BEST: International Journal of Humanities, Arts, \
Medicine and Sciences (BEST: IJHAMS)
ISSN (P): 2348-0521, ISSN (E): 2454-4728 BeSt Journa|s

Vol. 3, Issue 11, Nov 2015, 79-86 B
© BEST Journals /

THE ROLE AND THE IMPORTANCE OF THE BRAND IN THE DEV ELOPMENT OF THE
ENTERPRISES

NERITAN TURKESHI ! & NUHI SELA 2
Faculty of Economics, FON University Skopje, Maceido

Faculty of Economics, State University of Tetovatdva, Macedonia

ABSTRACT

The brands are always known by the quality whictiebvered to the consumers, the difference whirgy toffer
to the markets while reaching additional profit floe companies and organizations, and the samalsare characterized

through the products, services, corporations, palg@s and location.

The impact of the brands cannot be overvalued,o&spe while taking into account the requiremenftstioe
organizations and enterprises to fulfill the cl@rdand their consumers demands, as well as to eridtcompete in the

market.

The brands have the need for development and cantintreatment with their emersion purpose in fiafrthe
clients’ requirements, who, as long as they remsatisfied with the product and the service, thekeiawill increasingly
be more appropriate for their promotion, and thesitning of the brand appears to be more and mwogortant,
especially in achieving and realization of the iditfon purpose of the brand from majority of thempetitors in the

market.

It is important to emphasize that the brands anestitoite of multidimensional creations which hawe bte
coordinated with the operational and emotional &alwithin the activities and psychological requiesnts of the
consumers in company itself. As is already knovae, brands are often identified with the client,pexgively with the
consumer, by taking into account his psychological physical needs, and especially these days, mla@r competition

on the market is a fact, the consumers buy andevthlel brand much more rather than the producttenddrvice itself.
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THE THEORETICAL FRAMEWORK — DEFINITION AND MEANING  OF THE BRAND
The Term and Definition of the Brand

The word “brand” is in fact an English word whicppdication has firstly been used in the Wild Weghen the
cattle were branded in order to distinguish it frire others. Whereas, work aspect vise, the brgnoiinthe market is
actually much similar with the branding as in théldMWest. The goal of a branding program is totfiranake a
distinction of a product or a service on the mankbere it is promoted from all the other produatservices which are
similar or exist in the same market. It can eveppes that a number of products have similaritigsveéen them, which
increase the need of the consumers for their pgocefo be different for the same products fronfedént manufacturers
in the market.

Accordingly, the brand represents a name, insigsyimbol or design, in fact a combination of theelisfeatures
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in order for a certain product or service of aesetir a group of sellers to be identified so thmea@an be different from
the competition in the markét.

What makes one brand different from the otherfiéssummary of different features and emotional elem In

fact, the most frequent elements of one brand are:

* Name
» Design
e Color

e Technical attributes of the product, service

e The selling price of the brand

* The way and the place in which the sale, the prmmas$ conducted
* The way the brand is advertised

»  The opinion of the buyer

* The shortages and advantages in relation to th@etition

e The development of the market,

»  Profitability

The value of the brand can represent the biggdsievaf a company, and therefore in the companiethef
developed world, but also the ones in the RepulilitMacedonia. The value of the brand is expresset clculated
according to the value of the basic aséétke value of the brand often belongs to the aféatellectual wealth or as it is

known in the English language, as “know-how”.

It is important to highlight the fact that the bdais not only referred to the marking and distioctof a product or
a service, but it also refers to the manufactuesrsvell, and it also highlights the company whitands behind the

product itself which is selling in the market.

Therefore, we can say that the brand also makesdliffezentiation between the companies, while facgson

making a difference in consumers mind.

Regardless whether the product makes a functiosatisfies the needs and certain desires of consumer
themselves, the brand also gives a certain levehloe to the product, apart from the functionaeditand dedications that it

has. Functional gains of an industrial brand asy éaidentify every single time.

Through these functional benefits the brand heipgeitting to know and identify the product whiclpi®moted
in the market between the competition and consurdagertheless, the brand is also connected widitlythe reference

point, premeditation that people have when theykthbout a certain product.

'Balmer, J.(2001) “Corporate identity, corporateriag and corporate marketing - Seeing througHdb® page 11-19.
“Balmer, J. and Gray, E,(2003) “Corporate brandsatvaine they? What of them?”, page. 43-49.
% David A.Aker (1991), Managing Brand Equity, pag2-38.
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Therefore, the brand usually reminds us, or agtualtelated to the logo, the colors and the tylpiganer of the
brand.

“Nothing has ever been more important for comparfe to stand behind something that is uniquegvaht

and different in consumers mind, employers and editign”*..

Based on the abovementioned famous quote from Ewdtis certainty can be confirmed that the brandaict
keeps the corporal identity of a company. The brianelqual with the promise from which it should dreswered to the

expectations of the consumers and users of theuptad the branded service.

Precisely for that matter, the brands should alwlgsethically correct, to mach the clients’ prafjléo be
authentic and in the same time well known. Thedadsunot about advertising, which represents dmiyisible part from
the entire process of branding, and usually happedsr the surfaces of the visible part, as a resuhe corporal culture

of a company.
It is also very important to notice that the brahdays has to be directed toward a qualitativeljndel market.

The branding often uses symbolism; the accent ahding can change with time, where the majoritythef
products in short period become able and accomreddat the economic cycle of the market in whictythee sold or

promoted.
THEORETICAL APPROACH AND THE ASPECTS

From the theoretical point of view, the brand candefined in various ways. By using the domestit fameign
literature as a relevant source of informationaegé number of definitions can be found about trend. The most
common and used definition on brand belongs tomié known David A. Aker, a definition which is alsccepted by the

American Association of Marketing.

The brand is a name, term, design, a symbol or saiher remaining feature which identifies the prodar the

service of a seller and it separates it from theeotsellers.®

While noting the vast number of definitions andaditetical frames to the definition of the brand ytladl have one
thing in common — and this is the fact that thendres a unique insignia, marking, creative diffdiaiion of a product or a
service, by increasing the profit not only to thegamization itself but to the consumers as wellwieer, within the
definitions, the same can be expanded also withs#wnd theoretical frame in which it is mainly dmagized the

consumers relation toward the service or the progtich is sold.

According to this, the brand in the 21 century espnts something more than just a name, termniasigymbol
or any of the given features. The brand also repitssand builds the bond between the consumertengroduct or the

service which is sold.

* R.H. Evans (2010) quotes.

*Beverland, M. and Napoli, J, “Branding the businesarketing offer: exploring brand attributes in imess markets”,
page 23-51.

® More widely look David A.Aker (year 1991), “Markey Brand Equity”.
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Consumer

Figure 1: Brand Relation’

This relation is not only important for the compamthemselves. It also applies to the consumersewhkas an
extraordinary meaning. This relation representstwheconsumer is in fact, as well as what the gows believes. In this

way the brand helps the consumers to take thedeptathe social environment.

Therefore, the majority of the professionals frdm tespective field define the brand as a remagkabimplex symbol
which can have up to six dimensions of meafi@nce more, this proves the complex relation thattirand and the

consumer build, on which several factors influence:
» Attributes: which means the price, the good mastery, sustdityadnd the appearance of the product itself;

» Benefit: the brand is not only a combination of attributesnsumers don’t buy only attributes but also bésef
therefore every attribute can be understood as mue functional and emotional benefit that belongsthe
consumer himsel|f

* Value: the brand always talks about the manufacturerm@aAccording to this, the well known productsoft
are featured with qualitative mastery, safety, figesetc., however, the marketing must find thgaaigroup of

consumers in order to achieve the determinatioth@ftampered values and to draw more and more coass)

» Cultur: the brand can also represent a particular cultuvéith the help of the product can be highlighted th

features of a certain culture, moral, norms of a&& organization, respectively the manufacturer;

« Personality: the brand can project a special and certain pegdity, well known car, respectively brand,
Mercedes, where the consumer can be personalizeaiaohief, leader, a man with discipline and s&lfifidence
etc;

» Beneficiaries: the brand in a certain way also determines thescomers with personification of the product,

usually the consumers have common attributes withriain brand;

In the modern theory about the brand, while defjninan additional value is also placed on thetlggd which

corresponds mostly to the consumers’ needs:

A successful brand is a product, service, persoa place, which can be identified, and that thodglates are
so increased in a way that the buyer or users efdérvices receive an additional relevant valuengue one which
satisfies their needs at most. Therefore, succesiseobrand results in the opportunities that thdded value keeps the

'Schultz Don E., Barnes Beth E., (1999) Strategimrcommunication campaigns, page 23-31.
8 otler P (1997)., Marketing leadership — analyglanning, application and control, page 19-21.
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relation with the competition as well®

In the foreground of defining the brand are putth# associations that the consumer have towararticylar
company, while highlighting that the brand is &kt the consumers imagine when they hear the ndmeertain product
or particular company. All of this represents a vedyentrepreneurship, quality control, a report dodvthe buyers, the

environment, services for the consumers and any mehvich is transmitted through the metfia.

Therefore, by using the theoretical frames to defind explain the brand, the following points carcbncluded

with certainty:
e The brand represents a collection of elementspkaple are associated with
e The brand identifies and separates different subjec
e The brand creates an unique and complicated refatidh the consumers
THE CONCEPT OF IDENTITY OF THE BRAND

The concept of identity of the brand in fact cotssisf a single range of associations of the bréadl tepresent
that what the brand presents and what it promséset consumers in the same time. The elementsedirand are visible,

while sometimes there are even physical assetdwggitve to identify and separate the brand itself.

Their selection and adequate coordination are gifeat importance when we talk about the value efttfand.
The elements of the brand must be sufficientlyifiexin order to be able to adapt to the needssofguthe brand, but in

the same time have to be unique in sufficient exderthey impede the misuse by the competition.
THE FACTORS FOR SUCCESS IN BRANDING

Usually, the success of a branded product or semwitich is sold on the market is not dependablevbat the
company or the marketing team thinks about a pdatigroduct, but it depends on what the consuménebeneficiaries
think about it. Also, one of the most importanttéaes that affect the successful branding is thetipoing of the product
or the service, respectively the branding, in tbasciousness of the consumers target group iniaelatith the other

products or services in the markét.

However, for a company is not sufficient to havieedter or more qualitative product, with a bettdcey better
distributive network and higher promotion, butstalso of a great importance what consumers knathlink for the

product which is promoted on the market.

Accordingly, it is very important that the basicaseégy of marketing to be based on which positiothe market
has their product in relation with the direct cottiten in the eyes of their consumers as a targetig, respectively their

ideal buyers or users of the services.

In today’s modern economy, the consumer and hisgmpéion about the product and the service haveggebi

® Chernatony, L., McDonald, M., “Creating PowerfutaBds in Consumer, Service and Industrial MarkeEsevier,
Butterworth Heinemann, 2003

“David F. D “Alessandro, Brand warfare, McGraw Hijtiar 2001.

YKotler P. Fech A.(2007), Brand Management, page 32-35

2Hatch, M J. and Schultz, M. (2001), “Are the StgateStars Aligned for Your Corporate Brand?” page7B.
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influence over the success or the fall of the sk certain product. Moreover, one of the mostartgmt classical theories
of the marketing aka 4P (4P — product, price, place promotion) also has an influence over the esgof sale. But
today, the position in the consciousness of thesaoer is a much bigger factor of decision makinghef sale success,

and with it the branding of the certain productcervice.

However, it is not important to always be the fast the best in the market. The good positioninthé market
in which the product is sold also is very importahbut the branding of the product that can achéeneess. Therefore, in
the new economy, a good position in the market piibr qualitative segmentation is very importamtthe process of

branding of the product.
THE REASONS OF FORMING THE BRAND

The definition of the brand is usually presentedrfrconsumers point of view which indicates thatghegpose of
the forming of the brand before all is the increa$ahe business performance of a certain compangrganization
through increase of the good-will principle, whichn be defined as if the brands can be easily réped in the

consumer’s consciousness and naturally, if thegtera much higher level of bonding with th&m.

From the aspect itself, a successful managemehttiagt brand implies focus, primarily of the consusnas well
as creation of consumers’ values, while all theeptiewards for the owners of the capital repreaetinsequence of the

created values in continuity over a longer peribtine.

However, if we look at it from the company’s or anigation’s point of view, there are more reasanbild a

successful brand which has a great significancesguse:

« It facilitates the forming of stable and long teratations with the consumers, based on which iate long term

demand;
» |t facilitates differentiation and recognition irliation to the offers of the competition;

» It protects from an aggressive competition and espnts a barrier at the entrance in the markehtisé that are

not able to compete with powerful brands;

» Rises the company'’s activity and affirm it as aogrizable player in the market in relation to thber business

partners;
» Reinforces the negotiating power of the comparpedally the negotiations with the suppliers;
» Decreases the influence from the marketing crie ihmakes the competitions action more relative;

» Reaction of the consumers toward the increaseeptites is very inflexible, while is much moreitide on the

reduction of the prices;
« There are additional possibilities for the exparglthe brang*

The positioning of the brand is a key process feation of a successful brand management. The brasdo be

directed toward real consumers in a qualitative meanAccordingly, the positioning is seen as a pssoof creation of the

%Blomback, A and Axelsson, B.“The role of corporatand image in the selection of new subcontractqragje.23-52.
14 Smith, 1. 1994; Lovreta S. 2004;Kotler, P., Kellr L., 2006, page. 277.
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company’s offer and the respective image, photachvtvill take the appropriate and preferred platéhie thoughts of the

consumers from the targeted segment.

In order so the same can be presented in a reglitnaya necessity to be familiar with the atttiési with which
the consumers value the product, respectively thads from the competition and to select the pmsitor the respective
brand.

Because the different segments value the brand#farent ways, it is important to know and seltet targeted

segments, with which it will primarily be directadd adapted the offer of the company itelf.
CONCLUSIONS

The brand today has become one of the elementdrgubstantial experiences, and one of the mostamstkpts
between the companies, especially between the izagaons which are mostly focused in fulfillment thie requirements
and desires not only to their clients but alsohe eémployees. Accordingly, is not surprising theg majority of the
companies invest a lot of effort and time in orttefind a way where they can transfer the expeddnam the brand to the
consumers so it remains truthful and loyal to theeig promise, But to remain truthful and loyal ke tpromise through a

number of campaigns of marketing oriented towaeddents is not an easy task.

Very often, a large number of companies in the @varlainly have a good management team which brings
qualitative strategy of the brand, but a completgplementation of the strategy up until the momeht ful
accomplishment of it, often ends with a lack ofcass, where the transfer of experience of modeandbto the consumer
remains depleted or uncompleted. Therefore, wittiat#y can be verified that a large number of camps and
organizations around the world face big obstacleemthey need placing and realization of the reatdekbrand strategy

which is preliminary decided.

Precisely the internal branding within the functbty of the company completes and fulfills this miness

which exists between the brand strategy and ilizedimn.

It is very interesting to point out the fact thdaege number of companies, especially within thgaaizations and
corporations in Republic of Macedonia, are yetlemdy understand the exact definition, the meaming explaining of
the term internal branding. But, the moment whenglme companies or organizations are asked wtectna activities
that enable the qualitative and authentic reabratind implementation of the brand strategy, theul#vin fact count all
the items and activities which actually extract doenpletion for evocation and realization of thepmwative values and
expansion of the corporative brand strategy. Altha$ with the single purpose, to strengthen therival brand demands
by achieving the possibilities and external souriceslisposal to their successful realization, ati&s, processes and
communication which will be devoted only to the pase of motivation of the employees for the transfethe valued
image of the brand, as well as to create and demad@she consistent brand experience from alliptespoints of view of

the functionality of the product or the service ghis promoted on the market and between the cosrsum
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