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Abstract: Brand and product management is among the organizational exercises that look for out right now better approaches
to maintain their competitive advantage. Consequently, ponder the pointed to distinguish the interceding impacts of
administration of brand and item have on building clients relationship. Efficient survey was went with from 2010 to 2021 a long
time and recognized 91 articles through the efficient audit methods to achieve the goals to consider. The collected data were
documented in Microsoft Word and synthesized in a narrative manner. The think about uncovered that brand and item
administration needs conceptual clarity, which impacts their estimation and in this way their administration. In any case, item
administration is considered as the method of how the organizations make the item delivered jolt the client and create esteem
from them. Whereas, brand management is considered as the method of joining a company’s product and administrations to its
gatherings of people. Advance, the correct administration of brand and item leads to Mindfulness, seen quality, identity, and
pictures. It moreover influences customers’ execution from the side of their devotion, commitments, connection, fulfillment,
believe, and inclusion towards brand and item. In this manner, the brand and item administration exercises of the organizations
are exceptionally critical for their.

Keywords: Brand Management, Customer Relationship, Mediating, Product Management, Systematic Review

within the advertise [35, 49] which is capacity to secure the
client a down to earth advantage for a given reason in a given
setting, relative to not using the alternative product [10].

As well as building and keeping up brand value [2].
Subsequently, overseeing the item created or benefit
advertised is anticipated from the concerned body of the
organization [11]. As well as the item delivered or benefit
advertised ought to be upheld by having a special brand which
bring great picture to its organization [67]. In spite of the fact
that, the item or administrations advertised by organizations
ought to get consideration from the clients [90] to attain the
pointed execution. Numerous scholastics and professionals [5,
20, 81] recognize nowadays that introducing modern items
could be a legitimate implies of coming to and improving
distant better; a much better; a higher; a stronger; an

1. Introduction

Inside this competitive trade environment the one of a kind
implies are anticipated from the organization to outlive. This
shows as there's now not a firm's proprietorship of assets and
capabilities that matters, but or maybe how it adjusts with client
needs and separates within the market [79] The vague and
changeable client inclinations and needs within the trade
environment [17] constrained organizations to create and keep
up item value [12, 35] through contrasts in generation strategies,
highlights, quality, and branding [25]. As customers’ show and
potential prerequisites of the item measurements are what
contrast one organization from the others. Consequently, the
companies ought to consider those issues to stay competitive
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improved">a much better character within the markets. This
can’t be done without legitimately overseeing things
advertised by the company.

For the current developing national economies supporting it
with suitable barding and creating valuable items leads the
organizations more capable than others. In spite of developing
significance of brand and item administration concepts, the
standard of the going before consider centered either on brand
administration or item administration issues. Be that as it may,
considers coordinating the concepts centered on chosen points
of view (i.e., item administration issues, with one or two brand
administration results). This leads needs of clear definition of
brand and item administration within the literary works.
Subsequently, inquire about to date does not give instrumental
and comprehensive direction for effective brand and item
administration sanctioning. In this manner, the survey pointed
at brand and item administration concept clarification,
affiliation and identify its advancement within the showcasing
literatures.

1.1. Research Questions

a) How brand and product management have been
understood in the existing literatures?

b) What the evolution and development of brand and
product management concepts looks like relying on
existing literature?

c) What are the consequences of brand and product
management?

1.2. Specific Objectives

a) To clarify the definitions of brand and product
management concepts have in the literatures.

b) To ascertain the evolution and development of brand and
product management concepts relying on existing
literature.

c) To identify consequences of brand and product
management.

2. Review Methods

Orderly Writing Survey was utilized as an audit method as
most subjective audit method [60]. To realize the point of
survey a comprehensive and fair-minded look techniques are
required. Thus, the literary works to be chosen for survey
reason ought to show the issues of brand and product
administration and we’ll be any ponder plan from the subjects
of “Marketing management” “Strategic Showcasing
management”. The considered attempted brand and item
administration concept clarification, affiliation and recognize
its impacts on clients’ relationship. For this the articles from
2010 to 2021 years, Articles composed in English, any
strategies of scholarly distributions were considered as
incorporation criteria.

The search strategies used for all data base were (“Brand”
OR “Branding OR Brand management” OR “Branding
strategies””) AND (“Product” OR “Product management”)

AND (“customers performance”) AND (“brand management
and product management relationship” OR “brand
management and customers performance relationship” OR
“product management and customers performance
relationship” [Title/Abstract/keyword]). Based on the look
string over were utilized among the 782 articles gotten 91
articles were utilized for audit.

3. Results and Discussions
3.1. Journal-wise Dispersion of Articles

This classification was done to watch where brand and item
administration inquire about is being distributed. Articles
related to the issues were found to be distributed in 77
presumed peer-reviewed diaries in between 2010 and 2021
time periods (Table 1). This number is empowering for
academicians concerned almost distinguishing and selecting a
channel for their brand and item overseeing original copies.
Among these rumored diaries, the overwhelming outlet of
brand and item administration inquire about have been the
Diary of Shopper Investigate, European Diary of Promoting
and Diary of Showcasing.

3.2. Year-wise Conveyance of Articles

Articles were classified based on their year of distribution
from 2010 to 2021 to recognize the longitudinal design of
scholastic inquire about. Nearly half of the looked into papers
were distributed pre and post 2015. Consequently, the patterns
of the concepts distribution demonstrated a consistent pattern.

Table 1. Frequency of journals.

Journal Name Number of Papers

Journal of Consumer Research 13
European Journal of Marketing 11
Journal of Marketing 10
Journal of business research

Journal of Marketing Research
Procedia-Social and behavioral sciences
Journal of Retailing

Journal of the academy of marketing science
Industrial Marketing Management

IUP Journal of Brand Management

Journal of Retailing and Consumer Services
Journal of Strategic Marketing

Journal of Brand management

International Journal of Innovation Science
Consumer-Brand Relationships, Abingdon:
Routledge

Psychology & Marketing

Hoboken, NJ: Wiley

Journal of Product & Brand Management
Journals published one

— RN N NN NN WLWLWUB A

w

3.3. Sorts of Papers Utilized for Review

Methodologically, around 27% of papers utilized for survey
were bring into being to utilize a blended strategies approach,
whereas 52% of it spoken to exclusively on quantitative
information which negated with the nature of the ponder. Too
there's the mastery of experimental confirmations. Of 87
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experimental papers, 54 are based on European and Asian
nations. Few of ponder was from Africa. Encourage,
organizations with Multi-National enterprises being a central
center. As well as no confirmations with respect to measure and
brand and item administration. The larger parts of surveyed

ponders were noteworthy utilize of cross-sectional investigation.

Whereas a numbered few of the papers that was based on
longitudinal thinks about. This may influenced the conclusion
made by the surveyed ponders as the result of nature of the
concepts needs a time to recognize issue that come over.

3.4. The Concept of Banding and Branding Administration

Table 2 displayed the looked into ponders reflection on the
concept of brand administration and those ponders uncovered
that administration of brands starts with an examination on
how a brand is right now seen within the showcase, continues

to arranging how the brand ought to be perceived if it is to
attain its destinations and proceeds with guaranteeing that the
brand is seen as arranged and secures its targets [24]. Because
of creating a great relationship with target markets is
fundamental for brand administration [61]. Takalkar, S. D. [80]
in his works considered brand administration may be a
communication work in promoting that incorporates
examination and arranging on how that brand is situated
within the showcase, which target open the brand is focused
on at, and keeping up a wanted notoriety of the brand.

This demonstrates as the brand administration may be a
function of showcasing that employments methods to extend
the seen esteem of an item line or brand over time. Compelling
brand administration empowers the cost of items to go up and
builds faithful clients through positive brand affiliations and
pictures or a solid mindfulness of the brand [65].

Table 2. Concepts of Branding and Brand management.

Author(s) Descriptions

Brand administration is the method of examination how a brand is currently perceived within the showcase, arranging how the

Dessart, L., et al.[24]
its destinations.

Takalkar, S. D. [80]

brand ought to be seen in case it is to attain its targets and proceeds with guaranteeing that the brand is seen as arranged and secures

Brand administration may be a communication work in promoting that incorporates examination and planning on how that brand
is situated within the advertise, which target open the brand is focused on at, and keeping up a wanted notoriety of the brand.
Effective brand administration empowers the cost of items to go up and builds steadfast clients through positive brand affiliations

Paul, J.[63] and pictures or a solid mindfulness of the brand.

Dolbec, P. Y., & Strategic brand administration makes a difference to clarify brand personality, identity, and affiliations the brand communicates in
Chebat, J. C. [26] connection to its history and in connection to the current competitive environment.

McDonalds & Wilson Brand administration might be improved through association in such exercises as unused item advancement, investigating elective
[55] modes of promoting communications, building client connections and guaranteeing value between brand cost and shopper value.

Huang and Tsai [38]

Janoskova, K., &

Kliestikova, J. [43] brand esteem

The creation and administration of a brand is not one or the other a strategic nor a useful action, but or maybe, brand administration
may be a vital and comprehensive activity of the whole company.
Brand administration could be a persistent prepare that coordinating all exercises, methods and instruments connected to extend

Huang and Tsai [38] expressed as the creation and
administration of a brand is not one or the other a strategic nor
a useful action, but or maybe, brand administration could be a
key and comprehensive movement of the complete company.
The development and upkeep of a brand ought to be set as the
center strategy or the establishment of a company’s
competitiveness, and the assets of the complete company
ought to be coordinates to construct brand value [83]. Hence,
creating a vital arrange to preserve brand value or pick up
brand esteem requires a comprehensive understanding of the
brand, its target advertise, and the company’s by and large
vision. As the result of brand value is treated as a degree of the
quality of consumers' connection to a brand; a portrayal of the
affiliations and convictions the shopper has approximately the
brand [26]. Hence, a brand director would supervise all
viewpoints of the consumer's brand affiliation as well as
connections [61].

Brand administration may be a ceaseless prepare that
integrates all exercises, methods and apparatuses connected to
extend brand esteem [43]. In case brand administration gets to
be wasteful, there may be a circumstance known as
“commodity slide”’[55]. At that point, the significance of the
brand continuously vanishes; it isn't a noteworthy quality of
client buying choice any longer since the item is not

interesting in relation to competitive offers. In this
circumstance the brand proprietor can’t apply a tall trading
margin. It is additionally clear from this that any solid brand
may lose its position in case it isn't being persistently created
and overseen in a right way. The over expressed concepts of
brand administration leads its definition to be as a set of any
frameworks, organizational culture or structure of a firm
supporting exercises of brand building.

3.5. The Concept of Product and Product Management

Product management is one of the foremost important
functions in marketing. Because it displayed within the
underneath Table 3 that Item administration begins with a
thought of an item that a client will connected with and closes
with the assessment of the product’s victory. It joins together
commerce, item improvement, promoting, and deals [31].
Bhuiyan, N.[12] concluded as the item administration is an
organizational work inside a company managing with unused
item advancement, commerce defense, arranging,
confirmation, estimating, estimating, item dispatch, and
showcasing of an item persistently bring way better items to
showcase or creating an existing one.

Product management may be a vital handle, upheld by a
complex cluster of operational hones and organizational
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structures. Its vital commitment is increased by the part that
item administration takes in keeping operational costs as
moo as conceivable while creating deals volumes to
maximize profitability [1] in response to changing buyer
necessities. It is additionally around overseeing dangers,
distinguishing and seeking after product/market openings,

while making practical appraisals approximately the assets
accessible to do so [89]. Item administration is an intrigue
part that comes to over groups to arrange, plan, and
persistently bring superior items to showcase. The success of
any item or benefit of the company’s lay within the hand of
an item supervisor.

Table 3. Concepts of Product management and its relationship with brand management.

Author(s)

Descriptions

Bhuiyan, N. [12] Grisaffe & Nguyen [34]; Wijaya, B. S.[87];
Nagy & Koles [62]; Wilkinson, C. R., & De Angeli, A.[88];
Constantinides, E.[21]; Aquilani, B. et al.[8]; Razak, M., etal.[72]

Fricker, S. A. [31]., Cantu, C.[16]; Manning [51]; Nagy & Koles
[62]; Pedeliento, G. et al.[66]; Umashankar, N. et al.[84];
Tumjanda, A. et al.[82]

Item administration is an organizational work inside a company managing with modern
item advancement, trade legitimization, arranging, confirmation, estimating, estimating,
item dispatch, and showcasing of an item persistently bring way better items to advertise
or creating an existing one.

Product administration joins together trade, item improvement, showcasing, and sales.

Its vital commitment is increased by the part that item administration takes in keeping

Aburumman, N., & Nieto, A. [1].

operational costs as moo as conceivable while creating deals volumes to maximize

profitability.

Yarbrough, L. et al.[89] Bhuiyan, N.[12]; Revilla, E., &
Rodriguez, B. [73]; VanAuken, B.[85]; Brodie, R. J. et al. [14];
Algharabat, R. et al. [6]

It is additionally almost overseeing dangers, distinguishing and seeking after
product/market openings, while making practical appraisals almost the assets accessible
to do so.

3.6. Relationship Between Brand Management and Product
Management

3.6.1. A Technique Is at Play in Branding Whereas
Strategies Are Utilized in Product Management

Managing item consider strategies alike influence of the
item or administrations into the showcase for clients to realize,
tad, sensation and capture to pull in the clients to purchase
item or administrations [88]. This appears, as connection
toward the item requires physical interaction and mental
assignment. Hence, an person can feel sincerely joined to a
brand, and this may influence his/her passionate reactions to
the full run of items falling beneath the same brand, in any
case of past item involvement [34, 62]. Brand encounter isn't
essentially associated with item utilization and deals with the
set of brand-related boosts that constitute the most source of
subjective reactions to brands [22]. As such, brand
involvement can possibly be critical in any kind of buying
circumstance (regardless of actual product usage).

In common, fair as people may express a certain level of
passionate connection toward either an item or a brand, and as
these connections are distinctive, so too the behaviors that
reflect each of them will be different. Branding Makes
Steadfast Clients whereas Item Administration the planned
advertise Manning [51, 62] concluded as brands are
insignificant, whereas items are fabric wonders. Due to their
varying materiality brands and items contrast in their capacity
to produce sentiments of irreplaceability and in their potential
to carry indexical esteem. Items are more fundamental and
more indexical, whereas brands are less fundamental and less
indexical. Items, being unmistakable, are de-commodified
through utilization the item gets to be fundamental, as the
proprietor sees it as “being sullied by means of physical
contact and layered with particular meanings” [66]. This
shows as overseeing items are for creating the potential
customers for the product.

3.6.2. Branding Creates Brand Value Whereas Item
Administration Convenience and Esteem

In numerous truths, items that are effective within the advertise
are by and large items that have a shining symbol, are brief with
respect to words, simple to say and simple to keep in mind [72] as
well as brand expressed as an intangible resource for the
company itself. The brand administration methods are a way for
brands to communicate the meaning of an item to have a soul. A
solid brand has characterized by a positive state of mind and can
be related appropriately with the reason of making a brand and
item for buyers. The brand can too depict the character of buyers
who claim the item. Consequently, the difference between brands
and items is regularly difficult to precise.

In common the rationale is that a brand will succeed as it
were in case the producer of that brand is able to deliver an
item that conveys tall utility benefits, at that point offers it at
the proper cost, within the right places, and advances it to such
an degree and in such a way that goads buyer mindfulness [9].
Thus the item itself is now not the extreme objective — the buy
and utilization of the brand is unequivocally driven [48].

3.7. Variables that Influenced by Brand and Product
Management

After a broad writing overview the taking after variables
influenced by brand and item administration have been
recognized. The ponders conducted by Mugge, R, &
Schoormans, J. P. [59]; Erdil, T. [29]; M. Shariq [75]; and
Ahmad, Z. et al. [4] uncovered as brand and product’s Seen
quality, Mindfulness, Pictures and identity are the esteem that
made through appropriately overseeing brands and items of
the organization. As well as the works of Japutra et al. [44]
contributed as brand and product’s devotion, commitment,
fulfillment, believe, connection and inclusions are considered
impacts of brand and item administration on customers’
execution [46, 47].
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3.7.1. Perceived Quality

As it can be caught on from survey papers that quality is
predominance of an item or benefit or brands with regard to its
aiming reason, relative to options. Quality is a trait sort that
ought to not as it were be highlighted but one that's required in
case the item is to be found by shoppers and produce deals.
The issues of item quality have been considered by numerous
researchers [30, 75, 77] those concluded the choice of what
item to buy in most consumer markets isn't majorly decided by
the lowest price, a product’s quality may well be a deciding
figure. In this way, item -based quality as well as seen quality
can have huge impacts on request and buyer welfare.

Tall item -based quality are those items and administrations
that are dependable, meaning that they perform well the
assignment they were outlined for, and make particular
properties for upgrading its esteem for clients. When clients
learn that items from one company (with respect to frame,
properties, execution, supportability, unwavering quality, plan,
fashion, etc.) give the next esteem for them compared to those
advertised by competitors, at that point these items are said to
be of tall quality. In truth, when a client encounters positive
feelings, higher levels of fulfillment with benefit are
communicated [18]. Seen quality is, to begin with, a
discernment by clients. It in this way varies from a few related
concepts, such as: real or objective quality, product-based
quality and fabricating quality. Seen quality is an intangible,
by and large feeling around a brand. In any case, it ordinarily
will be based on fundamental measurements which
incorporate characteristics of the items to which the brand is
attached such as reliability and performance.

3.7.2. Awareness
Awareness is the degree of information that clients have
almost an item or administrations or brand. Item or brand

mindfulness expressed as being recognizable with the
company’s items or administrations either through coordinate
introduction or publicizing endeavors [45]. Mindfulness is a
vital pointer of consumer’s information almost a things, the
quality of an item’s nearness within the consumers’ minds and
how effortlessly that information can be recovered from
memory [36]. The primary step in obtaining an item is
creating the information that the item exists. Data almost work,
benefits, quality, cost, compatibility and convenience may
moreover be vital to a deal.

Customers tend to purchase an item or brand that's as of now
known, since they feel secure and comfortable with something
that was known some time recently, in other words, a product or
brand that's known to have the plausibility of steadfastness,
steadiness in commerce, and quality that can be accounted for
naturally be able to translate the components of the brand
without having to be made a difference [41]. The more
noteworthy the brand mindfulness of the items being sold, the
more noteworthy the consumer’s believe within the item, the
more prominent the consumer’s repurchase purposeful to the
item, Ahmad, Z. et al. [4]. Brand mindfulness hence has the
impact of expanding brand advertise execution.

3.7.3. Image

The picture alludes consumers’ by and large discernment
and assessment of the brand or item and impacts their
obtaining and expending behavior [71] as the result of signals
radiating from items, administrations and communication
secured. Creating great pictures makes a difference the
customer in recognizing his/her needs and needs with respect
to the brand, and it recognizes a brand from competitors [7]. In
today’s competitive environment, curating favorable brand
pictures is of crucial significance in viably setting an item
within advertise [29].

Table 4. Consequences of brand and product management.

Constructs Descriptions Author(s)
The capacity of shoppers to recognize or review that a brand or item is Homburg, C., et al. [36]; Ahmad, Z. et al.[4]; Ikhsani, K., &Ali,
Awareness
related. H[41]
.. .. Anwar, A. et al. [7]; Aghekyan-Simonian, M. et al. [3]; Chen,
s Tf:dflzrtlssumers in general recognition and assessment of the brand or H. et al. [19]; Exdil, T. [29]: Lien, C. et al [48]; Ramadhan, M.:
1 ’ Muthohar, M. [71]; Mao, Y. et al.[53]
ey A set of human charact.erlstlcs related with self-image comparability and it i) B i i [T il e L]
level of engagement with the brand.
Orientation AVltal 1ntr0dL}ct10n, in y\{hlch companies look for to form esteem and Urde et al.[83];
increment their competitiveness.
Commitment A connection or passionate feeling customers have towards a favored Liu et al.[50]
brand or product.
lovalt The customer’s acknowledgment and commitment to the brand/product ~ Hur et al. [40]; Mathew et al.[S6]; Shuv-Ami,[76]; Osuna
yalty through repurchasing and keeping up relationship with. Ramirez, S. A., et al.[63]; Hsiao et al.[37]
Satisfaction Conative, full of feeling, and cognitive reaction of buyers, assessingitem  Ishaq, M. L, et al. [42]; Bilgili, B.,& Ozkul, E.[13]; Martin, K.
stactio qualities concurring to standards. D., et al.[54]; Yuen, K. F., et al.[91]; Gomez-Suarez [33]
Willingness to depend on that can perform concurring to the desires with  Ercis et al.[27]; Setiawan & Sayuti [74]; Hult et al. [39];
Trust . . .
respect to its function. Ledikwe et al.[47]
. . Setiawan & Sayuti [74]; Moliner-Tena et al.[57]; Ledikwe et
Attachment The enthusiastic bond a shopper experiences. al[47];: Portal et al.[68]
Involvements A motivational state that can be utilized to get it shopper demeanors Bl (40 Th st & B iia [0 Do il 4]

towards items or brands

More favorable the brand picture, the more positive the
state of mind toward the branded item and it’s qualities and

favorable item brand picture contains a positive impact on
buy eagerly and shoppers are more likely to shop online for
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items with well-established brand names. A great sum of
earlier investigate has uncovered that brand picture applies a
positive impact on buy deliberate [3, 19, 48]. In entirety, the
brand picture can impact consumers’ states of mind and
behaviors by giving additional esteem to items and
improving dependability [53]. Hence, it is a vital indicator of
consumers’ discernments and behaviors towards the brand,
such as when they assess an item or benefit some time
recently acquiring [3].

3.7.4. Personality

It alludes to the set of identity characteristics that individuals
utilize to depict a specific item or brand and to separate it from
other [32]. The product’s human-like characteristics serve as a
relationship for their behavior and capabilities. Item identity
can hence offer assistance clients to expect how to associate
with an item. Individuals will handle an item with a fragile and
touchy identity with an incredible bargain of care and thought.
Too, individuals favor items with an identity that's comparative
to possess, likely, since these items offer assistance them to
confirm and express their self-concept [69]. To guarantee a
planning item identity, it is fundamental that the specific item
identity that creators point for amid the plan handle is
accurately caught on by clients [69].

The appearance of a item such as effortlessness, concordance,
adjust, solidarity, elements, timeliness/fashion, and oddity is
major determinant within the discernment of item identity [86]
as well as other viewpoints of the item plan, such as sound,
surface, and scent may be important [58]. Individual item
interaction (e.g., strengths, developments) may influence and
improve the identity of item as well [58]. In this way, different
items, indeed having a place to the same brand, can be
portrayed to have assorted identities. Brand identity is
self-image comparability and level of engagement with the
brand and emphatically related to seen quality [28, 52].

3.7.5. Loyalty

In the show timeline, firms have created into a
relationship-based procedure as the customer’s center has
moved into their individual needs in acquiring items. Presently,
promoting methodologies put incredible consideration in what
their target needs, what kind of item and brand they will believe,
and how their items will lead into higher commitment from the
clients [54]. Which demonstrates as customers’ dependability is
one of the foremost utilized angle to hold clients and become an
officeholder company within the industry. Client devotion is
considered as a sign of the behavior of the units of choice
making buys proceed going against the merchandise /
administrations of a company that's chosen [33].

As well as a client commitment to guard in profundity to
re-subscribe or repurchase of items / administrations reliably
chosen within the future, in spite of the fact that the impact of
the circumstance and promoting endeavors have potential to
cause behavioral changes. Ishaq, M. L., et al. [42] states that
item properties have a critical impact on client dependability.
As the result of a brand which had deliberately made strides
brand devotion in its claim item category can anticipate the
passage of modern items to advertise [13, 91].

3.7.6. Commitment

Commitment may be a key social build that empowers each
of the parties included to work at keeping up the relationship,
to maintain a strategic distance from elective relations with
other parties, and to diminish the recognition of hazard [63].
Committed clients need to continue the esteemed relationship
with the brand within the long-term by re-using, re- buying
and re-patronizing [76], and they have the certainty that the
useful and full of feeling benefits from keeping up the
relationship are more noteworthy than the benefits from
finishing it [40].

3.7.7. Satisfaction

It could be a conative, emotional, and cognitive reaction of
buyers, assessing item properties concurring to guidelines,
product-related utilization encounter of buyers, and/or
encounter with respect to item qualities [47]. Consumer’s joy
or the positive demeanor that he creates from assessing the
result of his utilization encounter with respect to a specific
item is known as client fulfillment [27]. Firms are deploying a
considerable amount of their assets to realize a better level of
fulfillment among their clients since fulfillment has developed
as one of the noteworthy forerunners of brand dependability,
which is created through a prepare [47] and altogether impacts
customers’ repurchasing choice for a specific brand [27, 39].
Creating an item incorporates the application of benefits to be
conveyed by the item.

3.7.8. Trust

Trust has gotten noteworthy consideration from researchers
and specialists in various disciplines. Be that as it may, on the
other side, it has made it complicated for joining distinctive
viewpoints with respect to believe and agreement for its nature.
Brand believe can be characterized as consumers’ eagerness to
depend on a brand that can perform agreeing to the desires
with respect to its capacities [47]. Believe has been making
and keeping up esteemed and critical Client Brand Connection,
driving to devotion [47, 74]. Primarily, in an questionable
environment, the idea of brand believe is valuable in
decreasing the instability among buyers, particularly when
they feel defenseless since they can as it were depend on
trusted brands. Individuals have as well numerous choices and
as well small time, furthermore most advertising have
comparable quality and highlights, clients, in this manner,
likely base their buying choice on believe.

3.7.9. Attachment

Attachment is characterized as the enthusiastic bond a
customer encounters with his/her item or brand (Stop et al.
2010). This definition suggests that a passionate tie exists
between the proprietor and the question which the particular
product or brand incorporates a profound and critical meaning
to the proprietor. Buyer utilization is influenced by brand and
item connection, as proven by ponder conducted by
Taghipourian & Bakhsh [78], because it leads to customer’s
relationship with the brand into a demonstrated behavior of
nonstop buy to satisfy their needs.

Agreeing to Japutra et al. [44], brand connection appears
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the consumer’s precise design towards the desires, needs,
feelings and social behavior from their past experience with
the brand. Each data makes a difference firms make one of a
kind ways in drawing closer unused clients, and maintaining
their current advertise at the same time. Making a connection
towards the brand frequently improves brand esteem as
individuals will seek for that brand to begin with some time
recently looking other options. Besides, connection is
distinguished as a one of the components that estimate the
customer’s eagerness to future buy [78].

3.7.10. Involvement

Involvement could be a motivational state that can be utilized
to get it customer states of mind towards items or brands [15,
23]. To get it buyers, it’s critical to get it the seen individual
significance of an item, benefit, or brand from the consumers’
viewpoint. Buyers can be classified concurring to their degree
of inclusion into either moo association or high-involvement
buyers [70]. Moo inclusion buys are less vital and have
exceptionally small significance to consume. This think about
will utilize item association that's recognized as generally
steady and persevering, determined from past involvement, and
reflecting the seen significance of an item category to an person
[46]. Hence, to the degree that item characteristics are related
with individual objectives and values, the buyer will encounter
solid sentiments of association with the items.

4. Practical Implications

In outline, the article advances the thought that effective
branding isn't close to savvy, inventive brands, but moreover
almost well planned and executed brand administration. Solid
brands have to be well enunciated, communicated and created
inside and conveyed reliably. Intangible assets such as brands
not as it were got to be recognized, but moreover defended
through well-designed brand administration strategies, and not
basically by legitimate means. The verifiable reality of brand
and item administration investigate patterns over the time
periods tell us that no frame of administration is- or ought to
be-permanent. The proceeded nearness of title brands affirms
to the by and large viability of brand administration over long
ranges of time, through all three of the major chronicled
shapes that have been illustrated here. The chronicled reality
that three particular shapes of brand administration have
existed over the past century ought to tell us that no frame of
administration is- or ought to be-permanent. In spite of the fact
that the brand chief framework as we know it seem come to an
conclusion, brand administration itself nearly certainly will
proceed to flourish.

5. Limitations and Further Research

The audit set out to approve the past conceptually created
demonstrate of inside brand administration. This audit pointed
to clarify, relate and distinguish the advancements of brand and
item administration through connecting the existing
hypothetical and experimental ways. Be that as it may it isn't out

of restriction. It attempted to cover markers and results of brand
and item administration as comprehensively as conceivable. In
any case, it cannot be ruled out that a few issues of the concepts
were missed since of the look string utilized. As the result of the
potential results concerning the combined utilize of these
promoting viewpoints are theoretical and have to be assessed
through experimental considers.

As this think about takes a subjective point of view with a
investigate diary investigation, extra experimental investigate
is required such as including quantitative information to
recognize more comprehensively approximately the
predecessors, results and pointers that best reflect the branding
and item administration procedures. The need of conceptual
clarity with respect to brand and item administration leads for
a clear-cut arrangement from long haul scholars.

6. Conclusions

Diverging from the winning see set up within the current
writing, this study has appeared that within the particular
setting investigated brand administration and item
administration are appropriate within the commerce space, in
spite of the fact that they will have a distinctive effect on
wanted promoting results such as brand value and items
convenience in this case, and as such they posture distinctive
showcasing challenges. Be that as it may, the consider offers
germane data that can offer assistance shape strategies to
move forward brand and item administration. This survey has
looked for to supply demonstrative, observational prove to the
broadly held, but as of however experimentally unconfirmed,
see that inner brand administration measures give a capable
apparatus in building up prevalent brands of item or
administrations given by organization.

Too, the extreme objective of inner brand and item
administration is to supply an unused instrument for fortifying
a brands of product or service and to set up strategies to
accomplish a one of a kind and non-imitable showcase
position, thus giving the premise for an enduring cost
premium and a huge showcase share. It can be concluded that
brand and product management goes in conjunction with each
other and needs to be deliberately actualized to form an item
and administrations of the company a victory. In spite of the
fact that brand concepts have been broadly inquired about
within the past two decades, less consideration has been given
to brand administration.

References

[1] Aburumman, N., & Nieto, A. (2019). The Effect Of Products
Attributes Customer Satisfaction On Brand Loyalty In The
Electronic Appliances Industry: Case Of Jordan. Oradea
Journal of Business and Economics, 4 (Special), 39-51.

[2] Adetunji, R. R., Mohd Rashid, S., & Ishak, M. S. (2018). Social
media marketing communication and consumer-based brand
equity: An account of automotive brands in Malaysia. Jurnal
Komunikasi, Malaysian Journal of Communication, 34 (1),
1-19.



274

[3]

[5]

[7]

(8]

(9]

[10]

[12]

[13]

[14]

[15]

[16]

[17]

Debebe Alemu Kebede and Shimelis Zewdie:

Relationship and Consequences of Brand and Product Management, and

Customers Performances-Systematic Review

Aghekyan-Simonian, M., Forsythe, S., Kwon, W. S., &
Chattaraman, V. (2012). The role of product brand image and
online store image on perceived risks and online purchase
intentions for apparel. Journal of Retailing and Consumer
Services, 19 (3), 325-331.

Ahmad, Z., Jun, M., Khan, 1., Abdullah, M., & Ghauri, T. A.
(2016). Examining Mediating Role of Customer Loyalty for
Influence of Brand Related Attributes on Customer Repurchase
Intention. Journal of Northeast Agricultural University
(English Edition), 23 (2), 89-96.

Alano, A. B., Figueiredo, L. F., Merino, E. A. D., & Merino, G.
S. A. D. (2015). Design and ergonomics: bases for identifying
demands in a creative community. Project, 6 (1), 39-60.

Algharabat, R., Rana, N. P., Alalwan, A. A., Baabdullah, A., &
Gupta, A. (2020). Investigating the antecedents of customer
brand engagement and consumer-based brand equity in social
media. Journal of Retailing and Consumer Services, 53,
101767.

Anwar, A., Gulzar, A., Sohail, F. B., & Akram, S. N. (2011).
Impact of brand image, trust and affect on consumer brand
extension attitude: the mediating role of brand loyalty.
International Journal of Economics and Management Sciences,
1(5), 73-79.

Aquilani, B., Laureti, T., Poponi, S., & Secondi, L. (2015).
Beer choice and consumption determinants when craft beers
are tasted: An exploratory study of consumer preferences. Food
quality and preference, 41, 214-224.

Ataman, M. B., Van Heerde, H. J. and Mela, C. F. (2010) ‘The
long-term effect of marketing strategy on brand sales’, Journal
of Marketing Research, 47 (5): 866—882.

Aubin, F., Atoyan, H., Robert, J. M., & Atoyan, T. (2012).
Measuring a product’s usefulness. Work, 41 (Supplement 1),
5266-5273.

Aurich, J. C., Mannweiler, C., & Schweitzer, E. (2010). How to
design and offer services successfully. CIRP Journal of
Manufacturing Science and Technology, 2 (3), 136-143.

Bhuiyan, N. (2011). A framework for successful new product
development. Journal of Industrial Engineering and
Management (JIEM), 4 (4), 746-770.

Bilgili, B., & Ozkul, E. (2015). Brand awareness, brand
personality, brand loyalty and consumer satisfaction relations
in brand positioning strategies (A Torku brand sample). Journal
of Global Strategic Management| Volume, 9 (2), 10-20460.

Brodie, R. J., Benson-Rea, M., & Medlin, C. J. (2017).
Branding as a dynamic capability: Strategic advantage from
integrating meanings with identification. Marketing Theory, 17
(2), 183-199.

Bruwer, J., & Buller, C. (2013). Product involvement, brand
loyalty, and country-of-origin brand preferences of Japanese
wine consumers. Journal of wine research, 24 (1), 38-58.

Cantu, C. (2010). Exploring the role of spatial relationships to
transform knowledge in a business idea—beyond a geographic
proximity. Industrial Marketing Management, 39 (6), 887-897.

Chan, C. W.,, Green, L. V., Lekwijit, S., Lu, L., & Escobar, G.
(2019). Assessing the impact of service level when customer
needs are uncertain: An empirical investigation of hospital
step-down units. Management Science, 65 (2), 751-775.

[18]

[19]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

[30]

[31]

[32]

Chang, K. C., Chen, M. C., Hsu, C. L., & Kuo, N. T. (2010).
The effect of service convenience on post-purchasing
behaviours. Industrial Management & Data Systems.

Chen, H. B., Yeh, S. S., & Huan, T. C. (2014). Nostalgic
emotion, experiential value, brand image, and consumption
intentions of customers of nostalgic-themed restaurants.
Journal of Business Research, 67 (3), 354-360.

Choi, W., & Lee, Y. (2019). Effects of fashion vlogger
attributes on product attitude and content sharing. Fashion and
Textiles, 6 (1), 1-18.

Constantinides, E. (2014). Foundations of social media
marketing. Procedia-Social and behavioral sciences, 148,
40-57.

Das, G., Guin, K. and Datta, B. (2012) ‘Developing brand
personality scales: A literature review’, The IUP Journal of
Brand Management, 9 (2): 44—63.

Dechawatanapaisal, D. (2018). Employee retention: the effects
of internal branding and brand attitudes in sales organizations.
Personnel Review.

Dessart, L., Aldas-Manzano, J., & Veloutsou, C. (2019).
Unveiling heterogeneous engagement-based loyalty in brand
communities. European Journal of Marketing.

Dirisu, J. L, lyiola, O., & Ibidunni, O. S. (2013). Product
differentiation: A tool of competitive advantage and optimal
organizational performance (A study of Unilever Nigeria PLC).
European Scientific Journal, 9 (34).

Dolbec, P. Y., & Chebat, J. C. (2013). The impact of a flagship
vs. a brand store on brand attitude, brand attachment and brand
equity. Journal of Retailing, 89 (4), 460-466.

Ercis, A., Unal, S., Candan, F. B., & Yildirim, H. (2012). The
effect of brand satisfaction, trust and brand commitment on
loyalty and repurchase intentions. Procedia-Social and
Behavioral Sciences, 58, 1395-1404.

Erdogmus, 1., & Biideyri-Turan, 1. (2012). The role of
personality congruence, perceived quality and prestige on
ready-to-wear brand loyalty. Journal of Fashion Marketing and
Management: An International Journal.

Erdil, T. S. (2015). Effects of customer brand perceptions on
store image and purchase intention: An application in apparel
clothing. Procedia-Social and Behavioral Sciences, 207,
196-205.

Ertekin, M., & Aydin, B. (2010). The Impact of National
Identity and Culture on Customer Perception of Product
Quality; The case of mobile phones in Sweden and Turkey.

Fricker, S. A. (2012). Software product management. In
Software for People (pp. 53-81). Springer, Berlin, Heidelberg.

Freling, T. H., Crosno, J. L., & Henard, D. H. (2011). Brand
personality appeal: conceptualization and empirical validation.
Journal of the Academy of Marketing Science, 39 (3), 392-406.

Gomez-Suarez, M. (2019). Examining customer—brand
relationships: A critical approach to empirical models on brand
attachment, love, and engagement. Administrative Sciences, 9
(1), 10.

Grisaffe, D. B., & Nguyen, H. P. (2011). Antecedents of
emotional attachment to brands. Journal of business research,
64 (10), 1052-1059.



[35]

[36]

[40]

[41]

[42]

[43]

[44]

[45]

[46]

[48]

[49]

International Journal of Business and Economics Research 2021; 10(6): 267-276

Gupta, S., Dangayach, G. S., & Singh, A. K. (2015). Key
determinants of sustainable product design and manufacturing.
Procedia CIRP, 26, 99-102.

Homburg, C., Klarmann, M., & Schmitt, J. (2010). Brand
awareness in business markets: when is it related to firm
performance?. International Journal of Research in Marketing,
27 (3),201-212.

Hsiao, C. H., Shen, G. C., & Chao, P. J. (2015). How does
brand misconduct affect the brand—customer relationship?.
Journal of Business Research, 68 (4), 862-866.

Huang, Y. T., & Tsai, Y. T. (2013). Antecedents and
consequences of brand-oriented companies. European journal
of marketing.

Hult, G. T. M., Sharma, P. N., Morgeson III, F. V., & Zhang, Y.
(2019). Antecedents and consequences of customer satisfaction:
do they differ across online and offline purchases?. Journal of
Retailing, 95 (1), 10-23.

Hur, W. M., Ahn, K. H., & Kim, M. (2011). Building brand
loyalty through managing brand community commitment.
Management Decision.

Ikhsani, K., &Ali, H. (2017). Purchase Decision: Product
Quality Analysis, Price and Brand Awareness (Case Study of
Sosro Bottled Tea Products at Giant Mall Permata Tangerang).
Swot, 7 (3), 523-541.

Ishaq, M. L., Bhutta, M. H., Hamayun, A. A., Danish, R. Q., &
Hussain, N. M. (2014). Role of corporate image, product
quality and customer value in customer loyalty: Intervening
effect of customer satisfaction. Journal of Basic and Applied
Scientific Research, 4 (4), 89-97.

Janoskova, K., & Kliestikova, J. (2018). Analysis of the impact
of selected determinants on brand value. Journal of
International Studies, 11 (1).

Japutra, A., Ekinci, Y., & Simkin, L. (2018). Positive and
negative behaviours resulting from brand attachment: The
moderating effects of attachment styles. European Journal of
Marketing.

Khuong, M. N., & Tram, V. N. B. (2015). The effects of
emotional marketing on consumer product perception, brand
awareness and purchase decision—A study in ho chi Minh City,
Vietnam. Journal of Economics, Business and Management, 3
(5), 524-530.

KIM, Y. E., & YANG, H. C. (2020). The effects of perceived
satisfaction level of high-involvement product choice attribute
of millennial generation on repurchase intention: Moderating
effect of gender difference. The Journal of Asian Finance,
Economics, and Business, 7 (1), 131-140.

Ledikwe, A., Roberts-Lombard, M., & Klopper, H. B. (2019).
The perceived influence of relationship quality on brand
loyalty: An emerging market perspective. African Journal of
Economic and Management Studies.

Lee, S. H.,, Weng, P. C,, & Lee, J. H. (2016). Evaluating the
Eftects of Product Quality and Branding on Perceived Price and
Purchase Intention in International Cafés, Selangor, Malaysia.
Culinary science and hospitality research, 22 (1), 61-69.

Li, G., Zhang, R., & Wang, C. (2015). The role of product
originality, usefulness and motivated consumer innovativeness
in new product adoption intentions. Journal of Product

[50]

[51]

[52]

[53]

[54]

[55]

[56]

[57]

[58]

[59]

[60]

[61]

[62]

[63]

[64]

[65]

275

Innovation Management, 32 (2),214-223.

Liu, Y., Li, K. J., Chen, H. and Balachander, S. (2017) ‘The
effects of products’ aesthetic design on demand and
marketing-mix effectiveness: The role of segment proto
typicality and brand consistency’, Journal of Marketing, 81 (1):
83-102.

Manning, P. (2010). The semiotics of brand. Annual review of
anthropology, 39, 33-49.

Malodia, S., Singh, P., Goyal, V., & Sengupta, A. (2017).
Measuring the impact of brand-celebrity personality
congruence on purchase intention. Journal of Marketing
Communications, 23 (5), 493-512.

Mao, Y., Lai, Y., Luo, Y., Liu, S., Du, Y., Zhou, J., & Bonaiuto,
M. (2020). Apple or Huawei: understanding flow, brand image,
brand identity, brand personality and purchase intention of
smartphone. Sustainability, 12 (8), 3391.

Martin, K. D., Borah, A., & Palmatier, R. W. (2017). Data
privacy: Effects on customer and firm performance. Journal of
Marketing, 81 (1), 36-58.

McDonald, M. & Wilson, H. (2011). Marketing plans: How to
prepare them, how to Use Them. Hoboken, N. J.: Wiley & Sons,
p. 580.

Mathew, V., Thomas, S., & Injodey, J. I. (2012). Direct and
indirect effect of brand credibility, brand commitment and
loyalty intentions on brand equity. Economic Review. Journal
of Economics and Business, 10 (2), 73-82.

Moliner-Tena, M. A., Fandos-Roig, J. C., Estrada-Guillén, M.,
& Monferrer-Tirado, D. (2018). Younger and older trust in a
crisis situation. International Journal of Bank Marketing.

Mugge, R. (2011). The effect of a business-like personality on
the perceived performance quality of products. International
Journal of Design, 5 (3), 2011.

Mugge, R., & Schoormans, J. P. (2012). Product design and
apparent usability. The influence of novelty in product
appearance. Applied ergonomics, 43 (6), 1081-1088.

Munn, Z., Peters, M. D., Stern, C., Tufanaru, C., McArthur, A.
and Aromataris, E., (2018). Systematic review or scoping
review? Guidance for authors when choosing between a
systematic or scoping review approaches. BMC medical
research methodology, 18 (1), pp. 1-7.

M'zungu, S. D., Merrilees, B., & Miller, D. (2010). Brand
management to protect brand equity: A conceptual model.
Journal of Brand management, 17 (8), 605-617.

Nagy, P., & Koles, B. (2014). “My avatar and her beloved
possession”: Characteristics of attachment to virtual objects.
Psychology & Marketing, 31 (12), 1122-1135.

Osuna Ramirez, S. A., Veloutsou, C., & Morgan-Thomas, A.
(2017). A systematic literature review of brand commitment:
Definitions, perspectives and dimensions. Athens journal of
business and economics, 3 (3), 305-332.

Park, C. W., Maclnnis, D. J., Priester, J., Eisingerich, A. B., &
Iacobucci, D. (2010). Brand attachment and brand attitude
strength: Conceptual and empirical differentiation of two
critical brand equity drivers. Journal of marketing, 74 (6), 1-17.

Paul, J. (2019). Masstige model and measure for brand
management. European Management Journal, 37 (3), 299-312.



276

[66]

[67]

[68]

[69]

[70]

[71]

[72]

[73]

[74]

[75]

[76]

[77]

[78]

Debebe Alemu Kebede and Shimelis Zewdie:

Relationship and Consequences of Brand and Product Management, and

Customers Performances-Systematic Review

Pedeliento, G., Andreini, D., Bergamaschi, M., & Salo, J.
(2016). Brand and product attachment in an industrial context:
The effects on brand loyalty. Industrial Marketing
Management, 53, 194-206.

Pinar, M., Girard, T., Trapp, P., & Eser, Z. (2016). Services
branding triangle: Examining the triadic service brand
promises for creating a strong brand in banking industry.
International Journal of Bank Marketing.

Portal, S., Abratt, R., & Bendixen, M. (2019). The role of brand
authenticity in developing brand trust. Journal of Strategic
Marketing, 27 (8), 714-729.

Pourtalebi, S., & Bagherzadeh, H. (2012). Eliciting patterns for
product personality design: a pedagogical method for industrial
design students. Procedia-Social and Behavioral Sciences, 51,
527-532.

Prendergast, G. P., Tsang, A. S., & Chan, C. N. (2010). The
interactive influence of country of origin of brand and product
involvement on purchase intention. Journal of Consumer
Marketing.

Ramadhan, M. D., & Muthohar, M. (2019). The influence of
perceived price, perceived quality, brand image, and store
image on the purchase intention of Hypermart private label. In
Proceedings of the 16th International Symposium on
Management), Manado, Indonesia (pp. 4-6).

Razak, M., Hidayat, M., Launtu, A., Putra, A. H. P. A. K., &
Bahasoan, S. (2020). Antecedents and consequence of brand
management: empirical study of Apple’s brand product.
Journal of Asia Business Studies.

Revilla, E., & Rodriguez, B. (2011). Team vision in product
development: How knowledge strategy matters. Technovation,
31(2-3), 118-127.

Setiawan, H., & Sayuti, A. J. (2017). Effects of service quality,
customer trust and corporate image on customer satisfaction
and loyalty: an assessment of travel agencies customer in South
Sumatra Indonesia. IOSR Journal of Business and
Management, 19 (5), 31-40.

Shariq, M. (2018). Brand equity dimensions—a literature review.
International Research Journal of Management and Commerce,
5(3),312.

Shuv-Ami, A. (2012). Brand commitment: A new
four-dimensional (4 Es) conceptualisation and scale. Journal of
Customer Behaviour, 11 (3), 281-305.

Sumutka, A., & Neve, B. (2011). Quality as a Competitive
Advantage.

TaghiPourian, M. J., & Bakhsh, M. M. (2015). Loyalty: From
single-stage loyalty to four-stage loyalty. International Journal
of New Technology and Research, 1 (6),48-51.

[79]

[80]

(81]

[84]

[85]

(86]

(87]

(88]

[89]

[90]

[91]

Tajeddini, K., & Ratten, V. (2020). The moderating effect of
brand orientation on inter-firm market orientation and
performance. Journal of Strategic Marketing, 28 (3),
194-224.

Takalkar, S. D. (2014). Brand Strategy Management. Sumedha
Journal of Management, 3 (3), 129.

Tijssen, I. O., Zandstra, E. H., den Boer, A., & Jager, G. (2019).
Taste matters most: Effects of package design on the dynamics
of implicit and explicit product evaluations over repeated
in-home consumption. Food Quality and Preference, 72,
126-135.

Tumjanda, A., Ayouche, N., & Subinias, E. (2018). Brand
Identity: What Went Wrong. LBMG Strategic Brand
Management-Masters Paper Series.

Urde, M., Baumgarth, C., & Merrilees, B. (2013). Brand
orientation and market orientation—From alternatives to
synergy. Journal of Business research, 66 (1), 13-20.

Umashankar, N., Bhagwat, Y., & Kumar, V. (2017). Do loyal
customers really pay more for services? Journal of the
Academy of Marketing Science, 45 (6), 807-826.

VanAuken, B. (2014). Brand aid: A quick reference guide to
solving your branding problems and strengthening your market
position. Amacom.

Van Tilburg, M., Lieven, T., Herrmann, A., & Townsend, C.
(2015). Beyond “pink it and shrink it” perceived product
gender, aesthetics, and product evaluation. Psychology &
Marketing, 32 (4), 422-437.

Wijaya, B. S. (2013). Dimensions of brand image: A
conceptual review from the perspective of brand
communication. European Journal of Business and
Managemrnt, 5 (31), 55-65.

Wilkinson, C. R., & De Angeli, A. (2014). Applying user
centred and participatory design approaches to commercial
product development. Design Studies, 35 (6), 614-631.

Yarbrough, L., Morgan, N. A., & Vorhies, D. W. (2011). The
impact of product market strategy-organizational culture fit on
business performance. Journal of the academy of marketing
science, 39 (4), 555-573.

Younus, S., Rasheed, F., & Zia, A. (2015). Identifying the
factors affecting customer purchase intention. Global Journal
of Management and Business Research.

Yuen, K. F., Wang, X., Wong, Y. D., & Zhou, Q. (2018). The
effect of sustainable shipping practices on shippers’ loyalty:
The mediating role of perceived value, trust and transaction
cost. Transportation Research Part E: Logistics and
Transportation Review, 116, 123-135.



