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STRATEGIC BRAND MANAGEMENT: CONCEPTUAL BASIS

The article substantiates the concept of strategic brand management, emphasizes on the
direction of brand growth in the long-term prospects. The study discovers that this process involves
planning, executing, controlling of marketing and branding strategies, applying for measures of
building, measuring and evaluating of brand equity. The basic stages of the evolution of strategic
brand management concepts have been formed, the functions and the basic principles of brand
management have been discovered , the effective use of which provide the company with additional
sales and profit maximization. Along with basic management functions such as planning, organization,
leadership and control, brand management uses its own tools, including specific methods and
principles, specific models, organizational forms of brand management. Emphasis is placed on the
expediency of applying a set of specific methods implemented by specialists in the strategic, tactical,
administrative and organizational management of company brands.

Keywords: brand, branding, brand management, strategic management of a brand, brand
management model, marketing strategy.

Introduction. Today strategic brand management is used by companies to support and promote
the brand and gain worldwide recognition. The term «strategic» implies that the process involves
brand activity in the long-run period. This includes an integrative and sustainable policy that helps
companies to build, develop and manage their brands. Therefore, the role of strategic brand
management and the evolution of generating, development of strategies continues to be relevant today.

Literature review. Famous domestic and foreign scientists, such as D. A. Aaker, T. Ambler,
S. Anholt, S. Davis, V. Domnin, P. Doyle, S. D’Alessandro, 1. Ellwood, T. Nilsson, O. Kendiukhov,
O. Zozulo, V. Bong, J. Alexander and R. Clinton have devoted their works to the research of
theoretical and methodological basis of the concepts «brandy», «branding» and «brand management.
However, there is no commonly accepted interpretation of these concepts and the role of strategic
management and tools remains operative today.

The purpose of the article. The research aims at studying the issues of strategic brand
management by defining concepts and tools, covering the epistemology of brand management as the
element of strategic brand management.

Results and discussion. In the conditions of rapid and dynamic development of the market,
marketing has been distinguished from the general management system as a specific function caused
by the need to develop new management methods and techniques based on marketing decisions and
oriented to meet the needs of consumers. Further development of market relations was accompanied
by effective management not just of goods, but of brands, which led to the separation of brand
management in a separate line of activity within the internal management system.

Analyzing the stages of the brand management evolution (Fig. 1), the emphasis is on the fact that
the concept has been included in the field of scientific interest because of its disclosure by British
experts W. Olins and S. Anholt in this area [2].

Along with basic management functions such as planning, organization, leadership and control,
brand management uses its own instruments, which include special methods and principles, specific
models, organizational forms of brand management. O. Ruda rightly points out that the availability of
such tools makes it possible to present brand management as a modern function, which is separated
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from the general system of internal company management as a result of increasing the importance of
brands in the activity of the company [3].

1930-1950
Management of the Management of trademark, coordination of
promotion of branded > promotion of certain brand products, sales
product increase (demand creation)

1950-1980

Brand involvement through the formation of the
brand image, the totality of associations, the
Brand image management > emotional filling of the brand at the points of
contact with the brand, the formation of unique
sales offer and the image concept

1990 — to the
present day

Formation of the concept of "brand equity

management", approaches and methods of

Brand equity management > formation of brand value, structure of brand

equity, efficiency of measurement, the concept
of value added

Fig. 1. The stages of evolution of concepts of strategic brand management
Source: made by the author on the basis of [8]

Prykhodchenko Ya. [4] represents brand management within marketing orientation as
management activity to create support and keeping of the brand of the enterprise in order to gain a
long-term competitive advantage, based on enhancing the impact on the micro-environment of the
enterprise through communications mix and effective positioning. In other works it is pointed out that
brand management is management, management activity where in the conditions of marketing
orientation the main role is given to the brand of the enterprise, which consists of the brand of the
goods and the image of the enterprise [4].

Brand management involves the organization of management activity of the company in the
long-term development and support of the brand. It acts as the process of integrated brand
management, organizational and functional implementation of branding. Brand management can be
represented as a management function aimed at maximizing brand assets by integrating the means and
methods of intercompany mechanisms based on a balanced investment and communication approach
to branding, both inside and outside the company [3]. Hulia Yu. adds that brand management is a
process and technology of brand creation, based on professional skills, knowledge of the features of
consumer psychology, the highlighting of a unique trade offer of the brand during its communication
to the end consumer [5]. Keller K. proposes to define brand management as «the development and
implementation of marketing programs and actions for the formation, measurement and management
of brand equity» [6].

Rozhkov I. and other authors expand the concept and area of brand management, introducing the
latter as a «coordinated system aimed at the effective realization of enterprise policy for the
implementation, promotion, support and strengthening of the brand through the solution of complex
strategic and tactical tasks as a result of active attraction to the process of management personnel of
different levels» [7]. In the process of implementing brand management measures, it is necessary to be
guided by certain principles, norms, rules and laws under which the relationship between internal and
external elements of the system involved in management of brands are realized. Analysis of the works
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of D. A. Aaker, B. VanAuken, T. Gad, P. Doyle, J.-N. Kapferer, K. L. Keller, Ph. Kotler, V. Domnin
gives the opportunity to form the basic principles of brand management:

the value of the brand as an intangible asset of the enterprise, the effective use of which provides
the company with additional sales and profit maximization;

cross-functional approach to the process of brand management, according to the integrated
nature of the relationship of production, marketing, sales, communications and other areas of business
activity of an enterprise. The brand-orientation of the enterprise helps to form a coherent structure of
enterprise management in the direction of integrating all elements in a common process;

steady monitoring of the market for maximum satisfaction of needs of the consumer audience.
Analysis of market trends, understanding of consumer preferences ensures timely identification of new
promising opportunities, adaptation to changing conditions, support, updating and creating of new
brands;

formation, enhancement and steady monitoring of the loyalty degree of consumer audience to the
brand, analysis of the main determinants of increasing brand loyalty, development of comprehensive
measures for brand loyalty formation and evaluation of their effectiveness. Brand loyalty formation
and development programs, clearly focus on the selected customer segment, help the company not
only increase sales, but also to personalize relationships with its regular customers;

portfolio approach to brand management, which is based on the idea of considering, supporting
and expanding the whole set of brands as a single system unit, which allows optimal allocation of
resources, obtain synergistic effect from the interaction of brands within the product portfolio, adapt to
the market dynamics, understand the needs of consumer audience and clear product differentiation.

Brand management is characterized by a set of specific methods implemented by specialists in
strategic, tactical and administrative and organizational management of company brands. Each of these
areas pursues specific goals in the range of works. The functions of strategic brand management are
the following: 1) optimizing the structure of the corporate portfolio of brands; 2) brand strategy
developing; 3) increasing brand equity and brand value (strategies for expanding, common branding,
brand licensing). The main marketing tools of strategic brand management are strategic brand audit,
segmentation and positioning of brands, development of identity of each of the brands in the corporate
portfolio, realization of brand identity through marketing programs, evaluation of the effectiveness of
the conducted events, generating experience of communication with the brand.

The functions of tactical brand management can be represented as follows: a) implementation of
strategic plans for the development and management of the brand in the short term period; b) creating
of external brand identifiers and the use of marketing communications to ensure brand recognition and
identification in the external market.

The functions of administrative and organizational brand management are: 1) formation of
coherent organizational structures, which represent a set of specialized and interconnected functional
units; 2) systematic development, adoption and implementation of management decisions on brand
creation and development (its identity); 3) ensuring the effective functioning of the brand management
system through the distribution of functions and the establishment of relationships between various
services, departments and units of the enterprise [9].

The general principles of brand management as awareness, actuality, differentiation, value and
emotional component can be distinguished while broadly agreeing with the researchers. Domestic
researcher S. Veleshchuk offers his understanding of brand management and presents it as an activity
based on the strategic orientation of the enterprise, aimed at forming and ensuring a stable loyalty of
consumers, competitive positions and long-term success of the enterprise, focusing on the strategic
context of brand management. The organization of brand management in turn requires a clear definition
of the strategic orientation of long-term relationships with the consumer audience and the strategy of
brand development in strategic brand management, development of methodological approaches to the
organization and implementation of brand management in management activity of the enterprise.

VanAuken B., the researcher and author of the book «Brand Aid», focuses on defining the brand
as a duty that gives the enterprise to its customers, a guarantee of quality and prestige [10] and presents
the process of brand management in the form of a phased building of the brand, Fig. 2.
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The brand management process begins with the study of consumers behavior and the competitive
environment to further transformation of the benefits of the purchase. The concept of the brand is
developed at the second stage; the brand promise and its personality are also formed. The monitoring
of brand equity and evaluation of the effectiveness of marketing policy in creation of the brand take
place at the stage of branding implementation. The main advantage of this process is phasing, internal
consistency and brand orientation of the whole enterprise, taking into account the strengths of S.
Davis’s branding model of contact, forming a positive view and experience of the consumer audience
at the points of contact with the brand.

Conclusions. Based on these and other practices of brand management specialists, we can say
that the brand strategy as the end result of brand management in the enterprise should reflect the plans
for the future and corporate structure of the organization, which is influenced by the business strategy
of the organization.

Strategic brand management is based on the principles of brand management from a broad
viewpoint. Businesses use strategic approach for brand creating, moving from a brand vision and
mission to a brand assessment. The brand’s vision and mission statements are the starting points.
When a company finds the right mix of components for its brand, it uses it again and again, as it is a
winning formula and defines a long-term vision. In general, the process of effective brand management
as the element of strategic management gives the opportunity to choose the appropriate models of the
brand, adapt them to market conditions and integrate them to achieve strategic goals.
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®AMNBIINIEHKO [iana CepriiBHa

K.€.H., JIOIICHT KadeapH KYPHATICTUKU Ta pEeKIaMHu,
KuiBchKkuii HaIliOHATBHUA TOPTrOBEIbEHO-CKOHOMITHHIA
YHIBEpCHTET,

M. KuiB, Ykpaina

CTPATEITYHUM BPEHA-MEHE)KMEHT: KOHIEINTYAJIbHI 3ACAJIU

Ilpoonema. [ianonicmo 6invuiocmi nionpuemMcme noe 'a3aua 3 aHaiizom, NAHY8AHHAM, 8NPOBAONCEHHIM,
KOHMPONeM npoyecy ma emanié cmeopenHs,, NiOMpUMKY, NPOCYBAHHS, dAyOunty, nio8uleHHs: YiHHOCi OpeHO).
bpeno-meneooicmenm uznavae KMo408i MOMEHMU cmpameiyHoi opienmayii 00620CMPOKOGUX GIOHOCUH 3i
cnoolcusaueM Ha OCHOGI po3pobienHss cmpamezii  po3gumky ayoumopii ma 6peHdy, GNpOBAOICEHHS.
MemOO0N02IUHUX NIOX00i8 00 OpeaHizayii OPeHO-MEHeOINCMEHMY 8 YNPAGILIHCHKIl OisIbHOCII NIONPUEMCME Y
CYYACHUX EKOHOMIYHUX YMOBAX.

Mema cmammi — 0OIpyHmMYSamMuU KOHYenmyanvHi 3acadu opmySanHs ma po3eUmKy CmpameziuHozo
YNPAGiHHIA OPEHOOM.

Pezynvmamu. Chopmosano ocHoBHI emanu egoNOYil KOHYenyitl CIMpameivio2o OPeHO-MeHeONCMEHNY,
PO3KpUMO (PYHKYIL Ma OCHOGHI NPUHYUNU OPEHO-MeHeONCMeHmY, eheKmugHe GUKOPUCMAHNS AKUX 3a0e3neuye
nionpuemMcmey 000amKosi npooaici ma makcumizayiro npudymxy. Ilopao 3 ocnosnumu QyHKYisLMU YRPAGIHHA,
maxkumu K WIAHYBAHHSA, Op2anizayis, 1i0epcmeo ma KOHMPOib, OPeHO-MeHeONCMeHMm 3ACTNOCOBYE GLACHUL
iHCmpymenmapii, wo 6Kmouac 0coonusi Memoou i npunyunu, cheyuiuni modeni, opeanizayiiini gopmu
ynpagninus openoamu. Budiieno 0CHOBHI IHCMPYMeNmU CIMpame2ivno20 YApAasiinus OpeHOoM: cmpameziunuil
ayoum OpeHOy, ceemenmayis ma HO3UYIOHYBAHHA OPeHOI8, PO3GUIMOK I0eHMUYHOCHI KOJCHO20 OpeHOy y
KopnopamugHoMmy nopmdponio, peanizayis i0enmuuHocmi OpeHOy uepes MApKemuH208i Npocpamu, OyinKa
eghexkmusnocmi nposedenux 3axo0is, Gopmysanns 00ceidy cninkysanns 3 openoom. Ilpeocmasneno npunyunu
YIPAGNIHHA OPeHOOM, AKI € OCHOB0I0 CHIPAME2iUH020 YIPABILIHHA OPEHOOM.

Haykosa nosuszna. Y cmammi npeocmagieHo cmpameziune YHPAGuiHHA OpeHOOM AK yinicHy ma
83AEMONOB SI3AHY CUCEMY, CHPAMOGAHY HA eQeKmusHe 6NPOBAOIICEHHs NOAIMUKYU NIONPUEMCIBA U000
PO3GUMKY, 6NPOBAOICEHHS, NPOCYSBANHA, NIOMPUMKU A NOCUNCHHS NO3UYIL OPeHOY 6 cGIOOMOCHII CROJICUSaYa
WIAXOM GUDIUIEHHS HADOOpY CMpame2ivHUX ma MAaKMuyHUuxX 30a60aHb SK pe3VIbImam MOMUeayitiHozo ma
AKMUGHO20 3ANYYEeHHA 00 Npoyecy KepieHux Kaopie piznux pienie. ¥V mnpoyeci peanizayii Oiii 3 ynpagninms
OpeHOamu  GUKIAOeHi OCHOBHI MPUHYUNY, HANPSIMY, NPAGUIA MA OO0'€KMUGHI 3aKOHU, 8 MedNCaxX SKUX
PeanizyemvCa 3A€MO38 30K MIJNC GHYMPIUWHIMY MA 306HIUHIMU eleMeHMmaMy CUcmeMuy, Ki Obepyms yuacmo @
YNpagninHi bpenoamu.

Bucnoeku. 3axmounuii eman cmpame2ivno2o YRpaeiinua OpeHOOM — ye hopmMy6eanHs HYMpiHb020 ma
306HIUHBLO2O YIPAGILIHHA OPEeHOOM, BUPOONIeHHS MOOeli YNPAGNIHHA OpeHOOM, KA BCHIAHOBIIOE NPAGUILA
CMBOPEeHHS 3a2aNbHO20 CHPULHAMMS OpeHOy: 6I0 po3poOKU elemenmis (ipMoso2o cmunio ma OusaiHy
PEKIamMHOI npoOyKYyii 00 hopmyeanns cmpameziunoi micii ma Oavenus OpeHdy, NPAGUIbHE BUKOPUCTHAHHS
opendy. Poszsusarouu ioero ynpaenincekoi ¢hinocoii, Ooyinvno Oodamu nowsmms exo@inocoii, wo
chopmysanocs 6 OOKMPUHI 2APMOHITIHO20 PO3GUMKY OPeHOY MidC JIOOUHOI0, NPUPOOOIO, CYCHITbCMEOM MaA
HOEOHYE pucu YinicHo20 ma exonoziuno2o mucienus. Ilpoyec eghexmugnoeo ynpaeiinus 6peHOOM SK enemMenm
CMpame2iuHo20 YRPAasiiHHa 0ae 3Mo2y subupamu mMooei 6peHoa ma a0anmysamu ix 00 yM08 pO36UMKY DUHKY.

Knwuoei croea: openo, dpenoune, OpeHO-meHedNiCMenm, cmpameziyne YRpasiinui OpeHOOM, MOOelb
OpeHO-MeHeOICMeHmY, MAPKeMUH2068a CHPAME2is.
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