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[bookmark: _Toc109304617]Introduction 
Enterrenureship is defined as readiness and ability to provide, develop, and run business effective enterprise values with addressing the uncertainties and developing a profitable business. The effective purpose of entrepreneurship is to analyze and develop effective business for addressing the changes and focusing on the grand scale in the global market. The demand for entrepreneurship and its importance is to manage the accelerated economic growth in the market to analyze and stimulate the new employment in services. Furthermore, brand management has affected the branding of organizations by addressing the changes and developed market uniformity related to addressing economic simplicity. The research proposal will describe the term brand management in terms of global economics and review the changes based on business entrepreneurship, and social and ethical responsibility. Moreover, strategies, research methods, literature reviews, and data collection for this research proposal will be described in this study.
[bookmark: _Toc109304618]Background information 
Global branding and marketing are defined as a business brand that affects the different regions by increasing and intended to recognize or strengthen the market's operations effectively. Furthermore, brand values also contributed to the business process and significantly changed the business with affected growth and adaptation in a competitive economy (Ökten et al., 2019). The acquisition and mergers are to help indeed the market entry and effective mode of the market by focusing on venturing into different advanced economies. Moreover, it is sophisticated and complex related to marketing and international management that affected or developed the multifaceted issues for organizations and managers that include both advanced markets and emerging markets.  
On the contrary, brand management is also evaluated as having the most significant effect on business performances that analyzed the services demand. Furthermore, brands are elements that are more effective. It helps to attract both customers and employees to the business and secure the demanding business in a competitive time (Bilan et al., 2019). The brand values are also suited for the effective and secure future of organizations that developed recognition and customer perception based on company demand services and availability of products. In the stock market, the evaluation of brand management helps to create effective roles for managing the shareholder's demand and addressing intangible and tangible assets in business acquisition.
[bookmark: _Toc109304619]Research aim 
The aim of this research proposal is to analyze the demand of brand management for addressing social, ethical, and business responsibility in the context of the global market and develop critical investigation based on multi-level and business perspectives and changed values that are constructed in business.
[bookmark: _Toc109304620]Research objective
The research objectives for this research proposal include.
· To promote, produce, and distribute effective services and goods that help to attract more consumers at both international and national levels.
· To infield the demand of business branding for supporting the sales efforts and marketing demand for developed and satisfying customers' needs. 
· To assess the social, ethical, and conventional responsibilities of managers and employees to explore the brand in the global economy and market.
· To increase the customer's loyalty and business competition by differentiating the services and goods of different organizations.
· To establish the market leadership and critical literature review based on analysis of information. 
[bookmark: _Toc109304621]Research Question 
Research questions for this study are described as follows.
· What is the essential need of brand management and its objectives for exploring the services and brand values?
· What are key values and branding ranges to be explored by organizations with added economic development?
· How do managers and employees of a company evaluate the brand values and develop a good brand in a competitive economy?
· What are different brand awareness and marketing brand identities for promoting the services demanded at the right time to receive effective distribution channels in the market?
· What are effective differences between trade values and brand marks of business related to branding quizlet and marketing?
[bookmark: _Toc109304622]Literature Review 
[bookmark: _Toc109304623]Defined brand management based on acquisitions and mergers
The acquisition and mergers help to produce business opportunities and connect with brand values and establish the best market demand. Furthermore, brand development and management strategies such as line extension, fight brand strategies, and brand extension helps to reposition the new brands of organizations by changing the brand management strategies, and integration, and involves techniques for the redeployment of brand values (Huerta et al., 2020). Brand redeployment is defined as the reuse and transformation of targets of the brand and acquired for managing the diverse brand and developing the combined market. On the contrary, it helps to focus on developing a stronger brand reputation and improving the brand demand with added perceived values and the creation of services (Huerta et al., 2020). The combining of brand and acquisition is defined as the involvement of a firm's acquisition in developing the existing brand and offering the best services in the market. 
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Figure 1- Brand management based on acquisitions and mergers
(Sources: Huerta et al., 2020)
[bookmark: _Toc109304624]Components of brand management and essential change related to social and ethical responsibility
The social and ethical responsibility of business management is added conformity to executing the brand promises, values, and obligations to satisfy the customers and stakeholders in the business. Furthermore, managers of companies develop social responsibility encouraged to explore business services and getting involved in community development initiatives (Ray and Sharma, 2021). On the contrary, in brand management, the term brand social responsibility is added to consumer perception for achieving the brand reflection change and focuses on human values for reflecting the best social responsibility and developing effective impressions of consumers' demands and defining constructive changes.
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Figure 2- Brand reputation and essential change in business 
(Sources: Ray and Sharma, 2021)
Similarly, it is analyzed from previous research that the key development areas are to promote ethical and social responsibility in business and promote branding. It includes constructive workplace services, proactive values, and focusing on critical initiatives for promoting environmental sustainability in a business (Liu et al., 2018). Furthermore, it is focusing development at the product level that describes the changes in different four ways related to integrated brand services including combination, brand divestiture, new brand creation, and alignment for managing the business brands. 
[bookmark: _Toc109304625]Analytical tools and research gap
The research and literature gap includes the analytical evaluations and issues of a brand that affected the company's operation and developed the changes in economical changes in business (Shang et al., 2021). Furthermore, previous research discussed the techniques of brand management and its work for addressing the best changes in business demand and features of products according to stakeholders' needs and values. 
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Figure 3- Conceptual Framework for brand management 
(Sources: Jukić, 2019)
On the contrary, it is analyzed that further research needs to include more information related to the analysis of the relationship between brand management and business responsibilities such as ethical and social responsibility to cover all business aspects and develop the best acquisition in the market  (Jukić, 2019). It is necessary for upcoming research to link between product brand and corporate values for promoting the change and focus on target customers to bring a developed market economy based on global market and services.  
[bookmark: _Toc109304626]Research Methods 
Research methods are described as business processes, strategies, and techniques that help to utilize the changes, collect the best forms of data for achieving the market analysis, and achieve the informative values for the creation of better services understanding. Furthermore, there are different categories of research such as qualitative and quantitative research methods addressed by research to evaluate the best collection of information related to brand management and services demand (Dastgerdi and De Luca, 2019). For this proposal, qualitative data of the empirical study is considered to review the research methods effectively. The empirical study of brand management is centered based on UK company acquisition. It affected the manufacturing exports of the market and developed the change in the social and ethical business responsible for managing the customer's demand in covid time. 
The high-end services and machinery are developed by the company to compete with the digital transformation of business and focus on both exploring or upgrading the managerial and technological capabilities of the company (Chuchu et al., 2018). Furthermore, low-tech services and its brand values have added a less effective impression in front of costumes and affected the company values in a creative global environment (Dastgerdi and De Luca, 2019). On the contrary, the high-tech services are developed in a creative environment by capturing the best share in markets and overseas market investment with added employment in business (Saunders, 2018). the social and ethical rules, regulations, and obligations of a company need to improve the services demand and develop commentary changes in business profile to collaborate best changes in the market and explore the venture analysis with advanced services development (Dastgerdi and De Luca, 2019). The business locations and areas of the UK are highly complementary and industry profiles services. It that help to facilitate the brand values with the best collaboration of business through offering the company profits and addressed business investment. 
[bookmark: _Toc109304627]Data Collection Strategies and analyzing strategy 
The data collection and business analysis strategies are defined as business processes, measuring and gathering of business information that defines the interest variable and establishing the systematic changes in services, and evaluating the best outcome changes in the market  (Umadia  and Kasztelnik, 2020). Furthermore, for this study, the qualitative research form of data analysis is used with the case study data analysis to review the brand management and services of organizations through exploring the business and entrepreneurship services program (Moreno et al.,  2021). On the contrary, the expletory nature related to this study added the extension changes in links between variables, events, and circumstances for managing the changes. 
However, a comparative study related to data collections evaluates the emerging strategies of brand management for underlying the changes and mechanizes in different dimensional and emerging fields for review of the effective pattern values (Heding et al.,  2020). The business potential bias and business restiveness are best changed for framing the effective decision and addressing the tangible services with enabling the brand values by exploring the logical relational changes through theoretical insights (Lyulyov et al., 2018). On the contrary, storytelling changes and effective data methods are suited for this study through dynamic. Brand management has affected the branding of organizations by addressing the changes and developed market uniformity related to addressing economic simplicity. It is added complex organizations related to analyzing international management and developing the best brand values for promoting the business demand. 
[bookmark: _Toc109304628]Gantt chart 

	Milestones
	1st Week
	2nd Week
	3rd Week
	4th Week
	5th Week
	6th Week
	7th Week

	Introduction 
	●         
	 
 
●         
	 
	 
	 
	 
	 

	Literature review
	 
	 
 
●         
	 
 
●         
	 
	 
	 
	 

	Research Methodology
	 
	 
	 
 
●         
	 
 
●         
	 
	 
	 

	Collections of Data
	 
	 
	 
	 
 
●         
	 
 
●         
	 
	 

	Conclusion 
	 
	 
	 
	 
	 
	 
	 
 
●         


Table one: Gantt chart
(Sources: Created by the researcher)



[bookmark: _Toc109304629]Conclusion  
Therefore, from the above section, it has been analyzed that brand management and development have been playing an essential role in managing the customers segment  and promoting the evaluation of the services. Similarly, strategies, research methods, literature reviews, and data collection for this research proposal have been described in this study. Furthermore, ethical business and responsibilities have been required to develop legality and accessibility of legal business through exploring the business and customers' rights in a competitive market. The research proposal has been the term brand management in terms of global economics and reviews the changes based on business entrepreneurship, and social and ethical responsibility. On the contrary, social responsibilities have been also required to resolve the customers and community development initiatives to achieve high brand values in business. Moreover, the importance of brand management based on a global business perspective have been explored in this study which provided justified changes and strategies in business. 
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