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A STRONG BRAND AS A WAY TO SUCCESSFUL BUSINESS

These days in a highly competitive environment it is becoming increasingly clear
that only a strong brand can help a company to succeed and that is why so many com-
panies put a lot of efforts to build and create such a brand. Brands as the most important
intangible assets of a company have approved their ability to not only provide strong
competitive advantages to companies, but they also increase significantly their market
value. Therefore, it is extremely important to build a strong brand, because a strong
brand is difficult to copy and it has higher level of loyalty for the customers as it offers
an exceptional service or product.

People do not buy products, they buy brands; and brands are far more than just be-
ing a piece of effective marketing. Brands are an incarnation of the people who produce
the product and what they represent. Brands are the overall experience that a customer
has with a product. Brands are the link that connects consumers to producers.

Brand management or branding could be viewed as a process, which a company
uses in order to build, maintain and control its brand. The brand is how a customer rec-
ognise a company, its product or service and its reputation. And it helps to build a trust
with customers and leads to loyalty. The brand helps a company to differentiate its
product from similar products on a marketplace. The process of branding is constant be-
cause a company continue to strengthen its brand further and make sure that the specific
message is delivered to a customer properly as well as to be sure that the right message
about its brand is delivered. Many large corporations hire a brand manager to be sure
that the brand is not diminished or misused.

Specialists from Interbrand give the following definition of branding “is concerned
increasingly with assembling together and maintaining a mix of values, both tangible
and intangible, which are relevant to consumers and which meaningfully and appropri-
ately distinguish one supplier's brand from that of another” [2, p. 2].

Companies, which invent strong brands, are able to get all the benefits, because if a
brand is a good one it means that a consumer will purchase it and such a brand will be-
came a valuable asset. If the consumer perceives a brand as a set of values which he/she
can specify means that this consumer will reject alternatives, which are presented to
him/her. Brands are a good asset as long as they are maintained in a good shape and
continue to offer consumers the value, which they require. Thereby, there is a constant
need in brand management.

The strong brand has following benefits for a company: provides increased market
share and revenues; creates unique image of a company; helps a company to attract new
customers and distributors; increases a company's market value; create customers' pref-
erences for a product, etc.

So, there is a need to define a brand and to understand a nature of it.
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A brand is very popular topic over a few last decades, however it is not still prop-
erly understood. Many believe that a brand is a product or a logo of a company, but it is
not true. According to Marty Neumeier a brand is “a person's gut feeling about a prod-
uct, service or organisation” [4, p. 14]. Therefore, brand is not a product or organisation
itself, it is not a logo, but a brand is feelings, thoughts, and psychological relationships
between a business and a client; it is a set of values it brings to a consumer, it is an as-
sociation and an image of a product or an organisation, so it is emotional relationships
of a company with its customers.

Kevin Keller in his book “Strategic Brand Management” gives a following defini-
tion of a brand “is a name, term, sign, symbol, or design, or a combination of them, in-
tended to identify the goods or services of one seller or group of sellers and to differen-
tiate it from those of competitors™ [3, p. 30].

J. Wolker defines a brand as “unique elements that identify products and set it
apart from those of other producers and service providers” [6, p. 517].

A strong brand makes a customer feel good about the choice he/she has made. And
a strong brand helps a customer to make a choice. The idea is an essence of a brand and
idea can be changed, modified and that is how a brand lives, grows and learns. Brands
and ideas behind brands have learnt to match the circumstances. The brand determines
the position and strength of the whole marketing framework. And it is highly important
to understand the concept of brand identity and the concept of brand equity which help
to build a strong brand and to maintain an existing one at a proper level.

Strong brand helps company to stay profitable, to create customer loyalty and to
express its uniqueness. Furthermore, it helps to build long-term relationships which will
last as a customer loyalty in the future. Consequently, it is highly important to have a
strong brand and clear brand identity, because brand identity makes brand more tangible
to the consumers. Alina Wheeler wrote in her book that “brand identity is tangible and
appeals to the senses. You can see it, touch it, hold it, hear it, and watch it. Brand iden-
tity takes disparate elements and unifies them into whole systems” [7, p. 4]. Hence,
brand identity transfers intangible brand into more tangible things.

A brand identity provides purpose, direction and meaning for a brand. It is crucial
to the strategic vision of the brand and the driver of one of the four basic dimensions of
brand equity— associations, which are the heart of the brand.

Designing a brand identity is a complicated process, which needs a combination of
strategic thinking, investigation, design excellence and project management skills, so if
there is a need to create a strong brand identity a special team should be formed. All of
the team members have to be very creative, passionate with what they are doing, have
excellent decision making skills, good at collaboration and have broad knowledge.

The guru of brand management David Aaker identifies Brand Equity as “a set of
brand assets connected to the brand’s name and symbols that adds to the value, which is
provided by a product to a company or its customers” [1, pp. 10-25].

He also describes four components of brand equity: brand name awareness; brand
loyalty; perceived quality; and brand associations [1, pp. 10-25].

Brand Awareness

Brand awareness even at the level of recognition can provide the brand with a
sense of familiar and signal substance and commitment. Brand, that is known, perhaps
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can be a reliable and acceptable quality. Awareness at the level of recall further influ-
ences the choice by affecting what brands get considered and chosen as the brand must
first log into consideration set before being listed to be purchased.

Perceived Quality

Perceived quality provides a basis for a purchase. The brand will be associated
with the perception of the overall quality and is not necessarily based on knowledge of
the detailed specifications. Quality associated with the brand can also be a crucial factor
in the differentiation and positioning. Constructing durable and strong brand means
nevertheless higher than average quality or positioning at least a minimum perceptual
quality when considering brands positioned as low in the marketplace. Perceived quality
may also attract the interest of the members of the channel, allow expansion and sup-
ports a higher price, which provides resources for reinvestment in the brand.

Brand Loyalty

Loyalty to the brand generates value by reducing the costs of marketing and lever-
aging trade. Loyal customers expect the brand to be always available and encourage
others advising them to use it. Retaining existing customers is much cheaper than at-
tracting new and even if there is a low cost of switching there is a significant inertia
among customers. In addition, it 1s difficult for competitors to attract satisfied users of
the brand, because they have little motivation to learn about alternatives. Therefore,
competitors may not want to waste resources to attract satisfied and loyal customers,
and even if they do so, there is plenty of time to respond appropriately to this action.

Brand Associations

Brand associations can apply to people, lifestyle or personality. All of these may
change the use of the experience and help to process and retrieve information in a cer-
tain order. Two identical products may create different effects in using only because of
their associations of a brand are different. Associations can be critical factors in the dif-
ferentiation and positioning, creating a reason to buy for those potential customers who
are looking for specific physical or emotional characteristics. A strong association can
also be the basis for the extension of the brand, providing a significant competitive ad-
vantage in the target area [ 1, pp. 10-25].

As it 1s seen for the above, brand is an intangible asset — brand identity, which in-
cludes all tangible expression from packaging to websites, upholds that value. Since a
brand is not something tangible and the only emotional connection between a product or
a company with a customer, there is a need to design a good brand identity and is a cru-
cial task for every company, which wants to connect emotionally with its customers and
create lifelong relationships, because brand identity makes intangible brand more tangi-
ble for its consumers and helps to strengthen a brand.

Taking into consideration cultural differences is also crucial for the company if it
wants to build a strong brand and make it survive on the market of other countries. Cul-
tures differs in terms of languages, meaning of signs, images, colours and numbers. But
also there are a lot of differences in terms of cultural dimensions which where proposed
by Geert Hofstede. Let’s have a closer look on these differences on the basic of cultural
dimensions.

In individualistic societies brands are produced by adding value or abstract person-
ality traits to products, while members of collectivistic societies are more interested in a
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specific product and its features than in abstract brands, because they are less accus-
tomed to conceptual thinking. For members of collectivistic societies, the concept of the
brand is too abstract to discuss as members of individualistic societies do. Orientation
on a relationship is also found in individualistic societies that are feminine, this is not
only specific for collectivistic societies. Status brands as jewelry, alcoholic beverages
are important and can help to show success and achievements to other people. Owner-
ship of luxury items such as expensive jewelry and watches is associated with masculin-
ity, and this connection is stable with time. Car ownership is associated with wealth, but
also around the rich countries is associated with individualism. Also financial products
vary depending on the culture. More life insurance policies, for example, sold in indi-
vidualistic cultures than in collectivist cultures. There is no connection with the uncer-
tainty avoidance, which confirms that uncertainty avoidance is not the same as risk
avoidance. In individualistic societies a youth must develop an identity that allows him
or her to function independently in different social groups besides the family. A failure
to do so can lead to an identity crisis. In collectivist societies a youth development is
based on the promotion of the needs of dependency on the family, and the group ideal
of being like others, do not differ from other [11, pp. 184, 187, 189].

The most important factor of masculine society is an achievement. In conjunction
with individualism, success can be shown, to a lesser extent than in conjunction with the
collectivism. Innovation and a desire for change are low in high uncertainty avoidance
societies, but in combination with high power distance appeals as modernity and inno-
vation provide status. High scores on masculinity and power distance refer to the need
of the status. In high power distance cultures, the role of brands is to demonstrate the
owner position in the hierarchy. In masculine societies, status brands demonstrate their
success. The set of high power distance and uncertainty avoidance explains the impor-
tance of appearance. Japanese (high PDI / high UAI) judge people by their clothes,
which is not so with the Chinese (high PDI / low UAI) [5, pp. 293-301].

If brand is characterised as “friendly” it is included to the most powerful brands in
the high uncertainty avoidance and low power distance cultures. In high power distance
cultures, “luxury” is a characteristic attributed to global brands, and in high uncertainty
avoidance cultures, "trustworthy" most attributed to the strong brands. In cultures con-
figuration low power distance and low uncertainty avoidance people include “different”
and “innovative” to these brands [11, p. 185].

These findings have implications for global brand positioning. Global companies
of Western origin want to be consistent in their messages around the world. They are
carefully formulated brand-positioning statement, including brand personality, as a
benchmark for global communication, but consumers attribute personality to brands that
are consistent with their own cultural values, not the values of the brand manufacturer
[11, p. 185].

Implications for the concept of brand personality are that in individualistic socie-
ties, brands need to be unique and different with the successive characteristics, while in
collectivistic societies brand should be seen as part of a larger whole, the product of a
reliable company. While American companies have developed brands with unique char-
acteristics, Japanese companies tend to stress corporate brand. Essentially, this means
inspiring trust among consumers and companies have to convince them to buy their

212



PunKOBa ekoHOMIKA: CydacHa Teopis 1 mpakThka ynpasmidasa. Tom 2. Bumyck 1/3

products. Japanese and Korean companies, in their television advertising, display corpo-
rate logos more often than German and American companies do [ 14, pp. 825].

Hofstede’s cultural dimensions can also be widely used for promoting products,
especially in advertising. It is crucial to know all the aspects of cultural differences and
to use appropriate language and to communicate correct message to potential consum-
ers.

In individualistic societies, advertising must convince while in collectivistic socie-
ties, the goal is to build relationships and trust between buyer and seller. Japanese ad-
vertising focuses mostly on inducing good emotions and feelings, rather than just giving
information. Different objectives are reflected in the difference in the time and fre-
quency of verbal or visual mention of brand name in television commercials. In typical
Japanese television commercials, the first identification of the brand, the name of the
company or product occurs later than in the typical American commercials. In Chinese
commercials, brand recognition appears later than in the United States commercials [8,
pp. 111-119].

Advertising in Japan is based on building relationships between the company and
the consumer. The aim of advertising in Japan is to cater to the consumer and build a
relationship of dependency, and this could be possible by the indirect approach. As a
result, "feel" is the initial response of the Japanese consumer, and only after that the ac-
tions are taken: to go a shop and buy a product [12, p. 217].

In collectivistic societies like Korea and China, focusing on group benefits, har-
mony and family are more efficient, while in individualistic societies, like the United
States and the United Kingdom, advertising that treats to the individual benefits and
preferences, and personal independence and success is more efficient. The use of celeb-
rities in advertising is associated with collectivism, where celebrity might give a face to
the brand and distinguish a brand from the brands with similar attributes and character-
istics [13, p. 98].

Some researchers have shown the differences in advertising in different countries:

Weinberger and Spotts found that the British television advertising contained a
lesser level of information content than U.S. advertising

Biswas, Olsen and Carlet found that French advertisements use more humor, sex
and emotions, however U.S. advertisements use a greater number of information cues.

Frith and Wesson found that British advertisement made social class differences
more evident, while magazine advertisements in the USA characters are shown in more
“individualistic” stances than British ones.

Belk and Bryce found that the U.S. advertisements contained more emphasis on
materialism and individual determinism than Japanese advertisements [9, p. 17].

Understanding that all the cultures differ and have their own rules and traditions
may help to minimize negative impact of cross-cultural differences and helps to enter
foreign market more easily and with less harm to a company and its products and also
make your product and brand successful.

Cultures differ not only on the scale of Hofstede's national culture dimensions, but
also by languages, communication styles, a meaning of colours, numbers, images and
gestures.
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Language

A company should carefully choose a name of a company, its products, slogan.
While developing a new brand name developers have to check the meaning of the cho-
sen name in different languages. It is also important to properly translate a slogan of a
company. Language should be also analysed if it suits to a particular country. Names
and slogans should be carefully chosen and checked in order to avoid mistakes.

Packaging/design (Colours, numbers, images)

A company should carefully choose the colours and the shape of a packaging for
its products, because colours and shapes have different meaning throughout the world.
Also there are some common colours, which are used for particular products from the
same category. For example, for dairy products the most commonly used colour of
packaging is white, for a coffee rich gold, green with an image of coffee beans. And
also some colours have different meanings, different colours are considered as lucky
and unlucky colours. For example, white colour means purity in the USA and death in
Japan; yellow colour means warmth in the USA and jealousy in Ukraine. That’s why a
company should check it too.

Images are also quite sensitive cultural topic. Company should know that some
pictures are not acceptable to use in some countries. For example, if it is quite normal to
see a woman in bikini on advertising somewhere in London, however it is not accept-
able to use such an image somewhere in Middle East [10].

Numbers are also culturally susceptible as have different meaning around the
world. Some hotels do not have rooms with 13 number or 13" floor [10].

Communication style

If company wants to be successful on a particular market it needs also to learn
about style of communication in the country. It allows through advertising to speak to
potential consumers in a way, which they appreciate and understand.

There are explicit and implicit communication styles. Explicit (individualistic so-
cieties, the USA) supposes that customer is unaware about related issues or background
information to the topic and provides it themselves. Implicit (collectivistic societies, Ja-
pan) the customer is well informed on the issue and minimise the information transmit-
ted on the premise that the customer will understand from involvement [10].

Cultural values

While advertising abroad, the cultural values underpinning the society must be
carefully analysed. Is it family oriented? Is there a dominant political or economic ide-
ology? Is it hierarchical? Is there a religion that is practiced by most people? Is the col-
lectivist society or an individualist? All of these factors will affect the advertising cam-
paign if a company left it unexamined. For example, advertising that focuses on inde-
pendence, individual success and stressing the word “I”” will be received negatively in
the countries where teamwork is considered as a positive quality. Rebellion or lack of
respect to authority should always be avoided in family orientated or hierarchical socie-
ties.

Paying careful attention to all of these factors will help a company to build a strong
brand and design clear brand identity, which will be sufficient and successful and will
lead to the customers’ loyalty and will add value to a brand.
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Interestingly that we can brand not only products or services, but also it becomes
more and more popular to build a brand for a city and territory. So, author will propose
some suggestion how to brand the city of Odessa. Due to the fact that Odessa is the only
big seaport and one of the largest cities of Ukraine it makes sense to build a strong
brand identity for the city, which will help to attract more tourists. And to start the proc-
ess of branding, first of all, Odessa should position itself, which suggests that the city
has to declare its mission, destination at the regional, national and international levels in
certain target audiences.

Another suggestion is to have some verbal and visual symbols. For example, it can
be verbal slogans of the city as “Pearl of the Sea”, “City of humor”, “Southern Capital
of Ukraine”, etc. As a slogan can also be poems, songs, quotes, etc. The visual symbols
could be the emblem of the city of Odessa, the flag, the monuments of Duke, Pushkin,
Potemkin Steps, Opera House, etc.

There is a need for branding of Odessa, it will improve the lives of the people, at-
tract investments and tourists, and as an important element of creating a positive image
of Ukraine. Since the city is a major cultural and tourist centre of the country, branding
will enhance the prestige of Odessa in the eyes of not only internal, but also external
audiences, which has a positive impact on the development of both this region and the
whole country.

The image of Odessa is so versatile at the moment, it is difficult to distinguish the
basis of positioning, which would attract to the city the target audiences, and after them
the investment. And it must be done, because the brand is created in the area of intersec-
tion of the strengths of the city and the needs of the target groups. If to talk about the
experience that accompanies Odessa, it can be said that this is actually the most vibrant
city of Ukraine. This impression is based on creative, cultural, and commercial poten-
tials of the resort city. At the word "Odessa" a lot of people immediately have many
pleasant associations and memories. First of all, thanks to the inhabitants of Odessa,
which the whole world knows. It is Anna Akhmatova, Isaac Babel, Mikhail Zhvanetsky,
Ilya Ilf, Evgeny Petrov, Valentin Kataev, Yury Olesha, Sholem Aleichem, and many
others. And also Leonid Utyosov, Roman Kartsev, Ilya Mechnikov, Vladimir Filatov,
David Oistrakh, Kira Muratova, Stanislav Govorukhin, Larisa Dolina and many others.

Nowadays Odessa is one of the most beautiful city in Ukraine as an independent
state, respectively, some of the components of the external image of the city should be
directed to the search for new opportunities that did not exist during the Soviet era.

Taking into consideration all the information, which was discussed within the pre-
vious pages, it becomes obvious that a strong brand plays very important role in a busi-
ness today. Smart and clear brand identity is crucial element of a strong brand as it
makes a product or service more tangible to the customers. Customers can rely only on
a representation of a brand or on their previous experience before they will try a prod-
uct. Strong brand leads to creation of long-term relationships or loyalty between pro-
ducers and customers. When customer is loyal to a brand, he or she is not so price sensi-
tive and the probability that he or she will switch to another brand is also much lower.
Paying careful attention to the cultural differences and doing a market research before to
enter a new market help to avoid mistakes and reduce the risk of product's failure and
increase of chance of product's success. All of these mean that the companies should
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pay carefully control and look after their brands and maintain and make them stronger.
Because only strong brand offers customer an exceptional product or service and strong
brand is difficult to copy by the rivals and will lead to success.

W N =

e

Reference list
Aacker, D. A. (2010). Building strong brands. London : Pocket books

. Hart, S. Murphy J. Brands. (1998). The new wealth creators. London : Macmillan Press Ltd.
. Keller, K. (2013). Strategic Brand Management: Building, Measuring and Managing Brand

Equity. United States : Pearson Education Ltd.

Neumeier, M. (2003). The Brand Gap. Neutron LLC

Suedo, K (2004). Differences in the perception of face, in Jandt, F.E. (ed.) Intercultural
Communication. Thousand Oaks : Sage

Walker J. R. (2010). Intoduction to Hospitality. New Jersey : Upper Saddle River

. Wheeler, A. (2013). Designing Brand Identity: an essential guide for the whole

branding team. New Jersey : John Wiley & Sons, Inc.

Zhou, S., Zhou, P. & Xue, F. (2005). Visual differences in US and Chinese television
commercials, Journal of Advertising. — 34(1)

Ahmed, N. (2000). Cross-cultural Content Analysis of Advertising from United States to India,
USA. Downloaded on 26 February 2015 from http://www.bookpump.com/dps/pdf-
b/1120842b.pdf

10. Cross-cultural advertising Download on 27 February 2015 from

http://www.kwintessential.co.uk/cultural-services/articles/cross-cultural-advertising.html

11. Mooij de, M. Hofstede, G. (2011) Cross-Cultural Consumer Behaviour: A Review of Research

findings Journal of International Consumer Marketing, 23:181-192 Downloaded on 2 March
2015 from http://www.mariekedemooij.com/articles/demooij 2011 int journal cons
marketing.pdf

12. Mooij de, M. (2010). Global Marketing and Advertising: Understanding Cultural Paradoxes,

USA: Sage Publications, Inc.

13. Mooij de, M. Hofstede, G. (2010). The Hofstede model : Applications to global branding and

advertising  strategy and  research. Downloaded on 3 March 2015 from
http://www.mariekedemooij.com/articles/demooij 2010 int journal adv.pdf

14.Souid, N. Kassim, N.M. Hong, H.J. (2006) The effect of corporate branding dimensions on

consumers’ product evaluation, a cross-cultural analysis. European Journal of Marketing 40
(7/8). Download on 3 March 2015 from http://qspace.qu.edu.qa/bitstream/handle/10576/
10593/The%?20effect%200f%20corporate%20branding%20dimensions%200n%20consumers'
%?20product%?20evaluation%20A%?20cross-cultural%20analysis.pdf?sequence=1

Annotation

Korets O. A strong brand as a way to successful business. — Article.

This paper serves to point out the importance of building strong brands and to clar-

ify some definitions related to brand, brand identity and equity. Also, to give some ex-
amples of cultural differences and emphasise the importance of them for a brand build-
ing process, in order to prevent making mistakes and increase brand’s performance on a
global arena.

Keywords: brand, brand management, brand identity, brand equity, cultural differ-

€nces.

216



PunKOBa ekoHOMIKA: CydacHa Teopis 1 mpakThka ynpasmidasa. Tom 2. Bumyck 1/3

AHoTAaLIfA
Kopeus O. CunbHuii Open, ik HUIFX 10 YCHiIIHOro 0i3Hecy. — Crarrs.

[{s cTaTTs CIyX)UTh I TOTO, a0W BKAa3aTH HA BaXKIMBICTh CTBOPEHHS CHIIBHHX
OpeH[IIB 1 YTOYHUTH JAEsKI BU3HAYEHHS, MOB'A3aH1 3 NOHATTSIM OpEHJ, CUCTEMa Xapak-
TEPHUX 0COOJMBOCTEN OpeH 1y 1 3HaUMMICTh OpeHy. Takox, o0 JaTh JeaKl MPUKIaan
KyJIbTYPHUX BIJIMIHHOCTEW Ta BIA3HAYUTH iX BaXJIMUBICTh JJISl MPOIECY CTBOPEHHS
Openay, o0 3amoOIrTH MOMIIOK 1 MIABUIIUTUA MPOAYKTHUBHICTH OpPEHAY Ha CBITOBIM
apeHi.

KurouoBi cioBa: OpeHn, OpeHI-MEHEIKMEHT, CUCTEMa XapaKTEepPHUX OCOOJIUBO-
cTeit OpeHy, 3HAaUUMICTh OpeHTy, KyJIbTYpHI BIAMIHHOCTI.

AHHOTALIMA
Kopen O. CunbHblii O0peH, Kak nyTh K ycnemHomy ousnecy. — Cratbs.

JlanHast cTaThsl yKa3bIBa€T Ha BAXKHOCTh CO3/IaHUS CUIBHBIX OPEHIOB U yTOUYHSET
HEKOTOPHIE OMPEIENICHNUs, CBI3aHHBIC C MMOHATUSIMH OPEH]I, CHCTEMa XapaKTEPHBIX OCO-
OeHHOCTElN OpeH/1a U 3HAYUMOCTh OpeHaa. Takxke, JaeT HEKOTOPbIe MPUMEPHI KYIbTYP-
HBIX pa3IMuui U UX BAXKHOCTH JUIS Mpoliecca Co3/1anusl OpeH/ia, 4YToObl MPeoTBPATUTD
OIIMOKYU U MOBBICUTH MPOU3BOAUTEIHLHOCTh OpeHa HA MUPOBOI apeHe.

KaroueBblie ciioBa: OpeHn, OpeHI-MEHEIKMEHT, CUCTEMa XapaKTePHBIX OCOOEH-
HOCTeH OpeHaa, 3HAUMMOCTh OpeH/1a, KyJIbTYpHbIE pa3Inyus.
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