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MAIN FEATURES OF BRAND MANAGEMENT 
 

The concept of brand management was born in 1931 in the companies "Procter&Gamble" 

and "General Food", which consists of the creation and promotion of a trademark on the market 

to form a long-term advantage to the trademark among competing trademarks. 

The year 1931 is considered the beginning of regular research and practical implementation 

of brand management in the activities of organizations. Since then, this direction in the theory and 

practice of brand management continues to develop, and research in this field is conducted 

worldwide. That is why most prosperous organizations have achieved their results thanks to the 

implementation of brand management in organizational activities. 

P. Doyle cites several reasons for the activation of brand management as a type of activity: 

• a large number of commercial applications. According to some estimates, an average 

citizen receives 1,000 such appeals daily; 

• variety of goods and brands; 

• identity of goods and services; 

• scale effect. In the past, economies of scale were observed in manufacturing activities, and 

today, this advantage is possessed by communications, trade, and distribution. If production 

technologies become more flexible and in many cases no longer require significant capital 

expenditures, then the costs of marketing and distribution of goods increase, which reinforces the 

need to use the effects of increased volumes in this area. 

The prerequisites for changes in the brand management paradigm are related to cycles of 

economic development, and processes taking place in the economy, namely: globalization of 

business; expansion of activity market boundaries; diversification of activities; the intensity of 

competition; development of scientific and technical progress. 

Realizing the need for new conceptual approaches, well-known specialists in the field of 

brand management, David Aaker and Yerich Joachimstaler 59 proposed a new concept of brand 

management - "brand leadership", which was successfully implemented in Western organizations. 

According to the new conceptual approach to brand management, the main goal of brand 

management is the development and growth of the value of the main intangible asset of the 

organization – brand equity, which is determined by the value of the brand. In this case, the image 

of the trademark, the quality of its relationship with consumers, the increase in the number of loyal 

consumers, and the degree of their loyalty to the brand are the only means to increase brand equity. 

Based on the new paradigm of brand management and sharing the opinion of D. Aaker and 

E. Joachimstaler, it can be stated that the modern concept of brand management consists in: 
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1. Strategic orientation of brand management. The brand is considered as an important 

intangible asset of the organization, the capital of the brand acquires a strategic character with the 

help of which it is possible to achieve long-term profits. The brand strategy is influenced by the 

organization's business strategy and reflects plans and the organization's corporate culture. 

2. Globalization of brand management. The tasks of successful competition in the conditions 

of the global market have changed, and the modern concept of brand management is characterized 

by a global perspective. Accordingly, the main goal of brand management is to cover different 

markets and countries with the brand. 

3. Broad focus on brand use. In the classical concept of brand management, the 

responsibility of the brand manager was limited to only one brand, one product, and one market. 

In the modern concept of brand management, one brand can cover a large number of products and 

markets. 

The product boundary defines the possibility of brand extension and licensing programs. 

The market boundary is related to the market reach of the brand. The main challenge in the 

product-market brand boundary is to maintain sufficient flexibility to develop in different product 

markets, while at the same time achieving synergies between different markets and different 

products. 

The broad focus of brand use is divided into horizontal reach (the presence of the brand in 

consumer and industrial markets) or vertical (the brand is represented both in the high price 

segment and in the low). 

4. Development of brand identity. Brand strategy is aimed not only at achieving short-term 

performance indicators (sales volume and profitability), but also at achieving an identity that 

clearly defines the direction of the brand. The development of brand identity is based on a deep 

understanding of the organization's consumers, competitors, and business strategy. 

Ultimately, brand value is driven by consumers, so the brand strategy should be based on a 

well-organized segmentation strategy and a thorough understanding of consumer motivation. The 

brand identity should reflect the business strategy. 

5. Activities of the brand manager. In the modern concept of brand management, the brand 

manager is a strategist who actively reacts to the factors of the external environment. He exercises 

strategic control over the brand, shapes the image of the brand in the eyes of consumers, and 

creates systematic and effective informational support for the brand identity. The brand manager 

takes an active part in the creation and implementation of the organization's business strategy. 

At the current stage, brand management is entering a new stage - it is becoming the basis of 

the organization's activities. Specialists in trademarks receive greater powers in the field of product 

design management, the process of its creation, and promotion to the market. The transition of 

brand management from short-term programs to long-term strategic actions has a great impact on 

all market participants: the brand manager becomes one of the key figures in the organization; 

branding agencies refocus on strategic consulting; manufacturing companies are aware of the 

growing role of brand management as a key factor in business. 

  


