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ABSTRACT

As corporates proceed to develop new product braciEnging market and consumer situations throwhgpneed for re-
looking at age-old branding strategies and corperatliefs. Increased competition, more informedsaarers, changing
global scenarios and economic condition have brouigio focus the need for developing strategiemoease value for
the consumer, thereby increasing organizationalfipability. Organizational investments in corporabeand identities

have increased manifold over the recent years.iReglthe value of corporate brand identities haasde big corporate
make sizeable investments to enhance their brargiés Allowing new product brands to contributethese brand

images now appears to be important. At the same, twhien corporate are strengthening their brandges individual

product brands seem to lose out when consumergdfdihk the individual products and the corpordieand images.

Organizations will gain from recognizing the congrmas a significant dimension while formulating bdamanagement
strategies. This paper attempts to study the ghilitindividual consumers to associate a producsewice brand with the
corporate associated with the same, thereby stigssie need to build brand awareness. This was tgneonducting a
study using a product brand pool as a researchrimsént, where consumers were asked to classifgrdred on the basis
of the corporate producing those brands. The restiére further used to calculate a consumer brassbaiation score.
This score was considered as representative ofdinsumer’s state of relationship with the orgariaiand was used to

create consumer clusters for segmentations to aiggseful consumer targeting.

KEYWORDS:Brand Management, Clustering, Consumer Profilinpplffem Recognition, Styles and Attributes, Market

Segmentation
INTRODUCTION

Organizations are witnessing a shift from produending to corporate branding (Aaker, 1996; andeéfeR003). The
general aim of corporate branding is to build aanable bond between the branded company andstemers through a
clear value propositions (Schultz and de Chernat@®02). While not exactly dealing with the proddeatures, it
transports a well-defined set of corporate valukakér and Joachimsthaler, 2000). It is vital fogamizations that
“consumers relate a product or specific brand &pharent organization. This can be achieved thraygiropriate brand
management.” This paper attempts to study thetgloficonsumers to associate a product or serviaedowith the parent
organization. We do this by calculating a consubrand association score and further try to anatywecauses for

variations in the score across several brands. Withefr try and establish a link between brand n&ypelogy and the
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ability of the consumers to link singular producatd to the corporate brand. The paper furthercespl profiling of

consumers for and Indian corporate, ITC. ITC’s cogpe strategy is aimed at creating multiple devafrgrowth anchored
on its time-tested core competencies: unmatchedhditon reach and superior brand-building captéd. There appears
potential of capitalizing on the vast consumer basgilable, by formulation of appropriate targetstgategies for higher

rates of consumer conversion.
PURPOSE

The corporate brand is viewed as an important lerdfuilder for corporations, it can imbue a corpiora with a
distinctiveness that is not readily matched by cetibprs. It can be one of an organization’s mosteted and cherished
assets. For customers, it serves as a guarantegpettations, much like an informal contract (Balretal., 2006). A
brand is set of perceptions which from the diff¢ieions among the brands ( Aaker, 1991). Brandggions determines
the expectation the customer has of a brand, aectagion that present the customer’s feeling towardrery specific
experience that is promised by the branded proddence it is vital for organization to establisHirgk between the
corporate brand name and the individual produchdr&he corporate brand equity should be able pitalze on the
individual brand equity and vice-versa. The purpofthis paper is to investigate to what extentlihend name typology
which gains maximum recognition from the consummethie context of establishing a link between indlisl product
brand and the corporate brand. Corporate brandiigés special because it explicitly and unambigsig represents an

organization as well as the product. This can beltribute to the brand management process in agj@ms.
LITERATURE REVIEW

Product and Corporate Branding

We review concepts associated with corporate brgndind attempt to establish a differentiations ketw product
branding and corporate branding, while also stuglyive degree of uncertainty over the how the fafldorporate brand

management should be understood and developed.

The American Marketing Association defines the téBrnand’ as “ A name, term, symbol or design or a
combination of them, which is intended to signify tgoods or services of one seller or group oéselind differentiate
them from those of competitors.” More Importantly,brand promises relevant differentiated benektgerything an

organization does should be focused on enhanciingedgagainst its brand’s promise.
Combining a few different definitions, a brandhe hame and symbols that identify:
» The source of a relationship with the consumer.
» The source of a promise to the consumer.
* The unique source of products and services.
* The single concept that is created inside the rafriie prospect.
» The sum total of each customer’s experience wighctirporate.

Adored, venerated and coveted by customers andhiaegeons alike, corporate brands represent ortheofmost

fascinating phenomena of the business environnmetitd 2% century (Olins, 2000; Lewis, 2000; Pauvit, 200@&]rBer,
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2001; Newman, 2001; and Balmer and Greyser, 2008)ir importance is irrefutable. Brands in theirigas guises are
integral to our everyday existence (Sherry, 198%gctive brands are significant value propositifmsconsumers as they
also carry a financial clout from the consumer atake holder perspective. Hence, the aeration pfogpiate brand
positioning in the consumer mind will be well-dited organizational strategy. In an era where thphasis is moving
from product branding to corporate branding (Baln®95; and Mitchelll, 1997), there is a need ttidveappreciate the

management approach towards corporate brandingsaseeds to be managed differently from produah8ing.

Corporate branding draws on the traditions of pobdwanding, in that, it shares the same objedaivereating
differentiation and preference. However, this attiis rendered more complex by managers condudtiage practices at
the level of the organizations, rather than théviddal product or service and the requirement tmage interactions with
multiple stakeholder audiences (Knox and Bicker@®)3). There are significant differences betweawmmorate brand
and a product brand. Audiences go beyond a prifieays on customers to include all other stakehsl@i€ing, 1991).The
points of contact with these stakeholders are ndiverse and stakeholder audience discriminatorsmaree complex,
extending beyond products and services to includengibles such as people and policies. Ind (1%e@)ports this

distinction between product and corporate brandsigiylighting three core, distinguishing attributes

» Intangibility: Whilst a product or service is tabfg, an organization is intangible to all audieneesept
employees. An individual's perceptions of an orgation is therefore based upon his/her experienfdats
communications, symbolism and behavior (Birkigt a®thdler, 1986) and from these signals, an image is

constructed.

» Complexity: With product and service brand, continof experience is achievable. For a corporasmtyr this is

made harder by the variety of audiences and pointentact or interfaces.
» Responsibility: A corporate brand has a broadeiasoesponsibility or ‘ethical imperative’.

Whist these characteristics make the corporatedbraore difficult to model and manage, a numberwthars
have noted the potential for harnessing this agsstrong and favorable corporate brand offers maization a number
of distinct benefits (Balmer, 1995) as well as lgjnig an important discriminator in increasingly quatitive markets, it
creates consistency in consumer demand, offersdadlae to products and services; contributesdorapany’s financial
margins, provides protection from competitors anttaets high quality personnel to the organizatibtatch and
Schultz(2001) support this view, calming that cogte brands offer managers the potential to rediasts, giver
customers a sense of security, provide a corpcaté of approval for products and create commornurgtoinside
organizations. To further support these claims,nigal cites research (by Worcester, 1986), Which slowa strong
correlation between company familiarity and favaiigb and research (Keller and Aaker, 1992) whhilghlighted the
positive impact of the corporate brand to new pobdutroductions and brand extensions. We draw froanketing theory

to identify three brand name typologies, which wsedss under the ‘Methodology’ sections.
Brand Associations and Brand Identity

Brand association is anything that is linked in themory to a brand (Aaker, 1991). The associatiefiscts the fact that
products are used to express lifestyles, wherdws associations reflect social positions and psimal roles. Still others

will reflect associations involving product applices, types of people who might use the productes that carry the
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product or salespeople who handle the product en ¢ke country of origin. Keller (1998) defines ttaassociations as
informational nodes linked to the brand node inr@mory that contains the meaning of the branccdémsumers. These
associations include perceptions of brand quality attitudes towards the brand. Keller and Aaketh bappear to
hypothesize that consumer perceptions of brandmaté-dimensional yet many of the dimensions tiagntify appear to
be very similar. The image that a good or a sertige in the mind of the consumer in terms of howg positioned is
probably more important to its ultimate succes# thie its actual characteristics. There are at ldas brand associations
(Aaker, 1991). The associations convey either thvecept or the meaning of the product in terms aof libfulfils a

customer’s need.

The personality and the positioning of the branderap the brand identity and image (Keller, 20@ands are
established by creating a strong brand personatitg set of brand values and positioning the biandreating a good
perception in the mind of the target views. Branthges comprise a set of beliefs, which a consuralishabout a
particular brand. Consumer beliefs may differ basadtheir individual experiences or perceptionsthe brand. The
brand’s identity is the total proposal which a fimakes to the consumers or the promise it makéselterything the firm
wants to be seen as. It may consist of the fegtisefits and all other values that the brand ggs&s. Thus the firm
needs to reach harmony between the brand idemtityttee brand image through the creating good espegi. A corporate
brand tries to establish a coherent perceptiomefcompany for its different stakeholders and otfl& good corporate
reputation in the eyes of the general public (Hatieth Schultz, 2003). Nevertheless, the single mngsbrtant stakeholder
of a corporate brand is its end consumers, whodapgning in the overwhelming abundance of brandd brand

communication.
RESEARCH FRAMEWORK
Corporate Brand Image and Consumer Perception

Corporate brand identity is a function of Brand ¢q@aBrand image is a function of perceived valualmpnsumer which
results in brand associations. In the above contegttry to link corporate brand identity with tlheand images of

products in the corporate portfolio and formulate esearch framework.

Amongst other parameters, corporate brand ideistifso a function of the ability of the consume&rsassociate
to all other brands in the corporate portfolio whtbe corporate brand. Consequently, the aim ¢se¢ate a more profound

understanding of the impact of brand associatiothercorporate brand identity.

Brand equity is a multi-dimensional construct, whaonsists of brand loyalty, customers-based beavateness,
perceived quality and associations. Brand awareinfisgences consumer decision-making by affectimg strength of the
brand associations in their mind (Keller, 1993 4888). Moreover, high level of brand awarenesstpedy affect the
perceived value of the same in the minds of theseorer (Ramos and Franco, 2005) thereby contribtitirige product’s
brand image. Consumer brand awareness is likelyethigh when they have strong brand associatiodswdren they

perceive the quality of the brand to be high amgwiersa.

Based on the above, we develop the following conmdpmodel for our study. We seek to study theitgbdf
consumers to associate products brands with cagbrand identity. For this, we extract a brandeisdion score which

becomes, indicative of the ability of the consunterselate to a particular corporate brand.
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The Model (Figure 1), depicted below, shows that corporate brand image is a function of perakiveand
value which benefits from consumer brand awareaesksconsumer brand associations. As discussed abomsumer

brand association is a function of consumer bravaleness.

‘Brand Image’ can be defined as the reasons orienmatperception a consumer attaches to speciinds and is
the first consumer brand perception that was ifiedtin marketing literature. Brand image consistsunctional and

symbolic brand beliefs.

Consumer Brand
Awareness

Consumer Brand Corporate Brand
Value Image

Consumer Brand
Assaciation

Figure 1: Corporate Brand Image and Consumer Percejion Model.

Various researchers contended that brand assowatiould be recalled in a customer's mind as ematio
impressions. Brand awareness influences consunogsiale-making by affecting the strength of the lor@ssociations in
their mind (Keller, 1993). There are several dinems of brand awareness with brand associationtta(Bind Katsanis,
1995). Further researches indicated the brand as®os of the product can be stored in consumerdmiafter brand

awareness of the product was already establishimbinmemory.

Brand awareness and brand associations were faub@ torrelated (Atilgan et al., 2005; and Papff52.
Moreover, high levels of brand awareness positivafect the formation of the product’'s brand imggssociations)

(Ramos and Franco, 2005). Also brand awarenesssffeand image (association) (Esch et al., 2006).

METHODOLOGY

Review of literature lead us to feel that it isaVitor organizations to establish a link betweendbrporate brand name and
the individual product brand as the corporate breauity should be able to capitalize on the indraldbrand equity and
vice-versa. A lot of work had already been accosty@d in the domain of corporate brand identitynftbe perspective of
the corporate as well as employees. However, thgpeared significant scope to pursue the same thendimension of
the consumer. We hence attempted to carry on doraxpry research study from the perspective ofctiresumer’s ability

to associate corporates with the product brands.

The purpose of this paper is to investigate to whdént brand association is coherent with corgolbaand
identity and to extract the brand name typologyolthjjains maximum recognition from the consumetin ¢ontext of

establishing a link between individual product lot@md the corporate brand.

RESEARCH TOOL

Earlier studies in the domain of branding were &leg on parameters contributing to corporate biidedtity, while not
substantially addressing the role of the consu@explore the role of the consumer, we attemptecte¢ate a pool of 200

product brands. The pool created was a selectian sat of product brands across eight Corporates.Corporate pool
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had four Indian Companies and Four Internationah@anies. The sampling strategy is elicited belole Brand pool was
created taking into account the product brandssactiee various product lines and SBUs. The bramd was used as a

research instrument to illustrate the relationdl@tween the brand associations and the corporatel lidentity.
SAMPLING

Sampling of Product Brands

The 2019 study conducted by Brand Equity, alondyWihe Economic Times Intelligence Group and AC $8al ORG-
MARG, was used as the basis for our study. A sarggdliame was created by conducting a brain-storme@sgion across a
focus group of 20 participants from Indian citi&#ge focus group was asked to list 20 most trustetivésible corporates
(visible in terms of their marketing communicatiarsmessages). This list was then administeredftxas group of 20
respondents who were the Chief wage Earners (CWHeir households. Eight corporates were chosah@basis of the
highest recall in terms of familiarity with bran20% of the sampling frame was extracted as the kafopthe study on
the criterion that corporates having a minimumirigtof 10 product brands would deserve inclusianas to have a

significant number of brands on which the requitétgs could be performed.

A pool of 200 brands (containing both consumer potsl and service brands) was subsequently createdsa
these eight corporates, after sourcing secondayuet brand data from their websites, which was @eministered to a

set of respondents.
Sampling of Respondents

A database of 100 visitors to a retail outlet wasvailable at our disposal. The data containedwoes information with

regard to age, gender, location, annual income ramdber of monthly visits to the retail house. Age used as the
stratification variable and the research instrunveass administered to 200 respondents from the da&gallhe respondent
were grouped under four different age groups, \i8-25, 25-35, 35-45 and 45 and above. Fifty redpots across each

age group were covered to have a well distributedpde.
CORPORATE BRAND POOL ANALYSIS

The 200 product brands in the brand pool were grdum the basis of the brand name typology. Tableptesents the

number of product brands, under each parent bramipas segregated bu the type of brand name.

Table 1: Corporate Brand Pool Analysis

S. No Co,\rlp;cr)rr‘zte Corporate (Family) Ind|V|?\lu:rlnzrand Comb'r;\la;'r?‘g BT Total Brands

1. Dabur 2 1 27 30
2. Parle 4 34 0 38
3. Cadbury 0 9 2 11
4, HUL 0 39 0 39

5. Tata 5 13 0 18
6. ITC 0 14 1 15

7. P&G 0 25 0 25
8. Amul 23 0 1 24
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For the purpose of our study, we define the follogypes of brand names.

e Family Brand Name: A family brand name comprisegesaf the name of the corporate brand which is tised
all products produced or marketed by that corpomyebuilding customer trust and loyalty for theriidy brand

name, all products that use the brand can benefit.
» Individual Brand Name: An Individual brand name sloet identify a brand with a particular company.

» Combination Brand Name: A combination brand naniagsrtogether a family brand name and an individual
brand name. This hereby provides some associatorthie product with a strong family brand name but

maintaining some distinctiveness so that consuk@®s/ what they are getting.
PROCEDURE

Consumers were asked to separate the product bfeordsthe pool of 200 brands and classify them uwrttle eight
corporate names. The number of correct brand namg#sr each corporate brand helped to calculat€tmsumer Brand

Awareness Score.

Consumer Brand Associations Score=Consumer Branaréwess Score/Total Brands under that corporatesin

Brand pool.

The mean of the Consumer Brand Association scares fparticular corporate Brand reflects the dedhee
consumers (from the set of respondents) relatgtbduct brands to the corporate brand. The meare goo the eight
corporate brands are listed (Table 2) (was caledlasing SPSS 16.0):

We further tried to study the correlation betweeari®l Name Typology and Brand Association Scores.

Table 2: Statistics for Mean of Brand Association &re Across Brands

Dabur Parle Cadbury HUL Tata ITC PG Amul
Brand Brand Brand Brand Brand Brand Brand | Brand
Assoc. AssocC. Assoc. Assoc. Assoc. | Assoc. | Assoc. | Assoc.
Valid 200 200 200 200 200 200 200 200
N=200 | Missing 0 0 0 0 0 0 0 0
Mean 0.77 0.65 0.69 0.41 0.63 0.47 0.31 0.86

INSTRUMENT RELIABILITY

Reliability of the research instrument was studisihg the test-retest method, where the test wanégtered to the same

person twice. The Spearman Brown coefficient wag®and Guttman Split half-coefficient was 0.967.
CLUSTERING FOR CONSUMER PROFILING

| further attempted to formulate consumer clustamsthe basis of their brand association score aedtlie same as a
premise for consumer segmentation. Segmentaticordumers becomes a significant dimension of tiagegfic planning
process to be followed towards competitive branditfmming. This can be done through consumer pnafilwhich
involves creating consumer models, based on whintakketer can decide on the right strategies actit$ato need the
needs of the customer. Profiling is an innate te@d for consumer behavior and preference predidiiverse targeting

strategies can subsequently be formulated forgbpective consumer segments.

Impact Factor(JCC): 5.9723 — This article can be dowatted fromwww.impactjournals.us




| 30 Dr Hamt K Panda & Annjaan Daash|

The Brand Association scores of one Indian corgordfC, were subjected to Cluster Analysis to @eat
consumer clusters which can be subjected to sephrahd management strategies. Clustering was edi@gta research
technique to group consumers with similar traitsn€umers with similar characteristics can be tokbatiéke and subjected

to the same consumer targeting strategies by tjgn@ation.

Cluster Analysis, also called data segmentatiolatee to grouping or segmenting a collection ofeoty (also
called observation, individuals, cases, or datasjdnto subsets or ‘clusters’, such that those iwidach cluster are more
closely related to one another than objects asgigmdifferent clusters. Hence, objects in a ciygtarticularly objects to
each other. They are also dissimilar to objectssidat the cluster, particularly objects in otherstdws. Clustering

algorithms function such that intra-cluster sinithars the maximum and the inter-cluster similatigyminimum.

The Consumer Brand Associations Scores for a wveallsample of ITC consumer were subjected to UWmiate
hierarchical cluster analysis using SPSS. The @bgaevas to demonstrate the creation of a dendrodsgt using the
clustering technique. Only a small sample of tharBr Associations Scores of ITC was subjected tclinger analysis,

for ease of depiction of the dendrogram, as patti@imanuscript.
FINDING
Corporate Brand Pool Analysis

e Three Corporates namely, HUL, P&G and ITC repoftehn Consumer Brand Association Scores lower than
0.5.

e An inverse correlation was found in cases werevilame of Individual Product Brands in the pool wagh.
Corporates with maximum number of Individual PrafNamber Brand names had the least Consumer Brand
Association Score. This outcome leads us to ififat tompanies which follow a combination (hybrid)Family
branding strategy have grater brand associatiaan tompanies following an Individual Product Bramzme

strategy (Table 3).

Table 3: Correlation

Brand Brand Association Score
o Person Correlation 1.000 -0.824*
Volume Individual - -
Brand/Total Brands Sig. (2-tailed) 0.012
N 8.000 8.000
Person Correlation -0.824* 1.000
Consumer Brand - -
Association Score Sig. (2-tailed) 0.012
N 8.000 8.000
Note: * Correlation is significant at the 0.05 le{2-tailed).

Clustering for Consumer Profiling

Three consumer clusters were extracted. Theseecd sis depicted in the dendrogram, Figure 2, weeel to allocate
each of the 18 cases (consumers) to a specifiteclusach consumer cluster can be treated sepawatdl appropriate

targeting strategies can be adopted for sepanagéecs.
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Rescaled Distance Cluster Combine

CASE 0 5 10 15 20 25

Figure 2: Dendrogram Using Single Linkage.
RESEARCH IMPLICATIONS
Brand Pool Analysis

This paper was written to identify the gap betwé®n consumer’s ability to relate the product bravith the corporate

brand identity.

The study clearly shows that companies followingoabination (hybrid) or family brand name stratdwmve
greater brand association, than companies followingndividual Product Brand name strategy. Notuigsion of the
Parent Brand name in the Product Brand name rediheesonsumer ability to associate the product \iligh parent
organization, thereby resulting in sizeable logsethe product brand equity. The product furthésfeo benefit from the

well-established parent brand name and the resutarsumer affinity developed over the years wi company.
Clustering for Consumer Profiling

* Marketing resource allocation needs to be done wédife. It is vital for organizations to developfeiéntiated
market coverage strategies. For this purpose,alei@tstudy of the consumer population and subsecuealysis

is useful.

e Separate strategies can be developed for targetfngespective consumer segments, once the basis of

segmentation has been identified and the process.

» Consumer behavior a function of consumer brand césson indicating relationship level with the

organization/brand or product. Hence, thus forrge@d basis of segmentation.
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e Consumer behavior of a new consumer entering teycan be predicted by identifying his consunrtand
association score and then allocating him to aewsge cluster.

* Subsequently, consumers with low brand associatioores can be subjected to well-directed marketing
companies which increase their awareness and sudrsiegerceived value for a brand, so that theylcliigher
on the Brand Relationship Continuum. Consumers hiigh brand association scores are better prospadigan
be subjected to appropriate promotional campaigngid speedier conversion or facilitate repeat lpase

behavior.

Segmentation of consumers become a significant nbioa of the strategic planning process to be vatid
towards competitive brand positioning. Organizagi@an make use of the information available abloeir tprospective
and current customers by structuring and making/és¢ volumes of data available about them and ditata strategies for
consumers by segregating them on the basis oficdatztors like the consumer brand associationescepresented in the
discussion above. For the purpose of the reseducly sve take this as the premise. Consumers dagietihigh brand
association score can be grouped and subjectgrbtifis targeting campaigns. Consumer with low drassociation need
greater attention and hence can be subjected teased volume of marketing messages for develogiagter brand
awareness and higher perceived brand value. Thudgeteloping greater affinity towards brand imagel adentity, a
better brand relationship can be formulated. Ecqgobvith the ability to group consumers under défér segment,

marketing managers can plan well-directed and ifféated marketing strategies for a better returimvestment.

Further scope of research is outlined were we aistudy corporate branding strategies of orgaminatiusing
Family Brand names, Combination Brand names and/ithéhl Brand names and empirically establish timpact of
branding strategies on gains and losses to cogpbrand as well as the individual product brand$eiftial was also seen
in linking the consumer brand association scoréhto consumer’s state of relationship with the oizmtion so that

consumers at diverse levels of relationship withdhganization can be treated separately.
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