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Kopnopamuenuom openo Kako uzeop Ha 00pryciuea
KOHKYPEeHMCKa nPeOHOCH Ha KOMRanuume

AncTpaxrt

OcCHOBHHUTE MpPHWYMHHU 3a HArJlaceHaTa aKTYeJIHOCT Ha KOPIOPAaTHBHHOT OpEeHJ Kako H3BOp Ha
KOHKYPEHTCKa MPEJHOCT JIeXKaT BO (DaKTOT JIeKa, Ha O POK, HE IIOCTOM HUTY €IHA APYra alTepHATHBA, OCBCH
na ce 6une momodap o1 KOHKYpeHTHTE. 3a 1a ceé OCBOM M 3aJp)XH OBaa IMO3UIIH]ja, IIOTPEOHO ¢ KOMITaHUHTE J1a
JEMOHCTPHpAaT CYIEPHOPEH KBAJIUTET BO OJHOC HAa HUBHHTE KOHKYPEHTH BO MHOTY Pa3JIMdHH ITUMEH3HH.
3aeHUYKM MMEHMTEN 3a CYNEepHOPHOCTa Ha €lHa KOMIAHHWja Haj JPYrd € TOKMY BPEJHOCTa Ha HEj3UHHOT
KOpHOpaTHBEH OpeHA, MepeHa MpeKy pasyinuHu atpuOyTu. KoMnaHumuTe nNocTojaHo ce coouyBaar co JBE BEUHH
KaTeropuu: KOMIUIEKCHOCT W MNPOMEHJIMBOCT. [pafieleTo M yNpaByBamETO CO KOPIOPAaTUBHHOT OpeH.
OBO3MOXYBa AWHAMHUYEH Pa3B0j HA KOMIIAHWUTE HU3 BPEMETO M NPOCTOPOT, MPEKYy YCIEIIHO COOYYBame CO
npo0JIeMHUTe KO MPOM3JIETYBaar Off TOpEHaBEACHUTE KaTerOPHH.

IIpeameT Ha HCTpaKyBame Ha OBaa JOKTOPCKa JUCEpTalMja MPETCTaByBa 3HAYCHETO M BaKHOCTA Ha
KOPIIOPATHBHUAOT OpeH[ 3a IONTOpOYHAaTa IMPO(PHUTAOMIIHOCT Ha KOMIITAHMHTE, IPBEHCTBEHO BO PemybOmmka
MakeznoHHja, a TIOTOa U Ha TII00aTHO HUBO, 3eMajKH ja IIPEIBH/] KOMIUIEKCHOCTA Ha OKPY)KyBambETO KAKO CyMapeH
(akTop IMTO c¢ MOBEKE IO OTEXHYBA NPOIECOT HA CO3/1aBambeé HOBA BPEAHOCT M HEJ3MHOTO €PEKTYyHpPamE BO
crabmirHa TpopUTaOMITHOCT.

JlokTOpcKaTa AucepTandja TO aHAIM3HMpa INPAMIAKETO Jalld M3BOPHTE HA OJPXKIIMBA KOHKYPEHTCKA
MIPEAHOCT MPOU3JICTYBaaT O NOTCHUUPAKCTO HA BHATPCIIHUTE MPECAHOCTH U CIMMUHUPAKBLCTO HA BHATPCIIHUTE
cnabocTu WM, NMaK, THE CE pPe3yiTaT Ha YCIEIIHO HMCKOPHCTYBambe Ha MOXKHOCTHTE BO OKPYXKYBAmETO H
n30erHyBamke Ha HaJJBOPEIIHUTE OTpaHiyyBamba. [ mokpaj Harmopure Ha OpOjHHU aBTOPH 3a MOJIPIIKA Ha BTOpaTa
Te3a, COBpeMeHaTa HayyHaTa MHCIIa 0J] 00JjlacTa Ha CTPaTernCKHOT MEHAIIMEHT ja HarjacyBa pBaTa BapujaHTa.
3aroa ciein aHaJIM3aTa Ha HEMATepHUjaJJHUTE CPEJCTBAa U HUBHATa (M)MOOMIHOCT, KaKO HEONXOJCH YCJIOB 3a
OJIpXKITMBAa KOHKYPEHTCKa NMPEeJAHOCT. AHal3ara Ha uiejaTa 3a KOPIopaTUBHUOT OpEeH]| Kako CyOJIMMaT Ha CUTe
TUIIMYHA PECYPCH M CIIOCOOHOCTH Ha KOMIIaHHMjaTa PE3yJTHpa BO paMKa 3a CO3/aBambe M OAPXKYBamkE Ha
IocaKyBaHaTa KOHKYpPEeHTCKa mperHocT. OBaa Te3a ce mokaxyBa HuM3 mpusmara Ha VRIO xonmemnTot.
JlokTopcKkaTa aucepTaiyja ro anannsupa GeHoMeHOT Ha OpEeHANPAmbETO M HETOBaTa IOBP3aHOCT CO TPOIECOT Ha
CO3/1aBa-e HOBA BPEIOHOCT, a CO TOa M OJPXKJIMBA KOHKYPCHTCKAa NMPEIHOCT. APryMEHTHTE ja MOJAPKyBaat
yJiorata Ha KOPIIOpaTHUBHUOT OpeH BO: 00e30e1yBame Ha IIOT0JIEMO Ia3apHO YIECTBO, CO3aBAETO HAa Oapruepu
3a BJIe3 HA HOBM KOHKYPEHTH, OCTBApYyBambETO Ha MPON3BOJHO M Ma3apHO MpPOMIMPYBame, 00e30e1yBameTo Ha
NpEeMHUYM [I€Ha, IPUBJIEKYBakETO HAa KBAJIUTETHa paboTHaTta cuia, 00e30eayBambeTo JIOjalHOCT —Kaj
MOTPOIIYBAYUTE U CTUMYJIMPakeTo HHOBalK. OBa BOAM KOH aHAJIM3a HA OJTHOCOT MEI'y T.H. CTPAaTETHCKU SBE3/IH:
BU3WjaTa, KyJNTyparta M HUMHUOT Ha KOMIIaHMjaTa, KaKO HEONXOJEH YCJIOB 3a IpaJielh¢ U YNpPaBYBambe CO
KOPIIOPAaTHBHHUOT OpeH/I.

Bo ocHoBata Ha OBaa JOKTOpPCKAa JUCEpTalldja ¢ [CHTArOHOT Ha KOPIIOPATHMBHUOT OpEeHI: parame,
neuHUpame, apTUKYJIUpambe, MEPEmhe U eKCIaH3Mja Ha KOPIOPAaTUBHUOT OpeHA. MoZenoT e KoMImianuja Ha
MOJENIM OJf CBETCKM II03HATH AaBTOPH, IJO00ATHO NOTBPAEHH OJf CTpaHa Ha TOJEMUTE KOPIIOpalny.
[IparmMaTr4HOCTa HAa OBOj MOJIEN C€ JOKa)KyBa NPEKy BOCIOCTABYBABETO Ha KANMTAJIOT HA KOPIOPATUBHHOT
OpeHA: CBECHOCTA 3a KOPHOPAaTUBHUOT OPEHI, HUBOTO Ha COTJIEJAHUOT KBAJUTET HA IPONU3BOIUTE/YCITyTUTE, KO
acolyjalliy KOPIOPAaTHBHUOT OpeHJ rm Oyau M KakBa € JIOjaJHOCTa Ha IOTPOIIyBadMTe KOH OpeH/OT.
OmpaBaHocTa Ha CHTE TEOPETCKM M TPAKTHYHM CO3HaHMja BO OBaa JHcepTanydja ce MOTBPAYBa IPEKY
eBaJlyaldjaTa Ha KOPIIOPATHBHUOT OPEHJ Koja ce 00pasjiokyBa MPEKY HEKOJIKY BapUjaHTH: KaNUTAJIOT Ha
KOPHOPAaTHBHUOT OpeH]| KaK0 MEPHJIO 3a BPEIHOCTa Ha OpeHIOT, (pMHAHCUCKH TPHUCTANU 33 BPEJHYBambe Ha
KOpHOPaTHUBHUTE OPEHIOBU, HHTEIpUpakhe Ha (PMHAHCHUTE U MAapKETHHIOT IIPEKY MPHUCTAIIOT ,,Hajjo0pa npakca‘,
JIAaHELIOT Ha BPETHOCTH Ha KOPIIOPATUBHUOT OPEH 1 MMOBPATOT Ha MHBECTUI[MHUTE BO KOPIIOPAaTUBHUOT OpeHn. Ha
0BOj Ha4YMH Ce 3a0KPY)KyBaaT HAllOpUTE 3a pa3Oupame, IpUMEeHa 1 eBajlyallrja Ha KOPIIOPATUBHUOT OpeH/I Kako
H3BOP Ha KOHKYPEHTCKa IPETHOCT.

Bo 3aki1yqoKoT ce cucTeMaTU3UpaHu COrJieyBambara U CO3HAaHHWjaTa Of JIOKTOPCKHOT TPYA, CO 1Ie J1a
ce KOMIUIETHPA aHaIn3aTa Ha KOPIIOPaTUBHUOT OPEH] KaKo U3BOP Ha KOHKYPEHTCKA IPEJHOCT Ha KOMITAHHHTE,
NIPeKy Koja ce 3ajaKHyBaaT OATOBOPHTE Ha €CEHIMjATHOTO Ipallambe BO €KOHOMHMjaTa: Kako Jia ce IOCTUTHE
noseke?

Kutyunu 300poBu: xopnopamueen 6peno, KOHKYPEeHmMCKa npeoHoCcm,
Kanuman Ha 6penoom, co30asarbe 8peoHocm, Opend cmpameauja



The corporate brand as a source
of sustainable competitive advantage of companies

Abstract

The main reason for the stressed actuality of the corporate brand as a source of competitive advantage
lies in the fact that in the long run there is no other alternative but to be better than the competition. To win and
retain this position companies ought to demonstrate superior qualities against their competitors in many different
ways. The common denominator for the superiority of one company over others is exactly the value of its
corporate brand, measured through different attributes. Companies are permanently faced with two eternal
categories: complexity and variability. The process of building and managing the corporate brand enables dynamic
development of companies through time and space along with the successful confrontation with problems arising
from the above categories.

The research subject of this doctoral dissertation is the importance of the corporate brand for long-term
companies’ profitability, primarily in R. Macedonia, and then globally, taking into account the complexity of the
environment as a resultant factor that increasingly complicates the process of creating new value and its
effectuation in stable profitability.

The thesis analyzes the question whether the sustainable source of competitive advantage derives from
emphasis of the internal strengths and the elimination of internal weaknesses or it is the result of successful
manipulation with the opportunities in the environment and avoidance of external threats. Despite the efforts of
numerous authors supporting the second, the modern scientific thought in the field of strategic management
emphasizes the first variant. So, the analysis of intangible resources and their mobility as a necessary condition
for sustainable competitive advantage follows as a logical sequence. Thus, the idea of the corporate brand as a
sublimate of all typical resources and capabilities of the company is being analyzed, which results in the creation
and maintenance of the desired competitive advantage. This thesis is proved through the prism of the VRIO
concept.

Furthermore, the thesis analyzes the phenomenon of branding companies and the related process of
creating new value, and thus sustainable competitive advantage. The arguments support the role of the corporate
brand in providing greater market share, creating entry barriers for new competitors, achieving product and market
expansion, providing premium price, attracting quality workforce, ensuring customer loyalty and stimulating
innovation. This leads towards the analysis of the relationship of the so-called strategic stars: vision, culture and
image of the company as a necessary condition for building and managing the corporate brand. At the core of the
thesis is the corporate brand pentagon: rise, definition, articulation, measurement and expansion of the corporate
brand. The model is a compilation of recognized models from authors famous worldwide and is globally validated
by major corporations.

The practicality of the model is proved by establishing the corporate brand equity: consumers’ awareness
about the corporate brand, the level of the perceived quality of products / services, which associations the corporate
brand awakes and how high the consumers’ loyalty to the brand is. The justification of all theoretical and practical
knowledge in this dissertation is verified through the evaluation of the corporate brand. It is elaborated through
several variants: the brand equity as a measure of the value of the brand, financial approaches to valuing corporate
brands, integrating finance and marketing through the "best practice” approach, the value chain of the corporate
brand and the return on investment in the corporate brand. In this way, the efforts for understanding, application
and evaluation of the corporate brand as a source of competitive advantage are rounded.

The conclusions systematize the observations and findings from the doctoral thesis in order to complete
the analysis of the corporate brand as a source of competitive advantage for companies, which will strengthen the
answer to the most essential question in economics: how to achieve more?

Key words: Corporate Brand, Competitive Advantage, Brand Equity,
Value Creation, Brand Strategy
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