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Abstract 

Branding is the act of making a strong impression on customers regarding the quality and niche of their 

product or company. There are many types of branding, but the three most common types of branding are: 

Corporate branding, Product branding and Personal branding (Jones, 2013). Corporate branding is the act 

of branding of a corporate body. It allows us to recognize the corporate and their quality product in the 

market. It helps us to target the most suitable segment of the product for their promotions and marketing. It 

is also called Umbrella branding (Abratt, 2012). Product branding is a strategic approach to market a 

specific product and recognize the facts and figures of the product to their customers. In this study, we 

have highlighted the importance of branding, corporate branding, and product branding. We have 

discussed the difference and similarities between these two branding types. We have also discussed the 

challenges in corporate branding and suggested beneficial points in the end to overcome these challenges 

and to progress in the field of business and marketing by following systematic approach of branding. 

  

Keywords: word; Corporate Branding, Product Branding, Challenges in Corporate Branding. 

Introduction 

There are various definitions of branding, but the simplest definition of branding is the marketing and 

promotion of a company or product to attract the attention of customers towards their valuable and 

differentiable properties. Branding is the act of making a strong impression on customers regarding the 

quality and niche of their product or company. There are many types of branding but the three most common 

types of branding are: Corporate branding, Product branding and Personal branding (Jones, 2013). 

Branding requires the selection of a good, easy, attractive, memorable, and unique name which reflects the 

properties of product and company. The purpose and role of marketing and branding is similar but there is a 

slight significant difference between them. Marketing is the promotion of product or business while 

branding is the act of promotion to present your product in a unique style and different in competitive 

market (A, 2017). Brand word is basically derived from Old Norse language which referred to portion of 

burning wood. Then with the passage of time, in the Middle English, it referred to permanent mark of hot 

iron. Then in the seventeenth century, branding referred to as an ownership mark. Branding concept is much 

older than the word itself. People in ancient Egypt used to mark on the bricks to distinguish their work. 

People from China, Rome, India, Iraq, and other neighbouring countries used to put their distinctive mark on 

their products. With the passage of time and technological revolutions in every field, branding was formed 

in a unique manner by James Walter Thompson. He worked on his first inhouse advertisement in 1889 and 

published his experience in 1901 in his first book. In 1950, different multinational companies including 

Unilever and Procter & Gamble formed the concept of brand-management, which is nowadays termed as 

marketing. People used to invest more in the promotion of their brand name rather than the product. With 

the passage of time, this branding approach is shaped in more advanced way. Social media applications have 

made a lot of fruitful changes in the branding world. They are the cheapest way for the promotion of their 

product, brand name and making awareness in the people by storytelling and other advertisement 

techniques. In the same way, there many websites, online pages, and blogs that helped the customers to take 

real time knowledge and details about their chosen brand and verify their importance and significance from 

the endorsement of blog makers as well as famous celebrities. This has made branding an easy act then it 

was used to be in earlier times. But on the other hand, it has also increased the branding competition in the 

market. A strong and successful brand should have the capability to identify the need of customers, their 
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core requirements, and properties in a specific product to sustain itself in the challenging environment and 

establish a prominent position in a market. This also needs market survey and making emotional connections 

with the consumers (Bastos, 2012). 

Corporate branding is the act of branding of a corporate body. It allows us to recognize the corporate and 

their quality product in the market. It helps us to target the most suitable segment of the product for their 

promotions and marketing. It is also called Umbrella branding (Abratt, 2012). It is an intangible asset for 

any organization that helps to make a strong image of their product and organization among the customers 

and in a competitive market environment. It is a tool in business that is used to limit the choice of customers. 

It is beneficial for both the consumers and service providers. Customers become aware regarding their 

specific desired products and avail benefits through branding. A successful branding always reflects the 

vision, mission, and core values of the company to their customers and also it highly effects the buying 

decision of a customer in a competitive environment (Appel‐Meulenbroek, 2010). So, in corporate branding, 

companies used to brand the corporate setup rather than the product. They want to make a strong and good 

image of their company among the people which would affect the value and importance of the products 

delivered by the company. 

Corporate branding needs a goal-oriented team for effective branding of the company. The team should have 

several individuals having different knowledge of business philosophy, brand nature, objectives, vision, 

target audience, product specifications, and services provided by the organization (Fetscherin, 2012). The 

branding position of a product or services should be judged and analysed by the team and find the luxury, 

moderate or affordable nature of product before making any brand.  The mission and visions statements of 

the brand should be clear to achieve the desired goals. The creative work should also be properly examined. 

The logo, design templates, tagline, colour, size etc. should be selected after complete brand survey in the 

market. Nowadays, many companies hire brand ambassador like famous celebrities, TV stars, actors, and 

players for promotion of their brands and products. This approach is quite attractive for the consumers in 

selection of their favourite brands (Biraghi, 2015). Similarly, attending many seminars, events, shows, 

festivals, and social programs acts as promotion platforms. Different companies promote their brands in 

such events and provide product samples to attendees. This helps the customers to build their confidence on 

the specific product and their selection. There are many well-known and popular examples of corporate 

branding such as soda drinks and computers.  

Corporate branding of the computer companies is successful in entire world. They are famous for their many 

technological new generation fast electric appliances like mobiles, laptops, televisions, iPads, computer 

systems, gadgets, and other appliances due to their high quality and customer need oriented products. 

Computer companies have a quite attractive, catchy, and creative logo as their main target market comprises 

mainly of luxury segment (Parsons, 2013). The logo is quite simple and classy fine which can see easily 

from far away. Similarly, one sport shoe company is also famous in footwear world. Many celebrities, 

athletes and sportsmen prefer to choose this brand. The reason behind this is quality product and its strong 

corporate branding that lead them towards this achievement. One soda drink company is considered as one 

of best profitable brand in the world. Its beverages are highly consumed in entire world. Its brand logo is 

quite attractive and simple having aesthetic design (SusanWhelan, 2010). Other factors of corporate 

branding include quality, customer service, price affordability and unique selling strategies. All these factors 

collectively lead towards a successful corporate branding. 

Corporate branding has several advantages in marketing and business field. It provides complete awareness 

of products to the customers through its mission statement, slogan, logo, and advertisement. It links the 

customers and the organization that emotional connection by using brand ambassadors (SusanWhelan, 

2010). It makes the marketing process easier for any firm or organization. It also allows the company to 

enter in new markets on local and international basis and support it at early stage of business. It also helps 

new launched products in their promotion by providing a well-established logo and brand name to gain the 

trust of its customers. It provides several other advantages in the business field but at the same time, there 

are some challenges in the way of a successful corporate branding. In this study, we will evaluate the 

importance and advantages of corporate branding by discussing several parameters effecting the concept of 

corporate branding (Melewar, 2012). We will also discuss the number of challenges, that usually come 

across in the way of successful cooperate branding. We will also compare the corporate branding with 

product branding and evaluate their importance in specific areas. In the end we will suggest some important 

points in the light of modern world for future developments in the field of corporate branding. 
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Methodology  

Research Philosophy 

In this research study, the research philosophy used is Interpretivism. This research philosophy helps to 

understand people, and related actions. It involves systematic study of research topic to evaluate and 

conclude a research topic based on observations and critical review of relevant collected data.  

Research Approach  

In this study, literature review research approach is used which is a type of Qualitative Analysis. Several 

relevant articles are observed and analysed to conclude towards a result.  

Research Method 

The research method used in the research study is Inductive Research Method. It involves the description, 

and analysis of research topic and conclude towards relevant results. 

Concept of Corporate Branding 

The company's branded approach is best underlined by the Interbrand Study, which indicates that 19 of the 

world's 20 most important brands have similar corporate and item brand names (Harjoto, 2017). Corporate 

brands include multiple partners, multiple interfaces between the association and its partners, and the 

ambiguity and intensity of the corporate brand when contrasted with the item brand (Rahman, 2019). 

Corporate marking is one thing that companies need to realize its importance for their business growth 

(Balmer J. M., 2017). Personality, values, and correspondence are often rooted in the corporate brand. 

Balmer (2017) commented that corporate brands should get references from official ones. Balmer (2017) 

described the corporate brand mix as a social, complex, controversial, and aerospace component with duties 

for staff and senior management. Subsequently, the idea of a corporate brand incorporates the association's 

expectations into the partners' system, both internally and externally, as advertising correspondence vehicles 

through the corporate (Balmer J. M., 2017). In this method, it is imperative to build a system for consistent 

correspondence that guarantees the brand's coherence, to accept corporate brand prestige. An important test 

for companies is to accept corporate brand respect through web tools. This is what the creators claim for 

multi-use of the web, which is a kind of two-way correspondence tool and business (Furman, 2010). 

Although there are very few companies that run their businesses on the web alone, many manufacturers have 

established corporate sites as an additional 'shopfront‘. Nowadays, a company should try to interface 

effectively with an online client, adding value to the experience, and then talking to them. The web set 

presents a problematic chasing ground for the brand, but new brands have controlled the minds and hearts of 

shoppers in their individual markets. It speaks first as a medium of correspondence on the web (Plantin, 

2018). 

Corporate marking has been hailed by some as a method of dodging the issue of raising media costs, which 

must be carried by partnerships propelling new brands. Lamentably, this has incorrectly driven a few 

associations to treat it nearly as a mammoth size item brand. Associations are arousing to the way that 

dependence on corporate legacy and personality as components to spare special dispatch costs is momentary 

reasoning that has the innate peril of weakening corporate brand value (Abratt, 2012). Corporate marking is 

just as a dish organization movement that cuts across both practical territories and specialty units. This dish 

organization viewpoint changes corporate marking from a showcasing correspondence movement into a key 

system, which gives organizations an away from of heading and gives the reason for upper hand. 

Underwriting on corporate marking mixes thinking from different teaches, for example, promoting, 

association hypothesis, methodology furthermore, corporate interchanges. There is an assortment of 

advantages from an effectively thought out corporate marking methodology. It furnishes the board with an 

all-encompassing system for conceptualizing and adjusting a wide range of exercises by which organizations 

express what their identity is and a big motivator for them. Along these lines, corporate marking gives a 

strong establishment to building up a rational and connecting with guarantee to all partners (Biraghi, 2015). 

It goes about as a system to adjust authoritative subcultures across useful and geographic limits, empowering 

organizations to better balance issues of worldwide acknowledgment and neighbourhood adjustment. In 

progressively packed markets that request more straightforwardness, what is more, new wellsprings of 

inclusion, corporate marking gives a premise to an organization to create and communicate its peculiarity 
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through its steady connections with all partners. If this is esteemed by partners, a fruitful corporate marking 

technique gives a chance for producing a critical future pay stream. 

The expansion in the plenty of new media and new circulation channels, along with expanding customer 

advancement, has prompted more prominent partner association in co-making corporate brands. This is 

especially obvious as Internet-based networks decipher, talk about and present understanding about the 

status and positivity of corporate brands important to them. In the blocks and mortar condition, corporate 

brands, for example, Harley Davidson have developed through intrigued proprietors coming together and 

mutually encountering, at that point refining the brand (Fetscherin, 2012). The test for this corporate brand is 

like that being looked by other corporate brands, i.e. how to take the corporate guarantee and flawlessly 

move it from a block to clicks condition.  

In recent years, corporate marking has pulled in gigantic intrigue among supervisors, advisors, and 

scholastics. It has been imagined the same number of various things, for instance as an allegory, an applied 

structure, an administration procedure, a key toolbox, and a correspondence facilitator. The developing open 

enthusiasm for corporate brands has prompted allegations of brands controlling shoppers furthermore, the 

development of worldwide imbalances (Rindell, 2010). Even though these reactions speak to significant 

difficulties to everybody occupied with marking, corporate marking flips around the contention, as 

partnerships can be and will be held liable for their activities to all partners all through the world. This 

uncommon issue of the Corporate Reputation Audit presents an assortment of canny furthermore, inventive 

articles on some ongoing advancements in corporate marking. It incorporates a scope of creators both from 

the scholarly community what is more, business. They originate from an assortment of nations, including the 

UK, USA, Australia, and Scandinavia. Building on various scholarly trains and expert encounters they offer 

an assortment of structures to improve our comprehension what is more, the board of corporate marking. A 

few papers show how organizations have experienced hierarchical change, better acknowledging what their 

identity is and getting increasingly equipped for introducing sound brands, paying little heed to partners' 

purposes of contact. Different papers present experimentally based bits of knowledge about how corporate 

marking is of vital worth and show how coordinated corporate marking procedures can be instituted on-line 

and disconnected (SusanWhelan, 2010). Other papers offer new instruments to evaluate the effect and the 

intelligibility between the inner and outside elements of corporate brands. Together, they look to the future 

to think about how corporate marking might impact our view of companies furthermore, how we interface 

with them. This uncommon issue distinguishes a scope of business challenges through the focal points of 

corporate marking and exhibits the case that corporate marking is turning into a vital system for initiative 

and business building.  

In view of these commitments, and our examine, we have distinguished various significant issues regarding 

what is to come improvement of corporate brands. We raise our perceptions as explanations and questions 

for analysts and professionals to consider. 

Corporate image 

Corporate image is the collection of feeling and desires for a union developed in the minds of its partners 

and people. There is a lot of work to be done in Corporate vs. Item 353. Marking is a tool which should be 

monitored for carrying out an appropriate internal and external culture of an image of a firm or organization 

in a market. To improve brand quality, companies need to generate positive customer comments. In 

emerging markets, this process is unpredictable and difficult because of differences in advertising structure 

and customer behaviour. Kowalski and Pavelish (2002) believe that the outward impression of the official 

culture of a union affects its notoriety. Therefore, organizations must realize that having a positive view of 

that culture in general has a positive impact on notoriety (Gaia, 2015). General characteristics and common 

insights that talk about the process of integration in a corporate brand organization. Public and media 

enthusiasm for companies has increased and the spread of widespread and commercial news has increased 

significantly over the years. With the rise of various ‗new media‘, interest has inevitably expanded. 

DsiMaggio and Powell (1983) claim to be ‗great corporate dwellers‘; The image created by the corporate 

brand increases the authenticity and endurance of the association in complex situations (Pomering, 2017). 

Balmer (2017) observed that corporate image emphasizes the most unique type of the division of goods. It is 

gradually difficult for organizations to remove the extreme edge (Balmer J. M., 2017). The cost to support 

single brands is high, and there is a conspiracy from governments to weigh in and pay. Also, the positive 

effects of corporate ethics on the dynamic has inspired the necessity and importance of corporate brands. In 
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the present case, cost, commodity expansion and the quality of products are considered as ‗hygiene factor‘. 

Corporate principles are different from real customers because they must be ‗ethical‘ compared to their 

peers. In this way the data about new, infallible features needs to be expressed (Balmer J. M., 2017).  

Properties of Corporate Brand 

Corporate brands have some properties that are different from product brands and it needs different 

management approach. In corporate brands, we must interact with customers as well as our stakeholders for 

promotion or branding of any product. The branding process of corporate branding is quite complex than 

product branding. Corporate branding entails values, history, reputation along with logos and names. 

Corporate brand requires systematic internal and external management skills (Balmer, 2012). The internal 

management skills refer to dealing, interacting, and satisfying every owner and shareholder of the firm. It 

also includes control on internal working environment and culture of organization. Since a good familiar and 

friendly working environment generally leads towards a group success and achievement. On the other hand, 

the external environment refers to the market survey and analysis which helps the firm to analyse and judge 

the core and basic requirements of customers and their specific needs in their required products. This will 

help to firm in establishing an attractive marketing plan and deciding a smart simple and customer culture 

friendly brand name and logo and in future will lead easily towards the popularity steps in a highly 

competitive and established markets (Gyrd-Jones, 2013). 

Consistency and customer‘s trust are two important elements of a successful brand. For example, Unilever is 

one of the successful corporate brands in entire world. The main reason of this success in combination of 

several important factors and parameters that are considered vital for every corporate brand. These factors 

include, customer‘s satisfaction, customer‘s trust, interacting with target market, finding special needs, and 

understanding the culture of society (Kalaignanam, 2013). Unilever has a large variety of products in 

different countries globally, so it was a main challenge for the company to focus on customer relationship. 

The company focused on these parameters and now it is one of the best successful brand and high revenue 

making corporate company worldwide.  

Corporate branding is also supported by a good advertisement strategy and promotion plans of new 

products. Different corporate organizations used to promote their new products in seminars, annual events, 

conferences, festival and in other platforms like social media, internet, and website. They also promote their 

products by providing feel samples of their new products in many exhibitions and events to make the 

customers familiar with their new launched product. This highly increases the chances of establishing a 

strong brand in a market. Similarly, establishing a simple logo with well-defined vision, mission and brand 

messaging also attracts the attention of customers towards product (Kalaignanam, 2013).  

Important factors for establishing a successful corporate brand 

Brands are a significant part of every business in their development. According to a survey conducted by 

Nielsen in 2015, around 59% of customers used to buy only those new products whose brands are known to 

them. This survey was conducted globally in more than 55 countries and around 30,000 customers took part 

in this survey. This shows the importance of good branding in marketing world and business sector 

(Dwivedi, 2015). A good corporate brand is collection of several factors. Our brand is identified, defined, 

and judged by our business perception in the market by the customers. Nowadays, consistency in experience 

and communication is very necessary. Branding is way of communication and maintaining long-term 

relationship with their customers. True branding speaks fluently and effectively with the customers and 

maintains strong relation with them. So, consistency in every stage and step is vital part of every factor and 

element. The companies should keep them consistent and updated in content publishing, customer service 

management, technological changes, cultural changes, social variations, market trends, and other 

environmental factors (Gyrd-Jones, 2013). Building a strong and long-lasting impression is the key factor of 

every successful corporate brand. Since we generally say that the first impression is the last impression so 

the corporate firms should also not to compromise on the quality and price of new launched product as the 

first interaction of product with customers leads towards long-lasting impression on their minds. Generally, 

people used to discuss about brands. In their discussions, they mostly tell their personal experience 

regarding their first use of product of any brand and they make recommendations of that product to others 

depending upon their positive or negative impression of their first use of that product. So, it is quite essential 

to be careful in every step during entering in a new market (Hatch, 2010).  
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Story telling advertisement and clear brand vision are the strong pillars of successful corporate brand. 

Companies used to spend a lot in such advertisement as they link emotionally the products and customers 

together in a positive relationship. Customers focuses mainly on the vision and mission of the company and 

product in their first examination. So, from advertisement viewpoint, the firm should focus on some 

statements like what changes makes the product in customer life? How the product is valuable to the 

customer? Why the customer should buy your product? And how the product is differentiated from other 

competitive market products? All these questions can be easily explained under the light of ‗The Golden 

Circle Model‘ which was present by Simon Sinek in his book ‗Start with Why‘ in 2009. The model focuses 

on three circles of why, how, and what. This models usually fits in every stage of life for better experience 

and progress in that specific field (Straker, 2019). 

Similarly, identification of strength and weakness of a product and differentiating it with your competitors 

provides path to walk in for successful journey. One should monitor all the changes that competitors will 

tend to make in future. Also, the firm should also focus on the weak points of competitor‘s product for 

building a market niche for a successful new product. This factor indirectly depends on other factors of a 

firm such as financial condition, economic stability, working potential and growth rate (Shahri, 2011). The 

managers and other stakeholders should try to make correct decision on correct time based on complete 

detailed analysis of every internal and external aspects of an organization and product in order to achieve a 

prominent success and strong position in a highly competitive market. 

Current models of corporate brand management 

The refinement of the model depicting the process of corporate brand executives reflects the development of 

clear words and ideas within the field and the characteristic multifaceted nature of the miracle. Various 

excellent audits of these models are now in writing. Models of corporate marketing have two distinct types: 

large-scale models of corporate marketing and small-scale models. Large-scale models were created by 

Abbott (1989) and Dowling (1993), and their significant commitment is to engage in different 

developments, for example, corporate character, personality, and images, in their models (Furman, 2010). 

Dowling goes further by engaging in development, for example, culture from hierarchical area. Although 

these large-scale models appear to be activating improvements to a more multi-disciplinary conspiracy, 

many feel constrained by the bits of knowledge they provide in clarifying and associating the structure. In 

view of these perceived limitations, various inventors have lately created smaller models of corporate brands 

that are more open to symbolic purposes. For example, Hatch (1997) and Schultes (2001) have three main 

components of corporate marking (vision, culture, image) and the need for supervisors to examine the 

alignment between these three components. Rindova (1997) focuses on the picture development process and 

paints four unique images made by associations, third conferences, and individuals. The process of this 

course provides more insight into how to look at the corporate picture. The work of Rindova (1997), and 

Balmer (2000), breaks down the main areas of corporate personality (Kucharska, 2018). Balmer (2000) 

identifies five distinct components of personality (real, compiled, perceived, completed, desired) and 

recommends that executives examine each of the five elements as key elements of the corporate brand's 

executive process (A.Rauschnabel, 2016). In appearance, small-scale models of the corporate brand capture 

all the immediate difficulties that associations face in viewing and adjusting various roles and images during 

partner ceremonies. However, despite everything, these models are generally somewhat theoretical at the 

most basic level and, in our view, despite all the considerable difficulties for the experts involved in the 

observational research of this emerging regime miracle 

Identifying the difference of interest and marks for marking 

The interest and control points of a site in the ritual medium were investigated by Leong et al (Leung, 2016). 

Corporate sites are a great way to send textual data and explanations to partners to access problematic data 

on objects, administration, short and long-range progress, and other media access.  One of the primary 

services identifies itself directly with the corporate brand, is that the site does not force emotion. As an 

effective corporate brand, as a rule, there is a strong emotional conspiracy, and a site used as an interchange 

medium may not be a compelling way to deliver these brand expectations. Without a strong brand focus and 

evaluation for the dynamic parts of the web, associations risk their current corporate brand value. In raising 

such attention, other correspondence tools, for example, need to sell or promote exciting parts of the current 
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corporate brand. In this way, a site should be viewed as integral to other media and correspondence media 

under such circumstances, but it is not the end. 

Responses to observations from UK retailers acknowledge the importance of a lack of a web improvement 

scheme. Respondents commented that some sites were not refreshed for a long time and that obsolete data 

could hinder potential customers. He similarly portrayed other retailers' sites, commenting that some 

companies appear to have 'slashed the corporate brochure' and have not changed at any rate over the course 

of a year and a half (Doherty, 2011)This problem has been looked at by Stuart ,Jones and Riondino (2001) 

in examining the attitude of the company towards web marking. All in all, most of the interviewees argue 

that the site should be an example of the association's special character rules, and that language and process 

should be appropriate to the media. Without a doubt, assuring the web as a medium or business is 

fundamental. We should focus on customer commitment by understanding customer needs as they are 

fundamental to establishing / building a corporate brand in the market. Leonard determined that without the 

foresight of the end customers, the progression of a hierarchical / customer computerized interface would be 

incomplete (Bouyssou, 2013). 

Connection between internal and external dimensions of corporate branding 

The significance of the inner measurement of corporate marking has created a set of inquiries with respect to 

the relations between the interior and outer measurements of a corporate brand. Late reasonable 

advancements in corporate marking have been worried about these interrelated impressions of the brand, 

testing regardless of whether marks that they speak to make a lucid guarantee to all partners. Moving 

corporate marking from a remotely guided promoting instrument to a vital system involves arrangement 

between the inward and outer articulations. To effectively accomplish this, chiefs need to acknowledge how 

the inward and outer drivers of arrangement interface (Rindell, 2010). Making progress toward soundness 

has been one of the significant drivers in the multidisciplinary way to deal with corporate marking.  

A significant part of the past deal with corporate marking has been concerned with the theoretical contention 

as to why interrelations among inside and outer measurements need understanding what's more, how they 

can be examined  This extraordinary issue propels our comprehension by presenting new logical models, 

demonstrating how the interior and outside elements of a corporate brand can be surveyed regarding adding 

to brand intelligibility (Foster, 2010). Drawing on strategies from different regions, these papers illustrate 

the advantages of inspecting impression of corporate brands. The paper: 'Holes Between the Internal and 

External Perceptions of the Corporate Brand', by Davies and Chun, utilizes the idea of brand character as 

representation to enlighten the inside character what's more, the outside picture of a corporate brand, from 

which a measure of cognizance can be construed (Chun, Davies, 2002).  In this paper, they illustrate how 

corporate marking grows the extent of brand the board and show the need to incorporate both interior and 

outer partners in corporate brand procedure. At long last, the paper: 'To Brand or Not to Brand? Exchange 

offs in Corporate Branding Choices' by Griffin in 2002, addresses the key choices when supervisors need to 

adjust inner and outer elements affecting the brand. Considering mapping various conditions, the paper 

recognizes a scope of marking techniques that organizations could follow to adjust their administrative 

procedure to the applicable vital setting. Looking to the future, the inquiry is raised with respect to whether 

it is conceivable to upgrade the intelligibility between the inward what is more, outer elements of a corporate 

brand. Imagine a scenario where, for instance, business. assorted variety, geographic multifaceted nature, 

various administrative attitudes, and sub-societies in enterprises forestall rationality in brand articulations? 

Will this harm brand observations? What might be the suggestions as to believability and trust of the 

corporate brand in a time of developing worldwide incredulity about brand dependability? Progressively, 

relations and jobs between interior and outside partners are getting more interweaved. For instance, 

representatives are the two investors and clients of their associations' brands. (Chun, Davies, 2002). This 

makes it harder to keep up the qualification among interior and outer measurements of corporate brands. All 

things considered; we question what befalls current ideas of corporate brand the executives in a vital setting 

of progressively covering partners. How should they change? 

Challenges in Corporate Branding 

Stakeholder (Partners role in Corporate Branding) 

One of the difficulties in making brand intelligence is to connect with partners in the co-creation of the 

brand. The development of the internet and computerized channels is majorly affecting the standards of 
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building corporate brands. These give a component for connecting with partners, also, administrators are 

trying to discover progressively dynamic methods of drawing in partners with their brands. Advanced 

channels and the developing infiltration of broadband channels are changing buyer conduct. The force and 

nature of new channels is transforming the attention of buyers which has driven to the arrangement of virtual 

networks, opening up a variety of discernments about corporate brands (DeannaWang, 2016). Thus, the 

administration plan is moving from trying to control corporate brand interchanges, to tuning in to partners, 

furthermore, understanding their different discernments. This moves organizations to rethink how they sort 

out themselves and how they create brand correspondence in progressively creative ways for buyers who are 

nevertheless a tick away from contenders' brands. This uncommon issue tends to the business conceivable 

outcomes identified with overseeing corporate marks on the internet. The paper on 'Brands and Broadband 

— A Communications Opportunity' by Oechsle illustrates the significant ramifications of broadband 

infiltration on both the theoretical establishment of brand personality and the board of corporate brands. The 

paper brings the reader into the new universe of virtual characters and high-performing networks (Oechsle, 

2002). In view of contextual analyses, the paper shows how organizations who set aside effort to 

comprehend approaches to underwrite on this new open door can procure huge benefits later. With expanded 

partner contribution on the internet, firms not, at this point 'own' brands. While they may arrange the 

correspondence of the brand, they do not control the translations and trades of advanced networks. With 

such a differing gathering of partners impacting the idea of a company's corporate brand, is it reasonable to 

anticipate that administrators should have the option to control their corporate image? Despite the fact that 

numerous papers pressure the decent variety of discernments about the estimations of corporate brands, are 

there sure qualities that are so emphatically held by staff that in any event, when they are made aware of 

having esteems out of synchronization, they are not set up to change? The recommendations for brand 

building stress the requirement for ceaselessly adjusting values, however do we have adequate information 

about change models to unquestionably plan incredible corporate marking methodologies in view of 

changed individual qualities? 

Marketing cost 

Establishing and maintaining another brand today is expensive. We usually observe a tension and small 

contradictions between the production and marketing department. Production department used to focus on 

production of optimum products for achieving high revenues while marketing sector used to represent 

product with extra ordinary features which sometime becomes difficult to continue with such changes. 

Companies can prepare for current, strategic decisions to increase revenues during the recession, creating 

item marks in the area of many corporate brands (Liu, 2010). In developing markets, the wealthy and the 

elite population move to manufacturing countries with their high purchasing power and tendency to buy 

external goods. In general, the work of a prosperous, centralized market requires ineffective commodity and 

distance adjustments. The emergence and introduction of mixed buyers globally in digital media has 

increased their lust of their high quality product fame and company fame in competitive markets (Balmer J. 

M., 2017). In developing markets, they are still working on to improve the brand name and trust. They lack 

in product classification and proper detailed information. 

Corporate branding and marketing in developing markets is not only a system that reduces unit costs, but 

also increases the value of action. According to one of the renowned fast food company , focusing on 

numerous brands in several smaller parts leads to higher advertising costs and thereby reducing brand profits 

(King, 2010). Corporate marking can be effective in crossing market and item data. Corporate brands 

increase the perception and acceptability of a company to a more prominent level than the item brand. Many 

Promotion and Advancement Crusades for item point categorization are generally regulated by the 

Corporate Promotional Correspondence Program, which reduces the cost of broad advertising that enters 

emerging markets. 

Unpredictable Nature of Market 

Griffin (2002) states that the precursors of the marking system are located both at outside and inside of a 

firm or an organization (White, 2012). For example, external components can create the status quo and the 

desire for institutional status. Internal factors, for example, business performance and top management 

mentality affect administrative dynamic efficiency. Many companies predict that uncertainty in developing 

markets is not an easy task to control, so to handle these uncertain conditions, they usually build methods, 
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which also entails corporate marking processes, to address weaknesses. Making the situation worse around 

the world is the process of realizing the mind. Global performance limitations include full scale (customer 

characteristics and practices, administrative foundations, and existing adversaries), misrepresentation (social 

corporate vs factors that identify organizational connection), and official status (board structure and 

community) (Furman, 2010).  

Griffin (2002) recognizes that the corporate marking process represents a genuine and observed ‗match‘ 

between the organization and its position, and its inherent ability to respond to vulnerability domains and 

deal with vulnerabilities (MalteBrettel, 2012). Economic development and progress create many new 

opportunities, although changes and challenges in advertising are complicated by unbelievable fundamental 

weaknesses and administrative limitations. While developing markets are continuously involved in progress 

stages where unpredictability and high threats are simultaneously observed. Along these lines, low access to 

capital and substantial costs are two properties of developing markets. Supervisors are responsible for 

promotion and utilization of new technologies and help the external customers to in identifying their desired 

products. Many governance tools that mitigate traditional head operator problems are forced in and out of 

necessity. According to Williamson, property rights is one way to force governance (Doherty, 2011). Legal 

framework becomes problematic in several ways with the development of new bodies or companies in a 

competitive market. The threat to residential and remote enterprises is even greater. An open suspicion of 

remote ventures has somewhat prevented an internal remote direct enterprise. Lack of property insurance, 

advertising by remote companies, and placement of resources in emerging markets has also become a big 

program in weak legal framework systems (Harjoto, 2017). It is difficult to imitate a corporate brand 

because it is protected from fraud by its elusive legal framework and guidelines. According to Nakata and 

Sivakumar, split-spread channels operates in emerging markets increases investment costs (Furman, 2010). 

Similarly, other factors like moderately useless retail components, low use of accessible digital media, add 

challenges to successful promotion. Obtaining market data and building affordable traders is far more 

problematic. Political instability and limited or non-existent trademarks and licensed innovation insurance 

additionally increase working costs and thus reduces liquidity interest for companies. In addition, social, 

political, and monetary requirements in developing markets discourage the use of a generalization system 

(Balmer J. M., 2017). We usually observe that the market growth rate of developing market and the amount 

of monetary growth are different most of the time. Corporate markers can consolidate the company's general 

advertising efforts and attract considerable attention to tracking showcase pieces. In complex situations, it is 

important to coordinate the campaign. A planned system is important to reduce versatility and improve 

proficiency (Leung, 2016). 

Official Boundaries & Client Power 

Official boundaries may change because of the web. Some scientists are using the web as a good business 

strategy for things to come, in the use of virtual associations, and in organizations that collaborate in key 

alliances (IGWE, 2014). In these circumstances, the excitement of the corporate brand of individual 

associations may be lost. On the other hand, a joint effort between the association and the shopkeeper for the 

co-brand allows buyers to learn more about the role of the corporate brand. In fact, despite potential 

shortcomings, Market Set has the potential to enhance the emotional characteristics of a corporate brand. 

The company's greenery varies with the web. The company's retail site was in vain because poor shoppers 

visited the web spread channel. Choices on what to do over time. These options include suggestions from 

corporate brand executives, as the expansion channel affects the way the corporate brand communicates. 

Many companies use their sites to help customers take care of tabs and reduce their costs. One phone 

company offers a range of discounts on the web for customers who pay their bills, including discounts. This 

is a risk and does not reach the same number of users on the web and others are reluctant to take care of tabs 

on the web due to security issues. As already mentioned, companies sell their products for less than what is 

reported on retail outlets on the web. Changes in the treatment of different partners can negatively impact 

the corporate brand. Low-cost companies may need to lose fragile parts of the web to serve them, and 

consumers need to use corporate branding in the market with the potential to harm the corporate brand, for 

example, what the nature of governance is, the greater the consumer confidence. According to a study 

conducted by Yulihasri in 2011, 4% of buyers were disappointed with the innovative interface between 

themselves and the association. Half of the workforce is unnecessarily tied to results because of innovation 

and process frustration, structural problems, and customer inability (Yulihasri, 2011). Testing for market-
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entering associations considers the customer‘s own needs and capabilities and highlights the brand‘s growth 

in delivering a key customer experience. The inevitable effects of congestion are even more confusing, for 

which the use of previous customary partitioning procedures has proved less than ideal. It is recommended 

that a new customer develop because of the web. 

Product Branding 

Product branding provides a variety of interesting aspects for companies. McDonald et al. (2001) argued 

that, unlike corporate marking, a company that uses the item brand system does little harm to its corporate 

image in the event that its personal brand is smaller (King, 2010).The product brand is equally suitable, 

enabling companies to place and request in different markets. Interestingly, it is displayed as a top item in 

some markets and its item picture is tied to the American way of life. One test with item marking is that 

focusing on different small parts by different brands leads to higher promotional charges and usually results 

in low brand productivity. The task of identifying executives and building a brand is to differentiate between 

consumer terms. Improvements in item marking have been attributed to a specific market around the 

centre‘s job. Corporate marking is dictated at the degree of the company rather than the company or 

administration, and provides its former customers with partners, for example, representatives, customers, 

speculators, providers, partners, regulators, and environments. 

Different authors have given different records about the beginnings of Product Marking. However, a record 

that inspired this idea was Lonier, ‗Speculative Chemicals in Eden: Entrepreneurship, Branding and Food 

Marketing in America (Lonier, 2015).‘ Product marking has been introduced in Long American Food 

Marketing. They explored how recognized goods, came to manage their markets. Like ‗speculative 

chemistry,‘ Lonier states that ‗three cultivated institutions‘ understand the inner facts of Eden. He mentioned 

how the three companies developed Oats, Sugar and Cotton Oil. Lonnie wrote World War II. The 16-item 

brand followed the historical theme when it was high-ammonium nitrate (Lonier, 2015). As manufacturers 

are under construction, advertisers create brand names and see the need for specific manufacturers to 

empower customers and buyers who want to get comparable products on an unchanged basis.  Food 

manufacturers have long acquired corporate personalities and brand names. The correction of Lonier's 

extraordinary commitment or investigation has provided a good basis and a starting point for current 

research (Lonier, 2015). 

Corporate Branding vs Product Branding 

Corporate brands be a vital and significant part of marketing in any firm or organization to present a strong 

marketing structure and layout of company and its valuable products. Its focus is on integrating corporate 

systems, corporate interchange, and corporate culture, and in its implementation, it differs from the product 

brand. According to Gray and Balmer, corporate marking varies from item marking in a few different ways 

(Balmer J. M., 2017). First, the centre moves from object to organization. This way the corporate branding 

has exposed the company and its people most of the time. Second, the administrative responsibilities 

associated with product branding are usually within the advertising capacity of the central administration, 

while corporate brands typically have a higher level of critical thinking. Third, product branding typically 

targets clear buyers, whereas corporate brands typically associate with all partners and with one another in 

goods and governance. Fourth, product branding boards are regularly deployed in the advertising department 

and corporate marketing requires support on organizational and cross-functional coordination. Fifth, product 

brand differs from corporate brands in terms of their heritage and dominance. To begin, corporate marking 

gathers a certain level of quality and establishes relationships with various partners through the message of 

the company. Second, because of the confusion that the categorization of messages and connections and 

corporate marking is worse than product marking. Third, it examines the main issues of moral or social 

responsibility in general. The focus of the product brand is on consumers rather than corporate brand 

partners. In this way, corporate brands can provide confidence and quality to the company in increasing 

product offerings or other product offerings (Balmer J. M., 2017). It has been observed that corporate brands 

are widely used to transport new goods to new markets. Corporate marketing usually looks at the company 

and his or her objects or administration and uses a mix of all-out corporate correspondence to attract target 

group identity. The general image of the company is expected to create brand value at the corporate level 

(Batey, 2015). Centre organizations Esteem and Heritage generally affect the image the organization needs. 
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In addition, there is also a focus on the image to provide critical attention to see and use data that is regularly 

displayed (Balmer J. M., 2017).  

Results 

After discussing various aspects of corporate and product branding and the challenges in their way for 

successful marketing, we concluded some important points that should be noticed, remembered, and 

followed for efficient branding. Branding is present since a large of numbers of years ago, which have been 

changed and revolutionized with a lot of scientific and technological developments in the world. In present 

stage, corporate branding and product branding has their own importance, depending upon the types of 

product and market. Wilson in his research concluded that branding requires the selection of a good, easy, 

attractive, memorable, and unique name which reflects the properties of product and company. The purpose 

and role of marketing and branding is similar but there is a slight significant difference between them. 

Marketing is the promotion of product or business while branding is the act of promotion to present your 

product in a unique style and different in competitive market (A, 2017).  

Corporate branding is a type of branding that helps a new product to be launched successfully in the market 

as the new product uses the corporate brand name which has been stablished in the market. This means that 

the new product will get high attraction and trust from the users, depending upon the corporate brand status 

in the market. Russell Abratt concluded in his study that corporate branding allows us to recognize the 

corporate and their quality product in the market. It helps us to target the most suitable segment of the 

product for their promotions and marketing (Abratt, 2012). On the other hand, product branding must 

establish new product brand in the market which will take time to build customer trust and a position in a 

competitive market. According to Gray and Balmer, corporate marking varies from item marking in a few 

different ways (Balmer J. M., 2017). First, the centre moves from object to organization. This way the 

corporate branding has exposed the company and its people most of the time. Second, the administrative 

responsibilities associated with product branding are usually within the advertising capacity of the central 

administration, while corporate brands typically have a higher level of critical thinking. Third, product 

branding typically targets clear buyers, whereas corporate brands typically associate with all partners and 

with one another in goods and governance. Fourth, product branding boards are regularly deployed in the 

advertising department and corporate marketing requires support on organizational and cross-functional 

coordination. Fifth, product brand differs from corporate brands in terms of their heritage and dominance. 

A significant factor related to corporate branding is the adverse effect of providing a corporate brand name 

to a product of low qualities. This can highly impact the corporate brand name status in the market and can 

weaken the customer trust and satisfaction on that specific corporate brand. So, one should focus on 

complete analysis of new product before providing a corporate brand name to avoid such problematic 

circumstances. On the other hand, product branding is free from such type of problems. Both branding types 

plays their important role in the marketing and business world. One should make their marketing and 

branding approach flexible enough to absorb and adjust according to new trending and emerging 

technologies with the passage of time. People should use and focus more on internet and electronic 

marketing because they provide us a cheap, quick, easily accessible, and available format of branding. One 

can get a lot of benefits from availing these communication approach. Customers also prefer to get 

knowledge of their brands from internet source or other electronic social media platforms. There are many 

platforms where the companies interact directly with their customers and through their marketing 

ambassadors such as famous celebrities and blog writers. On the word hand, companies should keep their 

websites and social platforms UpToDate to maintain the trust of their customers. 

There are some significant challenges that highly influences corporate branding. Satisfaction of stakeholders 

and partners is one of the main challenges in corporate branding. Before deciding any plan or future layouts 

for corporate branding, all partners should be informed by recommendations provided by their member 

partners to discuss and brainstorm the impacts of these recommendations and strategies on corporate 

branding in future. It will help to conclude towards the most optimum and acceptable strategy to be allowed 

by group confirmation of all partners. Marketing cost is also an emerging challenge for corporate branding. 

Marketing can be done through several different ways such as advertisement on TV channels, YouTube 

short advertisement breaks, newspapers, pamphlets, distribution of sample products in different events and 

other social media advertisement. With the increase of products and competitors in competitive market, 

marketing competition is also increased, and every producer wants to become the top-rated seller in 
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competitive market. So, corporate branding needs a flexible marketing strategy that helps to maintain 

optimum marketing cost and results in high product sale rate. Unpredictable nature of market is also an 

unexpected challenge for corporate branding. Similarly, buying power of clients, inflation rate in a country, 

taxes of government on products also negatively influences corporate branding as these are external factors 

which are not directly controlled by producers and manufacturers.  

In short, corporate branding includes complete market survey of customers and their specific needs, so to 

execute a successful brand, one should also focus on some brand influencing factors, such as purchasing 

power of customers, culture, social environment, political environment, literacy rate, elite population, target 

customer group and product requirements. All these factors collectively make a successful brand. Promotion 

of brand is also a vital element for establishing a niche and unique brand in a competitive environment. It is 

recommended that one should try to focus on all these influencing factors and the nature of product before 

selection or execution of a new brand. 

References 

1. A, W. (2017). The Role of Internal Branding in the Delivery of Employee Brand Promise. Advances 

in Corporate Branding, 91-108. 

2. A.Rauschnabel, P. (2016). Brand management in higher education: The University Brand Personality 

Scale. Journal of Business Research, 69(8), 3077-3086. 

3. Abratt, R. (2012). Corporate identity, corporate branding and corporate reputations: Reconciliation 

and integration. European Journal of Marketing, 46(7), 1048-1063. 

4. Appel‐Meulenbroek. (2010). Corporate branding: an exploration of the influence of CRE. Journal of 

Corporate Real Estate, 22(1), 47-59. 

5. Ashenfelter, O. C. (2015). Efficiencies brewed: pricing and consolidation in the US beer industry. 

The RAND Journal of Economics, 46(2), 328-361. 

6. Balmer. (2012). Strategic corporate brand alignment: Perspectives from identity based views of 

corporate brands. European Journal of Marketing, 46(7-8), 1064-1092. 

7. Balmer, J. M. (2017). Advances in corporate brand, corporate heritage, corporate identity and 

corporate marketing scholarship. European Journal of Marketing, 51(9), 1462-1471. 

8. Balmer, J. M. (2017). Corporate Brand Orientation: What Is It? What of It? Journal of Brand 

Management: Advanced Collections, 175-202. 

9. Bastos, W. (2012). A history of the concept of branding: practice and theory. Journal of Historical 

Research in Marketing, 4(3), 347-368. 

10. Batey, M. (2015). Brand Meaning: Meaning, Myth and Mystique in Today’s Brands (1st ed.). USA: 

Routledge, 2015. 

11. Biraghi, S. (2015). Corporate branding: Where are we? A systematic communication-based inquiry. 

Journal of Marketing Communications , 21(4), 260-283. 

12. Bouyssou, D. (2013). Decision Making Process: Concepts and Methods (1st ed.). France: John 

Wiley & Sons, 2013. 

13. Chun, G. D. (2002). Gaps Between the Internal and External Perceptions of the Corporate Brand. 

Corporate Reputation Review volume, 144-158. 

14. DeannaWang, H.-M. (2016). Stakeholder relationships, brand equity, firm performance: A resource-

based perspective. Journal of Business Research, 69(12), 5561-5568. 

15. Doherty, N. (2011). Exploring the motives of company-backed and self-initiated expatriates. The 

International Journal of Human Resource Management , 22(3), 595-661. 

16. Dwivedi, A. (2015). A higher-order model of consumer brand engagement and its impact on loyalty 

intentions. Journal of Retailing and Consumer Services, 24, 100-109. 

17. Fetscherin. (2012). Corporate branding: an interdisciplinary literature review. European Journal of 

Marketing, 46(5), 733-753. 

18. Foster. (2010). Exploring the relationship between corporate, internal and employer branding. 

Journal of Product & Brand Management, 19(6), 401-409. 

19. Furman, D. M. (2010). The Development of Corporate Image: A Historiographic Approach to a 

Marketing Concept. Corporate Reputation Review volume , 63-75. 

20. Gaia. (2015). Intellectual capital disclosure in integrated reporting: an impression management 

analysis. Journal of Intellectual Capital, 16(3), 661-680. 



Othman Alyafei, IJSRM Volume 10 Issue 04 April 2022 [www.ijsrm.in]                             EM-2022-3242 

21. Gyrd-Jones, R. (2013). Revisiting the complexities of corporate branding: Issues, paradoxes, 

solutions. Journal of Brand Management volume , 571–589. 

22. Harjoto, A. (2017). Strategic and institutional sustainability: corporate social responsibility, brand 

value, and Interbrand listing. Journal of Product & Brand Management, 26(6), 545-558. 

23. Hatch, J. (2010). Designing a positive image: corporate branding and Social responsibility. Advances 

in Appreciative Inquiry, 3(1), 35-55. 

24. IGWE, A. (2014). Examining the Effect of E-Commerce on Business Performance in A Business 

Environment . Developing Country Studies, 4(26). 

25. Jones. (2013). An evolved definition of the term ‗brand‘: Why branding has a branding problem. 

Journal of Brand Strategy, 2(2), 112-120. 

26. Kalaignanam, K. (2013). Corporate brand name changes and business restructuring: is the 

relationship complementary or substitutive? Journal of the Academy of Marketing Science, 456-472. 

27. King, C. (2010). ―When experience matters‖: building and measuring hotel brand equity: The 

customers' perspective. International Journal of Contemporary Hospitality Management, 22(5), 589-

608. 

28. Kucharska, W. (2018). Personal Branding—A New Competency in the Era of the Network 

Economy. Corporate Brand Performance Implications. Corporate Social Responsibility in the 

Manufacturing and Services Sectors , 19-34. 

29. Leung, T. C. (2016). Rebranding Macau: views of cultural industry insiders. International Journal of 

Culture, Tourism and Hospitality Research, 10(1), 91-104. 

30. Liu, S. (2010). Effect of Supply Reliability in a Retail Setting with Joint Marketing and Inventory 

Decisions. Manufacturing and Service Operation Management, 12(1). 

31. Lonier, T. (2015). Alchemy in Eden: Entrepreneurialism, Branding, and Food Marketing in the 

United States, 1880–1920. Enterprise & Society, 11(4), 695-708. 

32. Lourencao. (2019). Development of sectoral brands with emphasis on structure and processes. 

Business Process Management Journal, 26(1), 24-58. 

33. MalteBrettel. (2012). Corporate effectuation: Entrepreneurial action and its impact on R&D project 

performance. Journal of Business Venturing, 27(2), 167-184. 

34. Melewar. (2012). Shaping the research agenda for corporate branding: avenues for future research. 

European Journal of Marketing, 46(5), 600-608. 

35. Oechsle. (2002). Brands and Broadband —A Communications Opportunity. Corporate Reputation 

Review,, 5(2-3), 176-191. 

36. Parsons, G. (2013). Corporate branding, emotional attachment and brand loyalty: the case of luxury 

fashion branding. Journal of Fashion Marketing and Management, 17(4), 403-423. 

37. Plantin, G. (2018). Marking to Market versus Taking to Market. AMERICAN ECONOMIC REVIEW, 

108(8), 2246-2276. 

38. Pomering, A. (2017). Communicating CSR Through Corporate Image Advertising. Handbook of 

Integrated CSR Communication , 171-190. 

39. Rahman, M. (2019). Brand equity and firm performance: the complementary role of corporate social 

responsibility. Journal of Brand Management, 691–704. 

40. Rindell. (2010). Corporate brand evolution: corporate brand images evolving in consumers' everyday 

life. European Business Review, 22(3), 276-286. 

41. Shahri, M. H. (2011). THE EFFECTIVENESS OF CORPORATE BRANDING STRATEGY IN 

MULTI-BUSINESS COMPANIES. Australian Journal of Business and Management Research, 

1(6), 51-59. 

42. Straker. (2019). Designing value propositions: An exploration and extension of Sinek‘s ‗Golden 

Circle‘ model. Journal of Design, Business & Society, 5(1), 59-76. 

43. SusanWhelan. (2010). Public sector corporate branding and customer orientation. Journal of 

Business Research, 63(11), 1164-1171. 

44. White, B. (2012). The new enclosures: critical perspectives on corporate land deals. The Journal of 

Peasant Studies , 39(3-4), 619-647. 

45. Yulihasri. (2011). Factors that Influence Customers‘ Buying Intention on Shopping Online. 

International Journal of Marketing Studies, 3(1). 

 


