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Building Strong Brands
In business, there is a strong and appealing need for the development of brand identity. Nowadays developing strong products is not enough, organizations need to develop products with strong identification, which makes potential customers to prefer their brands (Mindrut et al., 2013). The article “Building brands identity” by Mindrut et al. illustrates the components of brand identity their importance and impact dimension. This paper evaluates this article in respects to modern day organizational goals.
One of the imperatives aspects of creating a strong brand identity for one’s product is to enhance competitive advantage. This promotes a product’s strategic position and increases financial reward. A brand identity has to be developed and made active, creating a brand image that is key to engaging customers (Mindrut et al., 2013). After, testing a simple framework of developing a brand identity, Mindrut et al. concludes that development and assessment are quite difficult even though they are critical in the need to position a product is a the appropriate position where the organization has a greater impact on customer perception (Mindrut et al., 2013). Additionally, brand identity cannot be attributed as a unique individual asset and it is based on the corporation of all brand identity elements combined in order. These aspects have become exceedingly vital in today’s marketing aspects where due to the increased competition in the market there is an urgent need for consumers to relate with a certain product if it is to succeed and stay ahead. Therefore, brand identity has become exceedingly vital in hedging forward and gaining competitive advantage.
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