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BRANDING AS A COMMUNICATIVE TECHNOLOGY OF INCREASING 

ENTERPRISE COMPETITIVENESS 

 

The current stage of development of socio-economic relations is characterized by a high 

level of competition between different entities. Competition in most consumer and business 

markets  is getting tougher and the problem of maintaining its market share is becoming more 

urgent. Businesses are working hard to influence consumer needs and motivate conumers to buy 

certain products. Theory and practice increasingly show that the main factor in the success of the 

enterprise is the loyalty of consumers. The effective usage of such communication technology as 

branding plays an important role in ensuring success of enterprises in modern conditions. 

In a general sense, branding is a technology of consistently providing the product with 

attributes that make it a favorite purchase, thereby increasing the competitiveness of the product 

itself [1]. We agree that branding is the systematic, sound, balanced process that involves 

planning and implementing a marketing mix of measures to create a brand or to transform it into 

a brand, in particular by developing an appropriate name, corporate style and design, advertising 

campaigns, promotions to stimulate sales, targeted PR, in order to form the desired associative 

impressions of consumers [2].Branding is the activity to create a long-term advantage of the 

product, based on the joint enhanced impact on the consumer by means of trademarks, 

packaging, and other elements of advertising, united by a certain idea and a characteristic unified 

design that distinguishes the product from competitors and creates its image. 

The effectiveness of branding is largely determined by the depth of its processing. Of 

paramount importance is the development of brand relationship management technology with 
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consumers in conjunction with the study of the relationship of partners in the process of 

organizing business. Branding should always be in line with the organization's business strategy. 

Building communications with the consumer through the brand is the effective means of 

managing competitiveness. The brand is the point of intersection of all communications with the 

consumer, which solves the problems of both sides: implements the main task of the business - 

to make a profit and the task of the consumer - to satisfact the need. Understanding the brand 

concept consists of three attributes united by a single idea. 

The concept of the brand can be represented as a formula: 
 

F(x) = ax + b, 
 

where a is one of the three attributes of the brand,  

           x is the main idea of the brand,  

           b is confirmation of the promise of the brand. 

Typically, all brands have three key attributes, which in turn form a triangle of the brand. 

These are the functional, emotional and social properties of the product.  

Functional attributes are understood as such qualities of the product as reliability, safety, 

durability, appearance and design, etc. The emotional properties of the brand are the feelings that 

its consumer feels in the process of product consumption.The social characteristic of the brand is 

its target audience. The brand cannot be for everyone. It must have the core, the main target 

audience for which it is intended. 

X - is the main unknown value in the brand formula. Naturally, it is unknown only during 

the development of the brand. Once launched, it should not only be known to all, but also be 

meaningful to consumers of the brand. The basic concept of the brand is often based on one or 

more attributes. However, in a competitive environment, the use of common attributes as the 

core of the brand is wrong. The brand idea must be unique enough to be difficult for competitors 

to use. Ideally, it should be protected by the patent. 

Drawing a beautiful logo and shooting several commercials in which consumers will be 

promised various benefits is not enough for success. The brand must have confirmation of its 

promises, realized in the real qualities of the product. This is reflected in the value of the brand 

formula, as b. 

Among the tasks facing the brand are, first of all, achieving a certain market share, 

increasing loyalty and so on. The brand is the key link, the core of all communication policy, 

especially in the consumer market. 

The choice of means, forms and methods of communicative influence is determined by 

factors that characterize the needs, preferences and expectations of the target audience. The 

audience of communicative influence in brand management is formed not only by consumers. 

The communicative influence of the brand is also exerted on the company's employees, 

investors, suppliers, distributors and other partners who interact with the brand.Contact 

audiences can also be other market participants with whom the company maintains irregular 

communications, such as the media, government and public institutions [2]. 

There are a number of types of brands, each of which plays its role in the market: product 

(commodity) , service, personal, organizational, event brands, geographical etc. 

Commodity brands are best associated with what most people understand by brand. 

Service brands are less common than commodity brands and are associated with services rather 

than something tangible. Personal brands come from Hollywood celebrities of the last century. 

Today's personal brands cover a range of names, from sports stars and pop stars to business 

gurus. Event brands are events, usually in the field of sports or art, promoted as stand-alone 

brands. Geographical brands - the growth of tourism, the leisure industry, as well as travel has 

led to the emergence of branding of geographical points. Organizational brands - cross the 

boundaries of goods and services and extend to the category of organization. Organization is 
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represented nowadays as brand and the brand becomes part of the process of strategic planning 

in organization. 

Organizational branding includes the following levels: 

1) communicative branding - creates a visual impression of the organization, published 

or tangible elements of corporate culture; 

2) branding of interaction with the client is manifested through written and unwritten 

rules that must be met by staff when meeting with stakeholders; 

3) integrated branding takes place if the company has a developed corporate culture, 

control over its observance, the formation of a positive image.The purpose of integrated 

branding is the complete identification of the client with the brand both on a rational and 

irrational level. 

The advantage of integrated branding is that the actions of each employee, the order of 

the company, corporate culture help to create the valuable and personal idea, the experience of 

communicating with the brand in different groups of stakeholders (interested audiences). 

And therefore the process of integrated branding is continuous, there is an accumulation 

of brand value. The model of integrated branding is the most adequate to the challenges of the 

time in the field of brand communications, but it is important to combine the model with the 

practical aspects of branding and consistency of internal and external branding. 

Brand building is a creative work that requires deep knowledge of the market, consumer 

and competitors. The main rules and principles of brand formation are simplicity, patience, 

flexibility, accessibility, humanity and innovation. 

There are the following stages of branding: 

1) generation of names. It includes inventing words, abbreviations, phrases and new 

formations that would best suit the brand concept, the market prospects of the organization; 

2) filtering of names. It means the division of all groups of names into rating classes, 

which are formed as a result of their preliminary testing; 

3) the choice of brand name is only a quarter of the technological cycle of branding. Then 

the designers come to work. Their task is to develop a logo corresponding to the name; 

4) determining the ratio of funds and methods of brand promotion, forecasting the 

psychological effect of the implementation of certain branding activities. This stage is 

implemented by marketers; 

5) the final stage is brand management. It means the implementation of systematic 

measures aimed at consolidating the brand in the market and further development of the brand 

structure, taking into account innovative products that will act under the auspices of the brand, 

patenting and copyright protection. 

Branding is carried out by using certain techniques, methods and tools that allow to bring 

the developed brand to the consumer and not only form in his mind the image of the brand, but 

also provide assistance, guide consumers to the perception of functional and emotional elements 

of the product [3, p. 23].The use of communicative branding technology in the enterprise 

indicates the ability of the manufacturer or trader to create, develop, maintain and protect its 

brand, increase its competitiveness at the market and ensure its identification among  consumers. 
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