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Abstract: As time goes on, more and more technical information is accumulated, which
explains why knowledge has become so crucial as a production component and as a determinant
of innovation. To aid businesses in their efforts to innovate and adapt to changing market
conditions, innovation management techniques (IMTs) are indispensable. The paper aims to
recognize innovators and trends in branding studies conducted between 2000 and 2022. These
categories were used for identification: Most popular topics, most productive nations, most
productive institutions, most productive academics, most productive sources, most cited
publications and scholars, and most productive countries are listed in that order.
Design/methodology/approach. Bibliometric evaluation using Dimensions and Scopus data
Business and Management publications on branding predominate. However, interest in this
field of study is waning mostly in favor of cultural studies, psychology, sociology, etc. The
USA, UK, and Australia account for the majority of publications on branding. Between 2000
and 2019, Griffith University rose to the top spot in the number of branding publications. When
it comes to academic articles on branding, T C Melewar is at the top. Among sources, Journal
of Brand Management has long been a front-runner. By the quantity of papers that receive the
most citations, Journal of Marketing is in the lead. Research limitations/implications: We
examined search query results that were generated automatically, without human intervention.

Introduction: The emergence of the knowledge economy as a paradigm may be traced back to
the emergence of both novel economic trends and novel types of statistical data on economic
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activity (Machlup, 1962). Midway through the twenty-first century, the term came to be used

to describe two ostensible features of the new economy: the growing quantitative and
qualitative importance of abstract knowledge, and the widespread use of information and
communication technology applications as engines of economic growth (David and Foray,
1995). According to the Organization for Economic Cooperation and Development (OECD), a
knowledge-based economy is "one whose fundamental activities are the generation,
dissemination, and use of knowledge and information." Therefore, the foundation of the
knowledge economy is an effective system of accessing and disseminating information in order
to maximise the number of opportunities for innovation (Godin, 2003).

The sources of competitive advantage between countries are also shifting as a result of this
growing role of information in business. As a result of this shift in the global economic balance,
knowledge has become a crucial factor in determining the level of life in the world's top
economies (World Bank, 1998). Knowledge is increasingly valued as a commodity in today's
most advanced economies (Boulding, 1996), the cost of many forms of knowledge activity has
been drastically reduced thanks to technological advances (Howells, 2000), and the level of
interconnectedness among knowledge agents has increased dramatically (Aridor et al., 2000).
Specifically, this paper aims to do the following:

“In order to provide a thorough overview of the breadth, characteristics, trends, and business
relevance of the main innovation management methodologies developed by major actors in this
field (those seeking to provide advice to firms and centred on knowledge as the most important
benefit to a firm) in the European Union, the United States of America, and Japan.

Goal 2: Establish common ground among those working on and benefiting from these methods
by elaborating on a unified theoretical framework.”

Third, to examine how advocates and end-users of these methods see them.

The technique used in this study is based on a survey of businesses, academic institutions,
business schools, consulting companies, and business support organisations selected at random
from a geographically and professionally diverse sample. The study surveyed people in the
United States, Japan, and the European Union's 15 member states with funding from the
European Commission. As a whole, 433 responses were sent back on the survey. The survey
data was supplemented with in-depth phone interviews with the most representative
stakeholders, which delved further into specific themes relevant to the study and answered
certain lingering questions.

The paper's objective is to recognise key figures and emerging patterns in branding studies
conducted between 2000 and 2022. We will identify the subject by using the databases of
scientific papers and the bibliometric technique. Such a method of conducting scientific
research is gaining popularity in Management and marketing. For instance, using bibliometric
methods, (Seyedghorban et al., 2016) examined B2B-branding publications from 1972 to 2015;
(Lucarelli and Berg, 2011) examined city branding publications from 1998 to 2009; (Fetscherin
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and Heinrich, 2015) examined consumer-brand relationships from 1998 to 2010; (Llanos-

Herrera and Merigo, 2019) examined publications pertaining to brand personality research from
1995 to 2017; and (Barahona).

Our research will be based on Dimensions and Scopus data. Since Dimensions and Scopus both
index more than 100 million publications, the aforementioned systems are on a large scale.
Additionally, a sizable number of publications cover all study areas. The search phrase must be
written as follows: Brand management OR branding The "Title and abstract" of a paper will be
the search criteria in Dimensions. In comparison to Dimensions, Scopus enables more accurate
and limited-recall exploration. The "Article title" and "Keywords" search terms will be
combined using the logical operator OR. Publication years shall be limited to the years 2000
through 2022. According to search results, information is available in Scopus as of July 1, 2022.

Methods for Managing Innovation and Knowledge

Over the past forty years, there has been a dramatic shift in how innovation is understood. In
the 1950s, innovators were viewed as individuals whose work stood alone. This shift in
perspective has led to a proliferation of different ways to think about innovation, including as
a problem-solving process (Dosi, 1982), an interactive process involving relationships between
firms with different actors (Kline and Rosenberg, 1986), a diversified learning process (Cohen
and Levinthal, 1990), an exchange of both codified and tacit knowledge (Patel and Pavitt,
1994), and so on (Edquist, 1997). There are other facets of innovation that have been articulated
by other authors (Garcia and Calantone, 2002; McDermott and O'Connor, 2002) that focus
more on the end user of the innovation and the innovation process itself.

The need to convert data into wisdom has driven innovation management's shift from a
technical to a social network perspective (e.g. information contextually connected to the
development or improvement of products or processes). In order to be really innovative,
knowledge-based processes need to draw on a wide range of sources of information held by
many distinct stakeholders (Kipping and Engwall, 2001; Smits and Moor, 2004).

Knowledge is becoming increasingly important to the global economy, which has far-reaching
consequences for innovation management. Innovation management is ultimately a crucial
factor in determining national and regional competitiveness in the global knowledge-driven
economy. Reduced transaction costs between enterprises and other players, especially in the
domains of research and information, purchasing and decision-making, policy and
enforcement, are one way in which knowledge contributes to innovation (Maskell, 1999).

In order to draw parallels between the two processes, innovation and knowledge generation
have been analysed using a systemic approach that takes into account the market's function, the
knowledge architecture, and the many innovation options (process, product, radical,
incremental). The systemic view of innovation acknowledges that new ideas and insights can
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emerge from a wide range of sources, not just the traditional academic research setting. Thus,

knowledge is produced not only in academic institutions and research labs, but also in a vast
array of other settings across the economy, most notably as a by-product (through experiential
learning) or a by-product of consumption (learning-by-using). Increasing the productivity of
knowledge work is currently the most essential contribution management can make to the
economy, as this is where most of the growth will come from (David and Foray, 1995; Kay,
1999).

Managing human capabilities strategically (Lengnick-Hall, 2002), generating networks with
internal and external partners (Pittaway et al., 2004), and creating adaptive and interactive
organisations are just some of the management challenges that need to be taken into account as
a result of these characteristics, which require a departure from the traditional mechanical
versus organic approach to management (Sine et al., 2006). (Gioia et al., 2000).

Last but not least, the problems plaguing the new knowledge-based economy can be broken
down into the following categories:

Variables of the market that are new. The industry is evolving at a rapid pace, expanding
internationally, and seeing the emergence of new rivals. In addition, the complexity of
technologies is growing, product lifetimes are decreasing, and a smaller pool of experts is relied
upon to provide key inputs.

Inventions of a different sort. Various sorts of innovation exist. The conditions for its
emergence include the presence of a market that rewards the introduction of novel products and
production techniques, and the presence of individuals who are both able and willing to take
the risks inherent in such an endeavour (Tidd et al., 2005).

Emerging requirements from key players. Success in today's market is increasingly measured
by a company's consistency in bringing profitable new goods to market ahead of schedule and
in high demand among consumers, shareholders, and investors (Magleby and Todd, 2005).

Alternative method for overseeing creative endeavours. A company's ability to apply
innovation management is contingent on its solving the twin problems of increasing revenue
while decreasing costs (Aggeri and Segrestin, 2007).

Critical thinking about innovations in new technologies. To be competitive in the face of
constant innovation, businesses must evaluate and adopt the most suitable technology (Libutti,
2000).

There is a dire need for cutting-edge innovation management resources. A firm's ability to adopt
technical and relational tools is crucial to the growth of knowledge-based innovation
management. New information and communication technologies, which are the focus of
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"technical tools," do not provide an advantage over the competition because they are available

to everyone. Successful organisations rely on relational tools, which include their internal and
external business practises, to generate a competitive advantage (Lengrand and Chartrie, 1999;
Hidalgo, 2004; Thomke, 2006).

Methods for Managing Innovation

Using cutting-edge technology is not a necessary condition for innovation. Instead, it has less
to do with technical know-how and more to do with a mentality and a capacity for innovation
within the firm. Innovation management methods (IMTs) can be defined as a set of practises
that aid businesses in systematically responding to changing market conditions and internal
opportunities (Cordero, 1991; Hidalgo, 2004).

Iterative Management Techniques (IMTs) are many in the field of innovation management. In
this analysis, we looked specifically at IMTs that satisfied the following criteria:

They possessed adequate development, standardisation, and application procedures. That is to
say, the market had a general understanding of the IMT's benefits and implementation steps.
Second, they prioritise information as the primary benefit in an effort to increase businesses'
ability to compete.

They were not protected by any form of copyright or licencing agreement, and anyone may use
them without restriction.

IMTs were classified into 10 distinct categories, or "IMT typologies," after being evaluated
using a set of selection criteria. The 10 IMT typologies and the methodologies/tools they use
are summarised.

No one approach can be guaranteed to work for every possible business with every possible
problem. Therefore, it is not possible to assert that there is a finite collection of mature, tried-
and-true IMTs that can address every problem encountered by corporations today. Additionally,
IMTs do not typically function in a deterministic, singular fashion, and due to the variety of
organisations and business circumstances, there is no one best model for innovation
management. Nonetheless, there are some principles of good practise that may be used across
the board.

Because of these factors, a single innovation management strategy cannot be studied in
isolation. In most cases, the effectiveness of a single IMT is evaluated in relation to a set of
other IMTs that has been tailored to the particular business situation at hand. What constitutes
an efficient conclusion for a business is a concoction of IMTs and the business itself.

Common Research Areas:
Scopus refer to each publication in one or more subject areas. A crude categorization like this
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one prevents trends in branding research information from being shown. Australian and New

Zealand Standard Research Classification, two levels, is the categorization system used by
Dimensions. There are 154 different research fields in science, according to Dimensions. The
search engine's output lists a few publications that discuss each research area. As a result,
utilising Dimensions enables the collection of more precise research scope distribution data.
The distribution of branded publications on study disciplines across the four intervals of five
years is shown. Only those research fields with more than 2% of branded articles are taken into
consideration.

According to Scopus, the nations that are most productive researchers from the USA, UK, and
Australia are said to be the most productive. Between 2000 and 2022, they are cited as writers
in more than 41% of all papers on branding. Let's examine the dynamics of each nation's
branding magazines. We will focus on the major contributors, or nations whose shares in certain
of the five-year periods exceeded 2 percent. They number fourteen. The percentage of branded
articles with writers who are academics from the appropriate nation is shown.

Figure 3 depicts the growth of Sweden, France, Germany, Italy, Spain, and other nations. India's
share lately climbed dramatically. Over the past five years, this nation has exceeded the five-
percent mark, andAccording to statistics for 2018-2019, South Africa and Malaysia, two recent
arrivals, were among the major providers. They are among the nations that produce the most
branding research. Spain, Canada, and particularly India raised their rankings in ranking. 7.8%
of all branding publications had authors from India as co-authors. The

The odd thing about Indian researchers' publications is how little they collaborate with other
scholars. Only 11% of papers on Indian branding are written jointly with scholars from different
nations. Here are the ranked nations: United States - 29%, United Kingdom - 56%, Australia -
52%, Spain. The second oddity is that most publications in India follow just one journal.
Articles about Indian branding are published in the best-performing institutions' lists the
institutions with the highest levels of productivity. Three of them are Australian, and three are
British, as we can see. The branding studies from Hong Kong and Denmark are the most
concentrated at the national level. Nearly half of branding publications in Hong Kong were
published by Hong Kong Polytechnic University, and Copenhagen Business School published
more than one-third of Danish branding publications.

“Lunds University, University of Leicester, Griffith University, Temple University, Middlesex
University, Erasmus University Rotterdam, Brunel University London, Copenhagen Business
School, Bournemouth University, University of Manchester, and the University of Groningen
are on the list of institutions that have produced the most over the last five years.

From 29 to 18 papers were published by each of the following universities.”
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Problems and Obstacles Inherent in Operating in Today's Information-Based Economy

Most problems appeared to be related to the fact that implementing an IMT within an
organisation demands more work, which in turn necessitates more resources (time, motivation,
and money). Getting management on board, encouraging forward thinking and creativity,
establishing an innovation culture, developing an innovation strategy, putting the process into
action, and dealing with the pressure to achieve quarterly goals all pose difficulties.

Due to a lack of knowledge and motivation, as well as widespread misconceptions about how
IMTs work, they are often viewed as having more of a theoretical than practical significance.

It can ensure a company's continued existence in today's information-based market. The lack
of a creative culture in enterprises and the difficulty in anticipating the conditions for
competitive performance in emerging markets were, nonetheless, cited by numerous actors.
Innovation management faces additional challenges since it cannot be treated like product
management or production management. The problem is that many businesses lack the
resources to spot new ideas and integrate them into their routine operations. Complex
bureaucracy, insufficient management understanding of innovation technologies, an absence of
relevant KPIs, and a reluctance to share information all provide further challenges.

When asked about the most difficult aspects of their jobs, actors most often cited the need for
additional funding, the difficulty of accepting failure, the burden of unnecessary bureaucracy
and uncertainty, the need to support training schemes, and the difficulty of overcoming
intercultural complications, especially when sharing knowledge.

Impact of ICTs on Business

Products and businesses in today's knowledge economy are dependent on access to and use of
information; the most successful organisations are those who make the most efficient and rapid
use of their intangible assets. Still, financial and managerial accounting serve as the basis for
most companies' annual reports. Since most of a company's value in the modern information
economy is created through intangible assets like employees' expertise rather than hard assets
like land or money, the old model doesn't work.

The survey questionnaire included a full list of benefits for the IMTs that respondents were
asked to evaluate as a means of measuring the business relevance of the various IMTs. The list
of advantages includes the following: enhanced adaptability and efficiency; better management
of knowledge; increased productivity and decreased time to market; facilitated teamwork;
online gathering of marketing information; enhanced relationships with suppliers; better
integration of disparate sources of customer data; enhanced effectiveness of relationships with
clients; reduced costs associated with implementing IT-based solutions; and reduced
bureaucracy.
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According to academic research conducted in business schools, the key benefits of IMTs for

businesses include better adaptability, efficiency, knowledge of e-learning, teamwork, and
online marketing data collection (Fig. 1). Organizations commonly employ IMTs such CRM
(customer relationship management), e- learning techniques, business plan building, and
creative development.

Academic institutions see the most value in IMT in the following areas: better knowledge
management; lower costs through the use of IT-based solutions; faster time to market; greater
adaptability and efficiency; more accurate and timely market data collection via the Internet;
and more collaborative efforts (Figure 2). In my experience, academic centers and RTOs have
successfully applied IMTs such as project management, corporate intranet, spin-off, and e-
leaming.

Conclusions

“The constant accumulation of technical knowledge over time, and the usage of
communications technologies that make that knowledge available swiftly on a global scale,
explain the growing relevance of knowledge as a production factor and determinant of
innovation.

Innovation and technology transfer (IMT) programmes are essential for boosting
competitiveness. As reported by the study's participants, project management (82 percent),
business plan development (67 percent), corporate intranets (66 percent), and benchmarking
(60 percent) are the most often used IMTs. The Delphi technique and lateral thinking are two
IMTs that have seen less application. Forty-three percent of the study's participants reported
having employed IMTs successfully inside their own organisations. A further 32% claimed to
have never used IMTs.”

According to the results of this research, when IMTs are applied correctly, they make it easier
for businesses to implement new technologies in their goods and processes, as well as make the
required adjustments to their internal structure. There is sometimes tremendous resistance from
both employees and management when new ideas are introduced within an organisation since
most businesses lack an innovation culture that promotes the introduction of change. It is
possible for businesses to seek guidance from consulting firms in this area, although doing so
is not common practise. This has restricted the variety of operational models available to
businesses. Finally, the following recommendations are meant to aid in fostering an innovation
culture, aiding businesses in becoming more competitive by way of innovation, and taking use
of the possibilities presented by the knowledge-driven economy:

Establish a coordinated plan with state and local authorities to advance the administration of
innovation The goal is to increase the knowledge of those who advocate for innovation
management approaches and technologies within businesses, especially small and medium-
sized enterprises (SMEs). Also, to foster the growth of international networking among the
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many actors to facilitate information sharing.

Encourage well-planned education campaigns to raise people's understanding of the importance
of innovation in boosting economic growth and societal well-being.

Encourage the growth of standard certification programs for innovation management. Defining
methods and standards in this field would necessitate some groundwork.
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