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Many business owners that my more senior 
colleagues have come across tend to agree 
that branding is important, but they will 
only engage in strategic branding activities 
when they have enjoyed some success.  This 
indicates that these business owners think 
that branding is the reward for success 
– not the reason.  The reverse instead, is 
true.  Branding is all about differentiating a 
company from its competitors.2  Given that 
start-up companies usually enter a market 
that is already populated by strong and 
entrenched players, it becomes even more 
important for a start-up to differentiate itself.  
Branding is therefore as important for a 
start-up company as it is for an established 
company, but for different reasons.  

An established company needs branding 
to maintain its point of differentiation so 
that the brand continues to be relevant in 
the minds of its customers.  For a start-up, 
it needs branding to establish its point of 
differentiation from what is already in the 
market, so that customers will have a reason 
to consider buying from it.  If a company 
fails to differentiate itself, it will either be 
forced out of the market or it will have to sell 
much cheaper to secure sales.3  In a start-
up, due to its lack of resources and small 
size, branding efforts will usually be driven 
by the founder/CEO.  If the founder/CEO 
fails to manage the brand, he/she will allow 
competitors to manage the brand – usually 
out of the market.

Up to 90% of companies fail not long after they are founded.1  Given such long odds, new 
companies that can survive past their third year are quite remarkable.  Companies that can 
go from zero to become a star performer by their third year belong to a rather elite group, 
especially new companies that are launched into mature and highly competitive categories 
such as industrial equipment.  In this article, StrategiCom’s Research Analyst, Ms Lerisca 
Lensun, examines the role of the leader in ensuring that a start-up not only survives, but creates 
a sustainable and profitable business.
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1 Bruner, F. Robert (2005), “Deals From Hell”, John Wiley & Sons, Inc, pp. 1
2 Keller, K. L. 2002. Branding and brand equity. Bart Weitz, Robin Wensley, eds. Handbook of Marketing. Sage Publications, London, UK, 151–178.
3 Hoeffler, S., K. L. Keller. 2003. The marketing advantages of strong brands. J. Brand Management 10(6) 421–445.
4 Timmons, J.A. (1999), “New Venture Creation”, 5th edn. McGraw Hill, Boston, pp. 27
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Start-ups or new business ventures generally 
lack formalised internal structures and 
processes. Timmons, in his book, “New 
Venture Creation” defines a start-up as a raw 
company with lesser organisational structure 

that acts legally and economically in a 
market for a short time.4  Start-ups compete 
in an equally competitive environment, 
and one that is characterised by the same 
dynamic market trends as larger firms. The 
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21st century environment is characterised 
by a borderless yet connected world, 
increasingly fierce innovation activities, 
hyper-competition, and rapid technological 
change, which provides an interface for start-
ups to begin early brand building efforts.5  

Most start-up leaders successfully 
manoeuvre within complex environments 
(often with limited experience) as a result 
of good differentiation.6  When competition 
heightens, start-ups face the danger of being 
eliminated when they are unable to establish 
their brand within a short time.7  This is a 
major challenge due to the lack of resources 
and knowledge, made worse when there is 

no former market success. As such, branding 
for start-ups is becoming more relevant8 due 
to the difficulty seen in developing highly 
differentiated and credible products; after 
all, it is relatively easier to replicate products 
and services that are already in the market.9  
In a crowded market with so many me-too 
products, branding is now a necessity since 
differentiation and positioning have extended 
from products to the whole corporation.10  

Markets too, are becoming more fragmented 
as customers become more sophisticated. 
Now, companies can no longer rely on 
market predictions or preferential products 
simply because the rules of competition have 
changed.   

The role of the leader is found to be extremely 
crucial, especially for start-ups. A study in 
2000 in the United Kingdom found that 45% 
of businesses fail within the first three years. 
For those that successfully passed the three-
year mark, it was found that those leaders 
were able to demonstrate independence 

and individuality, with a capacity to manage 
complexity.11   This illustrates the crucial role of 
a leader in the infancy of an organisation. 
Business literature has expounded on the 
roles of the start-up leader in the branding 
process. In this context, a start-up leader 
is the main driver of the public relations 

The ROleS Of leaDeRS IN STaRT-Up BRaNDS

5 Ireland, R. Duane., and Michael A. Hitt. (2005), “Achieving and maintaining strategic competitiveness in the 21st century: The role of strategic leadership”, 
Academy of Management Executive, Vol. 19, No. 4, pp. 63 - 77
6 Rode, Verena., and Christine Vallaster. (2008), “Corporate Branding for Start-ups: The Crucial Role of Entrepreneurs”, Corporate Reputation Review, Vol. 8, 
No. 2, pp. 121-135
7 Timmons, J.A. (1999), “New Venture Creation”, 5th edn. McGraw Hill, Boston, pp. 32 - 40
8 Aaker, David. (2003), “The Power of the Branded Differentiator”, MIT Sloan Management Review, Vol. 45, No. 1, pp. 83-87
9 Walters, D., and June Buchanan. (2001), “The new economy, new opportunities, and new structures”, Management Decision, Vol. 39, No. 10, pp. 818-834
10 Hatch, Mary Jo., and Majken Schultz. (2003), “Bringing the corporation into corporate branding”, European Journal of Marketing, Vol. 37, No. 7/8, pp. 
1041-1064
11 Puplampu, Bill Buenar. (2005), “Skills, structure and leadership: critical variables for SME internationalisation”, In Kuada, John (Eds.) Internationalisation and 
Enterprise development in Ghana (pp.129-194 ). Adonis and Abbey Publishers Ltd: Business and Economics
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efforts of the firm.12  Other unique roles 
include the expression of passion for the 
brand which needs to be personified.13  In 
the human resource management aspect, 
start-up leaders have the expected role of 
facilitating brand buy-in from all staff. For 
many small businesses, the founder, CEO 
and general manager are likely to be the 
same person, so the weighty responsibility 
of achieving stakeholder buy-in falls on 

him/her.14 To build a successful start-up 
brand, it is important for start-up leaders to 
understand how to prioritise the complexity 
of tasks and responsibilities. 

To put things in perspective, the next three 
sections will describe further some of the roles 
of a successful start-up leader in Singapore, 
in building the brand of a start-up to a point 
of stability. 
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12 Ambiola, T. (2001), “Branding as a competitive strategy for demand management in SMEs”, Journal of Research in Marketing and Entrepreneurship, Vol. 3, 
No. 2, pp. 97-106
13 Krake, F. (2005), “Successful brand management in SMEs: a new theory and practical hints”, Journal of Product & Brand Management, Vol. 14, No. 4, pp. 
228-38
14 Vallaster, C. and Leslie de Chernatony. (2006), “Internal brand building and structuration: the role of leadership”, European Journal of Marketing, Vol. 40, 
No. 7/8, pp. 761-784
15 Rode, Verena., and Christine Vallaster. (2005), “Corporate Branding for Start-ups: The Crucial Role of Entrepreneurs”, Corporate Reputation Review, Vol. 8, 
No. 2, pp. 121-135
16 Waldman, David. A., and Gabriel G. Ramirez. (2001), “Does Leadership matter? CEO Leadership attributes and profitability under conditions of perceived 
environmental uncertainty”, Academy of Management Journal, Vol. 44, No. 1, pp. 134-143
17 Yeoh, Poh-Lin. (2000), “Information Acquisition Activities: A study of global start-up exporting companies”, Journal of International Marketing, Vol. 8, No. 3, 
pp. 36-60
18 Rode, Verena., and Vallaster, Christine. (2005), “Corporate Branding for Start-ups: The Crucial Role of Entrepreneurs”, Corporate Reputation Review, Vol. 8, 
No. 2, pp. 121-135
19 Abimbola, T. (2001), “Branding as a competitive strategy for demand management in SMEs”, Journal of Research in Marketing & Entrepreneurship, Vol. 3 
No. 2, pp. 97-106.
20 Aaker, David A. (2004), “Leveraging The Corporate Brand”, California Management Review, Vol. 46, No. 3, pp. 6 - 19
21 Tai, Jacky., and Wilson Chew. (2007), “Transforming Your Business Into A Brand”, Marshall Cavendish Business, pp. 88
22 Gaglio, C. and JA. Katz. (2001), “The psychological basis of opportunity recognition identification: entrepreneurial alertness”, Small Business Economics, Vol. 
16 No. 2, pp. 95-111

Most start-up leaders often have a vague 
idea about the firm’s future direction. In a 
study conducted in Germany, it was found 
that start-ups were less able to articulate their 
core business, values and market positioning 
when convincing banks to provide the 
required financing.15 The increasingly 
competitive environment can contribute to 
start-up leaders becoming less confident 
about their business ideas and their success 
probability.16  While market research can 
help counter this uncertainty, start-up leaders 
are generally not keen due to the lack of 
financial resources.17  Conclusively, start-up 
elements such as business concepts, values 
and philosophies vaguely exist in the minds 
of start-up leaders.18 

Scholars suggest that a focused approach 
towards organisational management is 
extremely important for start-ups due to 

the general lack of resources, especially in 
conceptualising business values and unique 
propositions.19  Focus helps start-up leaders 
to identify a strategic direction for the creation 
of the entity both in terms of substance and 
form.20  More importantly, being focused 
and specialised usually wins the battle of 
perception over companies who claim to 
be ‘one-stop shops’21.  Hence, a start-up 
leader needs to understand the dynamics of 
the market and the competitive nature of the 
industry, in order to create a powerful focus 
for the company’s brand.22  

In the case of founder and CEO Mark Tan 
of three-year-old Stolz Engineering, Tan 
focused on providing cooling systems for 
the industrial sector. Tan has always been 
passionate about the application of industrial 
cooling technologies. Tan’s father was in the 
business of cooling towers and this drew 
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23 Tan, Mark. Personal Interview. 2 November 2010
24 Data Monitor. (2010), “Construction & Engineering in Singapore”, April 2010
25 ibid
26 Lassen, Peter., Kunde, Jesper., and Carmine Gioia. (2007), “Creating a clearly differentiated START-UP brand profile: The case of Montana A/S”, Journal of 
Brand Management, Vol. 16, No. 1-2, pp. 92-104
27 Ruokolainen, Jari., and Barbara Igel. (2004), “The factors of making the first successful customer reference to leverage the business of start-up software 
company – multiple case study in Thai software industry”, Technovation, Vol. 24, No. 9, pp. 673-681
28 Chesbrough, H. (2000). “Designing Corporate Ventures in the Shadow of Private Venture Capital.” California Management Review, Spring 2000, pp. 31-49.

him to the business. Tan’s interest in cooling 
technology emerged early in his youth when 
he took Thermodynamics as his major in 
university. Upon graduation, he worked as a 
design engineer in an American consulting 
firm. Subsequently, Tan joined a Japanese 
cooling system multinational corporation as 
a project manager.  Even with his years of 
experience, Tan decided to join yet another 
American multinational to gain marketing 
experience. Tan’s penultimate career station 
was with his father’s company and here, 
learning to manage a business was the 
focus.  Finally in 2007, with his father’s 
blessing, Tan incepted Stolz Engineering.23

Before Tan started Stolz, he discovered 
that providing cooling systems for the 
industrial sector is more attractive than for 
the commercial sector. According to Tan, 
the commercial market is cluttered and 
price sensitive. The products are also less 
complex than industrial systems. Therefore 
industrial systems command a higher price. 
This, coupled with the given number of new 
factories, plants and refineries being slated 
for construction in Singapore and around 
Asia24, indicated there would be greater 

potential servicing the industrial sector. 
Nevertheless, it would also mean a cutthroat 
competition that would try to put Stolz out of 
the market. Realising this, Tan decided that 
Stolz, in providing cooling systems, must focus 
all its energy in the industrial sector.25   Stolz 
has been focused on providing industrial 
cooling systems since then. 

It is Tan’s belief that focus would lead to a 
higher chance of becoming a leader in the 
industry. Thanks to Tan’s industry network 
and deep understanding of the market 
that he had developed over the years, 
he was able to kick-off the launch of Stolz 
Engineering successfully.  Tan managed to 
win contracts even before Stolz was officially 
incepted. More importantly, Tan knew that 
he had to focus on the right target market 
from the start. Focus is a more strategic 
move for any business that lacks financial 
resources. Leaders of start-ups will be 
exposed to higher risk if they attempt to win 
every possible business available in an effort 
to raise the company’s financial position. 
When marketing resources are limited, this 
approach will only further dilute the brand 
and exacerbate a downturn in sales.26
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Another problem faced by start-ups is the 
acquisition of its initial set of customers.27  
Start-up brands are generally weaker in 
the pre-launch period.  Although a start-up 
brand may not be fully manifested, the start-
up’s unique selling proposition (“embryo 
of the brand”) can help to secure initial 
customers.28  Identifying what differentiates 
one company from another is the essence 
of branding; start-up or otherwise. Therefore 
the questions that start-ups need to answer 
are these: What is unique about the brand? 
What makes customers choose one brand 
over another brand? What is the unique 
selling proposition of the brand? These are 
important questions because brands convey 
attributes and benefits. A start-up must 
be able to identify the underlying values 
that create its unique selling proposition.29  

Stolz’s unique selling proposition is to 
provide high-end industrial cooling systems 
that are modern, innovative and premium in 
both its products and services. Tan decided 
Stolz’s unique selling proposition based on 
two things. Firstly, with the high price that the 
industry can command and high potential 
growth of the market, competitors would try 
to capture market share quickly by pricing 
their products and services lower than the 
leaders in the market, because even at 
lower price these competitors can still be 
profitable. Tan decided to differentiate Stolz 
as a premium brand so that price would be 
lesser of an issue. Tan knew that selling at a 
lower price would only compromise quality 
and value of Stolz’s products and services. 
Secondly, Tan noticed that most cooling 

systems companies are still operating 
in conventional ways.  This provides 
an opportunity for Stolz to differentiate 
itself from competitors by providing 
modern and innovative cooling systems.  
Deciding upon its unique selling proposition 
is easier for the leader when a start-up is 
focused right from the start30. To attract 
customers, communicating the unique selling 
proposition is another set of challenges that 
start-up brands have to overcome31. Stolz 
took the first step by putting itself through the 
rigours of various ISO certifications, as well 
as putting in place systems and processes 
that reflect industry best practices. The effect 
of certifications has been shown to increase 
the likelihood of start-up success in the 
industrial sector.32   Nevertheless, Tan felt that 
these are still insufficient measures to attract 
customers. Hence, apart from ensuring 
compliance, Tan portrayed Stolz as a modern 
and innovative supplier. Today, Stolz is the 
sole official distributor of a well-known and 
innovative global brand in Singapore.33   Tan 
understands that the image of the product 
can help boost the image of the company. 
This is especially true in the early stages 
of a start-up, since the corporate brand is 
frequently synonymous with the product 
brand.34  Nevertheless, Tan ensured that the 
image of the product is aligned with Stolz’s 
unique selling proposition. The ability to 
project the right image through the right 
product would only be achievable when 
the leader knows exactly what the company 
stands for. In Stolz’ case, it is to provide 
innovative, modern, and premium products 
and services in industrial cooling systems. 

29 Aaker, David. (2003), “The Power of the Branded Differentiator”, MIT Sloan Management Review, Vol. 45, No. 1, pp. 83-87
30 Aaker, David A. (2004), “Leveraging The Corporate Brand”, California Management Review, Vol. 46, No. 3, pp. 6-17
31 Witt, Peter., and Verena Rode. (2005), “Corporate Brand Building in Start-Ups”, Journal of Enterprising Culture, Vol. 13, No.3, pp. 273-394.
32 Sine, Wesley D., David, Robert J., and Hitoshi Mitsuhasi. (2007), “From Plan to Plant: Effects of Certification on Operational Start-up in the Emergent Independent 
Power Sector”, Organization Science, Vol. 18, No. 4, July-August 2007, pp. 578-594
33 ibid
34 Witt, Peter., and Verena Rode. (2005), “Corporate Brand Building in Start-Ups”, Journal of Enterprising Culture, Vol. 13, No.3, pp. 273-394.
35 Tan, Mark. Personal Interview. 2 November 2010
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All communications about a brand must 
be kept consistent and sustained. While 
short-term gains are obviously necessary, 
a long-term focus is essential to ensure 
positive and sustainable results.  Serious 
branding is a long-term process, but often 
pays off. To ensure this, consistent and 
continuous communication internally and 
externally is needed36  to create a good 
corporate image. This is important because 
a distinctive, strong, and positive corporate 
image would lead to sustainability37. 

In external communication, companies 
need to consistently deliver this message 
to its customers to reinforce its brand 
existence. Studies have shown that the 
leader’s networking ability is often a major 

marketing tool of start-up brands. As such, a 
leader plays the main role as the marketer.38  
The leader is often the personification of 
the brand; communicating the brand to 
the outside world. Furthermore, instead 
of spending huge marketing dollars on 
advertising and campaigns, PR is the 
preferred communications medium for start-
ups.  Here, it is usually the leader who plays 
the major role in fulfilling the PR function.39  

Stolz Engineering has gained a good 
reputation over a short period of time; 
much can be attributed to the increasing 
market awareness of Stolz in the industry 
through media exposure of the company 
and Tan himself. The media depicts Tan 
as a caring employer 40   and a savvy 

36 Burmann, Christoph., and Sabrina Zeplin. (2005), “Building brand commitment: A behavioural approach to internal brand management”, The Journal of 
Brand Management, Vol. 12, No. 4, pp. 279-300
37 Bresciani, Sabrina., and Martin J. Eppler. (2010), “Brand New Ventures? Insights on Start-Up’s branding practices”, The Journal of Product and Brand 
Management, Vol. 19, No. 5, pp. 356
38 Hill, Jimmy. (2001), “A multidimensional study of the key determinants of effective SME marketing activity: Part 1”, International Journal of Entrepreneurial 
Behavior & Research, Vol. 7, No. 5, pp. 171-204
39 Krake, F. (2005), “Successful brand management in SMEs: a new theory and practical hints”, Journal of Product & Brand Management, Vol. 14, No. 4, pp. 
228-238
40 U-Gene, Chan. (2010), “Half-day off to Watch Games”, The Strait Times, 5 August 2010. Accessible from: <http://www.straitstimes.com/BreakingNews/
Sport/Story/STIStory_562186.html> [Accessed on 7 November 2010]

SUSTaINaBIlITy: The pOweR Of COmmUNICaTION

With Tan successfully creating and 
communicating Stolz’s unique selling 
proposition, Stolz is now the main 
supplier for cooling towers in the 

semiconductor industry. Despite its young 
age, Stolz now has a remarkable 35 
per cent market share in the industrial 
cooling tower business in Singapore.35
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businessman.41   This year, Tan was awarded 
The Entrepreneur of The Year.42  Tan won 
the award after competing with 60 other 
strong contenders – many of them had 
companies that have been around for a 
longer time than Stolz. In addition, Stolz 
Engineering won the Singapore Prestige 
Brand Award (Promising Brand) - a great 
accomplishment for such a young company. 

Apart from communicating the brand 
externally, a start-up needs to connect 
employees emotionally to the brand to 
increase employee loyalty. Internal branding 
activities are at least as important as those 
communications directed at external 
recipients i.e. customers and investors.43  
Since a leader of start-ups has an uncontested 
influence on the employees and the firm’s 
policy44, a leader plays an integral role in 
creating a brand culture for the company. 
Ensuring that an internal culture is developed 
where all the employees “live the brand” on 
a daily basis is another crucial role leaders 
must play.45  This ‘culture’ is at the heart of 
every corporate brand.  Since start-ups have 
limitations in terms of financial resources 
for marketing budgets, personal selling or 
face-to-face communication is a critical part 
of the marketing communication efforts of 
start-ups. As such, they rely heavily on these 
forms of media to deliver the company’s 
message to their customers.46   Therefore, 
employees need to be able to “live the 
brand” at every customer touch point.47  

Furthermore, start up firms face unique HR 
challenges that include an often ambiguous 
firm identity that causes difficulty in attracting 
and retaining key talent and skills.48  This 
lack of legitimacy is often the cause for high 
turnover in employment.49  The leader plays 
an important role in building the brand 
internally by setting clear objectives and 
educating the whole organisation on what 
the company stands for. Leaders who have 
successfully led their people to internalise 
brand values, bring about a decrease in 
turnover intentions and an increase in 
brand-building behaviours that will in turn 
positively affect corporate performance.50  

When Stolz first started, Tan felt the need to 
create a culture that reflects his direction. He 
believed that only with pride and passion, 
will Stolz’s managers turn into leaders 
who can inspire and influence others. The 
people in Stolz are continuously reminded to 
think beyond the task at hand, and further 
about the value-add that they can bring to 
customers, subordinates and  superiors. 
To Tan, there is no better way than to lead 
by example. He also believes in close, 
constant communication with staff. He 
makes it a point to communicate Stolz’s 
corporate positioning to staff on a regular 
basis. The name Stolz – which means 
“pride” in German – was also created to 
remind his people to always be proud of 
what they do. Stolz has a staff strength of 
about 40 and staff turnover has been low. 

41 Tan, Lorna. (2010), “Businessman makes money work for him”, The Straits Times, 28 May 2010. Accessible from: < http://www.asiaone.com/Business/
My+Money/Opinion/Story/A1Story20100524-218176.html> [Accessed on 7 November 2010]
42 The Entrepreneur of The Year Website. Accessible from: < http://www.eya.com.sg/sub_topent.html> [Accessed on 7 November 2010]
43 Witt, Peter., and Verena Roade. (2005), “Corporate brand building in start-ups”, Journal of Enterprising Culture, Vol. 13, No. 3, pp. 273-294
44 Krake, F. (2005), “Successful brand management in SMEs: a new theory and practical hints”, Journal of Product and Brand Management, Vol. 14, No. 4, pp. 
228-238
45 Strange, Jill M., and Michael D. Mumford. (2002), “The origins of vision: Charismatic versus ideological leadership”, The Leadership Quarterly, Vol. 13, No. 
4, pp. 343-377
46 Wong, Ho Yin., and Bill Merrilees. (2005), “A brand orientation typology for SMEs: a case research approach”, Journal of Product & Brand Management, Vol. 
14, No. 3, pp. 155-162
47 Gardiner, Peter., and Sarah Quinton. (1998), “Building brands using direct marketing – a case study”, Marketing Intelligence & Planning, Vol. 16, No. 1, pp. 
6-11
48 Williamson, I. O., Cable, D. M., and Aldrich, H. E. (2002). Smaller but not necessarily weaker: How small businesses can overcome barriers to recruitment. 
In J. Katz, and T. M. Welbourne (Eds.), Managing people in entrepreneurial organizations: Learning from the merger of entrepreneurship and human resource 
management (pp. 83–106). Amsterdam: JAI Press
49 Cardon, M. S. (2003). Contingent labor as an enabler of entrepreneurial growth. Human Resource Management Journal, 42(4),pp. 357–373.
50 Morhart, Felicitas M., Walter Herzog and Torsten Tomczak. (2009), “Brand-Specific Leadership: Turning Employees into Brand Champions”, Journal of 
Marketing, Vol. 73 (September), pp. 122-142
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Tan is an example of a leader who 
has transformed a start-up into a 
regarded player. When asked why 
it is so important to have a strong 
brand in the cooling industry, Tan 
responded, “The industrial cooling 
system is a critical component of 
the modern factory, refinery or 
power plant.  These facilities have 
sensitive equipment and machines 
that generate a lot of heat.  If they 
are not properly cooled, they will 
not function at peak efficiency or 
they will simply break – costing 
the company tens of millions of 
dollars in damaged equipment and 
even more in terms of lost revenue 
and damaged reputation.”51

Many enterprises have successfully 
created brands that are testimony to 
the enormous impact that a branding 
policy can have on competitiveness. 
Strong brands such as Microsoft, 
Caterpillar, GE, Honeywell, Dell 
Computer and many others were 
all once start-up brands that were 

created and nurtured from scratch 
by small businesses and individual 
leaders. The success of these brands 
epitomises the efforts of some of 
the most iconic leaders of our time. 

Branding need not represent a 
challenge for start-ups just because 
of the resources and budget required. 
For a start-up, a good leader is the 
first step towards achieving success 
in building its brand.52  Leaders play 
a critical role in the survivability of 
start-ups. Therefore, in establishing 
the brand, they are responsible for 
the competition-related decisions. 
Since the presence of the leader has a 
huge impact on the brand activities of 
start-ups, it reinforces the importance 
of his/her influence and role.53     For 
start-up brands, the leader is where 
it should all begin. It does not only 
take a leader’s entrepreneurship 
and his/her suaveness in the 
market place, but also a clear 
understanding of what exactly 
needs to be done to build a brand.  

51 ibid
52 Lassen, Peter., Kunde, Jesper., and Carmine Gioia. (2007), “Creating a clearly differentiated SME 
brand profile: The case of Montana A/S”, Journal of Brand Management, Vol. 16, No. 1-2, pp. 92-
104
53 Leppard, J. and McDonald, M.H. (1991), ̀ `Marketing planning and corporate culture: a conceptual 
framework’’, Journal of Marketing Management, Vol. 7 No. 3, pp. 213-35.
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