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Abstract: In a world in which competition is becoming increasingly fierce and the products increasingly similar,
building and maintaining powerful brands ensures an important competitive advantage for the companies. A
brand’s power is given by its brand equity, which has two components: the value of the brand and the image
features which give it relevance and differentiate it from its competitors. In order to be successful, the brand
needs to possess two essential ingredients — identity and personality — developed and maintained through an
intensive marketing activity. A powerful brand which possesses both identity and personality has a significant
added value compared to a generic product. Thus, it will be able to better satisfy the consumers’ needs and they
will be willing to pay more in order to obtain it.
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In our days, the decisions related to brands represent an important part of the communication strategy and
implicitly of the marketing strategy of any organization. Using brands is necessary due to at least two reasons:
on one hand, the brand is the element which confers identity to the item it designates (this item can be a product/
service, a range of products/ services, an organization or, according to the latest trends, a place or even a
country) and it has a direct contribution to the differentiation process, by creating a specific image; on the other
hand, the brand fulfills a series of fundamental functions both for the consumer and for the producer and
supplier.

Due to its important contribution to the achievement of superior economic results, the brand is perceived by
many managers as an intangible asset of the organization. Even if they are not recorded in the companies’ balance sheets,
successful brands often have a higher value than the tangible assets. There is a serious concern for determining the value
of brands, a report issued by the Interbrand company being annually published by the BusinessWeek magazine. Already
at its sixth edition, the report called “Best Global Brands” identifies the first 100 international brands. The top was
established according to the value of the brands, determined based on a methodology that Interbrand has been applying
for 20 years, period in which more than 4000 brands have been evaluated. According to this methodology, the brand
value is given by the current net value of the earnings that the brand is expected to generate and ensure during one year
(for the top published in August 2006, the period taken into consideration was 1 July 2005 — 30 June 2006). Tables 1 and
2 show the first ten top international brands in 2003 and 2004, respectively 2005 and 2006.

Table 1 — Top international brands in 2003 and 2004 (the first ten)

Position Brand Brand value | Brand value
in 2004 in 2003

2004 | 2003 (million US | (million US
dollars) dollars)
1 1 COCA-COLA 67.394 70.453
2 2 MICROSOSFT 61.372 65.174
3 3 IBM 53.791 51.767
4 4 GE 44.111 42.340
5 5 INTEL 33.499 31.112
6 7 DISNEY 27.113 28.036
7 8 McDONALD’S 25.001 24.699
8 6 NOKIA 24.041 29.440
9 11 TOYOTA 22.673 20.784
10 9 MARLBORO 22.128 22.183

——Source: “The 100 Top Brands”, BusinessWeek, 2 August 2004

Table 2 — Top international brands in 2005 and 2006 (the first ten)

Position Brand Brand Brand
value in value in
2006 | 2005 2006 2005
(million US | (million US
dollars) dollars)
1 1 COCA-COLA 67.000 67.525
2 2 MICROSOFT 56.926 59.941
3 3 IBM 56.201 53.376
4 4 GE 48.907 46.996
5 5 INTEL 32.319 35.588
6 6 NOKIA 30.131 26.452
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7 9 TOYOTA 27.941 24.837
8 7 DISNEY 27.848 26.441
9 8 McDONALD’S 27.501 26.014
10 11 MERCEDES-BENZ 21.795 20.006

——Source: “Top 100 Global Brands”, BusinessWeek, 7 August 2006

In Romania, the BusinessWeek magazine published a top in December 2006, showing the most

valuable Romanian brands at the moment. The top is presented in Table 3.

Table 3 — Top Romanian brands in 2006

Position in Brand Brand value in 2006
2006 (million Euros)
1 Dacia 387.0
2 BCR 355.6
3 BRD-GSG 208.3
4 PETROM 86.4
5 SENSIBLU 82.0
6 ROMPETROL 72.5
7 CRISTIM 62.8
8 ASIROM 60.9
9 ALTEX 594
10 DOMO 414

Source: “Top 10 Romanian Brands”, BusinessWeek (Romania), December 2006

The history of the way in which brands have been used in the organizational marketing activity illustrates the
efforts made by the producers and merchandisers for improving and adding value to the range of tools used on
the market, which have had as a result new modalities of communicating with the consumers.

Brands evolved significantly in the Middle Age after the appearance of guilds. New regulations which required
the compulsory branding of products were adopted in 1236 — at Padua, as well as in 1331 — at Monza. At that
time there were two types of brands: the individual brand, which made it possible for the handicraftsman to be
identified within the guild, and the collective brand, which functioned as a guarantee of the quality of the
product. In 1534, a new regulation was issued in France, enforcing the introduction of unique brands in order to
individualize the product or service and in 1544 the State introduces the punishment for forging the brand. Also,
at the beginning of the 16™ century the whisky distilleries used recipients marked with a hot iron. It was thus
possible to identify the producer and to protect the products agalnst forgery. Still, it was only in the 19" century
when significant regulations related to brands appeared: in 1857 a new law becomes effective in France,
according to which the brand which was registered and used previously can fight against the registration of
another similar or identical brand. Similar normative documents appear later in most European countries and in
the United States.

Still, the importance and the role of the brand in the activity of the organizations increased starting with the
second half of the 20" century, due to the disappearance of mass society and production. Research studies
carried on by marketers in this period show that individual customers have a tendency to stop buying products
perceived as mere objects in order to satisfy basic needs. The consumers’ expectations are becoming
increasingly sophisticated, and due to the image they promote, brands can also satisfy superior needs, such as
the need of belonging, of acknowledgement or of self-accomplishment.
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The understanding of the role of the brand in the organizational marketing activity and of the importance of the
efforts that marketers should make in order to develop a successful brand must begin with an analysis of the
opinions expressed by various specialists related to this issue.

Although the literature in this field presents a rather large number of brand definitions, frequent references are
made to the opinion expressed by the American Marketing Association:

“The brand is a name, term, sign, symbol or drawing, or a combination of all these elements, allowing the
identification of the goods or services provided by a seller or group of sellers, as distinct from those of other
sellers”.

Since it refers exclusively to the elements which define the visual identity of the brand, we consider the AMA
definition to be incomplete. It is of course in accordance with the general perception on brands, perception
which is also illustrated by a series of research surveys carried on among managers. According to a research
study performed by H. Davidson, managers often define brands as “names or logos used to differentiate the
company’s offer” or “the guaranty of a significant quality level”. Most of them focus on the visible aspect of the
brand — the name or the logo, while the image features, which represent the invisible aspect, are mentioned by
only a few respondents. Since the competition is becoming increasingly fierce and the products increasingly
similar this omission is dangerous, as the features associated to the brand confer it an important competitive
advantage.

In order to highlight this idea, Philip Kotler quotes Niall Fitzgerald, the chairman of the Unilever Corporation,
in one of his books:

“A brand is a storehouse of trust. That matters more and more as choices multiply”.

Although it is not necessarily a real definition of the term, the opinion expressed by N. Fitzgerald is extremely
valuable. The Unilever Corporation includes in its portfolio numerous successful brands, which shows that the
marketers working here have understood what role a brand can play and especially what can add value to a
brand in order to make it become “storehouse of trust”.

The recent marketing literature and practice have shown that the specialists are giving more and more
importance to the brand image and especially to its positioning on the market. They consider that when defining
the brand it is important to take into consideration the features which characterize it and make it attractive and
specific. Mary Lewis states that:

“The brand is the aura of beliefs and expectations related to the product (or service) which give it relevance
and make it easy to distinguish. It is extremely powerful, as it goes beyond the physical characteristics of the
product and enters the area of psychological characteristics”.

This definition is interesting due to several reasons. First of all, the brand is defined from the consumer’s
perspective, which we consider to be the correct approach, as the brand value depends to a large extent on the
amount of money the consumer is willing to pay in order to acquire the brand. In the second place, the author
shows that the associated values offer relevance to the brand — which means they make the brand important
from the consumer’s point of view — and make it easy to distinguish — which means they allow the consumer to
identify the brand in relation to other brands. Third, it is shown that a brand’s power is given by its capacity to
develop based on psychological characteristics. This last aspect is extremely important in the current context,
especially on the markets characterized by a strong competition.

There are also authors who prefer to make the distinction between a brand and a successful brand. For example,
L. De Chernatony and M. McDonald offer the following definition:

“A successful brand is an identifiable product, service, person or place which benefits of such a development
that the buyer or the user perceives the added values as relevant, unique and strong, his needs being thus
satisfied to a larger extent.”

Basically speaking, this opinion is not significantly different from the one expressed by Mary Lewis. But it has
to be appreciated due to the fact that it shows that by investing in the development of the brand equity, the
marketers create the premises for satisfying the consumers’ needs to a larger extent. Since the added values are
perceived by the consumers as relevant, unique and strong, the brand becomes a privileged choice which can
enjoy a long-term success.

Chris Fill is another author who speaks about brands and their role in the marketing communication process.
According to him, it is important to pay attention to the fact that both the managers and the consumers should
get involved in the building of a brand. It is good if both parts have the capacity to differentiate the company’s
offer from the competitors’ and to associate certain features or feelings to a brand. According to him:

“A successful brand is the one which creates and maintains a strong, positive and long-lasting
impression in the buyer’s mind”.

Here we have another reference to what a successful brand represents. The author of the definition shows that a
brand’s success depends on the associations it generates in the consumer’s mind. Moreover, we have to mention
an element which is not present in the previous definitions, namely that the successful brand benefits in the
consumer’s mind of a long-term image. Consequently, we cannot say about a recently launched brand or about
one launched a few years ago that they are successful brands. In order to be included in this category, the brand
needs time, a period in which it should confirm the consumers’ expectations.
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For some time now the specialty literature has been operating with a concept which synthesizes all the
elements that add value to the brand and transform it in a successful brand: brand equity. According to David
Aaker, brand equity represents a set of assets and liabilities connected to a brand, to its name and logo, which
have the capacity to “increase (or to decrease) the value provided by a product or service to a firm and/ or to
the firm’s buyers”. These assets are grouped by Aaker in five categories: brand loyalty, brand awareness,
perceived quality, features associated to the brand and other assets owned by the brand (patents, trademarks,
etc.).

In order to assess the value of the brand equity two elements are taken into consideration: the financial
value of the brand and the specific features which define its image.

Marketing specific communication plays an important part in the building of the brand equity. Once it
is created, the brand itself becomes a powerful communication channel through its name, logo, but especially
through the features which enable it to differentiate itself from the other brands and offer the consumers the
possibility to better satisfy their needs.

The brand is in some respects similar to a person, as it has its own identity and personality. Its name and logo
define its identity, showing who the brand is, while the set of associated values characterize its personality,
showing how the brand is.

According to the specialists, the identity of the brand is “a specific combination of visual and auditory
elements” which ensure the brand recognition and differentiation, also creating a connection between the brand
and all the pieces of information related to it. The elements referred to here are generally the name and/ or the
sigle — representing the verbal components of the brand, the sign or/ and the logo — representing the figurative
features of the brand.

In exchange, the personality reflects the positioning of the brand, being thus based on the features seen as
relevant, unique, strong and able to generate a positive long-term image in the consumer’s mind and to offer him
serious reasons for buying.

The identity and the personality are the ingredients which lay at the basis of the creation of the brand equity and
which determine its success on the market. This is why marketers should focus on these elements when they
take into consideration the launching of a new brand on the market or the repositioning of an already existing
brand.
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