Exploiting brand marketing for building brand reputation, competence and loyalty among consumers: A Conceptual Model.
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Abstract: Brand marketing plays a pivotal role in shaping consumer perceptions, fostering brand reputation, building brand competence, and nurturing brand loyalty. This paper presents a conceptual model that explores the strategic utilization of brand marketing strategies to enhance these essential brand dimensions. Drawing on existing literature and theoretical frameworks, the model delves into the interconnections between brand marketing efforts, consumer perceptions, and behavioural outcomes. The conceptual framework aims to provide a comprehensive understanding of how various brand marketing strategies contribute to the development of brand reputation, competence, and loyalty.
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Introduction: 
In the contemporary business landscape, the significance of brand marketing in shaping consumer perceptions, fostering brand reputation, building brand competence, and nurturing brand loyalty cannot be overstated. Brands have become more than mere products or services; they are symbols that carry meaning, emotion, and identity. As consumers are bombarded with an ever-growing array of choices, the challenge for businesses to stand out and establish a meaningful connection with their target audience is paramount. 
Brands serve as essential vehicles for conveying value propositions to consumers. A strong brand has the potential to create a distinctive image in the minds of consumers, effectively differentiating a company's offerings from those of its competitors. Brand marketing encompasses a multifaceted set of strategies and tactics that encompass everything from traditional advertising to digital engagement. These strategies, when effectively executed, can influence consumer perceptions and behaviors in profound ways, ultimately impacting a brand's reputation, competence, and loyalty. In a digitally interconnected world, consumers have greater access to information, enabling them to scrutinize brands in unprecedented ways. Consequently, a brand's reputation has transitioned from being solely built on product quality to being intertwined with ethical considerations, social responsibility, and transparency. Furthermore, as markets become saturated with similar products and services, consumers are increasingly evaluating brands based on their perceived competence – the brand's ability to consistently deliver on its promises and meet expectations. Loyalty, another pivotal aspect of brand success, is cultivated through the establishment of emotional connections and the demonstration of value. Brand marketing's role in fostering these connections and demonstrating value is pivotal in retaining customers and transforming them into brand advocates. This paper's conceptual model seeks to offer a structured understanding of how various brand marketing strategies contribute to the development of brand reputation, competence, and loyalty. 
The primary objective of this paper is to present a conceptual model that delineates the interrelationships between brand marketing strategies, consumer perceptions, and brand dimensions. This paper is divided into several sections that contribute to a thorough examination of the concept of utilising brand marketing to build brand reputation, competence, and loyalty among consumers: The second section delves into the body of literature on brand reputation, brand competence, and brand loyalty, as well as the role of brand marketing in shaping these dimensions. The proposed conceptual model is introduced and elucidated in the third section, which details the various components and their interconnections. The fourth section discusses practical implications for businesses as well as recommendations for effectively leveraging brand marketing strategies. The paper concludes by summarising the key findings and emphasising the significance of strategic brand marketing in establishing reputation, competence, and loyalty.
Literature Review 
Brands are frequently the primary points of differentiation between competing goods in consumer marketing, and as a result, they can be extremely important to a company's success (Wood, 2000). Customers can use brands to identify origins or manufacturers, and manufacturers or distributors can be made aware of their responsibilities. Most importantly, brands hold personal meaning for customers. Based on their own experiences with the items and years of manufacturer marketing plans, customers can determine which brands are acceptable and which do not meet their needs. As a result, a brand has become a sort of abbreviation for tools or processes that aid in product selection (Keller, 2001). People can reasonably infer a variety of different meanings about brands and words they see and hear (Kuksov, 2007). As a result, brands can assist consumers in connecting the various components of a product's various components. Brands have been widely used for millennia to differentiate between objects based on their origin and physical characteristics (Wang and Tzeng, 2019).While brand loyalty, brand image, and brand equity are frequently discussed, brand reputation and brand competency are not. Brand reputation and brand competence both contribute to the development of brand loyalty. Customers evaluate brands based on these characteristics before making a purchase (Lau and Lee, 1999). Brand properties play an important role in determining brand loyalty.
Brand Reputation 
Brand reputation refers to how a specific brand (for individual or company) is perceived by others. Satisfactory brand reputation manifests itself when customers trust the company’s products and services, and feel good about purchasing them. Various studies carried out in the field of brand reputation (Fiaz et al., 2019). Extrinsic cues associated with a product's name but not its physical structure has been defined as reputation (Zeithaml, 1988). The flow of information between users has a large influence on brand reputation, which is constantly changing (Herbig & Milewicz, 1993). Brand reputation is defined by Fombrun et al., 2000 as the characteristics that consumers associate with a brand. Finally, Siltaoja (2006) asserts that brand reputation is a predictor of future behaviour as well as a barometer of a brand's past success in meeting commitments and exceeding stakeholder expectations. According to Melo and Garrido-Morgado (2012), a brand typically gains reputation when it differentiates itself from competitors by providing distinctive attributes such as innovation, high-quality service, distinctive and comprehensive service, and so on. The brand's reputation can provide it with a significant competitive advantage in the marketplace. The importance of brand reputation is highlighted by the fact that when consumers lack product knowledge, they rely on a brand's reputation to make purchasing decisions (Schinietz & Epstein, 2005). When it comes to brand reputation, another factor to consider is how difficult it is to replicate (Smaiziene & Jucevicius, 2009). As a result, firms compete for brand reputation, aware that those with a strong reputation across their product lines can command the highest sales prices, giving them a competitive advantage (Loureiro & Kaufmann, 2016). In a variety of fields, brand loyalty has been linked to a positive perception of a company's reputation (Groth, 2005; Loureiro & Kastenholz, 2011; Sandra et al., 2017; Walsh & Beatty, 2007).
Brand Competence 
A competent brand is capable of resolving a customer's issue and meeting their needs (Butler, 1991). A common goal of every organisation is to gain expertise in a handful of key areas while also managing its brand within these domains. Each marketer is accountable for determining their customers' precise needs in relation to their product. The organisation should avoid creating any doubt in the minds of its customers about the brand's ability to perform. Consumers must be convinced of the brand's ability to deliver results. As authorities in their respective fields, marketers should choose their key opinion leaders with care and present them with a brand persona that is representative of the company's image. For technical equipment, key opinion leaders include highly qualified engineers, while for pharmaceutical products, well-known physicians serve as key opinion leaders. A competent brand possesses critical components necessary for resolving consumer issues. Utilization of a brand is only one method for determining brand competency (Lau, and Lee, 1999; Christou, 2004). Brand competence, as defined by the Brand  Intentional Agents Framework (BIAF), is a brand's capacity to accomplish its objectives (Kervyn, Fiske, & Malone, 2012). Additionally, one of the five defining characteristics of a brand's personality is identified as brand competence (Aaker, 1997). Aaker and Keller (1990) emphasised the importance of consumers' perceptions of brand competence when evaluating brand extensions, arguing that stretching a brand beyond its perceived competence would harm extension products. Brands with a high perceived level of brand competence, on the other hand, are more likely to expand faster and farther than brands with a low perceived level of brand competence. Brand loyalty has been attributed to a favourable perception of a brand's competence across a range of industries (Alhadid, 2015).
Brand Loyalty
Brand loyalty involves consumers repeatedly choosing a specific brand over alternatives and demonstrating a willingness to advocate for the brand. Brand marketing can foster loyalty by creating emotional connections, offering rewards programs, and engaging customers in interactive experiences that resonate with their values. Brand loyalty is defined as a consumer's positive attitude towards a brand as well as his or her commitment to purchase the brand's products or services on a consistent basis, regardless of the brand's competitors. Oliver (1999) defines brand loyalty as "a strong commitment to continue purchasing a preferred product or service in the future, despite situational influences and marketing efforts that may cause switching behaviour." Brand loyalty has been considered a critical indicator of a company's marketing success across a wide range of industries for many years (Yoo and Bai, 2012).

Conceptual Model 
The proposed conceptual model illustrates the relationships between brand marketing strategies and the dimensions of brand reputation, competence, and loyalty. The model consists of three main components: Input Variables (Brand Marketing Strategies), Mediating Variables (Consumer Perceptions), and Output Variables (Reputation, Competence, Loyalty).
Input Variables: Brand Marketing Strategies
· Advertising and Promotion: Utilizing various media channels to communicate brand messages, benefits, and promotions.
· Content Marketing: Creating valuable and relevant content to engage and educate consumers.
· Social Media Engagement: Interacting with consumers on social platforms to build a sense of community and brand affinity.
· Influencer Collaborations: Partnering with influencers to leverage their credibility and reach.
· Experiential Marketing: Creating memorable, immersive experiences that forge emotional connections with the brand.
3.2 Mediating Variables: Brand Reputation and Competence
· Brand Reputation: The overall assessment of a brand's standing in the eyes of consumers and stakeholders.
· Brand Competence: The perceived ability of the brand to fulfill consumer needs and deliver value.
3.3 Output Variables: Loyalty
Brand Loyalty: Consumer commitment to repeatedly choose the brand and recommend it to others.
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4. Implications and Managerial Recommendations: The proposed conceptual model provides insights into the strategic utilization of brand marketing strategies for enhancing brand reputation, competence, and loyalty. To exploit these dimensions effectively, managers can consider the following recommendations:
· Maintain Consistency: Ensure brand messaging, visuals, and experiences align consistently across all marketing channels.
· Evoke Emotions: Develop marketing campaigns that evoke positive emotions and resonate with consumers' values.
· Foster Engagement: Create opportunities for consumers to actively engage with the brand through interactive content and experiences.
· Prioritize Quality: Emphasize the brand's commitment to delivering high-quality products and services.
· Empower Advocacy: Implement loyalty programs that reward brand advocates and encourage word-of-mouth marketing
5. Conclusion:
 In an increasingly competitive market, brand marketing is a strategic tool for building brand reputation, competence, and loyalty. This paper's conceptual model sheds light on the intricate connections between brand marketing strategies, consumer perceptions, and brand dimensions. By employing the insights and recommendations outlined in this model, companies can harness the power of brand marketing to cultivate a strong brand identity, establish competence, and foster unwavering consumer loyalty.
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