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Abstract
The personal brand of celebrity has becoming common and essential, A CEO is the apex of a corporation, and his character, concepts, competency and values affect decision making. A CEO’s personal brand is a corporate symbol that improves the business brand and has a halo effect on customers, potential employees, and stakeholders. 
Prior research on personal brands focuses to create a brand no parallel research has been conducted on the dimensions framework and measure scale for the CEO personal brand. This study attempts to construct a framework for identifying a personal brand that includes value, personality, leadership, and competency as the identify dimensions.  This research develops the personal brand dimensions for identifying the brand of a CEO using literature reviews and interviews with professionals and scholars, which provide the direction for businesses to recognize the CEO’s personal brand.
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Introduction
In this day, personal brand of celebrity has becoming common and essential, and through networks technology deliver, a personal brand not only conveys personal ideas and also influence others mind faster. CEO is the designated guardians of enterprise (Alsop, 2004), there is no escaping their link to company reputation (Turk., Stewart & Hipple, 2012). For instance, Steve Jobs changed Apple. Because of the dual brand (i.e., personal brand and business brand), he made Apple successful and symbolic of the computer and telecommunication industry. Hence, personal brand will influence business brand for personal charisma specifically, CEOs build and communicate their personal brand to expand both individual and corporate success (Arruda, 2009). The CEO is the highest-ranking manager in the firm who is empowered by stockholders. He is a manager internally and acts on behalf of the corporation externally. The board of directors authorizes the CEO to manage and form decisions for the enterprise. The CEO may be critical for sustaining the corporate management style and role (Liberatore & Titus, 1990). Furthermore, the CEO has been identified as having a strong impact on an organization’s decision-making processes and structures (Miller & Droge, 1986).

The CEO’s responsibility is not only to manage the enterprise but to represent the corporation. Through the CEO’s personal brand, audiences connect with the brand 100 times more quickly than through products or attachments to the business brand (Montoya, 2002).

 Christophe Ginisty, an IT communications firm CEO, stated that “Buyers are putting their trust not only in a company, but in the leaders of that company.” meaning that the leaders are an integral part of the corporate communications strategy and that their personal brands are clear, consistent and accurate. (Arruda, 2009) 

Because family owned corporations are prevalent in Taiwan, it is very normal for family members to serve as company president or CEO; this results in the concentration of the company’s management powers, making it easy for majority stockholders or the CEO to have absolute power. To avoid the occurrence of conflicts of interest for managers or information asymmetry, the study tries, for the first time, to have the CPA supervise management behavior. Aside from improving the transparency level of the company’s information as well
An increasing number of investigations argue that the CEO’s personal brand has a strong influence on the enterprise that includes a clear business brand image (McCracken 1989), attracts potential employees (Cable & Turban, 2001), and CEO’s behavior influence employee’s trust, well-being, satisfaction and performance (Kalshoven & Boon, 2012; Avey, Palanski & Walumbwa, 2011; Wang et all., 2011). As brand can increase income and add value for a business (Simon & Sullivan, 1993), and a personal brand can increase income and add value for a person. However, the personal brand of the CEO is more effective than the corporation regarding goodwill and brand equity because society trusts people more 
than businesses (Montoya, 2002). The business culture is influenced by the values of the CEO (Schein, 1992). In other words, the CEO’s personal brand is essential to the company. Previous brand studies focused on creating strong business brands; however, research on personal brand classifications and brand dimensions are lacking.

This study aims to develop the personal brand dimensions for identifying the brand of a CEO using literature reviews and interviews with professionals and scholars, which provide the principles of personal brand dimensions for businesses and recognition of the CEO’s personal brand. 

Literature Review

Brand

A brand is defined by The American Marketing Association (1960) as “a name, term, symbol design, or any combination of them, intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitors”.  Hankinson (2004) defined the brand as follows: (a) Brands are communicators that develop the product’s differentiation further by communication the firm’s vision of the brand and used by an organization to communicate its positioning relative to the competitive set. (b) Brands are perceptual entities that deliver a combination of sensation and feeling to the consumer. (c) Brands as value enhancers, which termed brand equity is about the brand’s financial value. To the marketer brand equity is about indicators of future income, such as brand loyalty. (d) Brands are relationships of exchange that satisfy customer demand. 

A brand is defined as the method by which businesses apprise customers of what to expect, acts as a bridge between businesses and customers, and embodies the values of the businesses and customers (Kotler, 1998; McNally & Speak, 2002). The most crucial factor is the brand promise to the customers (Kotler & Keller, 2006). The brand can add financial value to the business (Simon & Sullivan, 1993) and reduce the cost of research for customers (Keller, 1993); moreover, the added value allows the brand to be worthy of development by businesses (Farquhar, 1989) because of the groundwork of evaluation, accessibility, and image of the brand (Aaker, 1991). 

From our perspective, a brand is a promise of customer trust that is clearly defined for the consumer, delivering a combination of sensations and feelings that can convey benefits and add value to the business.

Traditional brands have either defined the name and characteristics of a product or service or delivered an image and experience to consumers. Aaker and Joachimsthaler (2000) have four elements for organizing a brand framework: (a) the brand is a product; (b) the brand is an organization; (c) the brand is a person; and (d) the brand is a symbol. Researchers increasingly believe that an individual can be a brand (Hirschman, 1987
 Thomson, 2006; Fournier, 2010). Therefore, the personal brand that is known to others as the brand is accepted by the target audience with products.
Personal Brand 
Every person has a personal brand (McNally & Speak, 2002) to different with others that includes that person’s profession and personal qualities (Montoya & Vandehey, 2008). A personal brand distinguishes a person (similar to a corporate brand distinguishing a corporation) from their peers, colleagues, and competitors, and promises value (Arruda, 2004). A personal brand reflects the existence of a particular type of personal understanding of the mind and feelings of others. Montoya (2002) identified the personal brand as “certain aspects of the public perception of a person's personality, skills, and values, that meaning is the value in the concept of audience.” Therefore, the personal brand is about understanding the unique combination of attributes and strengths, skills, values, and passions that guide your career decisions (Arruda & Dixson, 2010). McNally and Speak (2001) believed that a personal brand includes the inner and outer characteristics of people; that is, people and others describe the interaction between each other and their overall impressions. They placed the idea of the brand in a personal context and define the personal brand as “A perception or emotion, maintained by somebody other than you, that describes the total experience of having a relationship with you” (McNally & Speak, 2001). In addition, the personal brand is the individual reputation, public-image, legend, and character (D’Alessandro, 2004). 

Based on this perspective, the personal brand is not related to creating an image but of understanding the unique combination of attributes of a person. Therefore, the personal brand involves the personality, strengths, skills, values, passions, lifestyle, public image, and character that differentiates a person and guides their decisions. 
Prior studies have examined the construction of the personal brand (Arruda, 2009; McNally & Speak, 2002; Montoya & Vandehey, 2008), but few involve the dimension and scale of the personal brand. McNally and Speak (2001) initiated three aspects act as a guide to maintain a personal brand but cannot sufficiently distinguish the personal brand from others. The prior researches of personal brand are showed as Table 1. 
Table 1 The researches of personal brand
	Author
	Research focus  
	Distinguish the personal    

brand

	Montoya (2002)
	How to build the personal brand
	none

	McNally& Speak (2002)
	How to improve the personal brand
	Threeaspects of roles, standards, styles

	Montoya & Vandehey (2008)
	Creating a personal brand
	None

	Arruda (2009)
	How to build the personal brand
	None

	Close, Moulard &Monroe(2011)
	Establishing human brand
	None


CEO’s Personal Brand Construct
A CEO’s personal brand is important for a company; it is especially expected by stakeholders to be distinguished from other parties. The personal brand of the CEO has a more powerful effect on the corporation regarding goodwill, brand equity, brand attachment (Montoya, 2002), and business culture (Schein, 1992). Although, CEO’s personal brand is important of firm as we know but we are interest in how different of the CEO’s personal brand and which is the fit for firm. A framework of dimension is required.
Therefore, it is important to study firstly what items should be considered to distinguish the one CEO’s personal brand from others. According to the definitions of personal brand scholars proposed before, this study collects the personal brand items about the CEO which involves personality, strengths, skills, values, passions, lifestyle, public image, character, and leadership. Further, we reviewed the items associated with the personal brand from various areas of research: leadership and trait theory, sociology, social psychology, and branding, to propose other items and then segment the items, define dimensions from the relative domains. 

However, the CEO is the leader and manager of a firm. Therefore, the leadership and trait are the essential and indispensable characteristics of the CEO’s personal brand. In leadership and trait theory research, Stogdill (1974) summarized the traits and skills that are critical to leaders using great man theory and trait theory (Bernard, 1926; Cowley, 1931). The traits include being adaptable to situations, alert to social environments, ambitious and achievement-orientated, assertive, cooperative, decisive, dependable, dominant (desire to influence others), energetic (high activity level), persistent, self-confident, tolerant of stress, and willingness to assume responsibility. The skills include being clever (intelligent), conceptually skilled, creative, diplomatic and tactful, eloquent, knowledgeable regarding the group tasks, organized (administrative ability), persuasive, and socially skilled. Moreover, Brownell and Goldsmith (2006) believed that leadership competency includes common competencies and distinctive competencies of developed professional knowledge and developed personality traits and skills, respectively. McShane andVon Glinow (2000) identify seven traits essential to leadership competency: drive, motivation, faithfulness, confidence, intelligence, business knowledge, and emotional intelligence. Collins (2001) believed that a leader should have humility, and House, Spangler, and Woycke (1991) argued that self-confidence, moral and ideological appeals, high expectations of followers, confidence in subordinates, and consideration are basic characteristics of leaders. In addition, House and Howell (1992) developed charisma leadership theory, which argued that a charismatic leader has five traits: (a) strategic vision and articulation, (b) personal risk, (c) sensitivity to the environment, (d) sensitivity to member needs, and (e) unconventional behavior.

According to the model proposed by Zaccaro, Kemp and Bader (2004) determine leadership processes include distal attribute and proximal attributes which invoice in cognitive abilities, personality, and motives values of distal attribute and social appraisal, problem-solving skills and expertise/tacit knowledge of proximal attributes. Guilford (1973) believed that personality traits are sustained and unique; they are apparent in the physiology, demands, interests, attitudes, personality, hobbies, and appearance of a person. Personality traits are internal behaviors and a model of interaction with other people (MacKinnon, 1994). Allport (1937) emphasized individual differences and argued that two types of traits exist in the foundation of a personality, individual traits and common traits. That study specified that personality traits are internal tendencies that are influenced by genes and the environment, and are responses to the environmental stimulation of an individual. However, personality traits reflect the behavior of an individual (Schultz et al., 2005). Although numerous theories exist regarding personality traits, the Big Five is widely accepted: extraversion, emotional stability, openness to experience, agreeableness, and conscientiousness.

Sociology and social psychology research specify that the CEO’s values influence the organizational culture (Schein, 1992). Therefore, we follow the work of Rokeach (1973) who proposed the Rokeach Value Survey value scales, which include 36 items separated into terminal and instrumental values. Values are basic beliefs, patterns of behavior. People in similar jobs or groups exhibit similar values (Frederick & Weber, 1990), but values follow the organizational culture, which is affected by the values of the CEO (Schein, 1992). 

Additional research shows that the personal brand is not solely an image but also includes personal attributes, characteristics, advantages, skills, values, and passions (Arruda, 2009). Montoya (2002) believed that factors of personal branding include personality, ability, profession, interests, accomplishments, appearances, possessions, friends, and lifestyles. The personal brand is a combination of reputation, public image, legend, and character (D’Alessandro, 2004). Roffer (2001) argued that the personal brand can reflect the core values, passions, and competencies of a person; moreover, leadership branding can exhibit the competency, standard, and style of a leader. The personal brand highlights the core values, passion, and competencies of a person, and helps them become a professional leader (Roffer, 2001). Brownell and Goldsmith (2006) believed that leadership competency embraces common competencies and distinctive competencies.

McNally and Speak (2001) suggested the construction of a personal brand using three aspects. The first aspect is the role, recognition, and relationship with others; the second is standards, or a person’s actions over a long period; and the third is style, or the method of communicating and acting. The study proposed that competency replaces the role of first aspect, using ability to conduct a specific comparison. 
Drawing on multiple areas of research, this paper generates 102 items of personal brand construct (appendix I) and define the personal brands of the CEO as a perception or emotion maintained by someone other than themselves, which includes their values, competencies, characteristics, lifestyle, work standards, and passions. In this research, a framework of the personal brand dimensions of the CEO is developed using multiple methods where the different constructs of the personal brand of the CEO. 

Research Methods

Sample and collection

First, we generated 102 candidate items from literature review of the definitions of personal brand, leadership and trait theory, sociology, social psychology and branding.
The second step was to separate the 102 candidate items to different dimension. We invited 10 Ph.D. students majoring in Management who had taken organizational behavior and marketing courses and were familiar with the literature on brands and leadership. We asked that the 10 Ph.D. students firstly review all the items to isolate the most relevant items and removed the unessential ones. The first round of responses included 67 agreed-on items and 35 disputed items. We asked the students to review the 35 disputed items again and provide individual recommendations. Finally, they co-approved to retain 13 items for a total of 80 personal brand items used for the study. Furthermore, the interviewees were asked to group similar-seeming items. There are three or four groups were group from the first round for different students. We eliminated identical groups and massed the different groups then to ask the Ph.D. students to re-sort them. Finally, four dimensions were created. (App. 2)

For the purpose of naming the four categories, we interviewed seven experts, including four professors and three industry CEOs, who provided the experience to determine the dimensions of the CEO’s personal brand (Appendix 3). About the professors, one was a university president, another two were the directors of department of management of business in different university, and the last one is a professor in the business management department of a technology university. The three industry CEOs included the head of a private banking, a consultant in the travel industry, and a vice president of a well-known manufacturing conglomerate. First, we asked the experts individually to confirm the items of four dimensions and name each one. Based on their knowledge and profession, two results were obtained. The first one name four dimensions as: ability, values, style, and work standards, and another one name four dimensions as: competency, values, personality, and leadership. We provided detailed data of the items to the individual experts and requested a readjustment of the dimension names. Finally, the experts agreed the four dimensions of the CEO personal brand are values, leadership, personality, and competency. Sixteen items are included in the values dimension, and 13, 30, and 21 items were included in the leadership, personality, and competency dimensions, respectively.        

Results
CEO’s Personal brand dimensions framework

The results of the investigation of the CEO’s Personal Brand dimensions showed as Figure 1 and are described as follows. The personal brand comprises the values, leadership, personality, and competency dimensions. The dimensions deliver a complete set of CEO’s personal brand attributes and a message that is trusted by others.
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Figure 1: Dimensions of CEO’s Personal Brand

(a) Values 

According to the research result, we obtained 16 items for this dimension: vision, responsibility, honesty, reliability, self-control etc. (see Appendix 2). We followed expert insight to name the dimension as “values”. Values are defined here as a basic belief, a pattern of behavior, or an end that affects a person's attitude, behavior, and decision making.
(b) leadership
Thirteen items are included in the leadership dimension: good communication, trusting subordinates, good education, leadership skills, leading abilities etc. (see Appendix 2). We combined these items and the experts provided the dimension name “leadership” which is defined here as the distinctive ability and recognition of the CEO to play this role.
(c) personality 
Personality included 30 items: passion, confidence, willingness to accept suggestions, imaginativeness, toughness etc. (see Appendix 2). The experts named the dimension as “personality”. Personality is defined here as the outward-facing appearance, tastefulness, and working style when considering others.

(d) competency
The 21-item basis, reviewed by the experts, included: holding key point, consistency, objective judgment, acting logically, base on working standard etc. (see Appendix 2). We followed the expert insights to name the dimension as “competency”. Competency is defined here as the rule of the decision-making horizon of the CEO.
Conclusion and Discussion

Prior research on brands focused on building a product or business brand, but the brand classification and dimensions of the personal brand were lacking. Traditional research has provided the principles of building a personal brand (McNally & Speak, 2002; Montoya, 2002; Montoya & Vandehey, 2008). McNally and Speak (2002) developed three aspects to improving individual ability introspectively, but did not address the concept of personal brand dimensions. In practice, the personal brand is how others see a person, and not how people see themselves. Particularly, the personal brand of a CEO is built on the viewpoints of the stakeholders. 

This study collected information from previous literature of the definitions of personal brand, leadership and trait theory, sociology, social psychology and branding and from expert suggestions to design the four dimensions of CEO’s personal brand: values, leadership, personality and competency. Values are a basic belief, a pattern of behavior, or an end that affects a CEO’s attitude, behavior, and decision making. Leadership is the distinctive ability and recognition of the CEO to play this role. Personality is the outward-facing appearance, tastefulness, and working style when the CEO considering others. Competency is the rule of the decision-making horizon of the CEO.

The four dimensions are created supplement to indistinct image of CEO’s personal brand and made it more concrete. The dimension framework of CEO’s personal brand is uniquely, provide the guideline of classification identify, content and items to clearly distinguish the personal brand of CEO. 

This study provides four specific and useful dimensions of the personal brand of the CEO. It provides a foundation for future research to develop the scale to measure the CEO’s personal brand, which will assist boards of directors to assess the CEO who can meet the expectations of the enterprise. 
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