their businessnbiag. They
should first consider themselves as the major sowt
branding. In other words, they are part of the@rs. The
quantitative analysis had also revealed the kejcatdrs of
leader's personality. These include strong needs
achievements which cover the aspect of visionimgngger
future in terms of sales, profit and market shaBeing
pleasant with high tolerance of ambiguity and seiffident
are also essential traits. Another implicationhef study is on
the strategic implementation of branding managenreéiorts
which is viewed by this study as branding practideelated
stakeholders should take note that the major eltsmeh
branding practice for SME entrepreneurs are deweadpp
proper brand positioning; ensuring brand deliversnpses,
setting appropriate value-based pricing strategied being
logical in branding policy. They should emulategé findings
in order to strengthen their branding strategiésstly, it is
integral to make the entrepreneurs realize tha¢wsraging on
their own personality which is a part of parsimarsdranding
strategy is integral in efforts towards efficienustomer
engagement although face with constraints of ressur
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