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Building upon the theoretical frameworks of corporate brand management and

perspective gab between internal members, this study investigated how corporate brand management
plays a critical role in determining performance. I randomly mailed questionnaires to managers of
Japanese firms regarding directions of corporate brand managing, marketing strategy in global market
and performance.

The findings demonstrated that the impact of corporate brand management on customer performance,
effectiveness of corporate brand usage, firm performance, differentiation. In addition, the findings
offered empirical evidence that organizational climate factors (customer orientation,
inter-functional coordination) strengthened positive effect of corporate brand management. Moreover,
it was also revealed strategic fit between marketing standardization and corporate brand management
is important for performance.
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