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ABSTRACT

This chapter analyzes the phenomenon of branding and the related process of creating new value, and 
thus a sustainable competitive advantage through recognition of the concept of radical transparency. 
The brand equity is a common denominator of all tangible and intangible resources of the company, the 
amount of its abilities, of any activity indicating a slightly higher value, any attempt to be better and to 
achieve more. Therefore, in addition the brand equity is elaborated as a source of value for the business. 
This chapter examines the role of brand equity in providing greater market share, creating entry barriers 
for new competitors, achieving production and market expansion, providing a price premium, attracting 
quality workforce, ensuring consumers loyalty and stimulating innovation. For the brand equity to truly 
provide value it should be more than the company’s image or position of the product – the brand should 
be a unifying force across the company, providing the business with direction and purpose.

INTRODUCTION

This chapter analyzes the phenomenon of branding and the related process of creating new value, and 
thus a sustainable competitive advantage through recognition of the concept of radical transparency. 
The brand equity is a common denominator of all tangible and intangible resources of the company, the 
amount of its abilities, of any activity indicating a slightly higher value, any attempt to be better and to 
achieve more. Therefore, in addition the brand equity is elaborated as a source of value for the business. 
Here we examine the role of brand equity in providing greater market share, creating entry barriers for 
new competitors, achieving production and market expansion, providing a price premium, attracting 
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quality workforce, ensuring consumers loyalty and stimulating innovation. For the brand equity to truly 
provide value it should be more than the company’s image or position of the product – the brand should 
be a unifying force across the company, providing the business with direction and purpose.

Brand strategy is more than marketing. Traditionally, the brand is seen as a tool to achieve marketing 
goals such as increase in the market share or increased repurchase. Consequently, branding is primarily 
treated as a marketing discipline. Of course, the brand can play these roles, but the brand strategy is 
more than marketing. Compiling a successful brand equity and functional brand strategy should ensure 
that all relevant business activities support the position of the brand and that they are carried out openly, 
transparently and consistently.

Brand strategy is more than communication. To communicate means “to impart information or 
ideas.”1In business, it is the well-known, old-fashioned art of persuasion. This logic applies for brands 
and often with great success. These are the basics of branding: building an image that resonates with 
consumers putting in their mind what they should buy. However, the brand strategy is more than a plan 
for the brand image, building a strong brand requires more than communication. The brand strategy 
ensures that what the company says is what the company does. This is, precisely, the logic of the new 
business model.

Brand strategy is more than effectiveness and efficiency. The imperative to ensure profit growth led 
to an increase in operational efficiency in all areas of business. Of course, any well managed business 
will force efficiency in all areas of its operations: the elimination of losses is essential to maintain com-
petitiveness, and when times are tough, it may be the only way “to survive.” However, the efficiency - to 
do something good, is not itself a strategy.

Brand strategy is more than effectiveness. Achieving an increase in some specific indicators (measures 
of the success of the brand) may be an indicator that the strategy is on track, but it is not the primary 
strategic objective of the business. For example, a promotional campaign can lead to a rise in sales, but 
also can undermine the long-term competitive position of the company. The brand strategy must place 
a credible difference over competitors. Such competitive difference (advantage) must be sustainable in 
the long term. The use of radical transparency provides this advantage. Efficiency and effectiveness, of 
course, are essential, but they are one of the most useful indicators of short-term performance of com-
panies and rarely indicate something more about the long-term trends. With some military terminology 
and metaphor, efficiency is about how to win the battle and brand strategy with radical transparency 
about how to win the war.

Brand strategy is more than positioning. It is always important to gain a sustainable competitive 
advantage over competitors. This question is often interpreted as positioning: Art in finding “a place 
in the minds of consumers.” The positioning means clearly differentiating the brand from those of the 
competitors. This can, certainly, easier and better be achieved with a transparent and consistent perfor-
mance - every day, with each activity. The positioning is a useful way of thinking about branding, so 
much that positioning and branding have become almost synonymous with each other. Usually, when 
discussing branding, the focus is on the points of difference – the competitive advantage. However, 
branding is more than creating a single position.

Brand strategy is business strategy. Each brand strategy should answer the following four questions 
(Miller and Muir, 2004): 1. Who are the customers? 2. Which products / services are offered? 3. How 
will it perform against competitors? 4. Which resources and capabilities are required? For example, the 
general articulation of the brand strategy of Southwest Airlines can be stated as something like this: 
“We will offer flights to short haul, without waiting, with lower prices for customers who want fast, 
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