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ABSTRACT

1.INTRODUCTION

Despite the many investments made in brand management in holding
companies, these efforts have not proven very effective. One reason
for this issue is the lack of a comprehensive thinking and model for
branding in holdings. Therefore, according to the need of holding
companies for a suitable branding model to obtain a suitable
competitive position in the target markets of each of the subsidiary
businesses, as well as the research gap in the relevant literature, in
the present study, using a multi-level approach Efforts have been
made to compile such a model. The research method utilized in this
study is qualitative-exploratory and meta-synthesis. For this purpose,
78 articles were selected through several stages of monitoring using
chosen keywords from the Scopus and Web of Science databases and
were subjected to qualitative content analysis. The reliability of
coding results was evaluated using retest reliability and it was equal
to 73%, which is satisfactory. The identified branding pattern included
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three levels: a) wisdom or goals (long-term and short-term), b) middle
or strategies and tactics, and c) macro or internal organizational
factors affecting branding in holdings. At the micro level, goals include
creating differentiation, improving brand positioning, and creating
economic value. At the middle level, strategies included brand
architecture, brand engagement, and brand ingenuity. Finally, at the
macro level, intra-organizational factors included the management of
organizational capabilities, intra-organizational behaviors and
interactions, organizational growth and development, and
management of the organization's brand portfolio.

The relationship between brand and holdings is very important due to
the position and role of these multi-business groups in the economic
development and growth of societies (Yao and Wang, 2018). Mutual
homogenization and consolidation of the interests and economic
activities of brands and subsidiaries in order to create a brand for
the holding company can be a daring tactic in attracting capital and
obtaining long-term economic benefits (Tutoli and Alharthi, 2022).
The programs of holding companies in supporting special branding
goals have significant effects on the communication of partners
and the quality of partnership with them. Holding brand
management strategies require a deep understanding of brand
concepts and holding activities (Choi and Seo, 2021). With the
growth and development of the holdings, their activities become
more competitive and the issue of brand orientation becomes
increasingly important because it leads to their differentiation and
gaining a suitable position in the market (Tutouli and Alharthi,
2022). The problem is that holding companies with several
different businesses must offer several brands to customers in
their advertisements, because they have to deal with many
competitors due to the multitude of products and brands. For this
reason, the need for a multi-level branding model for parent
organizations is felt. On the other hand, the conventional
theorizing approach examines organizational phenomena such as
branding either at the micro level or at the macro level and is
unable to consider the top-down and bottom-up impact of
organizational phenomena.



The multi-level approach as an emerging paradigm and method is
able to see organizational phenomena including branding as multi-
level and simultaneously analyze the impact of the studied
phenomenon on a higher level and the impact of higher level
factors on the studied phenomenon (Turner, 2021). In addition,
some of the previous studies focused on branding at the
operational and technical level and with an emphasis on brand
identity (with the components of logo, name, color, font, website
design, content, and advertising) (Jalilund and Sami, 2012). ; Hung
et al.,, 2022; Saeed et al.,, 2023) and others have emphasized
branding strategies and brand management strategies. brand
(such as product line development, brand development, new
brand, and multi-branding) (Ford et al., 2022; Jestratejvik et al.,
2022; Niros et al., 2022; Hong et al., 2022b). However, branding
literature has addressed this organizational concept either from a
micro perspective (technical and operational with an emphasis on
brand components) or from a macro perspective (developing
branding strategies). Therefore, the present study aims to identify
the different layers of branding in general and at the level of
holdings in particular by using a multi-level model. In general, the
studies that presented models or frameworks for branding were
mostly single-level and did not draw different levels and layers for
it. Therefore, the main goal of the present study is to present a
multi-level model for the implementation of the branding process,
actions and activities related to each of these levels in holdings.

2. MATERIALS AND METHODS

This study is interrogative in philosophy, interpretive in approach,
and metacomposite in strategy. The target community includes
published articles about branding in holding, which can be
accessed through scientific databases including Scopus and Web of
Science. The sample includes valid articles related to the research
objectives, which the researcher uses various parameters such as;
It considered the title, abstract, content, article details (author's
name, year, etc). These articles must have been published
between 2000 and 2024. The researcher first reviews the titles of
the articles and removes the articles that are not relevant to the



research question and purpose. In the next step, it examines the
abstract of the articles that remained from the previous step and
in this step also removes the irrelevant articles. During this
process, the number of articles decreases. Due to the fact that the
current research intends to answer the research questions in the
first phase by combining the results of prior studies, the
metacombination method has been used.

3. RESULTS AND DISCUSSION

The selected articles were also evaluated based on the location
and the industry under review. Regarding the publication locations
of the articles, the United States with 22 articles, China with 7
articles, India, Italy, England and South Korea with 5 articles
respectively, had the highest number of articles published in the
field of branding in holdings. In terms of the industry examined in
the selected articles, it can be stated that 55% of the articles did
not focus on a specific industry but focused on several industries.
However, the fashion industry (6.41 percent), the fast-moving
consumer goods industry (5.13 percent), the tourism industry
(3.85 percent), and the luxury goods industry (3.85 percent) have
the highest amount of concentration in the branding research of
holding companies.

To answer the research questions, the road map framework with
three levels of goals (micro), strategies (intermediate) and
infrastructure (organizational factors) (macro) was used. Each of
the selected articles was analyzed to determine the components
and components of of these three levels, allowing for the
calculation of their concepts and codes. Because the text of the
articles is used to answer the questions, and due to the fact that
the three main categories include goals, strategy and internal
organizational factors affecting branding in the eyes of the
researchers, qualitative content analysis was used. In this way, by
using qualitative content analysis in the articles, it is tried to
identify and count appropriate and relevant codes and concepts
for the answers to the research questions.



In response to the first question of the research, 45 final codes
were obtained in relation to branding goals in holdings. In the next
step, a set of concepts was created. Finally, after going back and
forth among the codes, 10 concepts including "improving brand
financial performance", "increasing brand equity", "increasing trust
in the brand", "strengthening the brand", "increasing company
reputation”, "value growth" Creation", "Strengthening the
strategic position of brands", "Increasing bargaining power",
"Improving perceptions of the brand", "Achieving economies of
scale and diversity”, and "Achieving market intelligence" as
branding objectives in the holding company. was obtained.

To address the second research question regarding branding
strategies in holding companies, qualitative content analysis was
employed. After reviewing the selected articles, a total of 36 final
codes were extracted. From these codes, a total of 7 concepts
include "brand portfolio strategies", "branding strategies", "brand
management”, "brand complements", "brand initiatives",
"collaboration  with  stakeholders", and ‘"social media
management". For branding strategies in holdings, branding of
holdings was identified in the existing literature.

Finally, in order to provide an appropriate answer to the third
question of the research (intra-organizational factors affecting
branding in holding companies), qualitative content analysis
technique was also used through the relevant literature. In the
table below, the extracted final codes related to the third research
question (intra-organizational factors affecting branding in
holdings) are reported. In total, 48 final codes and 13 concepts
were identified including "organizational resources, capabilities,
and competencies," "customer  knowledge," "financial
investment,"  "organizational culture," "branding policy,"
"corporate governance," Expertise in the field of branding”, "Inter-
organizational changes", "National and international partnership",
"National and international coalitions", "Inter-organizational
relationship management", "Innovation strategy" and "Brand
development strategy".



According to the answers provided to the three questions related
to the components of the branding road map in the holdings in the
metacombination section, the results are summarized in the table
below. The following table shows the concepts related to the three
levels of branding road map in holdings. Considering that the road
map is examined at three levels (corresponding to the three
questions of the research, at the micro level, the category of
branding goals, at the middle level, at the category of branding
strategies and tactics, and at the macro level, the category of
internal organizational factors was discussed. At the micro level,
three goals including "creating economic value", "improving brand
position", and "creating brand differentiation" were identified. At
the middle level (strategies), three strategies including "brand
architecture", "brand interaction", and "brand genius" were
calculated. Finally, at the macro level (organizational factors),
"organizational capabilities management", "organizational
behaviors and interactions”, "organizational growth and
development", and "organization brand portfolio management" as
the most important organizational factors affecting branding in
holdings were determined.

4. CONCLUSION

Considering the importance and benefits of branding for
companies of different sizes, especially holding companies, and
despite the fact that many previous studies have dealt with
branding in small and medium-sized companies, but few studies in
the field of branding in companies large and holdings, it is
necessary to conduct a deep study to identify a road map for
holdings. In this regard, the present study tried to design a road
map by conducting a meta-combination on the studies conducted
in the field of branding in holding companies. This is the first study
that presents a multi-level model for branding in holdings. In
addition, this study has attempted to design such a model by using
the metacombination strategy and examining the results of
previous research. Therefore, the present study helps to enrich the
literature of branding in holdings.



It should be remembered that the literature on branding in
holdings is scattered and decentralized and no road map has been
provided for it so far. For this purpose, a road map with three
levels was designed. At the micro level, branding goals were
identified, at the medium level, branding strategies were
identified, and at the macro level, internal organizational factors
affecting branding in holdings were identified.

Keywords: Branding, Pattern, Brand Architecture, Multi-Level
Model, Holding.
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1. Critical Appraisal Skills Programme(2008)



rv m olo GBS 1 gl (555!

o o JoB ol Jlaie JBlas 5l coseiie Yl eles sl
asllas jo 9000, Bas> Jdow ainl 35l SVl 5l S e 10
Wil Sl

VU as Ll 3l ey Yo i § Jdnd g pS @
Jlos 4 o ogiy sla i o (2555l 6l el
Jlos 5 g csiie EYLie Sloaseio Jolds sy 5 40 Lag)]
Dol Jos a4 & jolee SYlEs 45 (gl

g sbasl -f

i WYl o RT3 Cl‘b -f

Logasd S )18 oloj)l ojee iegim b a5l csite SYLES
Slaal s ol ws gl Lagl jo solatwldyge wlid by, 4m g5
PR VIV UL SEUPUI SV LU G WS 0<: U S U 9 SO S LI SN PN BN =SSO
o) e b (VAT | als b 5l YL ) loaes
65,5 ool ol (LYFXF) T 65,50 aslllan -, b o (LYFNF) (oloys,
ol as ol s JYa il asl)l g o an candd 74k j0 0
aSl y LaSnads o gilwdipn ojeo 10 35290 Oldg e oS
U cenl pols ainse SO Gaes asllas 55 (69,50 adlllas 048 o
s Lag] 5lam . e lawslin Liogis U oo iud )bl pw)p O
Sl (17,09) o tylegl b (V) ,0F) T S _saST - L

1. Philosophical Design
2.Causual Design

3. Case Study Design

4. Exploratory Design

5. Designs of Experiments
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