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Abstract

Introduction
CURRENT BUSINESS LANDSCAPE
Extended freedom of choice and access to information led
consumers to emerge more powerful and more demanding.
Competition is fierce, making the need for powerful, distinct
brands even more prominent.

An exploratory review on how
brands build honesty, as well as its
effect on essential brand aspects,
such as brand trust and brand
performance.
Keywords: Brand honesty, brand trust, brand personality, brand
performance

LITERATURE ON BRAND HONESTY
There is a lack of research focusing on brand honesty at the
moment, as it usually has a supportive role to other papers
(eg. on brand trust, Word of Mouth (WoM)).

AUTHOR'S TAKE
The perception of entrepreneurship varies across cultures,
with some correlating with negative characteristics, such as
greed or dishonesty. Furtherly researching the effects of
honesty in branding could help minimize said perceptions for
companies.
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Background
It is important to define how a brand appears as honest. For
this goal, this paper utilizes J. Aaker's (1997) model, to find
correlations between honesty & other brand personality traits.

Hypotheses
This paper hypothesized the following.
1. Brand honesty is not solely associated with sincere dimensions
of brand personality

The same occurred with various business activities, to

2. Specific business activities are connected with brand honesty

pinpoint "honest actions".

3. Brand honesty has a prevalently positive effect on brand trust

Attributes from 3 different models on brand trust (Morgan &

4. Brand honesty makes customers willingly pay more for an

Hunt, 1994) (Hess, 1995) (Mukherjee and Nath, 2007) were

honest brand’s products or services

combined to create a new, introductory model.

5. Brand honesty has positive Word-of-Mouth (WoM) effects

Other brand performance-related issues were also tested

6. Brand honesty has positive effects on the brand and the

(purchase intent, WoM, quality perception).

brand’s offerings perception
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Research Design
Questionnaire
Google-forms based. Included:
Demographic questions (Age, Region,
Gender,
Education,
Salary,
Employment)
5-point (1 - strongly disagree/unlikely,
3 = neutral, 5 - strongly agree/very
likely) and 11-point (1 - 0%, 10 100%) Likert scales.
Multiple choices (choose up to 3
selections).
Open-ended questions.

Dissemination Mediums
Facebook groups of different topics
and audience sizes.
To ensure the results' quality, an
email address was requested from
participants.
Email dissemination utilizing IHU's
student lists was excluded, due to
their limited nature.
Other dissemination methods were
excluded due to force majeure.

Target Audience
Greeks aged 20-39 years old,
currently residing in Greece (or have
resided in Greece until recently).
People of this age group are digital
natives and make their own customer
decisions.
Estimated around 2986172 people
(ELSTAT, 2011, 2014 revised).
Aiming for a minimum of 69
respondents, ideally reaching up to
385 respondents.
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Questions Per Hypothesis
BRAND HONESTY AND BRAND PERSONALITY

BRAND HONESTY AND BRAND TRUST

Based on Aaker’s (1997) model; 41 dimensions were used, to
find correlations with honesty, through a 5-point Likert scale (1 Strongly Disagree, 3 - Neutral, 5 - Strongly Agree).

Altruistic behavior, Honesty, Open & sincere communication,
Privacy, Security, Shared values, and Reliability were applied
as attributes, to review primary and secondary influencers on
brand trust, through 5-point Likert scales (1 - SD, 3 - N, 5 - SA)
and picking the 3 most important attributes.

BRAND HONESTY AND BRAND ACTIONS
A variety of examples of business activities were used to find
correlations with honesty, through a 5-point Likert scale (1 - SD,
3 - N, 5 - SA)

BRAND HONESTY AND WORD-OF-MOUTH
Two 5-point Likert Scales (1 - Unlikely, 3 - Neutral, 5 - Very
likely) were employed to examine respondent's intent to
recommend, and actively encourage others to buy from, honest
brands.

BRAND HONESTY AND PURCHASE INTENT
Two 11-point (0% - 100%) Likert scales were used to review
price premiums for honest and for trusted brands.

BRAND HONESTY AND PERCEIVED QUALITY
A 5-point Likert scale (1 - SD, 3 - N, 5 - S) reviewed if
respondents linked brand honesty with offerings' quality.
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Sample's Demographics
326 people filled the form originally, but due to various reasons (age, not current/recent
Greek residents, irregular answers, etc.), the final number accounted for 252 people.
Gender: Participants were disproportionate on genders, as more people women
(171, 67.86% of the sample) compared to men (80, 31.25%).
Other Demographics: Satisfactory diaspora. Sample is representative, to an extent.
SIMILARITIES WITH THE 2011 CENSUS
There are noticeable similarities between the distribution of the sample and Greece's last
census. Gender imbalance excluding, the distribution of the respondents concerning
demographics is satisfactory.
CONCENTRATED TO METROPOLITAN AREAS
There was a noticeable concentration of the sample in the two most populated areas in
Greece, Attica and Central Macedonia. This, of course, was to be expected, due to the
age restrictions and dissemination mediums.
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Brand Honesty and Brand Personality
CORRELATED CHARACTERISTICS
Reliable, up-to-date, secure, wholesome, and technical, were
the characteristics most associated with honesty for both
genders.
Females rank: Reliable, Up-to-date, Wholesome, Secure,
Technical
Males rank: Reliable, Secure ,Up-to-date, Original,
Technical, and Real (last 3 had the same mean)

CONTRASTED CHARACTERISTICS
Upper Class, Western, Rigid, Tough, and Sentimental, were the
characteristics least associated with honesty for both genders.
Females rank: Western, Rigid, Upper Class, Tough,
Sentimental
Males rank: Upper Class, Western, Rigid, Tough, Feminine
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Brand Honesty and Brand Actions

RESULTS' ANALYSIS
Respondents valued actions as honest when actions are meaningful to their respective receivers (ex. maintaining the maximum
degree of transparency to stakeholders is the highest scoring answer). The opposite is true as well (ex. sharing of financial
statements to the general public is the lowest scoring answer).
Communications Practices, Crisis Management, and Human Resources Practices actions were among the ones mostly correlated
with honesty, while Digital Marketing Practices actions were the least correlated ones.
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Brand Honesty and Brand Trust
CREATING A COMBINED MODEL ON BRAND TRUST
Using the attributes of various models, one 5-point Likert scale
question and one multiple-choice (pick up to 3 choices on the
most important traits to trust a brand) were employed.

RESULTS ANALYSIS
Combining the results from both questions, because all
attributes are positive, and therefore do have an influence on
brand trust, that there are primary and secondary traits for brand
trust, as seen below:
Primary Attributes: Reliability, Security, Honesty, Open &
Sincere Communication
Secondary Attributes: Shared Values, Privacy, Altruistic
Behavior
Results should not be interpreted as a concrete model, as
further research should be conducted on the subject.
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Brand Honesty and Purchase Intent
PAYING A PRICE PREMIUM FOR HONEST BRANDS
WAS ACCEPTED FROM RESPONDENTS.
Customers generally agreed that when
A brand was honest or
A brand was trusted
Paying a price premium for their offerings was accepted.

DATA MAY NOT BE INTERPRETED
QUANTITATIVELY
As there was no specific scenario for this question, extracting
further information is not possible. To ratify such results, further
research is needed.
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Word-of-Mouth

Perceived Quality
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BRAND HONESTY LEADS TO POSITIVE WOM
Extremely high means show that, in both cases, participants
were eager to "help" honest brands through positive WoM.
Comparing the slight difference between the questions
shows us that, due to the second question's more
persuasive nature, participants were slightly more hesitant.
Women were more eager for positive WoM (μ1=4,665,
μ2=4,488) compared to men (μ1=4,443, μ2=4,316).

THERE IS A SLIGHT CORRELATION BETWEEN
PERCEIVED QUALITY AND BRAND HONESTY
A slight correlation is visible, however further research is
needed.
Both genders' means were roughly equal.
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Interpretation of Findings
BRAND HONESTY AND BRAND PERSONALITY

BRAND HONESTY AND BRAND TRUST

Using Aaker's model allowed this paper to review which brand
traits can be associated with honesty. As hypothesized, traits
other than sincere ones were also correlated to honesty.

Mukherjee and Nath's (2007)'s model reflected the reality of the
sample, while Morgan & Hunt (1994) should be used solely for
relationship marketing purposes. The importance of honesty, an
attribute that Hess (1995) included, is elevated.

BRAND HONESTY AND BRAND ACTIONS
Brand actions that are targeted to the right audience are
associated with honesty. In contrast to other papers, CSR
actions ranked lower than expected. Proper communication,
crisis management, and human resources actions, were among
the actions mostly correlated with brand honesty.

BRAND HONESTY AND PURCHASE INTENT
Participants were eager to pay a price premium, in line with
relevant papers (Harris, 2007) (Sellers, 2016), but further
research is needed to extract further quantitative results.

BRAND HONESTY AND PERCEIVED QUALITY
BRAND HONESTY AND WORD-OF-MOUTH
As literature suggested, WoM is closely related to honesty.

Respondents did slightly associate honesty with offerings’
quality, as suggested by O’Connor and Meister’s work (2008).
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Further Research
Additional research on brand honesty, specialized to specific
business areas researches and/or focusing on specific
demographic groups.
Research on characteristics and actions negatively affecting
brand honesty.
Development of new brand trust
consideration the findings of this paper.

models,

taking
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