


CEO BRANDING

CEO Branding advances our understanding of the importance and impact that 

CEOs have on companies. In recent years, there has been a growing body of 

interdisciplinary literature on this powerful aspect of branding, and Fetscherin has 

invited a leading panel of international scholars and practitioners to contribute 

original chapters in their area of expertise.

The book introduces the concept of the CEO as a brand, and outlines the 

‘4Ps’ of this branding mix – the CEO (person), personality, prestige (reputation), 

and performance. It discusses the CEO branding process, and demonstrates the 

many ways in which this ‘human brand’ afects the company in inancial terms 

(such as performance, proit, and stock returns), as well as non-inancial terms 

(reputation, trust, and irm strategy). The book also includes ‘lessons learned’ 

and many examples that illustrate how companies can measure and manage the 

CEO brand.

This comprehensive, authoritative volume will give students, researchers, 

marketing and communication managers, and CEOs themselves a thorough 

understanding of all aspects of the CEO brand. A must-read for any CEO who is 

serious about developing, managing, and measuring their own brand.

For more information, visit www.ceobranding.org.

Marc Fetscherin is an Associate Professor of International Business and Marketing 

at Rollins College, USA. Prior to his academic career, he was a consultant at 

McKinsey & Company and CEO of Bonfort SA, a small Swiss-based luxury 

goods company. He has published three edited books, multiple book chapters, 

and numerous journal articles. His most recent book is an edited collection on 

Consumer Brand Relationships, also published by Routledge. For more information, 

visit www.fetscherin.com.



The book provides a valuable contribution to our understanding and practice 

of CEO branding. Its structure consists of neat ‘packets,’ i.e., chapters written by 

experts who have demonstrated in their own work how to concisely deliver a 

potentially complex message, such as the CEO as a brand. Using this format, Marc 

Fetscherin has made this book into a valuable tool for retaining the gems within 

so they don’t get lost, missed or forgotten in our minds.

Suzanne Bates, executive coach; former award-winning TV news anchor;   

CEO of Bates Communications, USA; and author of the best-selling books    

Speak Like a CEO, Motivate Like a CEO, and Discover Your CEO Brand

Fetscherin once again brings up an innovative and provocative book, as he did 

before in his previous works. Readers will ind the same methodological rigor 

combined with a multidisciplinary approach. It provides the basis for new relevant 

discussions in the ield, leading for relections about some unexplored dimensions 

regarding the role of CEOs in contemporary organizations. A mandatory reading 

for managers, and administrative behavior researchers.

Euler Alves Brandão, President and CEO, Stetik Group, Brazil

CEO Branding: Theory and Practice is THE deinitive book on CEO branding. The 

world’s leading experts on CEO reputation and image share their knowledge. 

A must-read for all CEOs, aspiring executives, and scholars interested in under-

standing how CEOs build their brands and shape corporate success.

John Cadogan, Professor of Marketing, Loughborough University, UK  

Editor-in-Chief, International Marketing Review

Branding, including branding of CEOs, is one of those things that almost all 

marketers claim to understand, yet almost none have the same deinition. Marc 

Fetscherin’s excellent collection, and his 4P structural perspective, do much to 

standardize the meaning, assessment, and utility of CEO branding.

Paul Conner, CEO, Emotive Analytics, USA

Professor Fetscherin has chosen to put together a much-needed overview of the 

ield. This work adds a measure of order to a rapidly expanding subject that has 

been crying out for systemization and is a major contribution to the study of 

CEOs as a discipline capable of serious scholarship. The book CEO Branding pro-

vides a roadmap for those interested in better understanding the complex role of 

the CEO today and the impact of CEOs on irm performance and destiny.

Leslie Gaines-Ross, Chief Reputation Strategist at Weber Shandwick, USA   

Author of the best-selling book CEO Capital: A Guide to Building  

CEO Reputation and Company Success



With the international talent he has attracted for the book, Marc Fetscherin has 

brought new insights and perceptions to the idea of CEO branding.  It should 

be must reading for any current or future company leader or Board member!

Michael Gleason, CEO, Consumer Brands, LLC

A really excellent contribution to the CEO brand literature with cutting edge 

research on a highly important topic. It is a must-read for CEOs as they play a 

powerful role in shaping consumers’ perceptions and actions. And if CEOs really 

want to manage that: This is the book. It smartly shows the interaction between 

the CEOs’ perceptions as persons, their personalities, their reputation and their 

perceived performance – and the impact of that combination on consumers.

Tobias Heilmann, Ph.D., Founder and CEO of campaignit Ltd., Switzerland

CEO branding is becoming a necessity in today’s ‘digital age’ where companies 

begin to realize the importance of having their face represented on social media 

and engage with various stakeholders. The book CEO Branding provides a useful 

and invaluable guide for CEOs on how to behave and interact with the diferent 

constituencies. It provides the essential toolkit for CEOs wanting to leave a mark 

in today’s entrepreneurial environment.

Daniel Küng, CEO, Switzerland Global Enterprise, Switzerland

This is an exciting and innovative volume, full of insight from some of the world’s 

best thinkers on CEO branding. It will be vital for anyone who has an interest in 

efective branding in this area, including CEOs themselves, but also consultants, 

educators, and scholars.

Nick Lee, Professor of Sales and Management Science, Loughborough University, 

UK Editor-in-Chief, European Journal of Marketing

CEO Branding brings together the world’s best experts and thinkers on how to 

build, manage, and sustain the human brands that many senior executives have 

become.  It’s a comprehensive and invaluable guide for anyone seeking to better 

understand this important business strategy.

Chris Malone, Managing Partner and Founder, Fidelum Partners, USA   

Co-author of the best-selling book The HUMAN Brand:  

How We Relate to People, Products and Companies

CEO Branding features chapters from leading practitioners and academics in this 

discipline. Fetscherin nicely presents the mnemonic of the 4Ps of CEO Branding 

which outlines the key elements of the CEO brand. This book is a must-read 

for academics and researchers, as well as top executives who want to learn about 

CEO branding and those who want build, measure, and manager the CEO brand.

T.C. Melewar, Professor of Marketing and Strategy, Middlesex University  

London, UK, and Emeritus Editor, Journal of Brand Management



CEO Branding: Theory and Practice is a must-read for CEOs, or those who intend 

to execute this function in the future, headhunters, board members, and advisors 

who help inding the right CEO for a particular irm, as well as researchers in 

general. Fetscherin outlines in a very clear manner the 4Ps of the CEO brand-

ing mix, and brings together the inest global experts on this topic by collecting 

insights from the CEO branding process, reputation, and performance impact.

Daniela Ott, Former COO Kering Luxury Division, France

CEO Branding ofers a comprehensive, down-to-earth approach to how CEO 

image and reputation can boost or damage companies. In 15 in-depth chapters, 

backed by strong empirical evidence and lively examples, all aspects of the CEO 

branding mix are examined from physical appearance to personality, prestige, and 

celebrity.

Jean-Claude Usunier, Emeritus Professor of Marketing,  

University of Lausanne, HEC, Switzerland

CEO branding is an area of increasing interest and limited knowledge. It is 

refreshing to see a book that is such an excellent and well documented source of 

information on the topic. This work adds a lot in the branding literature.

Cleopatra Veloutsou, Senior Lecturer of Marketing,   

University of Glasgow, Scotland, UK, and Co-Editor in Chief,  

Journal of Product and Brand Management
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CONTRIBUTORS

The chapter authors are experts from many countries, including Austria, Canada, 

Finland, Germany, the Netherlands, Portugal, Sweden, Spain, the UK and the US. 

They come from a number of diferent ields, including accounting, communi-

cation, economics, entrepreneurship, inance, leadership, management, marketing, 

psychology and strategy, relecting the interdisciplinary nature of CEO branding.

Our academic experts are faculty members of institutions that include: 

Universidad de Burgos (Spain), Lehigh University (US), Umeå University 

(Sweden), Katholische Universität Eichstätt-Ingolstadt (Germany), University of 

Oulu (Finland), University of Georgia (US), Case Western Reserve University 

(US), University of Valencia (Spain), Stockholm School of Economics (Sweden), 

University of Toronto (Canada), Tilburg University (Netherlands), Technical 

University Bergakademie Freiberg (Germany), Florida Institute of Technology 

(US), Polytechnic Institute of Viana do Castelo (Portugal), Cardif University 

(UK) and Rollins College (US).

In addition to academic faculty experts, we also drew on the expertise of busi-

ness practitioners. In alphabetical order, they include: Suzanne Bates, an execu-

tive coach, former award-winning television news anchor and CEO of Bates 

Communications (US). She is author of Speak Like a CEO, Motivate Like a CEO 

and Discover Your CEO Brand, all published by McGraw-Hill; Raoul Davis is CEO 

and partner at Ascendant Group (US), a irm that focuses on strategic branding 

for leaders; Charles J. Fombrun (founder and chairman), Fernando Prado and 

Leonard J. Ponzi all practice at the Reputation Institute (US), the world’s leading 

reputation-based advisory irm. Their most well-known management tool is the 

RepTrak® model for analyzing the reputations of companies and institutions and 

used by Forbes in publishing the Global RepTrak® 100. Leslie Gaines-Ross is 

the Chief Reputation Strategist at Weber Shandwick (US), a widely recognized 



Notes on Contributors xvii

expert on CEO reputation, and author of CEO Capital: A Guide to Building CEO 

Reputation and Company Success and Corporate Reputation : 12 Steps to Safeguarding 

and Recovering Reputation. Andreas Hinterhuber is a partner in Hinterhuber & 
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co-author, Stephane Liozu, is the founder of Value Innoruption Advisors, a irm 

specializing in disruptive approaches in innovation, value and leadership man-
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award winning director, agent, author and three-time Emmy award winner who 

also won the Telly Award 13 times. He has co-authored several best-selling books 
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and publisher of Celebrity Expert® Insider Newsletter.
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FOREWORD: MASTERING CEO 

PRESENCE

By Suzanne Bates

How many leaders have walked onto a big stage and stumbled at precisely the moment 

when they (and we) hoped they would shine? Sadly, far too many is my guess.

When new GM CEO Mary Barra for example appeared before the US 

Congress in April 2014 to answer for events leading to GM’s recall of 1.6 million 

vehicles with faulty ignitions, her careful, overly scripted testimony resounded 

across the nation with an unmistakable, unconvincing thud. This was a moment 

that cried out for Barra to showcase herself as the bright, new leader of a freshly 

rebooted GM, yet her responses only inspired that week’s Saturday Night Live 

opening skit as it lampooned her lack of candor and responsiveness.

Plainly, Ms. Barra missed an opportunity that day but she wasn’t the irst chief 

executive to do so and she won’t be the last. Daily, top executives ind themselves 

thrust before a spotlight that’s poised to illuminate their leadership, presumably 

brimming with conidence and trust. Then pow! It all goes wrong.

Those few exemplary leaders who make the grade, however, travel a difer-

ent path. Their calm, conident, caring demeanors express themselves in sincere, 

reassuring tones, speaking the truth and making only promises they know they 

can keep. In so doing, they embody the essence of this book’s ‘4Ps of CEO brand-

ing’ – Person, Personality, Prestige and Performance. They airm, as well recent 

research of my own into the nature of ‘executive presence,’ an often hazy, impre-

cise concept the bulk of the business world has traditionally found hard to deine. 

The most widespread notion likens executive presence to art, something deeply 

subjective, as in ‘I’ll know it when I see it.’

Like the 4Ps, executive presence covers a lot of ground. In a quest to develop a 

scientiic multidimensional model of executive presence, my research team was able 

to develop a genuinely objective method for assessing a CEO’s three prime ‘lay-

ers,’ i.e., Character, Substance and Style. But to get there, we took a deep dive into 
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theory and empirical studies from psychology, communications, social action theory, 

management, and philosophy and ethics. Without such exploration, identifying true 

CEO ‘excellence’ would remain stuck in a frustrating state of professional guesswork.

To establish the validity of the 4P framework, editor Marc Fetscherin has taken 

a similar step by drawing together management thought leaders from all over the 

globe, enabling readers to not merely understand the dangers of ignoring CEO 

branding and executive presence issues but to know as well how to clearly take 

action. Thus this book can be viewed as an ‘action plan’ for transforming and 

extending your leadership efectiveness, today, tomorrow and thereafter.

In terms of such implementation, it will help readers take actions in a com-

prehensive and coherent way. Unlike other books, it simpliies the planning and 

management approach by including only the most relevant elements. Therefore, 

the book provides a valuable contribution to our understanding and practice of 

CEO branding. Its structure consists of neat ‘packets,’ i.e., chapters written by 

experts who have demonstrated in their own work how to concisely deliver a 

potentially complex message, such as the CEO as a brand. Using this format, Marc 

Fetscherin has made this book into a valuable tool for retaining the gems within 

so they don’t get lost, missed or forgotten in our minds.

We can all learn to be highly communicative, inluential leaders who inspire others 

to give their best eforts in the face of daunting challenges as we work with our 

teams in pursuit of a common purpose. The ‘secret sauce’ is understanding both our 

strengths and our areas that need development so that we can meet these battles head 

on by rallying our troops and, ultimately, learning, growing and thriving together. It’s 

the kind of stuf that seems instinctive but, in fact, is often not. Improve your executive 

presence by applying the 4Ps in these pages and you will surely get there.

GM’s Mary Barra, like too many leaders young and old, stumbled badly that April 

day. But with each new sunrise, opportunities present themselves to make amends. 

The 4Ps can help us all avoid such stumbles and master our ‘CEO presence.’ We’ll be 

rewarded with a mantle of leadership that people admire, believe in and eagerly follow.

Suzanne Bates is an executive coach, former award-winning television news 

anchor and CEO of Bates Communications (US). She is author of Speak Like a 

CEO, Motivate Like a CEO and Discover Your CEO Brand.



FOREWORD: THE CEO PREMIUM

By Leslie Gaines-Ross

The demand for information about branding CEOs has grown steadily since the 

mid-1990s, making it truly gratifying that Professor Fetscherin has chosen to put 

together a much needed overview of the ield such as CEO Branding. This work 

adds a measure of order to a rapidly expanding subject that has been crying out 

for systemization and is a major contribution to the study of CEOs as a discipline 

capable of serious scholarship.

I’ve been lucky enough to work for companies that have given me the oppor-

tunity to research CEOs and acquire a long-term perspective on how much 

CEOs matter. Looking back over at least a dozen surveys on CEOs and their 

companies, I can conidently say that CEO reputation matters to company valu-

ations and to an ever-increasing set of stakeholders. According to a 2014 survey by 

Weber Shandwick, global executives attribute nearly half of a company’s reputa-

tion to the reputation of the chief executive oicer. This inextricable link between 

CEO and corporate reputation is not likely to fade any time soon. Half of the 

executives around the world expect that CEO reputation will matter even more 

to company reputation in the future. Moreover, CEO reputation directly afects 

the bottom line. Executives estimate that 44 percent of a company’s market value 

is attributable to CEO reputation. This extraordinary interdependence between 

CEO reputation, company reputation and market value demonstrates just how 

important is a book like CEO Branding.

As Professor Fetscherin notes, CEOs are a company’s most important intan-

gible asset. The book CEO Branding provides a roadmap for those interested in 

better understanding the complex role of the CEO today and the impact of 

CEOs on irm performance and destiny. The book provides guidelines on devel-

oping the CEO brand and investigates how to do it well so as to beneit the 
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entire company and its stakeholders. No matter where we live and work, the 

CEO’s impact on corporate performance and perceptions afects us all. For these 

reasons, the issues raised by CEO Branding will be read, shared and debated for 

years to come.

Leslie Gaines-Ross is Chief Reputation Strategist at Weber Shandwick. She is 

author of the best-selling book CEO Capital: A Guide to Building CEO Reputation 

and Company Success.
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CEO CHaMPiOning OF PriCing 
and FirM PErFOrManCE in 
industrial FirMs1

Stephan Liozu and Andreas Hinterhuber

Pricing is still an under-researched topic in industrial marketing: In a retrospect-

ive analysis of the content published in the Journal of Business-to-Business Marketing, 

Dant and Lapuka (2008) ind that the topic of pricing accounts for less than 

5 percent of all articles published between 1993 and 2006. Similarly, after a com-

prehensive review of the industrial marketing literature, Reid and Plank (2000, 

p. 88) conclude: “pricing continues to be an area in need of research.”

In the current study we focus on the activities of one particular individ-

ual  – the chief executive oicer (CEO). The literature highlights the role of 

organizational champions in bringing about organizational change (Howell and 

Higgins, 1990). In the current study we examine how championing activities 

of pricing by the CEO inluence pricing capabilities and irm proitability in 

industrial companies. CEOs are, of course, very particular individuals: Within 

any organization, the “levers of power are uniquely concentrated in the hands 

of the CEO” (Nadler and Heilpern, 1998, p.  5). As architects of corporate 

 strategy CEOs commit organizations to speciic courses of action (Harrison 

and Pelletier, 1997).

Whereas earlier research suggests that the inluence of the CEO on irm out-

comes is rather symbolic in nature and thus limited (Pfefer, 1981), the current 

literature documents a substantial CEO efect on corporate performance, esti-

mating that between 6 and 29 percent of the variance in corporate proitability 

is due to the CEO (Mackey, 2008). The marketing literature indicates that CEO 

attention positively impacts innovation outcomes (Yadav et al., 2007). CEOs thus 

clearly matter. Do CEO activities in pricing matter as well and, if so, through 

which mechanisms?

In our study we examine how CEO championing of pricing in industrial 

irms inluences pricing capabilities, collective mindfulness and decision-making 
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rationality and how these factors inluence irm proitability. CEOs themselves 

“will never set a single price. They can, however, give their managers the abil-

ity to win price wars, maintain price leadership and hold a competitive edge in 

pricing” (Dutta et al., 2002, p. 66). CEO activities are magniied throughout the 

organization, thus resulting in a substantial, leveraged, impact of even small activ-

ities throughout the organization (Rosen, 1990). Reports by pricing practition-

ers suggest that the pricing function is increasingly driven by chief executives or 

other members of the executive management team (  Jacobson, 2007). Empirically, 

the lack of CEO support is an important obstacle in the implementation of 

value-based pricing strategies (Hinterhuber, 2008).

In our survey, we poll 358 CEOs from companies around the world by making 

use of the database maintained by the Young Presidents’ Organization. To the best 

of our knowledge this is the irst study in industrial marketing making use of this 

database. To the best of our knowledge this is also one of the very few global stud-

ies in industrial marketing polling only CEOs: Auh and Menguc (2007, 2009), for 

example, poll 260 Australian CEOs and senior executive, Auh and Menguc (2005) 

poll 242 national (likely US) CEOs, Aragon-Correa et al. (2007) use 408 Spanish 

CEOs, and Sluyts et al. (2011) use 235 Belgian CEOs. Other studies have a large 

share (60 percent) of CEOs among respondents, but also use operating managers 

(Land et al., 2012). Finally, qualitative research with the CEO as main respondent 

is quite frequent (Keating and McLoughlin, 2010; Zerbini et al., 2007). In other 

words, quantitative, global surveys with the CEO as respondent are not very fre-

quent in industrial marketing, but potentially very illuminating given the unique-

ness of the position of a CEO within any organization.

Understanding the link between CEO commitment to and involvement in 

pricing and the design and performance of an organization allows us to further 

shed light on a speciic type of strategic action – championing of the pricing 

function – through which CEOs can inluence irm performance. Our inquiry 

contributes to the ields of pricing and industrial marketing by linking CEO 

championing behaviors to three organizational factors − pricing capabilities, col-

lective mindfulness and decision-making rationality – and subsequently to relative 

irm performance. Most importantly, our data highlight the role of organizational 

champions and imply that purposeful championing of pricing by CEOs inlu-

ences organizational design for pricing and irm performance. Our results also 

underline the role of decision-making rationality in building pricing capabilities. 

Contrary to expectations, we do not ind an efect of decision-making rationality 

on irm performance. For future research this potentially suggests that, conversely, 

intuition in pricing decision could positively afect irm performance.

Theoretical Background and Hypotheses

The development of our theoretical model draws from related streams of lit-

erature:  industrial pricing, the resource-based view of the irm and from 
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organization theory, particularly the literature on bounded rationality, organiza-

tional champions and collective mindfulness. Figure 10.1 describes our hypoth-

esized research model.

Pricing Literature from an Organizational Perspective

Several studies examine pricing practices from the perspective of organizational 

decision processes but, among them, only a handful link the bodies of know-

ledge on pricing and organizational behaviors. Cyert and March (1992), who 

study pricing behaviors in a retail environment, suggest that, over time, simpli-

fying rules of thumb emerge within the irm. They argue that prices are nego-

tiated between various departments of the irm as a way to reach consensus 

and achieve negotiated objectives. Finally, they propose that cost-based pricing 

practices are included among these rules of thumb or routines. Lancioni et al. 

(2005) research the intra-organizational inluence on business-to-business pri-

cing strategies and more speciically the importance of interdepartmental rivalry 

and conlicting interests on the pricing process. The indings show that resist-

ance to progressive pricing strategies emanate from many groups in irms, each 

of them “having parochial interests and agendas” (Lancioni et al., 2005, p. 130). 

The most dominant resistance and roadblocks are created by the inance depart-

ment which is ranked as the most diicult to work with in developing a com-

prehensive pricing policy. Ingenbleek (2007) conducts a literature review of 53 

pricing studies drawn from cost-theory, decision-making theory and marketing 

strategy: Ingenbleek proposes a conceptual framework and several directions for 

future research in the ield of value-informed pricing. His review of the litera-

ture suggests that information sources represent a key resource to be acquired, 

developed and deployed within the irm. However, the availability of informa-

tion does not guarantee success in value-informed pricing – the degree to which 

information is processed, interpreted, communicated and used can inluence the 
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implementation of it. Thus the pricing process within the irm can inluence the 

management of information related to customer value perceptions. Ingenbleek 

(2007) makes the following critical conclusions with regards to pricing litera-

ture:  (1)  it is highly descriptive and lacks statistical signiicance; (2)  research 

insights on pricing practices are often not cumulative; and (3) theory about how 

price decisions are made in irms is limited. We build on the scholarly work of 

Cyert and March, Lancioni, and Ingenbleek by bridging the ields of pricing and 

organizational behavior.

Organizational Champions

Leaders can inluence both functional management commitment and the adop-

tion of innovative technology and practices in irms (March and Simon, 1958, 

p. 219). Top management support strongly impacts functional management com-

mitment. This type of top management support is needed for complex initiatives 

such as total cost of ownership calculations in sourcing (Wouters et al., 2005) or 

value-based pricing (Hinterhuber, 2008), which require strong inter-functional 

cooperation. Hinterhuber (2008), for example, inds that the lack of support 

from senior management is an important obstacle in the implementation of 

value-based pricing strategies. Senior management support for customer-value 

management processes is a requirement when irms try to implement a ‘phil-

osophy’ of doing business based on demonstrated value to customers (Anderson 

et al., 2007, p. 13). Senior management must “take a broader view of persuasively 

conveying this value merchant mind-set and culture to everyone working in the 

business and to the customers” (Anderson et al., 2007, p. 123). Hinterhuber (2008, 

p. 49) inds that “senior management (support) can be obtained through various 

means, including lobbying, networking, and bargaining. If such support is gained, 

middle-ranking executives can then implement value-based pricing strategies.”

Top management plays a key role in deining and promoting corporate-wide 

priorities and new strategic programs but also in identifying, allocating and 

deploying strategic resources to support these programs (Chandler, 1973). 

Executive experience, overall personality, and risk aversion behaviors help deter-

mine the course and rate of structural adaptation and innovation (Chandler, 1973; 

Jaworski and Kohli, 1993). The inluence, skills and drive of upper management 

are a resource leading to better strategy and greater economic rents by irms 

(Barney and Clark, 2007). Leadership styles (authoritative versus participative) and 

backgrounds (legal, inance or marketing) also impact the organization (Chandler, 

1973; Simon, 1961).

Organizational champions are charismatic (Nadler and Tushman, 1990), 

transformational leaders (Bass, 1985; Wang and Huang, 2009) and advocate 

change (Nadler and Nadler, 1997, p. 98). Champions may exhibit a “constel-

lation of behaviors” (Howell et  al., 2005, p.  643) that can be nurtured and 
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learned – including “communicating a clear vision of what innovation could be 

or do, displaying enthusiasm and demonstrating commitment to it, and involving 

others in supporting it” (Howell and Higgins, 1990, p. 323). They may increase 

efort-accomplishment expectancies by reinforcing collective eicacy and 

increase self-eicacy and collective eicacy by expressing positive evalu ations 

(Tasa et  al., 2007) and showing conidence in people to perform efectively 

and to meet challenges (Nadler and Tushman, 1990). Recent research inds that 

CEO attention acts as a signiicant catalyst for organizational outcomes (Yadav 

et al., 2007). Qualitative research highlights the critical role of the CEO to act 

as champion to promote the pricing function, to nurture capabilities in pricing 

and to ensure decision-making rationality (Liozu and Hinterhuber, 2012). We 

thus hypothesize:

H1. CEO championing activities have a positive impact on the decision- 

making rationality of the irm.

H2. CEO championing activities have a positive impact on pricing 

capabilities.

H3. CEO championing activities have a positive impact on the collective 

mindfulness of the irm.

Decision-Making Rationality

Simon (1961, p.  93) posits that actual behavior of managers in irms when 

making decisions or making choices falls short of objective rationality in three 

ways: (1) the incompleteness of knowledge; (2) the diiculties in anticipation of 

the consequences that will follow choice; and (3) the choice among all possible 

alternative behaviors. Managers also sufer from possible “bottleneck of attention” 

that impacts their ability to deal with more than a few things at a time (Simon, 

1961, p. 90). Bounded rationality refers to the notion that rational actors are sig-

niicantly constrained by limitations of information and calculations (Cyert and 

March, 1992, p.  214). Behavioral theorists conjecture that managers in organ-

izations simplify the decision-making process by using various behaviors (Cyert 

and March, 1992, p.  264):  satisicing (March, 1978); following rules of thumb 

(Schwenk, 1988); and deining standard operating procedures and organizational 

routines (Feldman, 2000; Pentland and Reuter, 1994). Others will deine frames 

of reference (March and Simon, 1958, p. 159) which will be determined “by the 

limitations of the rational man’s knowledge.” Experienced managers will draw 

from their memory, training and experience (Simon, 1961, p. 134). They con-

struct and use “cognitive heuristics” (Brownlie and Spender, 1995, p. 42) or men-

tal models (Porac et  al., 1989) to simplify complex strategic issues and engage 

in intuitive and judgmental responses to decision-demanding situations (Barnard 

and Andrews, 1968; Oxenfeldt, 1973). The resolution of uncertainty is “to create 
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a rationality, a recipe or an interpretative scheme” (Brownlie and Spender, 1995, 

p. 43) leading to a choice or a decision. We thus conjecture:

H4. Decision-making rationality is positively related to pricing capabilities.

H6. Decision-making rationality is positively related to irm performance.

Organizational Mindfulness

Mindfulness is a state of alertness and active information processing (Langer, 

1989) that includes:  creating new categories rather than relying on categories 

present in our memory; welcoming new information by being open and attend-

ing to changed signals; and welcoming more than one view and being aware 

of multiple interpretations. Fiol and O’Connor (2003, p. 60) observe that “the 

greater the level of mindfulness of decision makers, the more likely it is they 

will use decision making mechanisms to expand their search for information.” 

Weick et al. (1999) extend the concept of individual mindfulness (Langer, 1989, 

1997) to the collective, describing it as the widespread adoption and difusion of 

mindfulness by the organization’s members. Mindfulness helps organizations to 

notice more issues, process them with care, and detect and respond to early signs 

of trouble (Weick and Sutclife, 2007). Weick and Sutclife (Weick et al., 1999; 

Weick and Sutclife, 2007) describe ive cognitive processes that constitute organ-

izational mindfulness:  (1) preoccupation with failure; (2)  reluctance to simplify 

interpretations; (3)  sensitivity to operations; (4)  commitment to resilience; and 

(5) deference to expertise. We contend that these characteristics of high reliability 

organizations can also be applied to the adoption and implementation of pricing 

strategies in irms.

Firms engaged in the development of modern pricing practices invest in 

developing pricing capabilities of their front line personnel through pricing 

training for sales employees in order to equip them with the tools and cap-

abilities to achieve the irm’s pricing goals. Sensitivity to operations also entails 

adjusting pricing programs by taking into account the knowledge of people 

who actually do the work (Weick and Sutclife, 2007). Commitment to resili-

ence is strongly inluenced by executive champions’ internal development of 

shared beliefs, courage and resilience when implementing pricing strategies. 

Finally, irms defer pricing decision expertise and inluence to center-led pri-

cing teams. Decision-makers in business units rely on the expertise of these 

specialized centers of excellence to optimize pricing decisions and irm’s per-

formance. Recent qualitative research explores the idea of mindfulness in pri-

cing and suggests that it increases both irm pricing capabilities as well as irm 

performance (Liozu et al., 2012). We thus hypothesize:

H5. Collective mindfulness is positively related to pricing capabilities.

H8. Collective mindfulness is positively related to irm performance.
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Capabilities and Resource-Based View of the Firm

The resource-based view of the irm (Wernerfelt, 1984) sees the irm as a unique 

bundle of resources and capabilities where the primary task of management 

is to maximize value (Grant, 1996). These resources include all assets (physical 

and nonphysical), capabilities, organizational processes, irm attributes, informa-

tion, knowledge, etc. controlled by the irm that enable a irm to conceive and 

implement strategies that improve its eiciency and efectiveness (Barney, 1991). 

A speciic combination of these tangible and intangibles resources and capabilities 

is valuable, rare and diicult to imitate or acquire by competitors (Barney and 

Clark, 2007; Dierickx and Cool, 1989; Hall, 1993) and cannot be captured on a 

piece of paper (Nadler and Tushman, 1990, p. 18). A positive relationship between 

irm capabilities and proitability exists also in business markets (Kaleka, 2002; 

Merrilees et al., 2011; Nath et al., 2010).

Dutta et  al. (2003) speciically highlight the role of pricing capabilities 

as antecedents of irm performance. In contrast to the marketing capability 

literature, these authors deine pricing capabilities as a set of complex rou-

tines, skills, systems, know-how, coordination mechanisms and complemen-

tary resources. Pricing capability refers to, on the one hand, the price setting 

capability within the irm (identiication of competitor prices, setting pricing 

strategy, and translation from pricing strategy to price) and, conversely, to the 

price setting capability vis-à-vis customers (convincing customers on the price 

change logic, negotiating price changes with major customers). In this and 

subsequent research settings, pricing capabilities are positively related to com-

pany performance (Berggren and Eek, 2007; Hallberg, 2008). In these stud-

ies, pricing capabilities are complex, diicult-to-imitate processes which span 

organizational boundaries. All of these studies use qualitative research. In other 

words, the link between pricing capabilities as complex routines and skills and 

organizational performance has not yet been explored in a quantitative survey.

We posit:

H7. Pricing capabilities are positively related to irm performance.

Methods

Data Collection and Sampling

Following the total design method (Dillman et al., 2009), we sent a cross-sectional 

self-administered electronic survey in April, 2011 to 7,897 active members 

of the Young President Organization International. This organization is a 

for-proit organization with 18,000 members composed exclusively of CEOs, 

business owners or presidents in 110 countries. Members’ companies comprise 

B2B as well as B2C companies. Members must meet eligibility criteria, such 

as age (under 45 years old), title (President, Chief Executive Oicer, Chairman 
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of the Board, Managing Director), enterprise value (minimum $10 million), 

number of employees (minimum 50)  and annual sales revenues (minimum 

$8 million for sales, service and manufacturing corporations, $160 million for 

inancial institutions and $6 million for agency-type businesses). To the best 

of our knowledge, no other empirical study in industrial marketing uses this 

database.

Consequently, we e-mailed the survey to 7,897 targeted respondents and 

received 376 e-mails back for reasons of e-mail discrepancies. Of the remain-

ing 7,521 surveys 902 surveys were returned partially or fully completed for 

a response rate of 12 percent. Our response rate is consistent with surveys of 

other top executives (Hambrick et  al., 1993; Simsek et  al., 2010). Since we 

are not able to select B2B companies ex ante, we eliminate all B2C companies 

from the 557 completed surveys. Our inal sample thus consists of 358 B2B 

companies.

Our sample size contains respondents from all continents, with respondents 

from North America accounting for the largest share (62 percent); in terms of 

irm size, CEOs of companies with less than 500 employees account for the 

largest share of respondents (72 percent), CEOs of companies with more than 

10,000 employees account for a small share (3 percent). A typical respondent in 

this sample is thus a CEO of a North American, privately held company with less 

than 250 employees. Table 10.1 provides more descriptive information about our 

sample.

taBlE 10.1 Sample Characteristics

Firm size (number of 

employees) Count % Geography of irm HQ Count %

Less than 250 183 51% North America 222 62%

251–500 75 21% Latin America 24 7%

501–1,000 48 13% Europe 52 15%

1,001–10,000 42 12% Asia Paciic 36 10%

More than 10,000 10 3% Middle East/Africa 24 7%

Age of irm (years) Count Leader educational background Count %

<5 18 5% Business management 173 48%

5–10 25 7% Marketing and sales 47 13%

10–25 81 23% Finance and accounting 61 17%

25–50 101 28% Technical and engineering 77 22%

> 50 133 37%

Nature of irm Count %

Publicly traded 37 10%

Privately owned 318 89%
Both 3 1%
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Measure Development and Assessment

We adapted most scales from the current literature and developed a new scale 

to measure pricing capabilities. We reined the scale through pretests and pilot 

testing using established item development procedures and guidelines (Churchill, 

1979). We determined content and face validity through a comprehensive review 

of the literature, pre- and pilot tests, and assessment by a panel of practitioners 

and academics to ensure that measurement items covered the domain of the con-

structs (Churchill, 1979; Nunnally, 1978).To assess the quality of the survey items, 

we conducted in-depth, face-to-face interviews with pricing practitioners using 

Bolton’s talk aloud methodology (Bolton, 1993). We pretested all scale items with 

a small panel of academics and pricing and business practitioners.

We pilot-tested the survey instrument with 150 professionals representing pri-

cing, business and general manager functions from companies in both manufac-

turing and service industries and received 70 complete responses. We iteratively 

modiied the survey instrument to incorporate all relevant test results. None of 

the pretest or pilot test participants are included in the inal sample. The detailed 

survey instrument can be requested by contacting the authors.

Behavior of Champion on Pricing

We adapt a six-item scale from Howell et al. (2005) to assess pricing champion 

behaviors. We measure each item by a seven-point Likert scale anchored at the 

extremes by ‘strongly disagree’ to ‘strongly agree.’

Pricing Capabilities

Since there is little empirical precedent to measure pricing capabilities (PC), we 

develop a multiple-item scale in accord with an operational deinition (Kerlinger 

and Lee, 1999), by relying on our ieldwork, and on extant literature. Our scale 

covers the three critical dimensions of pricing (Hinterhuber, 2004): the customer 

perspective (measuring and quantifying maximum willingness to pay, price elasti-

city, and value-in-use), the competitor perspective (knowledge about price levels 

of competing products, ability to respond to market changes), and the company 

perspective (availability of pricing tools, existence of price-management processes, 

availability of training to develop employee skills in pricing). We use 12 items ran-

ging from 1, ‘much worse than competitors,’ to 7, ‘much better than competitors,’ 

to operationalize this scale.

Collective Mindfulness

The 12-item scale used to measure collective mindfulness (CM) is based on 

adapting existing measures (Knight, 2004) and conceptual deinitions in the 
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literature (Weick and Sutclife, 2007; Dane, 2011): Collective mindfulness refers 

to the ability of individuals within organizations to notice a large variety of issues 

(wide attention breadth), to process these issues with care (high present moment 

orientation) and to detect and respond to early warning signals. Consequentially, 

we assess sensitivity to operations (four items), reluctance to simplify (four items) 

and commitment to resilience (four items) using seven-point, Likert-type scales.

Decision-Making Rationality

We adapt a four-item scale developed by Miller (1987) and relate the construct – 

measuring concepts of analysis, future orientation and planning, explicitness of 

the strategy, and systematic scanning of the environment – to pricing decisions. 

The seven-point scale is anchored with ‘does frequently’ at the extreme positive 

end and ‘does rarely’ at the opposite end of the scale.

Firm Performance

Similar to Morgan et  al. (2009), we operationalize irm performance as a 

second-order construct consisting of three irst-order relective constructs – sales, 

pricing and proit performance. The measures for sales and proit are adapted from 

Morgan et al. (2009) and include six items, while the other two measures are from 

the work of Ingenbleek (2007). The use of subjective performance measures is 

required for a number of reasons. First, because our sample contained many pri-

vately owned irms for which objective accounting data on their performance are 

not accessible, we follow the convention (Simsek et al., 2005; Simsek, 2007) of 

asking CEOs to compare their irms’ relative performance to that of their competi-

tors on eight diferent dimensions for the past year (e.g., growth in sales, return 

on investment, return on sales and so forth) using a scale ranging from 1 (‘much 

worse’) to 7 (‘much better’) than competitors (Song et  al., 2005). Researchers 

express strong reservations about the use of objective performance data speciic-

ally in research settings involving small- and medium-sized companies, since these 

data are biased as a result of managerial manipulation for corporate and personal 

tax reasons (Sapienza et al., 1988). Second, since irms in our sample are of vari-

ous types and from various geographical zones, a multidimensional measure based 

on perceptual irm performance facilitates comparisons across irms and contexts, 

such as across industries, time horizons and economic conditions. Finally, earl-

ier studies show that perceptual performance measures tend to be highly corre-

lated with objective indicators (Dess and Robinson, 1984): more recently Kumar 

et al. (2011) ind a high correlation (.8) between subjective and objective data 

on irm performance. Subjective performance data are used widely in strategy 

research (Anderson and Paine, 1975). Taken in the aggregate, subjective or percep-

tual measures of irm performance can provide a broad indication of a company’s 

health (Quinn et al., 1994).
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Firm-Level Control Variables

We control for a number of likely determinants of performance by including 

demographic characteristics of the irm, such as irm type, age and irm size 

(Amburgey and Rao, 1996).

Non-Response Bias

A commonly used method for estimating the bias in strategy research (for example 

see Armstrong and Overton, 1977) is to compare early – those who responded 

within the irst week (74 percent) and late (26 percent) responses among the study 

variables; a late respondent is considered a proxy for a non-respondent. One-way 

ANOVA tests, performed at the item level indicates no signiicant diferences 

in data derived from early versus late responders, except on one of the 26 (1.73  

percent) study variables. Consequently, it appears that bias present from the time 

of response is due to chance.

Common Method Bias

Surveys from a single set of respondents can introduce common method bias 

(CMB) in the data. Consequently, we take several steps to mitigate, detect and con-

trol for a common method bias. We carefully construct all survey items, and wher-

ever possible, used pretested, valid, multidimensional constructs (Huber and Power, 

1985). We vary the scale anchors and format in the questionnaire, perform a series 

of scale-validation processes before distributions, and randomize questions.

Several post hoc tests determine the extent to which common method bias is 

present in our data. First, using Harman’s single-factor test, all 26 items are entered 

into an unrotated principal components factor analysis to determine the number 

of factors necessary to account for the variance in the variables. Accordingly, if 

a single factor emerges or a single general factor explains most of the variance 

between the independent and dependent variables, common method variance 

may be present (Podsakof et al., 2003). Our results indicate the presence of six 

potential factors (all with eigenvalues greater than one), each factor explained 

roughly equal variance, and explained over 53 percent of the total variance. These 

results provide initial evidence that response bias does not appear to be a problem 

in the data (Podsakof and Organ, 1986).

Second, an unrelated construct, a marker variable, determined ex post to have 

no signiication correlation with other items in the constructs is added to the 

measurement model (Lindell and Whitney, 2001). Since we do not measure an 

unrelated construct a priori, we use a modiied test in which a weakly related 

construct – CEO perceptions of pricing – a four-item scale is used (Pavlou and 

Gefen, 2005). High correlations among any of the items of the study’s constructs 
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and pricing perception indicate common method bias. Since the highest correl-

ation of pricing perceptions and the constructs is r=.15, there appears to be min-

imal evidence of common method bias.

Third, we examine multicollinearity and CMB with linear regression analysis 

on the study constructs and ind low variance inlation factors. Further, multicol-

linearity can be ruled out because no two predictor variables correlated more 

strongly than .70 (Hair et al., 2010). Finally, we examine the correlation matrix, 

as shown in Table 10.3, and ind no highly correlated factors (highest correlation 

is r=.566), whereas evidence of common method bias will result in high correla-

tions (r>.90). Based on these tests, multicollinearity is not present and common 

method bias does not appear to pose a problem with our analysis.

Measurement Models

We conduct an exploratory factor analysis (EFA) on the sample dataset to deter-

mine whether each of the items, particularly those for the new scales, reliably 

measured its intended construct. Factor analysis results conirm the existence of 

ive factors, with each item loading on its respective factor in support of unidi-

mensionality (Anderson and Gerbing 1988). The items generally load well on the 

factors, but on four out of the 26 items factor loadings are below .6 as shown in 

Table 10.2. A correlation matrix is proposed in Table 10.3.

We assess the psychometric properties of the six factors derived from the EFA 

using a conirmatory factor analysis (CFA) to validate the factor structure. Without 

exception, the composite reliability (CR) for each construct exceeds the com-

monly used norm for acceptable psychometrics (>.70). As shown in Table 10.5, 

AVE exceeds the average squared variance (ASV) and maximum squared variance 

(MSV) in all cases providing further evidence of discriminant validity.

The overall it for the model meets the conventional standards and is considered 

acceptable as represented by χ2/d.f.=1.718, root mean square error of approximation 

[RMSEA]=.045, normed it index [NFI]=.932, nonnormed it index [NNFI]=.895, 

incremental it index [IFI]=.953, and comparative it index [CFI]=.953.

taBlE 10.2 EFA Summary Results

Construct No. of items Item loadings Cronbach Alpha

Decision-making rationality 4 .666 / .503 / .726 / .682 .752

Pricing capabilities 8 .577 / .631 / .590 / .605  

.677 / .718 / .659 / .614

.845

Championing behaviors 4 .797 / .774 / .625 / .750 .818

Collective mindfulness 7 .694 / .555 / .634 / .688 

.790 / .782 / .771

.871

Relative irm performance 3 .874 / .948 / .929 .935
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Invariance Test

To establish the model is not signiicantly afected by the region in which 

the organization operates, we conduct conigural and metric invariance tests 

(Steenkamp and Baumgartner, 1998) to the measurement model. Due to the 

unequal sampling from diferent regions, we are constrained to split the data into 

two groups: North America (n=222) and Other (n=136), rather than ive groups 

(for each of the ive regions); sample sizes in the non-North American regions are 

too small to support measurement model estimation using a ive-group model. 

taBlE 10.3 Correlation Matrix and Assessment of Discriminant Validity

Constructs

Pricing 

capabilities

Decision-making 

rationality

Relative 

performance

Championing 

behaviors

Collective 

mindfulness

Pricing 

capabilities

.402

Decision-making 

rationality

.525*** .430

Relative 

performance

.475*** .216*** .831

Championing 

behaviors

.566*** .411*** .271*** .544

Collective 
mindfulness

.288*** .212*** .192*** .345*** .500

Notes
a Bolder values on the diagonal are the AVEs.
b *p<.1; **p<.05; ***p<.01.

taBlE 10.4 Fit Statistics

Model it measures Threshold CFA model Structural model References

Chi-Square /Df 488.393/261 28295/17

p-value <.05 .000 .000

CMIN/DF <2 1.718 1.664 Tabachnik and 

Fidell (2007)

PCFI >.5 .829 .304 Hu and Bentler 

(1999)

CFI >.95 .953 .970 Hu and Bentler 

(1999)

RMSEA <.06 .045 .043 Hu and Bentler 

(1999)
Pclose >.5 .89 .63 Jöreskog and 

Sörbon (1993)
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Using the two-group model, we observe adequate it for the unconstrained meas-

urement models (cmin/df=1.589; CFI=.925; RMSEA=.041). After constraining 

the models to be equal, we ind the chi-square diference test to be non-signiicant 

(pval>.05). Thus our measurement model meets criteria for metric and conigural 

invariance across regions.

results

We test our hypotheses using structural equation modeling (SEM). SEM is par-

ticularly appropriate because it allows estimation of multiple associations, simul-

taneously incorporates observed and latent constructs in these associations, and 

accounts for the biasing efects of random measurement error in the latent con-

structs (Medsker et al., 1994).

The results are in Table  10.6. All hypothesized relationships are signiicant, 

except for H6 (Firms’ decision-making rationality will be related positively to 

relative irm performance). The it indices (Table  10.4) for the inal structural 

model shown in Figure  10.2 indicate this model reaches an acceptable level 

for goodness of it (χ2
(2)=28.295; p=.000, χ2/df =1.664, CFI=.970, IFI=.972; 

NNFI=.932 and RMSEA=.043).

First, championing behaviors have a positive and signiicant impact on pri-

cing capabilities (.335, p<.01), on collective mindfulness (.317, p<.01), and on 

decision-making rationality (.249, p<.01).These indings support H1, H2 and 

H3. Second, collective mindfulness is both positively and signiicantly related to 

the irms’ pricing capabilities (.108, p<.05) and irm performance (.086, p<.1), 

thereby validating H5 and H8. Third, decision-making rationality is signiicantly 

and positively related to pricing capabilities (.288, p<.01), providing support for 

H4. Decision-making rationality (-.035) has no efect on irm performance, thus 

H6 is not supported. Finally, pricing capabilities have a positive and signiicant 

impact on irm performance (.486, p<.01), thereby supporting H7.

We control for company type (public/private), age and size of the irm, geo-

graphical zones and leader’s main education background. We control for irm size 

as in previous studies (Morgan et al., 2009) and irm age. No signiicant efects on 

performance emerge, as shown in Table 10.7.

taBlE 10.5 Construct Reliability and Validity Results

Constructs Critical Ratio AVE MSV ASV

Pricing capabilities .843 .402 .320 .226

Decision-making rationality .754 .430 .276 .134

Relative performance .936 .831 .226 .096

Championing behaviors .825 .544 .320 .170
Collective mindfulness .874 .500 .119 .071
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discussion and Conclusion

Strategy is “the pattern of activities determinant of the gain in a context of market 

exchange” (Snehota, 1990, p. 164). In this study we examine the impact of one 

particular type of strategic activity – CEO championing activities of pricing – on 

irm performance. We focus on pricing activities since pricing is a frequently 

overlooked area in industrial marketing (Lancioni, 2005).

Lancioni et al. (2005) identify senior management as the organizational layer 

presenting the largest number of obstacles to price setting and price planning 

in industrial irms. This study, conversely, takes a complementary perspective in 

examining to which extent (active) CEO championing behaviors inluence pri-

cing capabilities and irm proitability in industrial companies. Our indings ofer 

four substantive contributions.

taBlE 10.6 Summary of Hypotheses

Hyp Hypothesized paths

Regression 

estimates

Standardized 

estimate Critical ratio

Hypothesis 

supported

H1 Championing behaviors 

to decision-making 

rationality

.368 .249*** 4.865 Yes

H2 Championing behaviors 

to pricing capabilities

.300 .335*** 6.882 Yes

H3 Championing behaviors 

to collective 

mindfulness

.216 .317*** 6.319 Yes

H4 Decision-making 

rationality to pricing 

capabilities

.175 .288*** 6.213 Yes

H5 Collective mindfulness 

to pricing capabilities

.142 .108** 2.290 Yes

H6 Decision-making 

rationality to relative 

irm performance

−.025 −.042 (ns) −.844 No

H7 Pricing capabilities 

to relative irm 

performance

.481 .486*** 9.569 Yes

H8 Collective mindfulness 
to relative irm 
performance

.113 .086* 1.836 Yes

Notes
a *p<.1; **p<.05; ***p<.01.
b R Square Relative Firm Performance .250
c R Square Pricing Capabilities .283
d R Square Collective Mindfulness .101.
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First, our results support the proposition that a purposeful championing of pri-

cing activities by top executives strongly inluences the organizational design to 

support the pricing process: CEO championing positively and signiicantly inlu-

ences pricing capabilities, decision-making rationality and collective mindfulness. 

By providing evidence of these relationships, we uniquely begin the exploration 

of organizational drivers of the pricing function. Our conclusions suggest that, 

once top executives realize the importance of pricing and purposefully decide to 

champion it, the impact on the organization and its performance is signiicant. In 

line with previous studies (Mackey, 2008) we ind that CEOs clearly matter and 

provide support for studies in business markets on the role of senior management 

in designing and implementing pricing strategies (Lancioni et al., 2005).

Second, our results support resource-based theory that pricing capabilities 

positively and signiicantly inluence irm performance vis-à-vis competition. 

Previous studies on marketing capabilities suggest a positive link between pricing 

capabilities – a subset of marketing capabilities – and irm performance (Morgan 

et al., 2009; Vorhies and Morgan, 2005). However, these studies measure pricing 

capabilities as part of a much wider subset of marketing capabilities using a nar-

row, three-item scale: We develop a new 12-item scale for pricing capabilities to 

relect the complex processes and organizational routines which pricing capabil-

ities encompass (Dutta et al., 2003). Our indings show that pricing capabilities 

are signiicantly inluenced by championing behaviors, decision-making ration-

ality, mindfulness and overall pricing orientation. In turn, these capabilities in 

pricing positively inluence irm performance vis-à-vis competition in industrial 

companies.

Third, our indings suggest that the CEO is essential for the successful imple-

mentation of pricing in industrial irms. Pricing should become a top priority for 

CEOs. By investing to build pricing capabilities that generate a sustainable and 

inimitable competitive advantage, champions of pricing forge shared vision, a col-

lective can-do mentality and a sense of resilience in the irm that lead to superior 

levels of organizational eicacy (Bohn, 2001) and superior outcome. Dutta et al. 

Championing

behavior in pricing

Collective

mindfulness R
2
 = .101

Controls

Firm size

Public/private

Age of firm

HQ geo zone

Leader education

Relative firm

performance R
2
 = .250

Pricing capabilities

R
2
 = .283

.108**

.086*

.486***

ns

.288***

.335***

.317***

.249***

Decision-making

rationality R
2
 = .062

FigurE 10.2 Structural Model



CEO Championing of Pricing 193

(2002, p. 66) state that “most CEOs will never set a single price. They can, how-

ever, give their managers the ability to win price wars, maintain price leadership 

and hold a competitive edge in pricing.”

Finally, this study inds a positive relationship between decision-making 

rationality and pricing capabilities, but  – contrary to expectations  – does not 

ind a relationship between decision-making rationality and irm performance. 

Decision-making rationality thus contributes to the development of pricing cap-

abilities within irms, but not to irm performance.

The absence of a relationship between decision-making rationality and irm 

performance points, at least in principle, toward the role of intuition. The role 

of intuition in decision-making theory is gaining interest as of recent years 

(Sadler-Smith and Shefy, 2004). Intuitive decision-making is increasingly viewed 

as a viable and acceptable approach in today’s business context (Burke and Miller, 

1999). Intuition may be an appropriate decision-making process in certain situ-

ations and business scenarios, especially in situations of uncertainty, turbulence 

(Khatri and Ng, 2000) or novelty. Scholars relate the intuitive skills of managers 

to the intuitive skills of chess masters or physicians (Simon, 1987). Experienced 

managers have in memory a large amount of experience, schemas and patterns 

gained through experience and organized “in terms of recognizable chunks and 

associated information” (Simon, 1987, p. 61). Managers need to be able to com-

bine both approaches to reach a greater level of decision efectiveness (Dane 

and Pratt, 2007; Simon, 1987). Intuition can then become a complement to an 

appropriate pricing decision after a thorough analytical and scientiic process. An 

interesting avenue for future research is thus the exploration of contingencies 

which favor decision-making rationality versus intuition in industrial pricing. An 

exploration of the consequences of intuitive decision-making in industrial pricing 

is warranted.

limitations

The use of a large sample of CEOs from countries across the globe as sole respond-

ents is a novelty in industrial marketing. This study has, however, four important 

limitations which ofer fruitful avenues for future research. First: causality. Our 

quantitative survey conirms two key relationships:  The relationship between 

taBlE 10.7 Controls

Controls Dependent variables Standardized estimates P Value

Public/private Relative irm performance .044 .366

Size – employees Relative irm performance .049 .333

Age of irm Relative irm performance −.016 .739

HQ geo zone Relative irm performance .024 .622
Leader background Relative irm performance .017 .718
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CEO championing and pricing capabilities and the relationship between pri-

cing capabilities and irm performance. We base these hypothesized relationships 

on substantial empirical research which suggests that championing inluences 

capabilities (Nadler and Tushman, 1990; Tasa et  al., 2007) and that capabilities 

inluence performance (Barney, 1991; Dutta et al., 2003). Qualitative research in 

industrial pricing provides further support for these two relationships (Liozu and 

Hinterhuber, 2012). Nevertheless, this survey is cross-sectional and we cannot rule 

out reverse causality. Our agreement with the Young Presidents’ Organization, 

the members of which we survey, prevents us from re-polling respondents to 

collect data on, for example, prior performance which could be used to miti-

gate reverse causality concerns. The guarantee on conidentiality which we have 

given to potential respondents to solicit participation prevents us from attempt-

ing to link individual CEO responses to information on inancial performance 

obtained, for example, from annual reports or from information brokers. A very 

important avenue for future research is thus the exploration of the relationship 

between CEO championing activities, irm capabilities and irm performance 

through longitudinal research. Second: the response rate. The response rate of our 

survey of 358 CEOs is 12 percent, and low compared to typical response rates in 

industrial marketing, but fairly consistent with the response rate of CEO surveys 

(Hambrick et al., 1993; Simsek et al., 2010). This comparatively low response rate 

may limit the ability to generalize results. Third: common method bias. We col-

lect data from one individual per organization – the CEO. Data from multiple 

respondents should be used in future studies to reduce common method bias 

(Burton-Jones, 2009). Finally: factor loadings: the items generally load well on the 

factors, but on four out of the 26 items we measure factor loadings are below .6.

Directions for future research include:  longitudinal studies on the efect of 

championing behaviors by chief executives on pricing capabilities and irm per-

formance; studies exploring the efect of intuition in (pricing) decisions on irm 

performance; inally, studies exploring the antecedents of pricing capabilities in 

industrial irms.
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