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Introduction. In the modern context is

IN STRATEGIC MARKETING

Abstract. In the contemporary landscape of global economic development, branding has evolved
into one of the most critical strategic tools for ensuring long-term competitiveness. A brand no longer
serves merely as a symbolic identifier but has become a key intangible asset capable of generating
sustained market advantages, influencing consumer behavior, and increasing corporate value. The
hypothesis that “brands are born, not raised” remains relevant within modern marketing theory, as it
suggests that successful brands emerge from deliberate strategic planning rather than spontaneous
growth. This article examines the theoretical foundations of brand formation, demonstrating that strong
brands result from systematic management, long-term vision, and coherent strategic marketing planning.
Drawing on classical and contemporary branding theories — from Aaker and Keller to Kapferer and co-
creation models — this research highlights the transformation of branding from a tactical instrument
into a central component of corporate strategy. The article also emphasizes the role of branding in
building brand equity, shaping consumer trust, and consolidating competitive positions. By analyzing
empirical observations, recent academic studies, and the evolution of branding practices in regional and
global markets, the research justifies branding as a crucial element of strategic marketing management
and identifies its potential for developing new scientific hypotheses relevant for the future of marketing
science. In competitive markets, brands serve as the leading trademarks — the vanguard of a com-
pany’s forces. Additionally, the paper outlines practical implications for organizations seeking to
strengthen their strategic brand architecture, illustrating how effective branding enhances organizational
adaptability, supports innovation, and reinforces long-term stakeholder relationships.
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theoretical foundations,

mechanisms,

of business development, it is crucial to
possess the most advanced — sometimes even
revolutionary — knowledge, rather than rely
solely on conventional approaches.

Object of research is strategic brand
management as a component of strategic
marketing planning. Subject of research
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and tools of branding that shape long-term
corporate competitiveness. This is important
for many reasons: science does not stand
still, but is subject to rapid progress. Over
the past two centuries, economic theories
have been constantly evolving, and therefore
it is essential to remain relevant. Those who
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base their business activities exclusively on
outdated postulates and ignore innovations
or new research risk being outperformed by
better-informed competitors.

In this regard, it becomes important
to explore new ideas — even those that may
not yet be reflected in the latest works of
reputable economists. To capture emerging
developments most effectively, one must
identify new directions in current economic
processes and formulate new theories; in
doing so, new hypotheses naturally come to
the forefront.

Research tasks are:

1) to examine the evolution of branding
within marketing theory and practice;

2) to analyze classical and contemporary
approaches to brand management;

3) to substantiate the hypothesis that

strong brands originate from strategic
planning rather than spontaneous
development;

4) to identify the role of branding in
forming brand equity and long-term corporate
value;

5) to integrate theoretical and practical
findings into a conceptual framework of
strategic brand management.

In this article, we aim to demonstrate
the importance of theoretical research
in branding and marketing. Even within
marketing — as a constituent part of economic
theory — it is both possible and necessary to
propose new scientific hypotheses. Marketing
has always been at the forefront of innovation
and change, as it is the most responsive part
of business to shifts in customer preferences,
external economic environments, and the
psychological factors influencing both
consumers and employees.

More specifically, strategic branding
remains the cornerstone of strong marketing
and the foundation for its emerging scientific
hypotheses. One of the most effective
methods for creating a company’s distinctive
characteristics and added value for customers
is branding. Thirty years ago, we knew almost
nothing about brand management; however,
today, in our rapidly changing world, it is
impossible to succeed without practical
knowledge in this field. Are brands “born or
raised”?

We propose the hypothesis that brands
are “born,” not “raised.” In the following
section, we will attempt to substantiate this
assumption. This hypothesis remains an open
question, as it has not yet been disproven,
and its full confirmation will require time — it
must be validated through the analysis of both
existing and defunct companies and brands.

Literature Review. The development of
brand management theory has undergone a
profound transformation over the past three
decades, evolving from a tactical marketing
tool into a cornerstone of strategic corporate
management. In the classical marketing
literature, several foundational approaches
have shaped the modern understanding
of branding and its role in long-term
competitiveness.

One of the earliest and most influential
theories was proposed by David Aaker (1996;
2008), who introduced the concept of brand
equity as a key intangible asset determining
a company’s market value. Aaker argued that
the brand’s strength lies in the consumer’s
awareness, perceived quality, loyalty, and
associations. His model placed emphasis on
measurable brand assets, treating the brand
as a financial and strategic investment rather
than merely a marketing symbol.

In contrast, Jean-Noél Kapferer (2016)
developed the Brand Identity Prism, which
views the brand as a multidimensional
identity system. According to Kapferer, a
brand must achieve internal coherence
between its physical appearance, personality,
culture, relationship with consumers,
reflection, and self-image. While Aaker
focused on value perception and metrics,
Kapferer stressed the coherence of brand
identity and communication consistency
across all stakeholder interactions.

Kevin Keller (2020) complemented
these views with his Customer-Based Brand
Equity (CBBE) Model, emphasizing that the
power of a brand lies in what customers
have learned, felt, and experienced about it.
Keller’s model highlights that brand equity
arises from cumulative consumer knowledge
and associations, thus linking branding more
directly with consumer psychology.

Meanwhile, Philip Kotler and Kevin
Keller (2012) placed branding within the
broader framework of strategic marketing
management, positioning it as an essential
element of long-term differentiation and
value creation. Their approach connects
brand strategy with corporate mission,
innovation, and customer relationship
management, bridging operational and
strategic perspectives.

Comparatively, Aaker’s approach treats
the brand as an economic resource, Kapferer
as a symbolic system, and Keller as a
psychological construct. All three, however,
converge on the conclusion that sustainable
competitive advantage is inseparable from
effective brand management. The synthesis of
these theories forms the methodological basis
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for strategic branding - a process through
which companies can systematically build,
manage, and renew their intangible capital.

Recent research has expanded these
classical theories into new domains shaped by
digitalization and globalization. For instance,
Iglesias, Ind, and Alfaro (2019) proposed the
co—creation model of brand value, in which
consumers actively participate in building and
transforming brand meaning. This represents
a shift from company-controlled branding to
a collaborative process involving multiple
stakeholders. Similarly, Parguel, Benoit-
Moreau, and Larceneux (2020) explored how
sustainability ratings influence consumer
perceptions, concluding that ecological and
ethical dimensions increasingly determine
brand trust and loyalty. Gensler et al. (2021)
examined brand perception in social media,
revealing that interactive digital environments
significantly alter how customers evaluate
authenticity and reputation. At the same time,
regional studies such as Belostecinic (2019)
have focused on digital branding in emerging
markets, highlighting both opportunities and
challenges of brand adaptation in virtual
ecosystems.

A comparative analysis of these modern
works reveals a paradigm shift: branding
is no longer limited to communication or
visual identity — it has become a platform for
value co—creation and strategic stakeholder
engagement. However, despite notable
progress, most recent studies continue to
focus on tactical, communicative, or digital
aspects of branding, while the strategic
dimension — particularly its integration into
corporate planning — remains underexplored.
This gap underscores the relevance of the
present study, which aims to justify branding
as a key instrument of strategic marketing
management.

Research Methodology. The
methodological basis of this research is
grounded in the principles of modern
strategic marketing and brand management,
combining theoretical analysis with empirical
observations. The study was conducted by
Igor Belostecinic (ASEM, UTM, Chisinau) in
2016-2025 as part of ongoing research on
the development of branding concepts in
strategic marketing planning. The analysis
is based on both secondary and primary
sources, including academic publications,
case studies, and empirical data from global
and regional brand development practices.

The methodological approach integrates
comparative analysis, content analysis,
and conceptual synthesis. The comparative
analysis was used to evaluate various

theoretical models of brand management
proposed by leading scholars such as
Aaker, Kapferer, Keller, and Kotler. Content
analysis of recent academic works (2019-
2024) was performed to identify current
trends in branding research, especially in
areas of digital transformation and value
co—creation. Empirical data were drawn
from open databases, corporate reports of
international companies, and analytical
publications concerning brand capitalization
and consumer perception.

For the empirical component, the study
also considered observational data from
Moldovan, Ukrainian and European markets,
focusing on the evolution of national and
corporate brands. These data covered the
period 2019-2024, reflecting post-pandemic
trends in strategic marketing. The data
were systematized using descriptive and
analytical methods, ensuring the reliability
and comparability of conclusions.

The analytical phase involved the use
of qualitative synthesis and interpretive
analysis to identify the relationship between
branding practices and long-term strategic
marketing goals. Correlations between brand
strength and market competitiveness were
examined through cross-case comparison,
which allowed the identification of recurring
patterns in successful brand strategies.

Among the positive methodological
aspects is the combination of classical
theoretical models with up-to-date empirical

data, which enhances the validity of
conclusions.
However, certain limitations should

be noted: the absence of large-scale field
surveys and the reliance on secondary data
sources restrict the possibility of broad

quantitative generalization. Nevertheless,
the applied methodological framework
ensures the internal consistency and

theoretical rigor of the study, allowing for a
comprehensive justification of branding as
a strategic instrument in modern marketing
management.

Main Results.

Critical analysis of the theoretical
foundations of brand management: from
long ago people satisfy their needs and neces-
sities by means of some commodities, goods.
Commodity — is any market offer capable of
satisfying a need or necessity and taking form
of material goods (physical products), servic-
es, experience, events, persons, geographical
territories, property organizations, informa-
tion and ideas.

Nowadays there is no doubt in the fact
that a trademark is one of the company’s
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Fig. 1. Generalized diagram of strategic brand management

most valuable assets. However, creation and
“nurturance” of an effective trademark takes
a lot of time and effort. The word “brand” orig-
inates from Scandinavian “brandr”, which
means “burn, fire.” So was called the mark
the cattle owners used to mark their animals
(Aaker, 1996, p. 26).

According to the World Intellectual Prop-
erty Organization, trademark is a distinctive
sign which identifies certain goods or services
as those produced or provided by a specific
person or enterprise (Keller, 2020). It allows
the customer to easily and fast decide in favor
of tried—and-true products, provided by repu-
table entrepreneurs.

David Aaker — the leading world expert in
effective brands’building — gives an illustrative
comparison: “Each brand is like a separate
football player, while design and advertising
are like trainings destined for improvement of
shape and effectiveness of such player. Brand
architecture — senior coach, who has to put
players on their places and make a winning
team out of them, not just a star collection.”
(Kapferer, 2016, p. 105). The most important
component of brand architecture creation is
company’s brand portfolio structuring. This
task consists of the selection of architectural
option, selection of company’s brand grouping
principle and decision on possible depth and
width of spin—off.

Good brand management doesn’t come
outoftheblue, butratheris aresult ofaccurate
planning and correctly chosen development
path. There are lots of examples of little-
known or weak brands becoming strong and
successful ones, and vice versa, of well-known
and reputable brands falling, vanishing or
going into deep crisis (e.g. Polaroid, Kodak,

Xerox, etc.) Major, old-established brands
become symbols, designating not only
corporations, but even entire cultures. Coca-
Cola has not only the most recognizable logo
in the world, but the logo itself became the
symbol of western lifestyle.

Scientific and methodological basis for
substantiation of the thesis that “brands are
born to become brands, not raised”, besides
practical observations and experiments,
are the works of renowned managers,
businessmen and economic science
authorities in the domains of marketing and
management, data gathered during field and
office studies. As scientific novelty of the
hypothesis can mostly be deemed author’s
attempt to formulate the overall concept of
“strategic brand management.” It is made by
means of direct comparison of content of such
hypotheses with the virtually observed state
of things and of establishment of identical
relation (or its absence) between facts stated
in the hypothesis and facts proved by the
results of observations and experiments.

Should one produce nameless and
unremarkable goods and render ordinary
generic services, or show some bright
brands on the market? As per Figure 1 the
author proposes to create brands and use
strategic brand management on a long-
term basis! Strategic brand management
shall be performed in such a way, so that
your brand becomes a “star”, which not only
shines, but also brings joy and satisfaction,
and, what’s more important — profit, to you
and your clients. The strongest one wins.
The one who will be capable of building the
entire brand management strategy in his
own team.
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In our case it will take time to prove the
validity of the hypothesis that the brands are
born as brands, that a brand cannot “grow”
out of nothing, or by uncontrolled chance.
It is much harder to verify the validity of
general empirical hypotheses, let alone
theoretical ones, especially those underlying
scientific theories, being their axioms.
Such verification can only be indirect, by
means of drawing conclusions from general
hypotheses, establishment of identity or
difference in the content of the latter with
the state of things being observed, and,
finally by means of assumption of the subject
of scientific cognition as a decision about
sufficient number of verified consequences
from the general hypothesis for making a
judgment about its validity or invalidity (in
a particular case, falsity). The process of
taking a decision by scientific community
about validity of scientific hypotheses often
takes a lot of time, and at that it is never final.
Certain hypotheses and truths are relative,
dialectical, mobile categories in the real
dynamics of scientific knowledge.

Recently there came up a lot of new things
in marketing economic theory, in particular —
geo-cultural territory branding — as a method
of development of entire territories (regions,
cities, even countries), although some 25
years ago no one even made hypotheses
about the possibility for the whole country or
a city to become a brand.

Author’s perspective on the
justification for using branding in strategic
marketing planning: as understood by the
author of this thesis, a brand - is a name
of a sale object and a symbol attached to it
(firm, goods, service, idea, personality, etc.),
the peculiarities of which are widespread
notability and stable fixation in mass
consciousness. Thus, a brand is virtually
a successful trademark. Only strong brand
can generate profit on a long-term horizon;
it, without relatively large investments,
increases brand capital, makes a customer
more loyal and less flexible in terms of price
towards brand’s offer.

Brand is a successful trademark.
A brand can become strong only in the
course of time, any brand is weak in the
beginning of its life path, and only successful
marketing management — in complex and in
the perspective — will make it strong. A good
brand gives a range of advantages to the
company and to the customers themselves,
as compared to the depersonalized goods and
services. In due course a strong brand allows
increasing the brand capital — an intangible
asset attracting clients.

Conclusion. Many authors discuss the
concepts of branding, strategic management,
and brand management separately; however,
few of them focus specifically on strategic
brand management. The author of this paper
distinguishes this concept as a separate
category, emphasizing the importance of
applying branding not only in a company’s
day-to-day operations but also from a long-
term strategic perspective — in contrast to the
short-term objectives typical of conventional
marketing.

In modern business conditions, a brand
is also perceived as a particular form of
communication — a means of establishing
trust-based  relationships between a
company and its customers. This task can
be accomplished most effectively when the
company takes into account the full spectrum
of an individual’s connection with the
surrounding world, rather than limiting itself
to a single type of relationship, particularly
the commodity-money exchange. Priority
should be given to the individual’s position
over the company’s position, where the
company is viewed not only as a market entity
but also as one of the elements within the
human perception of the surrounding world.
From this perspective, a company’s success
primarily depends on how harmoniously its
products fit into the overall worldview of its
target audience, how well its interests align
with that worldview, and how significant a
place the company and its products occupy
within it.

Today, brand management has become
the core of a company’s strategic management,
integrating key corporate strategies around
it. This is largely due to the fact that many
companies now aim primarily at increasing
their market capitalization rather than short-
term profits, and the brand is increasingly
regarded as the company’s main intangible
asset.

Long-term branding within the
framework of strategic marketing planning
shapes a coherent image that gradually
forms in the minds of the target audience
based on all available information about the
brand owner’s activities. Moreover, the image
being created must be aligned with the brand
owner’s key strategic goals and contribute
directly to their achievement.

Through the process of strategic brand
management, company specialists can
effectively control brand equity. Brands
ensure maximum profitability with relatively
minimal costs. In competitive markets,
brands serve as the leading trademarks — the
vanguard of a company’s forces.
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HAYKOBE OBI'PYHTYBAHHS BAXNUBOCTI BPEHAUHIY B CTPATEMYHOMY MAPKETUHIY

Y cy4acHOMY KOHTEKCTi rmobansHOr0 EKOHOMIYHOTO PO3BUTKY OPEHAUHT NEPETBOPUBCS Ha OOMH i3
HaBaXNWBILLMX CTpATEriYHUX IHCTPYMEHTIB 3a6e3neyeHHs1 LOBrOCTPOKOBOI KOHKYPEHTOCTPOMOXHOCTI.
BpeHp 6Ginblue He cryrye nuile CMMBOMIYHUM iEHTMIKAaTOPOM, @ CTaB KITHHOBWUM HemarepianbHUM
aKTMBOM, 3[0aTHUM reHepyBaTW CTilKi PUHKOBI nepesary, BMNWBATW Ha MOBEAiHKY CMOXMBaYiB Ta
niABULLYBaTW KOPMOpaTMBHY BapTiCTb. [inoTe3a npo Te, WO «BpeHAn HapomKyloTbCs, @ He BUPOLLY-
I0TbCSY, 3aNMULIAETLCA akTyarnbHOI B Cy4YaCHI MapKETUHIOBIW Teopii, OCKinbkv BoHa nepeabayae, Lo
ycnilwHi 6peHamn 3'SBNsOTLCS B pesynbrarTi LinecnpsiMOBaHOTO CTPATEriyHOro NnaHyBaHHS, a He CMoH-
TaHHOTO 3pOCTaHHs. Y Uil CTaTTi po3rnsfaTbCs TEOPETUYHI OCHOBW hOpMYBaHHs BpeHay, Lo AeMOH-
CTPYIOTb, LLO CUITbHI BpeHau € pesynbTaToM CUCTEMATMYHOIO YNpaBniHHS, JOBrOCTPOKOBOrO 6a4yeHHs Ta
MOCMiZOBHOIO CTPATEriYHOro MapKETMHIOBOTO NnaHyBaHHS. Cnvparymch Ha KnacyyHi Ta CyyacHi Teopii
OpeHanHry — Big Aakepa i Kennepa o Kandepepa Tta mogenei CniBTBOPYOCTi — Lie OOCHIIKEHHS
nigkpecnioe TpaHcopMaLito BpeHAWHTYy 3 TaKTWYHOTO IHCTPYMEHTY B LEHTPanbHWA KOMMOHEHT
KoprnopaTuBHOi cTpaTerii. Y cTaTTi Takox NigkpecnioeTses ponb OpeHauHry B nobynosi GpeHZoBol
BapTOCTi, (POPMyBaHHI JOBIpU CNOXMBAYIB Ta 3MiLHEHHI KOHKYPEHTHUX NO3WLIA. AHani3youn eMnipuyHi
CMOCTEPEXEHHS, OCTaHHI HayKOBi JOCTIIXEHHS Ta €BOMIOLiI0 NPaKTUK BPEHAWHTY Ha perioHanbHuX i
rnobanbHUX puHKax, AOCiMKEHHS 0BrpyHTOBYE BPEHAMHT SIK BaXIIMBUIA €MEMEHT CTpaTeriYHoro map-
KETMHIOBOrO MEHEPKMEHTY Ta BM3HAYae WOro noTteHLian ans po3pobku HOBMX HAyKOBUX rinoTes, LU0
MaloTb 3HaYeHHs Ans ManbyTHLOrO MapKeTUHroBOI Hayku. KpiM Toro, y cTaTTi BUKNaAeHO NpaKkTUYHi
pekomMeHZaUil Ans opraHisauii, ski nparHyTb 3MILHWTM CBOK CTpaTeriyHy apxiTekTypy OpeHay,
MpOoINCTPyBaBLLK, Sk eheKTUBHWIA DPEHAMHT NiABWLLYE afanTUBHICTb OpraHisauii, cnpusie iHHoBaLism
Ta 3MiLHIOE JOBrOCTPOKOBI BiHOCWHM i3 3aLjiKaBlIeHUMU CTOPOHaMMK.

KnioyoBi cnosa: 6peHa, 6peHauHr, ynpasniHHs GpeHaoM, cTpaTeriuHui MapKeTUHT, TOprosa Mapka.
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Mopsika

ABTOp BMCIOBMIOE LUMPY BASYHICT MApKETUHIOBOMY areHT-
ctBy Promarketing 3a HagaHHs LiHHUX JaHUX MapKeTUHro-
BUX JOCNiIMKeHb Y cdhepi OpeHanHry.

ABTOp TakoX BMCNOBMOE rMUOOKY BASYHICT YKpaiHi, ii Ha-
poay Ta 36poiiHum cunam YkpaiHuM 3a iXHI CTilKiCTb
y 3axucTi CBOEI KpaiHu Ta Bciei €Bponu Bif POCINCHKOT
arpecii, WO A03BOMSE BYEHWM YCbOrO CBITY NPOAOBXYBaTU
CBOIO HaykoBY po60Ty B MUPHUX YMOBAX.
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