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Abstract 

This study examines the impact of branding on product marketing performance across Karnataka’s industrial 

sectors, including textiles, food processing, manufacturing, and ICT. Drawing on secondary data from industry 

reports, case studies, and academic literature, the research highlights branding as a strategic driver of market 

differentiation, consumer trust, and sales growth. Findings reveal that firms with consistent and well-defined 

branding strategies achieve stronger market positioning, higher customer loyalty, and improved competitive 

advantage. Sectoral variations exist, with consumer-facing industries leveraging emotional and digital 

branding more effectively than traditional sectors. The study identifies challenges such as budget constraints 

and limited branding awareness among SMEs, emphasizing the need for tailored branding approaches. 

Strategic recommendations include adopting digital branding tools, ensuring message consistency, and 

integrating branding into long-term business planning. The research contributes to regional branding literature 

and offers practical insights for industrial firms in emerging economies. 

Keywords: Branding, Product Marketing, Karnataka Industries, Market Performance, Brand Equity, Digital 

Branding, SMEs. 

Introduction 

In an era marked by increasing globalization, digital transformation, and intensified market competition, 

branding has evolved from a mere promotional tool to a strategic asset capable of driving long-term business 

performance. As industries navigate rapidly changing consumer expectations and shifting market dynamics, the 

importance of creating a strong, consistent brand identity has never been more pronounced. Branding today 

transcends logos and taglines it encapsulates values, trust, and the psychological connection between the 

consumer and the product. In markets like Karnataka, which is recognized as a vibrant industrial hub in southern 

http://www.ijsrem.com/
mailto:drbinoymathew@gmail.com
https://orcid.org/0000-0002-9365-4374
mailto:pruthvipruthvi7955@gmail.com


          International Journal of Scientific Research in Engineering and Management (IJSREM) 

                         Volume: 09 Issue: 08 | Aug - 2025                                   SJIF Rating: 8.586                                       ISSN: 2582-3930                                                                                                                                               

 

© 2025, IJSREM      | www.ijsrem.com                                 DOI: 10.55041/IJSREM51731                                                   |        Page 2 
 

India, branding assumes even greater relevance as local industries compete not only on quality and pricing but 

also on perceived brand value and market positioning. 

The concept of branding, as established in marketing theory, revolves around creating distinctive identities that 

differentiate products and services in the minds of consumers (Aaker, 1996). From a theoretical standpoint, 

Brand Equity Theory and Consumer-Based Brand Equity (CBBE) models suggest that a well-positioned 

brand enhances customer loyalty, reduces marketing costs, and creates favorable perceptions, ultimately 

influencing purchase intentions and repeat buying behavior (Keller, 2003). These foundational theories posit 

that branding influences consumer perception, which in turn drives market performance. As such, the strategic 

management of brand assets becomes a crucial determinant of a company’s marketing effectiveness and 

competitive advantage. 

In the context of Karnataka's industrial sectors ranging from textiles, manufacturing, food processing, to 

emerging technology ventures the impact of branding on marketing outcomes remains a subject of practical 

relevance and academic interest. While large-scale companies often allocate substantial budgets for branding 

campaigns, small and medium-sized enterprises (SMEs) in the region face unique constraints in building 

brand value, especially in a market saturated with global and national competitors. Furthermore, the diverse 

nature of Karnataka’s industries demands that branding strategies be context-sensitive, customer-focused, 

and aligned with local cultural and economic factors. This brings forth an important research question: To what 

extent does branding influence product marketing performance across Karnataka’s industrial sectors, and how 

can firms leverage branding as a strategic tool for market success? 

The core problem addressed in this study stems from the observation that while branding is widely recognized 

as essential, its actual impact on marketing outcomes in industrial settings remains underexplored 

particularly in regional economies like Karnataka. Despite the proliferation of brands, many businesses still 

struggle to understand the strategic contribution of branding to sales growth, customer acquisition, and 

market share. In addition, there is a tendency among some firms to equate branding with mere visual identity, 

neglecting its broader strategic dimensions, including brand personality, value propositions, and emotional 

resonance with consumers. 

Current trends in marketing highlight a shift towards experience-driven branding, where consumers seek 

authenticity, consistency, and purpose from brands (Iglesias, Ind, & Alfaro, 2013). Moreover, digital platforms 

have empowered customers with information and choice, making traditional branding approaches less effective. 

In Karnataka, where digital adoption is rising rapidly across urban and semi-urban sectors, companies must 

adapt to these changing realities. However, several challenges persist, including limited access to branding 

expertise, budget constraints, and insufficient understanding of customer expectations. Additionally, local 

industries often lack the analytical tools and frameworks to evaluate branding effectiveness, leading to a 

gap between strategic intent and market execution. 

http://www.ijsrem.com/
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The significance of this study lies in its potential to offer evidence-based insights into how branding contributes 

to marketing success in the industrial sectors of Karnataka. By analyzing patterns, frameworks, and outcomes 

associated with branding initiatives, the study can inform marketing managers, brand consultants, and 

policy makers on effective branding practices tailored to regional contexts. For businesses operating in 

resource-constrained environments, understanding the strategic levers of branding can help optimize limited 

budgets and improve customer engagement. Academically, the study adds value by bridging theoretical models 

of brand equity with real-world industrial practices, thus contributing to the broader discourse on strategic 

marketing in emerging economies. 

The scope of the study is limited to selected industries operating within Karnataka, with particular attention to 

those sectors where branding plays a visible role in consumer purchase behavior. The research encompasses 

both traditional and modern sectors, providing a comparative understanding of branding across different 

industrial contexts. While the study seeks to highlight patterns and strategic implications, it does not engage in 

primary data collection such as consumer surveys or interviews. Instead, it relies on existing data sources, 

industry reports, branding case studies, and scholarly literature to draw conclusions. 

Despite its value, the study acknowledges certain limitations. First, the reliance on available literature and 

industry data may limit the depth of insight into firm-specific branding strategies. Second, the findings may not 

be universally applicable across all Indian states or global markets due to cultural, economic, and regulatory 

differences. Finally, the rapidly changing digital landscape means that branding strategies need continuous 

adaptation, and the insights offered here should be viewed as part of an ongoing strategic evaluation rather 

than static conclusions. 

This research is timely and relevant, given the growing emphasis on strategic branding as a driver of marketing 

effectiveness. By examining how branding influences product marketing performance within Karnataka’s 

diverse industrial sectors, the study aims to provide practical frameworks and strategic guidance to 

businesses and marketing professionals. It builds on theoretical foundations while addressing contemporary 

market challenges, ultimately offering a regionally grounded yet globally relevant perspective on branding 

and product marketing. 

Review of Literature 

1. Branding as a Strategic Variable 

Branding has been widely recognized as more than just a marketing function; it is a core component of a firm’s 

strategic direction. Aaker (1996) defines branding as a unique set of associations embedded in a product or 

service, which adds value both in the short and long term. Branding serves as a strategic differentiator in markets 

that are highly competitive and saturated with similar offerings. According to Keller (2003), the Customer-

Based Brand Equity (CBBE) model emphasizes the importance of brand awareness, brand associations, 

perceived quality, and brand loyalty as key drivers of brand equity that influence consumer behavior. Strong 
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branding not only affects the psychological positioning of a product but also creates a perception of quality, 

credibility, and trustworthiness, which can directly influence purchasing decisions. 

Furthermore, Kotler and Keller (2016) suggest that companies with strong branding enjoy several strategic 

advantages, such as higher price premiums, better customer retention, and enhanced stakeholder trust. These 

advantages are particularly relevant in the industrial context, where buyers often rely on brand reputation as 

a signal of performance and reliability (Kapferer, 2012). For industrial firms in regions like Karnataka, branding 

becomes a vital tool to enhance visibility, attract partnerships, and sustain growth in both domestic and global 

markets. 

2. Product Marketing Performance 

Product marketing performance refers to the effectiveness with which a product achieves its marketing 

objectives ranging from market penetration, customer engagement, sales growth, to brand loyalty. According to 

Narver and Slater (1990), product performance is closely linked to market orientation, customer value creation, 

and differentiation. Companies that align their product offerings with consumer expectations and market trends 

are more likely to achieve sustained performance in the long run. 

Research by Kotabe and Helsen (2011) points out that consistent branding efforts enhance market 

responsiveness, reduce the risk of product failure, and improve marketing return on investment (ROI). The 

success of product marketing initiatives is often a reflection of the clarity, consistency, and strength of the 

brand. When branding is executed strategically, it improves the overall perception of product value, making 

marketing campaigns more effective and less dependent on promotional tactics (Keller, 2003). 

Empirical studies have also shown a positive correlation between brand strength and product performance 

indicators such as sales growth, market share, and consumer satisfaction. For instance, a study by Rahman et al. 

(2018) examining Indian SMEs found that consistent branding improved customer acquisition and market 

positioning, especially when firms focused on emotional branding and storytelling. 

3. Interrelationship Between Branding and Product Marketing Performance 

The synergy between branding and product marketing performance has been a topic of growing academic 

inquiry. Keller and Lehmann (2006) argue that brand strength can serve as an amplifier of product marketing 

efforts, enabling firms to reach larger audiences with fewer resources. Brand equity, in particular, functions as 

a buffer against competitive pressures and enhances the effectiveness of promotional campaigns. 

In the industrial sector, branding often plays a more nuanced role. Unlike consumer goods, industrial purchases 

are typically influenced by long-term relationships, technical specifications, and post-sale support. 

However, branding still matters especially in influencing perceptions of innovation, reliability, and 

professionalism (Mudambi, 2002). A strong industrial brand can increase buyer confidence, facilitate B2B 

partnerships, and attract investor interest. 

http://www.ijsrem.com/
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In the Indian context, the relationship between branding and performance is further complicated by regional 

diversity, pricing sensitivity, and varied consumer behavior patterns. A study by Shetty and Bhat (2019) 

focusing on Karnataka-based industries highlighted that firms with consistent branding strategies outperformed 

their competitors in terms of customer loyalty and regional market reach. This underscores the importance of 

adapting branding to local contexts while maintaining strategic clarity. 

Research Gap 

While the literature confirms that branding plays a pivotal role in enhancing product marketing performance, 

several notable gaps remain, particularly in the context of regional industrial ecosystems like Karnataka: 

1. Geographic Specificity: Most branding research has concentrated on multinational corporations 

or large consumer brands in metro regions. There is limited academic exploration of how branding 

functions in industrial sectors located in tier-2 and tier-3 regions such as those in Karnataka. 

2. Industrial Sector Focus: The majority of studies focus on branding in the context of FMCG or 

retail sectors. However, the industrial and manufacturing domains which form the economic 

backbone of Karnataka remain under-represented in branding literature. 

3. Lack of Strategic Alignment Analysis: Few studies have examined how branding aligns with 

broader marketing strategies in resource-constrained settings. Especially in SMEs and mid-sized 

industrial firms, the connection between branding efforts and marketing performance remains anecdotal 

rather than empirically tested. 

4. Contextual Adaptation in Emerging Economies: There is a lack of region-specific insights 

into how branding strategies must evolve to suit cultural, economic, and regulatory frameworks 

unique to emerging economies like India. Global branding models often overlook these crucial 

contextual variations. 

5. Evidence-Based Evaluation: Much of the existing literature is conceptual or qualitative. There 

is a shortage of evidence-backed evaluations on how branding directly contributes to measurable 

product marketing outcomes within Karnataka’s industrial sectors. 

Objectives of the Study 

1. To examine the strategic role of branding in enhancing product marketing performance across 

various industrial sectors in Karnataka. 

2. To analyze industry-specific branding trends and assess their effectiveness in influencing 

consumer perception and market positioning. 

3. To evaluate the relationship between brand strength and product marketing outcomes using 

documented secondary data from industrial case studies, reports, and performance metrics. 

http://www.ijsrem.com/
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Research Methodology 

Research Type 

The present study adopts a descriptive and analytical research design. The descriptive aspect aims to 

document and categorize branding practices and trends across selected industries, while the analytical 

component involves interpreting data to evaluate the strategic link between branding and product marketing 

outcomes. 

Data Source 

This study is grounded in secondary data, sourced from credible and authentic materials such as: 

• Annual industry reports from government and trade associations 

• Published research articles and academic journals 

• Market research studies conducted by recognized agencies 

• Company branding case studies 

• Statistical data from reports by the Karnataka Udyog Mitra, Ministry of MSMEs, and 

Confederation of Indian Industry (CII) 

Sample Frame 

The study focuses on industrial sectors in Karnataka, with specific attention given to industries known for 

active brand engagement. These include: 

• Textiles and apparel 

• Food processing 

• Manufacturing and engineering goods 

• Information and communication technology (ICT) 

Within each sector, the study selects firms that have established branding strategies, as documented in case 

studies or industry analyses. 

Sample Size 

Although the study does not rely on primary data collection through surveys, it includes an analytical review 

of approximately 20–25 companies, selected based on the availability and richness of branding and marketing 

performance data. These companies vary in size—from small and medium enterprises (SMEs) to large industrial 

firms. 

Analytical Tools and Techniques 

To analyze and interpret the data, the following statistical and interpretative tools are employed: 

• Content Analysis: Used to examine brand positioning, messaging, and identity strategies across 

firm case studies. 

• Comparative Analysis: Enables comparison of branding effectiveness across different industrial 

sectors and company sizes. 

http://www.ijsrem.com/
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• Trend Analysis: Helps identify recurring branding patterns and their relation to product 

performance indicators such as growth rate, market reach, and customer loyalty metrics. 

• Cross-Referencing: Ensures validation of branding outcomes by comparing branding practices 

with corresponding marketing performance data available from multiple sources. 

 

Data Interpretation and Analysis 

1. Branding as a Performance Driver 

Across industries such as food processing and apparel manufacturing, companies with consistent and 

differentiated branding strategies have reported better product market traction, higher levels of customer 

engagement, and improved competitive positioning. For example, in the textile sector, regional brands that 

embraced storytelling and heritage-based branding themes observed a noticeable increase in brand loyalty and 

market visibility. Branding, in these cases, worked not merely as a marketing supplement but as a core value 

differentiator. 

2. Sectoral Variation in Branding Maturity 

The analysis indicates sectoral disparities in branding maturity. While ICT-based industries and consumer-

facing product manufacturers demonstrated high investment and strategic planning in branding, traditional 

industries such as engineering goods and manufacturing appeared to rely more on technical quality and price 

competitiveness than on brand building. This highlights a need for greater awareness in under-branded sectors 

about the long-term benefits of structured branding. 

3. Branding Consistency and Market Impact 

Companies with brand consistency i.e., those maintaining uniform brand messages, visual identity, and 

customer experience across channels showed better marketing performance indicators, such as higher repeat 

purchase rates and greater market recall. This was particularly visible in firms leveraging digital branding 

platforms, where cohesive brand identity directly correlated with better audience targeting and lead conversion. 

4. Case-Based Insights 

A case analysis of select Karnataka-based firms, including well-known agro-industrial and textile companies, 

revealed that those that underwent brand revitalization or repositioning over the last 5–7 years reported an 

increase in product demand both in domestic and export markets. Such findings reinforce the strategic value of 

brand reinvention and customer-centric branding evolution. 

5. Relationship Between Branding and Sales Growth 

Data from industry reports suggest that firms with strong brand equity enjoyed higher sales growth over time. 

For instance, firms that invested in storytelling, sustainability-focused branding, or local cultural integration 

into branding witnessed better consumer trust, translating into measurable marketing success. 
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Discussion 

The strategic role of branding in enhancing product marketing performance across various industrial 

sectors in Karnataka. 

• Understanding branding as a strategic function - This objective seeks to move beyond the 

traditional view of branding as merely a design or promotional exercise. It emphasizes the strategic 

significance of branding in shaping consumer behavior, influencing purchase decisions, and building 

long-term business value. The goal is to analyze how industrial firms in Karnataka utilize branding as 

an integral component of their marketing strategies. 

• Evaluating the depth of branding integration in business operations - Many companies view 

branding in isolation from broader organizational goals. This objective aims to study how deeply 

branding is embedded into a firm’s core identity, marketing activities, customer engagement plans, 

and product development efforts, rather than treating it as an occasional branding campaign or visual 

redesign. 

• Investigating how branding influences key performance metrics - The study explores how 

branding directly contributes to marketing performance indicators such as product visibility, brand 

recall, customer loyalty, and sales revenue. The idea is to assess whether a strong brand presence 

translates into tangible business outcomes in industrial sectors that are traditionally driven by price and 

functionality. 

• Examining the branding strategies employed in a competitive industrial landscape - 

Karnataka houses a wide spectrum of industries ranging from textiles and manufacturing to food 

processing and information technology. This objective helps identify how companies strategically use 

branding to differentiate themselves in crowded markets, especially when competing with national 

and global players. 

• Identifying branding challenges specific to industrial firms - Branding in industrial settings 

comes with its own challenges. Unlike consumer-facing businesses, industrial firms may struggle to 

personalize their brand or emotionally connect with buyers. This objective focuses on identifying these 

limitations and understanding how firms address them. 

 

Industry-specific branding trends and assess their effectiveness in influencing consumer perception and 

market positioning. 

• Exploring sector-wise branding evolution in Karnataka - Branding is not uniform across all 

industries. This objective studies how branding trends vary across different industrial sectors in 

Karnataka, such as how agro-processing firms focus on authenticity and local sourcing, while 

technology firms emphasize innovation and modernity. 

• Identifying emerging branding patterns and practices - This objective aims to document 

recent and emerging trends in branding such as sustainability messaging, digital branding, heritage 

http://www.ijsrem.com/
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branding, and customer experience branding that are being adopted by regional firms. The study will 

also observe which of these trends have gained traction and why. 

• Assessing branding effectiveness through consumer response and market data - A critical 

part of this objective is measuring the impact of branding strategies on consumer perception. Are 

consumers more likely to trust or engage with a well-branded industrial product? Do they associate 

branding with quality and reliability in the B2B space? The objective focuses on answering these 

questions using industry insights. 

• Highlighting innovative branding efforts by regional firms - Some companies in Karnataka 

have been proactive in building unique and compelling brands. This objective will include case-based 

insights into such companies analyzing how these branding efforts were conceptualized, implemented, 

and received in the marketplace. 

• Understanding the role of digital platforms in branding strategies - With the growing 

importance of online visibility, the study also explores how firms are using digital tools social media, 

websites, online catalogues to strengthen their brand image. It considers how digital branding has 

become essential in enhancing reach, especially for SMEs. 

 

The relationship between brand strength and product marketing outcomes using documented secondary 

data from industrial case studies, reports, and performance metrics. 

• Establishing a correlation between branding and performance outcomes - The central aim 

of this objective is to provide evidence-based insights into how branding influences marketing success. 

By using secondary data such as sales figures, customer retention metrics, and market share reports, the 

study seeks to validate the direct or indirect impact of brand equity on product marketing outcomes. 

• Analyzing documented case studies and industrial reports - The study draws on existing case 

studies, research reports, and market data from companies in Karnataka. This objective helps interpret 

these materials to derive meaningful conclusions about how well-branded companies perform 

compared to lesser-branded ones in similar market conditions. 

• Measuring brand strength across key dimensions - Brand strength is a multi-dimensional 

concept. This objective analyzes aspects such as brand awareness, perceived quality, brand 

associations, emotional connection, and loyalty, and how these dimensions relate to the marketing 

success of a company’s product offerings. 

• Comparing branding impact across different company sizes and sectors - Does branding 

benefit large firms more than SMEs? Does it have a greater influence in consumer-facing industries than 

in industrial goods? This objective enables comparative analysis to understand how branding 

effectiveness varies with organizational size, sector, and customer base. 

• Highlighting gaps between branding strategies and market execution - In many instances, 

firms may have a solid branding vision but fail to execute it effectively across marketing channels. This 

http://www.ijsrem.com/
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objective uncovers such execution gaps by comparing branding intentions (from reports and strategy 

documents) with actual outcomes (from market performance data). 

 

Findings 

The study revealed several insightful findings regarding the role and impact of branding on product marketing 

performance in Karnataka’s industrial sectors. Firstly, firms that integrated branding as a core element of their 

strategic planning demonstrated stronger market positioning and higher levels of product differentiation. These 

companies experienced increased brand recognition, which positively influenced customer loyalty and sales 

performance. Secondly, branding efforts varied significantly across industries. While sectors such as textiles 

and food processing actively leveraged emotional and cultural branding techniques, many firms in the 

manufacturing and engineering segments relied primarily on technical specifications, underutilizing branding 

potential. 

Another notable finding was the growing reliance on digital platforms for branding, especially among mid-sized 

firms. Digital branding helped firms amplify their reach and communicate their value propositions more 

effectively. Furthermore, businesses that maintained consistent brand identity across communication channels 

saw a more favorable customer response. The research also identified that smaller firms often face limitations 

in branding due to budget constraints, lack of branding knowledge, or perceived irrelevance. However, those 

who invested even modestly in branding reaped measurable marketing benefits. Finally, the analysis confirmed 

that branding, when aligned with customer expectations and market demands, significantly enhances product 

marketing performance, especially in competitive industrial landscapes like Karnataka. 

 

Suggestions 

1. Adopt Branding as a Long-Term Strategy: Industrial firms, regardless of size, should consider 

branding not as an optional marketing activity but as a long-term investment that influences consumer 

perception and competitiveness. 

2. Sector-Specific Branding Approaches: Firms should tailor branding strategies based on their 

industry’s characteristics. For instance, heritage and sustainability-focused branding work well in 

textiles, whereas trust and innovation messaging are effective in manufacturing and tech sectors. 

3. Leverage Digital Branding: Small and medium enterprises (SMEs) should actively use low-

cost digital tools such as websites, social media, and email campaigns to build and reinforce their brand 

identity. 

4. Capacity Building on Branding: Industry bodies, government agencies, and trade associations 

should organize workshops to enhance awareness among SMEs about the importance and techniques of 

strategic branding. 

5. Consistent Brand Messaging: Companies should maintain consistent visuals, messages, and 

tone across all touchpoints to strengthen brand recall and customer trust. 

http://www.ijsrem.com/
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6. Measure Branding Impact: Firms should monitor the effectiveness of their branding strategies 

using performance indicators such as market share, customer acquisition rate, and repeat purchase 

frequency. 

 

Managerial Implications 

The study offers key takeaways for managers seeking to improve their firm’s market performance. It emphasizes 

that branding is a strategic enabler and should be incorporated into core decision-making processes. Managers 

must allocate adequate resources to branding and ensure it aligns with business goals and customer expectations. 

The findings highlight the importance of brand consistency, storytelling, and digital engagement as tools to 

reinforce market presence. Managers should also foster internal brand culture, ensuring that all employees 

understand and support the brand values, which in turn enhances external brand authenticity. 

 

Societal Implications 

Branding has implications that go beyond corporate profits. In Karnataka’s industrial sectors, effective branding 

can lead to regional economic development by elevating local products to national and global markets. A 

strong brand identity rooted in regional culture can foster community pride and encourage local 

entrepreneurship. Furthermore, brands that emphasize ethical sourcing, sustainability, and social impact can 

educate consumers, promote responsible buying behavior, and contribute to social value creation. When 

companies authentically integrate societal values into their brand, they help bridge the gap between business 

and social responsibility. 

Research Implications 

This study contributes to branding and marketing literature by providing a region-specific, industry-oriented 

perspective. It reinforces the applicability of strategic branding theories in industrial contexts, particularly 

within emerging economies like India. Researchers can build upon this work by exploring branding-

performance linkages in other states or industry clusters, or by incorporating primary data for deeper 

behavioral insights. The study also opens avenues for comparative research between urban and rural branding 

strategies, as well as global versus local brand dynamics in industrial markets. 

 

Future Scope of the Study 

The study, based on secondary data, provides a strong foundation for future research but also highlights several 

areas that merit deeper investigation. Future studies can include primary data collection through surveys or 

interviews with branding professionals, managers, and customers to validate and enrich the findings. There is 

also potential for conducting sector-specific case studies to explore branding nuances in greater detail. 

Furthermore, longitudinal studies that track branding investments and performance outcomes over time would 

offer insights into the long-term value of brand building. Another promising area is the integration of AI and 

analytics in branding strategies—an emerging field particularly relevant for digital-first firms. 

http://www.ijsrem.com/
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Conclusion 

The findings of this study underscore the growing importance of branding as a strategic asset in Karnataka’s 

industrial sectors. Firms that actively invest in brand development and manage it consistently tend to outperform 

their competitors in terms of customer engagement, product recognition, and overall market performance. While 

the extent and form of branding vary across industries, its positive influence on marketing outcomes remains 

evident. The study also identifies barriers such as budget limitations and lack of awareness, particularly among 

SMEs, which hinder optimal branding efforts. Addressing these barriers through policy support, industry 

collaboration, and knowledge-sharing initiatives can unlock branding’s full potential for regional economic 

growth. Ultimately, the research highlights that effective branding is not just about aesthetics it is about creating 

value, trust, and relevance in the eyes of the consumer, which are crucial ingredients for enduring market 

success. 
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