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Purlose - The purpcse <.il'this rc.scarch is to investigate tire inlluence of thc Curc C'ornpetcucy. Consumcr Bcltai'iour entl

Brand anlilrtitcs on \larketing Vix. Tliis papcr cnrpiricaliv dr'rnonslrittcs a tigirificant rciati,-rnship {rctuecn consunlcr-

perccivecl c()rporale brand and cr)rlsurucr attiluclinal artcl lreltavioural loyalrn.

Frnciirrgs - This paper establishes tu,o groups ol corporatc brancl atlributcs: corpilrate and nrarketing-leve1. Corporate-

leve1 dirnensions inclurle corpora(e aciir,'itics" eorporatc associations. organizational values, and corporate personaliry.

lvlarketing-ievel dimeasions ceimprise functional. enrotional and s,vmboiic brancl bcneirtr,. llre rcsuits reveai ihat e{}rp{}rale

rulues. eulporirtc branti pcrsonaliq,and tunctionul c()nsumrr t,cneIit, arc tltL'must erilical irut.i consistcrrt prcrlictols oIboth
altitudinal rrnd b.'liar ioura) ioyaltv.

Practical iinplications * Through tlre colxprchr-nsivc lncasurenrent ol'the colporate br:intl impact on troth attitudinal and

behaviourai lo,rralty'" this paper olTers irrsights fbr dcsigning corporate br:anding strategies and gelerating corlsunler loyalty.

Origirraliti. r,lltie - This papcr proridcs cmpirical iaiit.lation of thc relutiouship burt,,ut'lI consulncr cotporate branti

pu'rception: antl consumcr ioyalty and dcrnonstl'atcs that thc inffuence of cuch partictrlar eor'llLlralu brund attributc rnay bt
di ffercnt.

Kc3'14'*rds: {'o*: {-.Ltttpe[c*:.1,, t"anstuttcr Behat,iour Brafiti srtu'ihutes, l{orketi*g 9lix

I\TRODL ( I'IO\

! tlrand value demonstrates the capairilities of a brand tr coflduct its business aciiyities in a u'r1' tlrat penttit: manaqL'rs iu

achier,e a company's busincss objectives (srivastava et al., 1998), llrand competitivencss. iirstcad. reflects upon the ahilitv

olrhc brarrt.l ttl drirc rlrc rnarkct bctterthan eornpetitors in a markctplaec {}Iuniz and Guinn. 2001: rrf inzar et al. 2018:

Tong and Wang, ?01I ). Coinpcting in a marketplace through business cLlst$rncrs rcquircs brand aanagers to ffi;rke efficient

use o1'the branrl iti order to,Jiferentiate tlre value they otl'er to brisiness customers ii'ot:i fhat of their conrpetitors il,eone
et al., 2006: lVebstcr. 2CI00i. Business custonrer finns seek rational benelits tioin brand valuc and. in tum. the-v enable a

brand to becomc cornpetitive in the consurrer mafket {lVelrster, lgg}). Delivery of vaiue in a format desir-cd by business

cuslJrrers allor.vs thcm to *tilise the sanie tbr achieving their busincss ob-iectives too {Amit and Zott, 20{lI; Cannon and

Perreault. I999).

.i.utliors lkc l.1nch and dcChernaion) (1004) and \4udambi (2002) have discussecl the role played b1 the social and

lunctionai attributcs of the brald in creating di{t'erentiation, LlhaurJhuri and Hclbrnok (200I } studied brand differ-entiation

in rclatjon 1o product, category and brand lo unrlerstand purchasr: toyairy as markct sharc and attitudinal loyalty as relativc
pricc. ilsing a datasct coilcctcd liour thlcc survcys olt eonsurncrs and lrrand r'!llnagcrs lhr 107 brands. ('haudhuri and

Holbrook (200: ) rellect on the close link between brand differeniiation and nrarkel share rif the branrl. hy embrdding tirese

?'"

Vrmbly Slegna Colaec, Assistant Professor , Rosary Coiicge of Commcrce and Arts

me gaacol aco(@gmai l.eori

V*L XXL Jmuary * Jtisr 2823, N*.2 25S



SOUT}i }NSIAJ*ilE,NAL *F S{}Cil4L SCTSNCES

iSSN: t972-- 8945

ttvo variables into feirtures olthe brar:d and pl'oduct quality dclivered to curtonters. Coarplexity of'the delivcry pro{css
o1'hrnrrd ralue rcqttircs lrrand ntilltfigcis to.tr:atcgicalll undcrrtanct rhe nceds ol husincss cust()l]tcrs. lnd rlaiclr therrr rvrlh
lhc altribute'i trf tlte ht'ancl to r-r'c{ttc rittd sucucs-siull.y tiulircr brand ritlue. Kohli rrrtl Juaorski { l99l)}higtrJtglir lhc strarcgir'
role played try marketing in creating anrl rlelivering value that generater cr)rlrpetitrveness. tenxing it market orietrrntiorr.
Sirrilarly, t'cscarch on stratcgic orir-rntalion o1'operations pr"r)poses the alignmcnt ol fllnctional activitics of thc brarrcl firr
dclircrirrg raluc thrrrush nranagcmcnr o1'tlcmrnd in consunicr urarkcts rslrcth anc{ Sisodia. l{),)i)i.

Both marketing orientation an<1 strategic orientarior.r have be r-n tliscussedi-ii the literatltre as indcpenclent nianagerial actions
relaleri iG the creation and dclivery" *lv;rlue. Holt ever. thcr atriiiY of fhr'se tu ii orientatiol.s to dri,"'e i:rand cr:mpetifivcness as

an outc{.}r}le ol their combined etfo* in the contsxt clf business-to-business markets is not well researched. Romanink et al.
(2007) rcvicwe d thc. rolc ot'riifferentiation in a brand stratl3gy and its influcnce or uLlstomt;r purchase bchaviour using data
collecled liom lwo diflerent countries. The argumcnts of Romanir"rk ct iil. (20il7) wrre recogni$ed inlo lnarketing concepts.
stlch as the perceptittns of cnstomers alrciut brand djllerentiation that clrive cust$rner loyalt_y througir purchasc prelbrenccs
and purchase decisions in a com;retilive nrar]<et" Previous studies, sue h as Ahmatl and Latif, (201q), Winzar cr al. (2018i
and RomaniLrk et al. {?007). hate jnvcstigatcd rh{--se cunstlucls brrt }ral.e not considered thejr cornbincll r.ffL-cr on bt?.:

compclili\cncss. Bast'd ()n culrcnt ucaclen-ric litcrarurc. thc aulhors proposc thui rhe capabilirv olhrand ruluc can dctcrruinr
trrand dilT'crentialion and ibster lhe nrarketing and strategic orientation of thc brand. lo ac*rieie superior competitiveness.
It is iu'gued that the delivery aflbrand yallie to business customers. whsn buili oii strategic oris'ntation oioperati<in-s as a

ci:rc {unctittnal aspect and mat*cting orientation as a corc social aspect of the brand. }ras the capahilitv to create 'o-ranrl

c(Jmpftiti\ cncss.

I)rcriotis stLrdics harc explaitrcd the bcnefits and irnplicatiorrs ul'such rrrrilicarion througlr a ralietl rrt'diffcr.cnr
Il'itrncivrrrks. rr Itich arc cither bascd on a marketing ( t]rodie er al.. 20(]li: Rcid cr ril. l()05: Sharnra cr al. 20 I ll: \A inzar er nl
201 I ) or strategy point of view {Urde, i 999; \4rong and Merrilees, 2007; Simoes ancl Dibb- 2001i Clhang et al. 2ii18). Several
recent srudies, like Beverland {201 6} nr Otioom and Mensah (20 l9}, have nradc aitcmpts ro considcr thc straiegic aspcct of
brand or:ieirtation, but they hal'e not re{lcctcd on the rtlc played by brand diffi.'rerrtiation ar:d hland vaiuc on rhc sirnuiranecus
influcncc of ntarkcting and struiugir'oricntatiort on hrantl courpetitir r:ncss. nor havt'thcv consiclcrcd [ht' rolu'playctl by l'rlanrJ

valttc' ilt slrL'ttgthcning tlte fusion o{'mar-keling orientalion and stralcsic oricntation l'or cnablLng brantl difl'cr..ntiarion to drive
brand conrpetitiveness, Furthelmore, mosl of the studies are frorl thg consurner perspectivc rather than lrom the perspe cti\,e
oi'businuss custorncrs. Thc objcr":tivc of this paper is to address this gap irr thc available lite raturc by rcvicn'ing tlrr: construcLs
unclcr invcstigarion. spec:ilicallv liou thc pcrspective of business customers of tlrc hrand.

L{'f trRATU{Af RE\rtrEW

{lreating ditfcrentiatiun for a brancl in a bnsiness-to-bnsiness markct rcqriires brancl managcrs t'o fi:cus on creating a unique
brantJ value tbr busitess customers lHunl and Morgan, 1995: Srivasfava et at., 1998; Winzar et al. 2018). Brand value
commtiiticaics about tlrr: c:apabilitv olthe brand to contribute to the business olits ct-lston')erfirms. andbrand's slbsequent abilitv
to compL'tc witi: compctitors (Mcgrath, 2005). Assessments of Lrrand value bv irusiness custontcrs highlights thc aptiturle of
the brand to bc conrpetitive in n rnarketpiacc (Powell and Porrell, 2$$4; Lavie et al.. 20ti7). Eristing knor.vleclge suggests that
brand value thal suits business customer firms should be oriented 1s1r,ards building the cap;rcity ol'1he Lrusinr-ss customer {irm
(Wetrsteq 2000). When hrands cornbinc the llnctionai aspects of their finn's operarions with ils social faccts, it can crsale thc
utriquc value dcsired b,v custoltrcrs {}'ahey et al., 2001). Combining the functional aspccts ola firm's operational capabilities
n1th its niarketing skills can also creatc ihe unique i'aiue desircd bll busirtrrss customers {Pettigrelr" 198?).

'I'he capabiliry of a brand to generate demand through its marketirrg efforts reffects the strength of its social oddntatibn
and its abiliqr to fuifill tirc demand gcncrateci through strategic lraoagemellr of its otrrerational activities, thcrcby 

".hoit 
g

the power olthe rlifferentiation of the brand (Pa-vnc et al." 2008i. T1"re basic argument of this papcr is that a brancl nranagrrr
:ltoultl upproach thc crtltancemenl of hrand conrpctitircncss hv llt:alls ol'tr.lo diffcrent orientations ot'its activirics, i.c.^
marketing and srateg,v'. \4 e drlriv-unclrl rltcsc rivc orientations of a brand's activjfies li:r creating difl-erentiation in a wav that
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Ho,: there is no signifrcant differencc betwcen corr: competency and brand atkibutes

Hur: there is rc significa$t differefice betw-e*n co*suqrerb*havio*r and brand attributes

I{o*: there i* n* sigrrificalrt differe*ee bet$re*.} ffia?k€ti:tg rnix and con*amer behavi*r:r
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IJnsi,css clisto,,er lirms iook lbr the nost cost-ellicient n:ethods ta achievc the ir arganizational objectil'es {Altrnan" 2t}05)'

Ma,.,ulacturers providc. inccntives iri various lilrrnats urhen husirress custorlcrs prlrcha$8 pl"oducls in buik r}nntitics f'or

selling on. tsLrsincss custorncrs btry in hLrlk antic.ipating that the demand for a brand's product\ r,r ill laclljtatc fast movenrenl

of its products into the ir sustorner segnreilt (strach and Everett" 20s6). Demancl reduccs the r'fibfl requircd fiorn l:usiness

customcrs to sell anri decreases the cost of sclling incurred by business Lrusicnler fiflns {[,ambert and Cooper,200*]'

Busincss custo',,ers assess this as raticnal brand value becarise it increases their profitairility and helps thenr to achievc tireir"

busitrr:ss ob.ice tit'cs (Cunasckaran and Ngai, 2005)'

ot'ERAl'1()\,tt, BRA} D,\ I'IIdl Bt TES

Associating l'ith a brarirj encourages business cristolnrr, ro r'ngage witli diilcrc;rl activities of the brand. flngaging rvith

a brand heips b*siness custonrer firms to undersrand the eitcieucy orientation ol lire bustness practices tbllou'ed b1' the

nlanufhcturer br.ancl (Schau er at.. 2$09). Efncient husincss pi'.rctices l}:us learnt. :nspire Inafiilsers o1'the business customer

firms f 
'ciupt 

rcievant prol:csses in their own firrns, rvilh an aim to ilnprove [he] way tlreir-fimr lunciions lPayne et e

?00s). Thc iearning an6 irdr:ption that occurs rlue to association rvith thc i:rand lead to improvcmcnts itl the operationil

efljcienr-:y ol tl.re business customer tinn, rvhich is judgcd as operational brand valtte bv husiness custolllers (.Gummesson,

2004 i.

l"licsc rhr.ee diil'ercilr tynes of ralue. uheri oft'ered togcrhcl. ari: asscSSCd as bt'antl ilillel'crrtiatiott tltal generatcs

de*rand ifi tire business-to-busincss anrl consurnsr markets (lVebster, 2000; Gurnn'resson, 2004,). Consistcnt provisi<tn 01'

such differentiiltion requirus brand rnanagers ta lbcus on the intcrnal and cxtcrnal etrvironmenl o{-thc brand (Zineldin and

Brencllorv. 200:I ), We anticipate that the internal focns tlriYes brand managers ro position all tlic business activiries of the

hra,cl as *:iarketing-oriented aotivities, ancl pin dornn the locus oloirerational acti "'ities of the brand torvards a stl'atcilic

or.ienlation. &t also assume that thc cxtenral *'ocus stimulatcs a comparative ir:teiligence in the minds r-'f tlrc irusiness

custonters. anrl cnconrages them to diflereutiatc tret*'eer compcting brands.

RESEATTC H METHODGI-{.}GY

Sampling and Procedure

Tlre strrtly uses a dcscr.iptil.e cross-sr-ctrona! sun ey to assess lhe jrrfllreuce olmarketin!. rnix ofi c(',nsul]ler behar''iour atrd core

co!.l1petency arrd consu.mer bsiravioru on branti aitributcs olGoa.Ihls s.et of respondents is supposed to provitie an accuralc

view of the conteut. For this study, the entire target pupuialion ir:cludes all corsnmcrs ft'om Coa. Using the sample sr

requiremerrs of (Krcjcie and Mor-ral. lt)70)" a mininrum of 450 consuruers were selected liom the entire study population

out of which 427 responses in'ere selectcd for anal-vsis.

N{easures

Thcre are l6 iterns in rhis rcscarclr questir-rnnairc fhrnring {ive structur{js, All iterrrs are scored ott a flve-point Likcrl-typc

scalc- *.ith I being thc.srr-<,rngcst opinion o[<lisagr-ecment ancl 5 bcing the strongest opini<-rn-'lhis class has beenuscd in

previous studies by (Kamselem el aln 2020), (Nuhu, Salisu, Abubakar, and Alrdullahi, 2018i, and (Abdullahi. Raman'

Solarin, and Adeiza" Zilzl',.The validiry and reliability o{'the research iustrument u,ere evaluatcd in a pilot study. For lairte.

the tool has been evaluated by lr,l,o academic aud fwo industry expe.frs. Iteur relevance, consistencY. claritv, arrd topic are a.il

established with this conrent value. The questionnairc is clivideil into two parts. The first part of the qucstionnairc contains

the <icnragraphic proiiles Ci'the study respondents, while tlre second part cotltains the research n'reasure variables-

Analttical stratcg-v

Srudy parttcipapts received a total al45{i questiu:naires. of rvhich 427 {95.15%) vvere snbn:itteri contpleteiy- "lhe result is iro

missing data or outliers atier 6ata clcaning anci screcning tests. Therefore. a iotai oi'427 valid questionnaircs rvete used in the

Vol. XXI, January - June 2S23, No.2
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x.ralysis- In additien, rhis study us*d th* S,tatistical Package tix Sacial $cie*ces (SPSS) 23.*,':rtrich assessed re*pondents'

pr*Sles and performed prelkninary a*atysis. While Smarr-PL ver*i*lr 4-s allaws'&e t*sting *f;resrarc& hypotheses end

factor analysis" priacipal c*mponent *n*Iys s (FCA) and partial midmum approach{'PlS} were 
"::d t verify the qualiry $f

the measuring inshr:me*ts a*d te*t t*e respecii:y€ re$earch hlp;rthes*s, The PLS metlr*d u'lnks rve1l with smali sample sizes,

*"s was the csse in *ar st*dy- Ft*rtherm*re, tlre tcchaiqu*pr*prse*'by {f;*malr tt aI., ?S19) was used to test the mo<lerating

effects of variables on digitization. SPSS 23.0 and Smart Pl-S software were used for data analysis.

RES U LT AF'ID A I'iALYSI S

.*escriptive Statisfitr

Parricipants completed a survey Consumcr ilehaviour

{CB}. Urand Attributcs {BA) and Mix iMM) 3a*ieipants al*c provided den:ographie fi:f+ratati*n **ch as gender,

agc. erlur,ation. and itrconre . A ti:tal responses were take* for the analysis.

Usually. coulln6n variance occurs rvhen dafa is collected lii:n: a single: source. 'fhis bias is indeed an inherent phenomenon

in reseirrch irrvolving individuals. and several tec'lniques have been suggestcd in the literafure to rerluce risk or control its

cffects. Sir:rilar tt
a factor

more tharr hall
{irst thctot"

values are

TbbI* !r'Isrrer modtl

behavi*ur, CC:
C*mpetcn*y, axd

M**eli*gMix

**: sati"*ffi*tg

liffiit that is < 3.3
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Expiorat<1ry tactor aualysis shou'ed tl"rat the Kaiscr-Mcyer-Oikin iKI\,fO) measure o{'sarnpling arlequaey r.vas grcater than
0'5 which is 0.916 ('Iablc 3) and FJarlctt's Test olsphcricity rvas significa*t rvith a p-vaiuc of 0.000. This cnsurr,s rhc
suitability ol'the data fbr lactcrr iuialysis. lltLrs, l]{lA rvas perfomred usirrg SPSS 2i.0 sr;f1rl,are. hy cansideriflg rhe roral
vitriance explained and the Kaiser criterion, rvhich allolrs researchers to retain only lactors rvitlr eigenvalues greater than
uniry. This allorvcd tlte rcsearcher to retain a onc-dimerrsional structtrrc for all the r,ariahles after deleting statcments tl"rat
are not snfficiently con'elatcd with thcir cLlrresponding factors and that have low comrncrralities Table 2 shor.vs Cronbach's
;\lpha coefticient rvhich is greater thal 0.7 whiclr is l).963 for l6 items.

T'able 3: Kfuld) *nd Bartl*tt's Tesr

Ka iser--&{ el'er-* I ki n

MEASUREMENT MODEL

To assess

20141, irfiich

V*1. XXI, J**x*ry * J*ne ?*23, No,3
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compc'titivc markets can use the fiameu'ork being offered. It providcs thenr with guidelincs on how to ensure that their brancl
valuc can be used to lnake theirbusiness customem f'eel confident about thc capabilities of the brand and" hence, irnprove
brand contiletitiveness. [t is reasonable to argue that the findings imply that the successful management of nrarketing of
the brand can encourage business customers to be a.ssociated with the brand for a longer period. It may also, for example.
proYidc thc bmnd with the confidcncc to offer the brand to new customers locatccl in home or more r-cmotc ncw markets.
Simultancously, this study enables brand managers to align their sh'atcgic decisions about crcation an6 dclivcry of bra,c{
value for consumers to the functional activities of the brand.
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