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Brand
	The strength of a brand is when it makes the company tangible over a long period. Such a brand condenses the organization's top performance and presents distinctiveness at its entire touchpoints. A strong brand has exact core values, long-lasting brand plans, and undisputable positioning. Management of brand consistency and brand rules ensures that the brand plans are reliably applied in an operative company. Such actions help to prevent the brand from surpassing its trustworthiness limits. Brand plans usually have style and content components to be implemented to achieve clarity in their brand style and brand messages. Strong brands offer clients a clear image and the meaning of the picture (Aaker, 2013).
	Weak brands fail to communicate their image and values. Also, brand weakness is evident when it cannot ascertain diverse price premiums for the added significance it provides. A weak brand is always insecure, has a low profile, and offers unclear communication. On its brand points, it fails to deliver a pure brand promise. As a result, customers and clients fail to understand the brand's value and commitment. Such weakness is usually a spot of those brands that clients ruminate to be substitutable (Akoijam, 2012).
	Brand purpose serves the diverse needs of an organization. First, the definition makes the business highly attractive and desirable. The tenacity attracts the right workers and assures that the organization has excellent positions in the vital fight for the best employees. It also ensures that clients' price compassion is considerably lower; thus, the brand power is reflected on profit margins and profitability. Brand purpose is also a beacon for all critical decisions. Since the modern market environment is complex, brand purpose helps in the provision of logical alignments. It is the reason for the existence of the brand beyond making cash. The definition relates to the services and products offered by an organization (Vomberg et al., 2014).
BMW brand stands out in all car brands due to several reasons. Apart from their unique brand, the BMW brand offers a transformation of clients' plans to reality. The brand anticipates clients' needs and business difficulties, thus offering better solutions to clients. Secondly, the brand creates emotio. nal and groundbreaking premium flexibility solutions for today's judicious clients and the future (Jae-Woong Byun, 2014).
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