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Abstract
The adoption of corporate branding is a recent process running parallel to company internationalization and the evolution of international marketing concepts. This study aimed to verify if a company’s operational range, i.e. where it operates, be it national or multinational, influences the perception of reasons considered relevant to adopt corporate branding. With this aim, the theoretical frameworks on the following topics were reviewed: the role of brands in international marketing, brand management, relationship between corporate brands and internationalization of companies, as well as the motives for its adoption.  For conducting field research, a quantitative approach of exploratory nature was chosen, applied through an electronic survey with 297 management level professionals in companies operating in Brazil. The main finding identified in this study is that company location does not influence in a significant way the hierarchy of reasons perceived as relevant for adopting corporate branding.
[bookmark: _Toc406061724]
THE CORPORATE BRAND IN THE CONTEXT OF INTERNATIONALIZATION

1. INTRODUCTION
Market competition is intensifying on a global scale, inducing changes in the rules of competition (Ghauri & Santangelo, 2012). To face it, multinational companies (MNCs) have paid attention, taken efforts and made investments in strengthening brands (Cavuslgil, Knight, & Riesenberger, 2010; Chabowski, Samiee, & Hult, 2013; Kapferer, 2005). In this context, company and brand positioning go beyond consumers, encompassing the construction of positive relationships with the different internal and external stakeholders. Therefore, it also becomes relevant to address the corporate brand strategy, i.e. the organizational brand, with a growing understanding of how it may increment company visibility and reputation, as well as strengthen identity and catalyze corporate culture and values (Aaker, 2004; Balmer & Gray, 2003; Balmer, 2012; Fetscherin & Usunier, 2012; Hatch & Schultz, 2008; Urde, 2009).
Although multinationals are widely used as study objects concerning corporate brands (Fetscherin & Usunier, 2012) and international operations have been pointed out as a relevant factor for adopting corporate brands (Einwiller & Will, 2002), the international marketing literature exhibits few studies and theoretical approaches on the relevance of corporate brands in the context of international business. Research conducted in October 2014 pointed to a deficiency of studies on the combined topics “international business”/”international marketing” and “corporate branding”. International data sources were consulted upon through the ISI Web of Knowledge portal, as well as through specialized international business publications, such as the: Journal of International Business, Journal of International Management, Journal of World Business, International Business Review and Management International Review. Recent bibliometric studies in both fields – Corporate Branding (Fetscherin & Usunier, 2012) and Global Branding (Chabowski et al., 2013) – although containing indirect correlations, do not present clearly the influence between both.
Faced with the gap identified above, this exploratory and descriptive study seeks to bring both fields closer together, internationalization and corporate branding, by addressing the central research question: does company operational range (national or multinational) interfere with perception on the relevance for adopting corporate brands?  Based on a review of the literature concerning the pertinent topics, an empirical-quantitative study was undertaken, through an electronically applied survey directed to managers operating in Brazil.
The paper is structured in five parts, including this introduction. The next section presents the theoretical review and exploration of relevant themes. The third part describes the methodology applied in the study, followed by presentation of the results of the empirical study. The fourth section analyzes and discusses the research findings. Lastly, final considerations are presented with recommendations for further research, contributions and limitations.

2. THEORETICAL FOUNDATION
A large part of the international marketing literature focuses on investigating the decisions of multinationals concerning entry mode and operational form. (Cavusgil, Deligonul, & Yaprak, 2005; Katobe, 2001; Zou & Cavusgil, 2002). There are many factors influencing entry and operations decisions of a MNC in a new market, such as: the international environment (economic, cultural, legal) and company strategy (Katobe, 2001).
Chabowski et al. (2013) find that the brand is the first among company marketing strategy components to be extended internationally. In this sense, brand strategy appears as an extremely relevant subject for companies operating in international markets (Chabowski et al., 2013; Xie & Boggs, 2006), becoming a valuable asset in an age characterized by growth of globalized business (Lim & O’Cass, 2001). The term global branding, therefore, addresses  the planned combination choice of methods and strategies that may represent the independent brand management and choice process in many markets, or involve a rigorous focus on developing and using uniform brands internationally, or even a combination of both concepts (Chabowski et al., 2013). According to the authors, beyond international branding strategy definition, the global brand management framework includes: positioning; brand/country origin; image-concept; and brand performance. The framework has an implicit basis given by strategy’s influence on capability configuration, which in turn impacts performance and results (Chabowski et al., 2013). 
Organizational strategy, therefore, arises from interpretation of the external environment – local, global and competitive –, influencing management style and organizational competencies/capabilities to generate measurable results (Fleury & Fleury, 2012). Brand strategy, therefore, must give shape to this strategy and help to transmit the unique differentiating elements of the organization’s proposition (Hatch & Schultz, 2008). Going beyond point planning each name and/or category of products and services, but understood from the architecture of brands, i.e. the way in which an organization structures and gives names to its brands and how they relate to each other (Douglas & Craig, 2013; Muzellec & Lambkin, 2009; Olins, 1989). Includes choices of scope and positioning in the different organizational levels, i.e. corporate, business, product, services, as well as brand extension through product lines or countries, and branding coordination and compatibility across national borders (Douglas & Craig, 2013). Emphasis on the corporate, business or product brand must vary when considering various internal and external factors, such as the role of corporate image in the strategy, the variety of business units, as well as customer and stakeholder relationships (Douglas & Craig, 2013; Muzellec & Lambkin, 2009; Xie & Boggs, 2006).
Presently, amidst institutional globalization, the corporate brand acquires even more relevance since it represents the organization as a whole and the alignment of its image in regards to relationships with various stakeholders. Corporate marketing provides a special significance to the institutional level of the organization, increasing contact points and exercising a larger variety of distinctions from other tangible and intangible elements (Aaker, 2004; Balmer & Gray, 2003; Knox & Bickerton, 2003; Pérez & del Bosque, 2014). The organizational attributes of the brand are more durable and resistant to competitive pressures when compared to product and service attributes (Pérez & del Bosque, 2014).

2.1. [bookmark: _Toc406061729]Motives to adopt Corporate Brands
One of the first studies on the reasons perceived as relevant to invest in corporate branding was undertaken by Einwiller & Will (2002) in a qualitative research with executives from european multinationals. (1) Coordination and management of identity problems in multinational operations, building common value and idea positioning as an umbrella for  integration and management of operations, appears among the five main groups, along with: (2) growing importance of capital markets, and the influence of a favorable reputation as a prerequisite in investor relations and stock exchange; (3) War for Talent, in attracting and retaining the best professionals, as well as in general employee satisfaction and evaluation of the work environment as excellent; (4)  the need to create synergies between brands, given increased criticism of clients and the possibility of brand extension; (5) increasing demands for transparency, along with increased legal responsibilities, in addition to incresed pressure for  and interest in information.
The organization component in the internationalization strategy of companies from emerging markets must also be addressed in the light of this new business reality. Xie & Boggs (2006) undertook a study on internationalization in emerging markets, proposing a conceptual framework for decision making in regards to the brand emphasis most adequate to strategy: corporate brand or product brand. Through eight propositions, the authors identified conditions that stimulate or restrain adoption of corporate brands: stakeholder interests;  emphasis on corporate image by stakeholders in emerging markets; complexity of the market; marketing costs; differences between industrial products and consumption products; size of the company; length of experience; and extent of international experience. Also, perception regarding the country of origin, and issue addressed by various studies related to global brands, also influences the organization name (Đorđević, 2008; Guzmán & Paswan, 2009; Lim & O’Cass, 2001; Pharr, 2005).
After an ample review of the literature, 36 motives defended by the literature were identified and gathered into 12 main groups (Rodrigues, Miyahira, Mariano, & Marinho, 2014), highlighted in Chart 1. We undertand as motives the perceived reasons to adopt this strategy, including refereces to expected results, perceived benefits and market practice premisses: War for Talent (employer branding); Synergies among brands; Atraction of Consumers; Commercial relations; Multinationals and Holdings; Stretegic repositioning; Demand for transparency; Single face with stakeholders; Social Responsibility and Sustainability; Capital Markets; Organizational Identity; Image and Reputation. Just as in the work by Einwiller & Will (2002), this study focusing on the Brazilian market perception regarding corporate brands found strengthening of MNCs positioning among the most relevant, right after strengthening of product brands and focus on consumers (Rodrigues et al., 2014). Therefore, the question arises as to whether the location of organizational operations (national or multinational) interferes with perception of relevance of the reasons listed to adopt a corporate brand.


3. [bookmark: _Toc406061730]METHOD
This is a study of exploratory and descriptive nature (Vergara, 2009), as it seeks to understand the relationship between two subjects, a relationship yet to be addressed in the literature, containing an empirical research, the purpose of which is to “outline or analyze the characteristics of facts or phenomena" (Lakatos & Marconi, 2003, p. 86). 
The research universe encompasses Brazilian and multinational organizations operating in Brazil, and respondents are people occupying hierarchical levels that allow them to have a broad vision of the organization, that is, performing executive or management positions. The sample selection criterion is of the non-probabilistic type, driven by accessibility to e-mails and contacts of managers belonging to the target audience for this research. Being a survey, the method of data collection occurs by applying questionnaires, so that the respondents complete the questionnaires themselves. (Hair, Babin, Money, & Samouel, 2005). Data collection occurred in the first semester of 2014 and achieved a return of 379 entries, of which 297 proved to be appropriate for the purposes of this research (78,3%).
For data processing and analysis, we used Microsoft Excel tools (tables, graphs), seeking to analyze the frequency and rank of responses. We also used the IBM SPSS Statistics package Chi-squared test analysis to check for statistically significant differences between groups (Hair et al., 2005). This kind of analysis is employed to check if perception regarding corporate brands is diverse, depending on where the corporation operates (national, Brazilian operating abroad or MNC with subsidiaries in the country), not accounting for cause and effect, only the  relation (Sampieri, Collado, & Lucio, 2006).

4. [bookmark: _Toc406061731]ANALYSIS AND DISCUSSION OF THE RESULTS
In total, there were 297 valid questionnaire returns, the majority of respondents being men (54,7%). Regarding age, there is a predominance of those between 30 and 49 (72,9%), with special notice to the group aged 40 to 44 (21,%), indicating a degree of seniority among respondents. Hierarchical levels worth emphasizing are management and directorship, since together they account for 81,7%. Considering the functional role within the organization, respondents belonged mainly to Marketing, Human Resources, Commercial, Corporate and Administrative Communication (from 15,8% to 10,1% of respondents). The remainder of respondents (32,7%) are spread throughout the remainder of business functions.
In relation to the size of companies, 49,5% reported working for large enterprises, followed by 29,4% in mid-sized enterprises and the remainder, small enterprises. Regarding business segments, more than half of companies (54,9%) operate in the services segment. Industry is the second business segment most reported (33,6%).
Concerning operational location, 41,8% of companies reported operating only within the domestic territory, 39,4% are MNCs with subsidiaries in Brazil and 18,9% are Brazilian enterprises with some part of operations abroad.

4.1. Motives to adopt corporate branding
The main motives to adopt corporate brands were ranked in decreasing order, in percentage of responses marked positively. The results obtained from the whole sample (n = 297) are presented in percentages in Table 1. The first motive is to strengthen commercial relations with other companies (B2B). Right after, the importance of corporate brands in the context of multinational operations and holdings are mentioned, since it allows companies to position themselves the same way in the different countries where they operate. The third motive relates to association with the company’s organizational identity, to the extent that it allows the communication of company values and culture, and creates a sense of belonging. It is worth mentioning that these three motives are practically tied for number of respondents. The forth motive is to favor attracting and maintaining the best professionals (Einwiller & Will, 2002). In fifth place, consumer attraction is mentioned (Aaker, 2004; Einwiller & Will, 2002) because the corporate brand supports choice of its products and consumer preference.
There is a predominant perception of the brand regarding its capability to project identity. Among the least relevant motives we encounter external perception, image and reputation, as well as means to communicate social responsibility and demands for transparency.
Further analysis seeks to identify similarities and differences in these perceived motives’ relevance, depending on location of the companies’ operations.
Comparing the three groups, although there are variations in ranking order, some patterns seem to recur. There are three motives in first place; those related to B2B commerce; organizational identity; and multinational operations and holdings. This last motive (multinationals and holdings) appear in first place for the group of MNCs operating in Brazil. Curiously, this motive appears as one of the top motives for the group of Brazilian companies operating only inside Brazil, as shown in Chart 2. 
Another interesting finding is related to the “War for Talent” motive, appearing only in seventh place for Brazilian companies operating only in Brazil, whereas for the other groups it appears among the main motives.  This suggests that, depending on the complexity of international business, the corporate brand represents a focal point in the stakeholder relations strategy for these companies (Corte & Mangia, 2011), aiming to consistently differentiate themselves in the various management fronts. It is interesting to notice that in these companies, employer branding appears ahead of consumer attraction or synergy with product brands, indicating knowledge of the specific strategic roles at each brand level, according to specific objectives and purposes (Douglas & Craig, 2013; Xie & Boggs, 2006).
Even though not ranking among the main motives, the variation of importance given to corporate brands regarding capital markets is worth mentioning. For Brazilian companies, with domestic or multinational operations, this motive is more relevant, ranked fifth, when compared with foreign MNCs ranking, seventh. This difference is probably related to the remoteness of the theme for this last group, as these tend to be closed capital companies in Brazil, traded in foreign stock markets. On the other hand, since Brazilian companies are usually negotiated within the country, financial market requirements are more present, and therefore, more relevant.
On the opposite side, it was unanimous for the three groups to rank “social responsibility and sustainability” and “demands for transparency” as the least relevant motives, contradicting many arguments that charge technological change and access to information as the main reasons to contextualize corporate brands, as well as demands for a corporate citizenship attitude. In a way, this data is consistent, because only if these aspects are present in the corporate identity values are they consistent with the corporate brand promise and its ability to communicate the organization’s culture and essence.

4.2. Relations between groups and motives
This analysis seeks to verify the existence of relations among groups based on where they operate and motives to adopt corporate branding. Therefore, the hypotheses for this test can be stated as follows:
H0: importance of motive “X” is independent of operating location
H1: importance of motive “X” depends on operating location
The analyses initially indicated that, for the majority of motives, the essential technical premise, which requires an expected frequency equal to or higher than five for each category, was violated. In these cases, the procedure is to recombine two adjacent categories. By recombining in one unique group, be it Brazilian companies (combining those operating only domestically and those operating abroad as well), be it companies operating internationally (Brazilians operating abroad and MNCs operating in Brazil), the premise was satisfied and we found that importance of the twelve motives is independent of operating location.
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5. FINAL CONSIDERATIONS
This study sought to verify if differences exist in the perceived relevance of motives to adopt corporate branding according to the operating location of the respondents’ companies. The empirical study allowed the authors to understand that weather a company is internationalized or not, although appearing as an argument for adopting this strategy, does not interfere in a significant way in the ranking of motives perceived as relevant for adopting corporate branding. It is worth noting, however, that by using a comprehensive list of motives to adopt a corporate brand, it was expected that results would present small variations in seeking to identify subtlety in perceived importance predominance.
In general, the internal approach, focusing on corporate identity (Fetscherin & Usunier, 2012) is similar for the three groups. We can notice that respondents from national companies operating only domestically assign preference to a more transactional approach (Fetscherin & Usunier, 2012).
As for contributions to theory, this study presents a preliminary review of the literature on the related themes, demonstrating opportunities in deepening research on global corporate branding and brand architecture, as well as correlations with internationalization strategies and more comprehensive empirical studies. Faced with the challenges presented to international business, for local management and global integration equally, building and managing a corporate brand can become a relevant strategic tool that allows communication of the unique characteristics of the company in a consistent and differentiated way, as well as shape internationalization strategies and relations with strategic stakeholders.
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Table 1 – Ranking of motives to adopt corporate brands (n = 297)
	Rank
	Motive
	Disagree
	Indiferent
	Agree

	1º
	Commercial relations (B2B)
	3,5%
	10,4%
	86,0%

	2º
	Multinational operations and holdings
	3,9%
	10,9%
	85,2%

	3º
	Organizational identity
	5,9%
	9,1%
	85,0%

	4º
	War for talent (employer branding)
	7,7%
	11,4%
	80,8%

	5º
	Consumer attraction (B2C)
	8,6%
	12,5%
	79,0%

	6º
	Raise value in capital markets
	7,5%
	13,7%
	78,8%

	7º
	Synergies between brands (products & organization)
	9,4%
	12,3%
	78,2%

	8º
	Strategic repositioning and change management
	8,9%
	16,0%
	75,1%

	9º
	Single face in stakeholder relations
	12,5%
	17,5%
	70,0%

	10º
	Image and reputation
	16,3%
	16,7%
	67,0%

	11º
	Social responsibility and sustainability
	16,5%
	22,1%
	61,4%

	12º
	Demands for transparency
	26,8%
	30,1%
	43,1%


Source: the authors, compiled from the sample data





[bookmark: _Toc376852708]Chart 2 – Comparing motives among groups
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Source: the authors, compiled from the sample data
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