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Abstract
Purpose – To build a conceptual framework for the development of branding strategy from the pint
of view of a Western firm entering a market in a developing economy.

Design/methodology/approach – An extensive literature review brings together two research
streams, market entry and branding strategy, with particular reference to corporate branding versus
product branding.

Findings – The choice of branding strategy is determined in the conditions under study by five
antecedent factors and three moderating variables, which are expressed as a visual model and eight
propositions.

Practical implications – In a rapidly developing world, this framework and the literature review
from which it is derived offer applicable marketing intelligence to planners of branding strategies for
international markets. The eight propositions suggest fruitful directions for further academic research.

Originality/value – Draws together two streams within the marketing literature in an original way,
and offers a framework for the conceptualisation of an important element of marketing strategy in
challenging market conditions.

Keywords Corporate branding, Emerging markets, Market entry, Multinational firms
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Introduction
Branding strategy is a focal issue for firms operating intoday’s international
marketplace. Kapferer (1992, pp. 46-7) argues that branding means more than just
giving a brand name to a product or products: “brands are a direct consequence of the
strategy of market segmentation and product differentiation”. Firms utilize a
combination of brand attributes to meet the expectations of specific customers in
various economic conditions. Numerous corporate and product, brands are actively
competing in the world markets. Corporate branding refers to the strategy in which
brand and corporate name are the same (de Chernatony, 1997); product branding builds
separate brand identities for different products. The imagery varies from one brand to
another in product branding, despite the fact that a single company may own multiple
product brands (Davies and Chun, 2002). Examples of corporate brands are IBM
and Nike from the USA, RBS (Royal Bank of Scotland) and Virgin from the UK, or
Sony and Mitsubishi from Japan. Product brands include Sprite and Mr Pibb under the
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Coca-Cola umbrella, Lux and Dove from Unilever, Toyota and Lexus from Toyota, or
Benetton’s Sisley and Killer Loop.

Emerging markets are a key factor in the future growth of the world economy,
offering tremendous growth opportunities for firms from developed countries such as
the USA and the members of the EU. The increasingly mature economies of emerging
markets will demand more consumer goods from firms in the developed countries.
Dawar and Chattopadhyay (2002) contend that multinational firms from developed
countries should adapt to the market conditions in emerging markets in order to
successfully tap into these markets. Thus, some questions arise: which branding
strategy, corporate branding or product branding, do firms prefer to use in their initial
entry in the emerging markets? What factors influence the choice of branding strategy
in emerging markets?

Urde (2003) asserts that there are four basic “brand architectures”; available to
firms: corporate, product, corporate-and-product (with dominant use of the corporate
brand) product-and-corporate (with dominant use of product brands). Some firms
(such as IBM) almost exclusively emphasize their corporate brand while others (such as
Procter & Gamble) focus strategy on their product brands. Others actively deploy
corporate branding and product branding simultaneously, shifting their emphasis
between the product and the corporation in different markets and contexts. For
example, Nestle markets its products under the master corporate brand but gives equal
prominence to such individual brand names as Carnation, Nescafe, Nestea, Maggi,
Perrier and San Pellegrino. Likewise, Intel promotes both its corporate brand and its
Pentium and Celeron product brands. In this paper, we examine the branding
architectures of firms with both corporate and product brands attempting to enter
emerging markets.

The study of branding has traditionally been dominated by an emphasis on product
brands, the focus of which is on the unique features associated with a particular item of
a firm’s product portfolio. However, the fast innovation, increased service levels and
diminishing brand loyalty characterising today’s marketplaces have led to corporate
branding becoming a strategic marketing tool (Morsing and Kristensen, 2001). Firms
must therefore decide whether to build the product brands or the corporate identity
(Olins, 1995).

Corporate branding has received more and more attention from both practitioners
and academics. Ward and Lee (2000) found that there was a shift by firms away from
reliance on product brands to reliance on corporate and service brands. Others have
also recently found the use of corporate branding to be on the rise (Aaker, 1996;
Balmer, 1995, 2001).

Although, there exists a body of literature on branding strategies, it has mostly
focused on the marketing strategies of firms operating in an American context.
Conspicuously missing from the marketing literature, and also from international
business and international marketing publications, is a study of multinational
corporate-versus-product branding strategies in the context of emerging markets.
There appears to be a research gap from both the marketing and international business
perspectives. A convergence of literature on branding strategy and emerging markets
is needed to address this international marketing issue. We set out here to close the
research gap by analyzing the branding strategies that firms in developed countries
choose for their entry into emerging markets.
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The rest of this paper is organized as follows. First, we present a brief literature
review on corporate and product branding. Second, we propose a conceptual framework
encompassing factors that affect the branding decisions of developed-country firms
operating in emerging markets, and develop propositions based on this framework.
Lastly, we discuss conclusions and implications of this paper, and provide some
suggested directions for further research on this topic. The specific focus of this themed
issue on China and the Far East is not specifically addressed, but we believe the general
principles to be readily transferable.

Literature review
Corporate branding
Corporate brand architecture is defined by core values shared by different products
with a common and overall brand identity, which play a decisive part in coordinating
the brand-building process. The role of the corporate brand is to give credibility in
cases such as communications with government, the financial sector, the labour
market, and society in general (Urde, 2003). Organizational values, core values and
added values are the foundation of a corporate brand. The interaction among them
forms the value-creating process of the corporate brand (Urde, 2003). Companies are
faced with the challenge of organizing their resources and internal processes so that the
core values for which the corporate brand stands can be strengthened, differentiated
and expressed as added value for consumers. The linkage between core values and
corporate brand is decisive for a firm’s brand equity and competitive position.
Management and organization-wide support is crucial in this process (Urde, 2003).

A corporate brand is not necessarily limited to a single corporation. It can also apply
to a variety of corporate entities, such as corporations, their subsidiaries, and groups of
companies (Balmer and Gray, 2003). Balmer (1998) asserts that corporate identity, as
an important corporate asset, represents the firm’s ethics, goals and values, to
differentiate the firm from its competitors.

Because markets are becoming more complex and products and services are quickly
imitated and homogenized, maintaining credible product differentiation is increasingly
difficult, requiring the positioning of the whole corporation rather than simply its
products. Thus, the corporate values and images emerge as key elements of
differentiation strategies (Hatch and Schultz, 2001). The assumption for creating a
corporate brand is that a corporate brand will support all aspects of the firm and
differentiate the firm from its competitors (Harris and de Chernatony, 2001; Ind, 1997;
Balmer, 2001).

Corporate branding enables firms to use the vision and culture of the whole
organization explicitly as part of its uniqueness (Balmer, 1995, 2001; de Chernatony,
1999). de Chernatony (2001) calls for firms to integrate their strategic vision with their
brand building. Corporate brands can increase the firm’s visibility, recognition and
reputation to a greater extent than can product brands. Balmer and Gray (2003)
maintain that one of the benefits of strong corporate brands is that investors may seek
them out deliberately. They furthermore offer more chances for strategic or brand
alliances, and play an important role in the recruitment and retention of valuable
employees. Alan (1996) attributes the surge of corporate branding to the rising costs of
advertising, retailer power, product fragmentation, new product development cost
efficiencies, and consumers’ expectations of corporate credentials.
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Product branding
Product branding yields different advantages for firms. McDonald et al. (2001) argue
that, a firm using a product-brand strategy rather than corporate branding will
experience less damage to its corporate image if one of its individual brands fails.
When the Tylenol brand was under siege in the USA because of tainted batches,
Procter & Gamble’s name and reputation were somewhat shielded by the
product-branding strategy, leaving Pampers and Tide undamaged by the Tylenol
scare.

A product brand is also flexible, allowing firms to position and appeal to different
segments in different markets. Budweiser beer, for example, is sold in the USA as a
broadly appealing, quality beer that is solid value for money. In contrast, it is marketed
in some overseas markets as a premium product, and its product image is linked to the
American lifestyle. A challenge with product branding is that targeting different small
segments through different brands can result in high marketing costs and lower brand
profitability.

The role of branding and brand management is primarily to create differentiation
and preference in the minds of customers. The development of product branding has
been built around the core role maintaining differentiation in a particular market (Knox
and Bickerton, 2003). Corporate branding builds on the tradition of product branding,
seeking to create differentiation and preference. However, corporate branding is
conducted at the level of the firm instead of the product or service, and furthermore
extends its reach beyond customers to stakeholders such as employees, customers,
investors, suppliers, partners, regulators and local communities (Hatch and Schultz,
2001).

Corporate branding versus product branding
A corporate brand can be regarded as the sum of the corporation’s marketing efforts to
present a controlled representation of the corporation’s value system and identity (Ind,
1997; Balmer, 2001). It differs from a product brand in its strategic focus and its
implementation, which combines corporate strategy, corporate communications and
corporate culture (Balmer, 1995, 2001).

Balmer and Gray (2003) and Hatch and Schultz (2003) argue that corporate branding
differs from product branding in several other ways. First, the focus shifts from the
product to the corporation. Corporate branding therefore exposes the corporation and
its members to a larger extent. Second, managerial responsibility for product brands
usually rest in the middle-management marketing function, while corporate brands
usually involve strategic considerations at a higher executive level. Third, product
brands typically target specific consumers, while corporate brands usually relate all of
the firm’s stakeholders and products and services to each other. Fourth, product-brand
management is normally conducted within the marketing department, while corporate
branding requires support across the corporation and cross-functional coordination.
Fifth, product brands are relatively short-term, compared to corporate brands, with
their heritage and strategic vision. Therefore, corporate branding is more strategic
than the normally functional product branding. Hatch and Schultz (2003) further argue
that it engineers interactions among strategic vision, organizational culture and
corporate image, to position the firm in its marketplace, and sets up internal support
arrangements appropriate to its strategic importance.
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Similarly, Ind (1997) identifies three key differences. First, corporate branding
acquires a certain degree of tangibility through the messages the firm delivers and the
relationship it establishes with various stakeholders. Second, corporate branding is
more complex than product branding because of the variety of messages and
relationships, and the potentially subsequent confusion. Third, it tends to demand
greater attention to issues of ethical or social responsibility.

The focus of a product brand is on customers while that of a corporate brand is on
stakeholders. Therefore, corporate brands can provide a sense of trust and quality for
the firm in extending a product line or diversifying into other product lines (Balmer
and Gray, 2003). An effective corporate brand also has an inherent “excess capacity”;
or “leverage”; potential, in that it can be translated to other markets (Peteraf, 1993). It is
observed that corporate brands are extensively used to launch new products in new
markets. Corporate branding typically uses the total corporate communication mix to
engage target audiences who perceive and judge the company and its products or
services. The overall image of the firm is therefore expected to generate brand equity at
the corporate level (Keller, 2000). The core company values and heritage largely
influence the image the firm is expected to have. In addition, strategic vision also
contributes to the image, in the sense that stakeholders normally seek and use
information about the firm beyond what it routinely provides.

Hatch and Schultz (2003) conclude that firms successful in establishing a corporate
brand are more competitive than firms relying only on product branding in the
fragmented markets created by globalization. On the other hand, corporate branding is
also more complex than product branding in that it requires simultaneous and effective
interaction of strategic vision, organizational culture, and images. de Chernatony
(1999) holds that it facilitates customers’ desire to look deeper into the brand and
evaluate the nature of the firm. Trust in the products and brand the firm offers
predispose customers to accept its claims about other products and services.

Conceptual framework
Emerging markets and branding strategy
An emerging market can be defined as one in a country that has experienced a relatively
rapid pace of economic development, and has initiated economic liberalization and a
market economy (Arnold and Quelch, 1998). There are two distinct groups of emerging
economies, one comprising the developing countries of Asia, Latin America, Africa and
the Middle East and the other the transition economies of the former Soviet Union
and China (Hoskisson et al., 2000). There is no definitive list of emerging economies
because these countries are at different stages in their economic development process at
any given time. Nonetheless, any disagreement that might exist among scholars should
only occur at the fringes of measurement. In this study, we use the terms “emerging
market”; and “emerging economy”; interchangeably, to reflect the fact that they normally
refer to the same basic concept in a variety of related studies.

Given the sluggish growth in the world’s developed markets, firms are increasingly
turning to emerging markets for business growth and expansion. Emerging markets
are attractive for at least three reasons. First, many are ready for an immediate extra
sales effort by firms in developed countries, which can establish a presence and gain
new customers relatively quickly if they have a strong existing reputation. Second,
saturation of developed markets leads to the exploitation of new markets in emerging
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economies, to shield firms from economic recessions and changing demographics.
Third, market size and market growth offer enormous potential for marketing success
(Nakata and Sivakumar, 1997).

Entry to emerging markets also imposes significant challenges because of political
risks, non-transparent government policies, fiscal restrictions, and the like. Emerging
countries have traditionally protected their economies and their dominant state-owned
enterprises. However, such protectionist environments often create product shortages
or limited purchase choices, with the result that competition is relatively low and
demand is substantial (Arnold and Quelch, 1998).

Environmental opportunities and challenges exert a direct effect on a firm’s strategy
and performance by affecting operating costs and risks. Within emerging economies,
market opportunities vary across industries and are not isolated from local
environmental conditions (Luo, 2002). Firms may need to adopt market-based
strategies at different times and stages in different markets. The interaction of firms
with their environments therefore greatly affects the development of strategies in these
emerging markets (Hoskisson et al., 2000).

Development of brand strategy in an emerging market should be based on an
understanding of its economic, technological, socio-cultural, and competitive conditions,
all of which may exert a considerable impact on an incoming firms’ operations and
performance. Figure 1 shows a conceptual framework of the factors that affect a firm’s
initial choice of branding strategy for an emerging market, and forms the basis of the
research propositions that follow shortly.

Stakeholder interest
Product brands usually need to appeal only to a limited group of stakeholders,
mostly customers who purchase and use the product. On the other hand, corporate
brands may need to take account of the larger group of internal and external

Figure 1.
Conceptual framework of
factors affecting branding
strategy of developed
country firms in emerging
markets

Stakeholder Interests

Market Complexity

Marketing Costs

Choice of Branding 
Strategy

Corporate Brand
Product Brand

Firm Characteristics
Age
Size
Experience 

Corporate Image and
reputation

Product 
Characteristics
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stakeholders identified ealier. Therefore, corporate brands have more significance for
the firm’s wellbeing than product brands (Davies and Chun, 2002). Stakeholders’
perceptions of a corporate brand are mainly developed through an accumulative
process, in which they interact and communicate with the firm.

The value of a corporate brand is based on its recognition by both customers and
shareholders, which adds value to the reputation of the firm. Influential authors hold
that corporate branding should be adapted to satisfy the needs of various stakeholders
(Balmer, 2001; Hatch and Schultz, 2001). Van Riel and van Bruggen (2002) argue that
decision makers operating at the business-unit level may nevertheless see the
advantage in taking full advantage of corporate branding. It is suggested that four
factors will affect management attitudes towards the corporate brand at this level:
corporate strategy (related or unrelated); internal organization (degree of
centralization); driving force (organizational identification within the unit); perceived
external prestige (Van Riel and van Bruggen, 2002, p. 242). These last authors define a
corporate branding strategy as:

. . . a systemically planned and implemented process of creating and maintaining a favourable
reputation of an organization and its constituent elements, by sending signals to stakeholders
using the corporate brand.

One of the most significant differences between emerging economies and developed
economies is the effect of variations in regulations, rules and policies enacted by
governments locally (Hoskisson et al., 2000; Peng, 2000). Frequent and unpredictable
changes can result in environmental uncertainty and complexity (Luo and Peng, 1999).
It is difficult to take advantage of the revenue-generating potential of emerging
markets without a good relationship with host governments. Conversely, a healthy
relationship can provide tangible benefits, such as access to market channels or
licences.

Because of rapid growth and increasing competition, a higher level of mass
communication is very important in emerging markets. Firms should strive to create
true partnership between manufacturers and dealers, for relationship-building is one
key to success in such environments. On the other hand, an important task for foreign
firms is to create a single and efficient sales and distribution system in an emerging
market, integrating disparate organizations in order to become efficient in these
complex markets (Batra, 1997). Corporate branding may prove to be a practical and
effective strategy in these circumstances. Multinational firms have obvious potential to
successfully build corporate brands in an international context with a high quality
brand identity, clearly identified stakeholders and brand positioning (Burt and Sparks,
2002).

In markets where market mechanisms are supplemented by relationships and
networking, the importance of various stakeholders’ interests is self evident in
realizing the firms’ goals. The first element of our conceptual framework is therefore:

P1. The broader the stakeholders’ interests, the more likely firms operating in
emerging markets are to choose corporate branding.

Corporate image
Corporate image is the sum of impressions and expectations of an organization built up
in the minds of its stakeholders and the public (Topalian, 2003). Many recent works in
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the organizational field argue that it is imperative for firms to effectively and properly
manage corporation reputation: for instance, Fombrum and Van Riel (1997). From the
organizational perspective, Hatch and Schultz (1997) contend that branding is a tool
that needs to be managed, to create alignment between the internal culture and the
external image of the firm. The organization’s vision is thus the key starting point in
the management of its brand or brands. The rise of concern for corporate image, or
corporate reputation, has mirrored the development of the study of corporate branding
(Abratt, 1989). Aaker (1996) argues that a brand serves to differentiate the product
from its competition by means of a set of consumer perceptions. According to both
Kelly (1998) and Sharp (1995), many firms have realized that a strong corporate
brand can lead to competitive advantage in the presence of increased competition.
In order to improve brand strength, firms need to shape positive customer perceptions.
This process is more complex and problematic in emerging markets because of
heterogeneity in market structure and consumer behaviour.

Kowalczyk and Pawlish (2002) maintain that outside perception of the firm’s
organizational culture may influence its reputation. Therefore, firms should recognize
that maintaining a favourable public perception of that culture to the public can have a
positive impact on reputation. Common values and common ideas represented by the
corporate brand can help the coordination process within the firm. Public and media
interest in companies has grown, as demonstrated by the significant increase in
breadth and depth of business news reporting over recent years. The demand
for transparency has been significantly increased by the emergence of the various
“new media”.

DiMaggio and Powell (1983) assert that a “good corporate citizen”; image created by
a corporate brand can enhance a firm’s legitimacy and survival in complex
environments. Similarly, Frooman (1999) and Freeman (1984) claim that respect,
legitimacy and trust delivered by corporate branding strategy can assist firms in
management of their supply-chain or distribution channels, directly or indirectly.
Balmer and Wilkinson (1991) argue that a strong corporate image is the most effective
form of product differentiation.

It is increasingly difficult to carve out a competitive edge for firms. The cost of
supporting single brands is high, and the pressure from governments and interest
groups for corporate responsibility has mounted. In addition, the increasing influence
of corporate ethics in decision-making has driven the rise of the corporate brand. In the
current environment, price, product specification and product quality are becoming
“hygiene factors”. Corporate ethics stand out as a real difference for customers, who
expect firms to be more “ethical”; than their competitors. There is therefore a need to
communicate information about the new, distinct values. Furthermore, pressure for
transparent and sound corporate behaviour mounted in international markets in recent
years (Lane, 1998).

The core of corporate branding consists of two important concepts: corporate
identity and corporate associations (Dacin and Brown, 2002). “Corporate association”;
refers to the beliefs and feelings that an individual has for an organization. “Corporate
identity”; refers to the characteristics or associations that strategists in an organization
want to implant in the minds of their internal and external constituencies. Dacin and
Brown (2002) argue that decision makers in a firm will decide on an intended corporate
identity and promote it to various audiences, who will form corporate associations and
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respond accordingly. When products vary and change over time and across markets,
customers usually use corporate brand names and corporate identities to recognize and
comprehend products or services. Multinational firms typically use corporate identities
to project their quality, prestige and style to stakeholders (Melewar and Saunders,
1999).

Customers normally derive their perception of a product brand from its advertising,
distribution, and communicated image. On the other hand, corporate brand images
typically result from customers’ interaction with the firm’s employees, physical
presence and overall marketing efforts. A degree of intangibility and complexity is
considered to be a central characteristic of a corporate brand (Ind, 1997). Therefore,
corporate branding can provide the strategic focus for the brand’s positioning and its
consistency across the firm’s marketing and communication activity (Siegel, 1994).

Many multinational companies from developed countries have multiple
subsidiaries, together with multiple brands and cultures. The consequent potential
for conflicting corporate associations frequently impedes communication between the
firm and its stakeholders, resulting in a lack of coherence and difficulties in
coordination (Einwiller and Will, 2002). Therefore, strong integration of the different
internal units is needed for a coherent corporate brand image and favourable corporate
reputation.

Developing countries, especially the major emerging economies, have undertaken
economic reforms in recent years to take advantage of globalization. However, mistrust
of multinational corporations persist in some markets. Many have not won solid
reputations in dealing with consumer issues of various kinds in the developing world.
They have not fully recognised the need to direct their operations towards the effective
promotion of sustainable social and economic development in the host countries
(Soutello-Alves, 2001). As the concern for corporate image rises in developing
countries, it is imperative that firms from the developed world create favourable
corporate images in their target markets there. Corporate branding, with its unique
ability to integrate corporate identity and association into corporate image, and to
connect customers with the organization, can be a ready means to convey and enhance
corporate image in emerging markets.

The second element of our conceptual framework is thus:

P2. The more corporate image is emphasized by stakeholders in emerging
markets, the more likely entrants from developed countries are to choose
corporate branding.

Market complexity
Griffin (2002) asserts that the antecedents of branding strategy are both external and
internal. External factors such as environment uncertainty and institutional
environment can create expectation. Internal factors such as business exposure and
top management attitudes can affect managerial decision-making capability. Many
firms find the uncertain environments in emerging markets are difficult to predict or
control, so they typically create strategies, including corporate branding strategies, to
ease that uncertainty. A complex international environment complicates branding
strategy. The barriers to international operation exist in the macro environment
(consumer characteristics and behaviours, the legislative infrastructure and existing
competition), the task environment (inter-institutional relationships, behavioural
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norms and channel structures), and the organizational environment (cost structures
and operational flexibility, management styles and cultures). It is important for firms
to have a clear view of the characteristics of the business and its competition, in order
to know how to react to various barriers and circumstances.

Griffin (2002) also argues that corporate branding strategy aims to identify and
maximize the actual and perceived “fit” between the firm and its environment, in
response to an uncertain environment and its perception of its internal capability to
manage the uncertainty. There is a need not only to coordinate internal
decision-making process effectively, but also to meet the needs of various external
stakeholders at the same time.

Economic growth and liberalization create enormous new opportunities, but market
transition and transformation are accompanied by great structural uncertainties and
regulatory interference (Luo, 2003). Although the growth potential is perhaps greater in
emerging markets than in developed countries, volatility and high risks are a
concomitant. Therefore, low availability and high cost of capital are two characteristics
of the emerging markets (Hitt et al., 2000). Legal restrictions and barriers in other
marketplaces prompt managers to concentrate on the idiosyncrasies of foreign
customers, and develop appropriately tailored marketing strategies.

Many emerging economies lack effective internal and external governance
mechanisms that can reduce traditional principal-agent problems (Carlin and Aghion,
1996). Williamson (1991) holds that enforcement of property rights is the key to
effective governance. The development of market institutions such as legal systems
has been slow and difficult. The uncertainty and risk for both domestic and foreign
firms are still relatively high. The public suspicion of foreign firms has deterred inward
foreign direct investment to some extent. The lack of property protection also appears
to be a problem for foreign firms marketing and investing in emerging markets, even in
the presence of limited legislation (Hoskisson et al., 2000). However, a corporate brand
is difficult to imitate because its intangibility is exclusively protected from imitation by
law and regulation (Balmer and Gray, 2003). In emerging markets, persistent
macroeconomic and political instabilities nevertheless increase exogenous uncertainty.
In addition, the institutional infrastructure supporting the market-based system is still
weak or underdeveloped, giving rise to higher costs of obtaining information
(Hoskisson et al., 2000).

Nakata and Sivakumar (1997) also point out that less-developed infrastructure
and indirect, fragmented distribution channels are likely to increase operating and
distribution costs in emerging markets. Factors such as a relatively poorly developed
retail sector, lack of available media or distrust of messages conveyed through the
system have contributed to the difficulties in effectively marketing. Obtaining market
information and locating suitable distributors is more difficult than in developed
countries (Batra, 1997). Political instability and limited or non-existent trademark and
intellectual property protection also increase operating costs and consequently reduce
economic advantages for incoming firms. Moreover, cultural, political and economic
constraints in emerging markets can obstruct the implementation of a standardized
strategy (Douglas and Wind, 1987). The pace of economic change and the size of
economic gains are not uniform across the emerging markets, which are also wholly
heterogeneous. There are clear differences in the degree of progress, which can pose
challenges in establishing coherent strategies for emerging markets.
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Corporate branding can accumulate the firm’s overall marketing efforts and
establish a strategic focus on target market segments (Balmer, 1995). In complex
conditions, it is particularly necessary to integrate the marketing effort. A coordinated
strategy is crucial in alleviating the complexity and improving efficiency.

The third element of our conceptual framework is:

P3. The more complex a target market in an emerging economy is, the more likely
entrants from developed countries are to choose corporate branding.

Marketing costs
It is very costly to establish a new brand today, and expensive to maintain an existing
one (Berry, 1993). There is always scope for tension between proponents of corporate
and product branding. Firmsmay gear up for short-term, tactical choices that maximize
revenues in a period of economic downturn, and many might build product brands at
the expanse of the corporate brand. However, Booker (2002) predicts that globalization,
interconnected markets, affiliations and associations will provide an impetus for the
building of strong corporate brands in the coming years.

In emerging markets, the wealthier, urban population has usually been the target in
developed countries because of their higher purchasing power and propensity to buy
foreign products. This relatively affluent, concentrated market segment requires
minimal product and communication adaptation (Nakata and Sivakumar, 1997).
The increased exposure of worldwide consumers to global media has increased their
desire for quality branded goods and services (Batra, 1997). In emerging markets, they
are still at the formative stage of brand loyalty. Many products or product categories
are new to them, they have low levels of product knowledge, and they therefore rely on
cues from brand name.

Marketing competitive products in emerging markets is not only a strategy to lower
unit prices, but also to add perceived value to the offering (Batra, 1997). McDonald et al.
(2001) argue that targeting different brands at separate small segments can incur high
marketing costs and consequently result in lower brand profitability.

As an integrated and coordinated brand building process, corporate branding is
efficient in conveying market and product information. Corporate brands are capable
of increasing the firm’s visibility and recognition to a greater extent than product
brands can (de Chernatony, 2001). Multiple advertising and promotion campaigns for a
variety of product brands are usually substituted by an integrated marketing
communication programme, thus reducing the considerable marketing cost of entering
the emerging markets.

Thus, the fourth element of our conceptual framework is:

P4. The higher the costs of marketing in emerging markets, the more likely
entrants from developed countries are to choose corporate branding.

Product characteristics
Consumer products tend to be more culturally sensitive than industrial products, in
international markets, especially in the heterogeneous emerging economies. Gulbor
and Herbig (1995) propose that the former differ from the latter in five particular
respects: industrial products target concentrated markets, whereas consumer products
are mass marketed; industrial products enjoy long-term, stable buying relationships,
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whereas consumer products suffer short-term perspectives; there are relatively fewer
buyers for industrial products than for consumer products; industrial products
typically reach buyers through short channels, whereas long channels are normal for
consumer products; there is a greater emphasis on personal selling in the case of
industrial products than in the case of consumer products.

The fifth element of our conceptual framework is therefore:

P5. Market entrants selling industrial products in emerging markets are more
likely to use corporate branding than those marketing consumer products.

Moderating factors
Figure 1 proposed visualises that the strength of the relationship between influencing
factors and choice of branding strategy is moderated by other situation-dependent
influences. We highlight here two major moderating factors.

The size of the firm is important because the ability to commit resources, sustain
costs and absorb risks varies significantly between small and large firms. Firms of
different sizes might also react differently to varying levels of complexity in the
operating environment (Erramilli and Souza, 1995). It is also noted that size plays a
significant role when a firm attempts to establish a certain market entry mode in
international markets (Erramilli and Rao, 1993; Gatignon and Anderson, 1988).
Cavusgil (1984) argues that:

. . . larger size usually implies greater availability of production, financial and management
resources; the true relationship it seems is not between size and export behaviour, but is
between various advantages which accrue from larger size and export behaviour.

Liu (1995) asserts that large firms adopt a market orientation to a greater extent than
medium-size firms. Market orientation emphasizes competitiveness based on
identifying customers’ needs and offering products that are different from, or better
than, the competitors’. Consequently, the sixth element of our conceptual framework is:

P6. The size of a firm entering the emerging market is positively associated with
the probability of choosing product or corporate branding.

Mohan-Neill (1995) maintains that acquisition and utilization of marketplace
information enhance survival of firms, while new firms are usually faced with
constraints in their efforts to obtain relevant marketplace information the availability
of which has a significant impact on the firm’s decision-making process and marketing
strategies. A number of studies also find a close relationship between the age of a firm
(by which we mean the duration of its relevant experience) and marketing performance
(Birley and Westhead, 1990; Bracker and Pearson, 1986). Accordingly, a seventh
element can be added to our conceptual framework:

P7. The length of a firm’s relevant experience is positively associated with the
probability of choosing product or corporate branding.

The specifically international experience of a firm appears to have a significant impact
on its choice of market-entry mode, expansion decisions and marketing strategy, in
international markets (Osland et al., 2001). Buckley and Casson (1981) suggest that
good knowledge of a foreign country reduces both the costs and uncertainty of entering
that market. Inward direct investments may be motivated by a firm’s experience in a

MIP
24,4

358



particular location, represented by the tenure of operations. Similarly, Davidson (1980)
found that a firm’s international experience influenced the relative importance of
different countries in chosen location patterns. Much more recently, Osland et al. (2001)
came to the same conclusion from a study of American firms in international markets.

This seems to suggest that international experience produces some degree of
comfort when operating in a foreign market, due to possession of useful skills.
These would undoubtedly include an ability to operate in the appropriate mode
locally, which would develop steadily increasing proficiency over time, and might
be expected to lead to more ambitious, numerous, and detailed marketing
plans. Product branding requires a fine understanding of customer preferences,
behaviours and attitudes, and is whereas corporate branding tends to be more
general, identifying broad themes that are easily agreed upon, whereas product
branding is typically based on specific product qualities and benefits. This being so,
and given that product branding does require a more detailed understanding of
consumers, and given that running multiple product-marketing campaigns is more
complex that running a single corporate-marketing campaign, one could expect that
a lack of international experience would increase firms’ preference for corporate
marketing.

Thus, the eighth and final element of our conceptual framework is:

P8. The extent of a firm’s international experience is positively associated with
the probability of choosing product branding over corporate branding.

Conclusion and implications
This convergent study of two streams in the marketing literature contributes to the
body of knowledge by offering a conceptual framework (Figure 1) for an entrant to an
emerging markets from a developed economy, in which the choice of product or
branding strategy is seen as being determined by five antecedents and moderated by
three intervening variables.

The eight contributing factors have been elaborated and discussed under the
headings of eight “propositions”; as follows:

P1. The broader the stakeholders’ interests, the more likely firms operating in
emerging markets are to choose corporate branding.

P2. The more corporate image is emphasized by stakeholders in emerging
markets, the more likely entrants from developed countries are to choose
corporate branding.

P3. The more complex a target market in an emerging economy is, the more likely
entrants from developed countries are to choose corporate branding.

P4. The higher the costs of marketing in emerging markets, the more likely
entrants from developed countries are to choose corporate branding.

P5. Market entrants selling industrial products in emerging markets are more
likely to use corporate branding than those marketing consumer products.

P6. The size of a firm entering the emerging market is positively associated with
the probability of choosing product or orporate branding.
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P7. The length of a firm’s relevant experience is positively associated with the
probability of choosing product or corporate branding.

P8. The extent of a firm’s international experience is positively associated with
the probability of choosing product branding over corporate branding.

Branding strategy in the international context is a crucial issue for firms from
developed countries aspiring to succeed in emerging markets. They may wish to be
prudent in evaluating the market situations in target markets and adopt the branding
strategy that best fits their capability and goals in particular markets. However, the
choice and adoption of a certain branding strategy is not a static process. There is no
single branding strategy that works for all firms or organizations (Gulati and Garino,
2000). As firms gradually establish their presence in the emerging markets, accumulate
marketing experiences and expand capacity, their target consumers or segments may
evolve as well as their market position. As the quest for the best fit continues, the
dynamic modification and revision of branding strategy are necessary for continuing
success in the emerging market.

Future research
Being a preliminary attempt to examine the corporate-versus-product branding issue
in the context of emerging markets, this study provides a foundation for further
research. From the academic research perspective, researchers may also find our
framework useful in refining the research topic, developing additional propositions
and hypotheses, and designing their empirical testing methodology. It would be
desirable to conduct more in-depth and in-breadth research in the related research
topics and to enrich the literature on this theory of competitive advantage in progress.

This research topic can be expanded to firm branding strategy throughout all the
stages of marketing operations in emerging markets, as firms from developed
countries enter higher internationalization stages. Testable hypotheses can be
developed from this framework and propositions. Empirical testing can be carried out
on either primary or secondary data. It would also be interesting to examine the
performance implications of different branding strategies. Further, firms indigenous to
the emerging markets may take different approaches to branding from the entrants’
when they themselves enter other emerging markets, or developed countries. Future
research can be initiated to explore the research topic from this aspect.
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