2026-1477 1JOI
https://www.ijoi-online.org/

International Journal of
Organizational Innovation

IMPORTANCE OF BRAND POSITIONING FOR BRAND BUILDING

Dr. Liu Ying-Yen
Chang Jung Christian University,
Ph. D. in Business and Operation Management, Taiwan Empresaria Commercial
University Ph. D. in Leisure Management, Costa Roca

Doctoral Research, California State University

Liu Ying-Yen Studio
Studio Principal

(Academic Research, and Business Management Consultant)

Abstract

The expression of enterprise marketing activities are based on the enterprise’s
operational efficiency, competitiveness, and value creation. Dyer, Godfrey, Jensen
and Bryce (2003): Noted this value may come in the form of different product fea-
tures, product quality or reliability, convenience, or brand image. Brand development
aims to establish a more stable corporate operation system, developing and delivering
product awareness and benefits of product services to customers, and increasing busi-
ness volume beneficial the enterprise’s future expansion and sustainable management.
Core brand positioning is the core focus of brand management symbolizes the trust in
and commitment to corporate products and services. A high-quality brand can con-
tinue to groom its unique charm. Liu (2022): Noted “Brand” helps consumers to make

purchase choices by representing trust, reliability, quality, image, and price.

The purpose of this study is to discuss brand positioning is one of the most im-
portant factors in corporate brand building and exploring how an enterprise can en-
hance customers’ understanding of its products and services. And after proper promo-

tion and packaging, branding can stimulate consumers’ emotions and strengthen their

110
The International Journal of Organizational Innovation
Volume 19 Number 1, July 2026



2026-1477 1JOI
https://www.ijoi-online.org/

product loyalty. Parikshat S. Manhas (2010): Noted the target market and the per-

ceived differentiation from competitors are core Concepts of Positioning.

Keywords: Brand Positioning, Supply Chain, Brand Marketing, Value Chain, Differ-

entiation, Strategic Management

Introduction

Corporate Value

Industries require cooperation
among upstream, midstream, and down-
stream supply chains to create value for
consumers. Liu (2022): Explained core
products increase the maturity and com-
petitiveness, and increase the level of
supply service and performance, so that
the core products increase the perceived
value. In industry analyses, the division
of labor among upstream, midstream,
and downstream supply chains in the
value system affect the benefits within
the system. Management expert Michael
Porter believed that an enterprise con-
sists of a series of value activities such
as product design, manufacturing, mar-
keting, and after-sales services. These
value activities compose the corporate
value chain and to create value for cus-
tomers when considered in combination.
The corporate value chain defines value
activities with the enterprise’s core in-
dustry. Liu (2018): Explained the value
chain helps organization resolve relevant

strategic activities in order to understand

the roles and advantages of the organiza-
tion. The execution of corporate value
activities is based on execution effi-
ciency and corporate capabilities, while
brand building that is corporate opera-
tional capability and performance. Liu
(2022): Said the importance of brand
planning is to establish the basic concept

of business philosophy.

Starting from R&D, the enterprise
that the effect on consumer perception
through product and service quality. Kel-
ler and Swaminathan (2020): Said a
product is anything we can offer to a
market for attention, acquisition, use, or
consumption that might satisfy a need or
want. Consumers’ perception of the
products and the benefits is provided by
such products, brand advantages are es-
tablished through brand marketing and
management. Keller and Swaminathan
(2020): Said ensure the entire organiza-
tion understand and supports branding
and brand management. The enterprise
strives for market share to possess the
products and services as relative ad-
vantage in the market. The enterprise’s
expansion and consolidation of its mar-
ket scope and competitiveness are the
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sources of its profitability, which helps
increase the product visibility and repu-
tation and, then enhance operating prof-
its. Keller and Swaminathan (2020): Ex-
plained a good positioning should reflect
a consumer point of view in terms of the

benefits that consumers derive.

Brand Strategy

Market expert Susan Fournier held
that mass-market brands could soothe
the empty self of individuals abandoned
by traditional communities and society
and provide them with a safe harbor in a
changing world. Pulitzer Prize winner
Daniel Boorstin believed that brands
could help people position themselves

and deliver this positioning to others.

Keller and Swaminathan (2020):
Deemed ensure identification of the
brand with customers and an association
of the brand in customers’ mind with a
specific product class, product benefit,
or customer need. A brand is an im-
portant means for an enterprise identify-
ing identity. The marketing activities of
enterprise organization are one of a key
elements in decision-making. In a
changeable market environment, the en-
terprise must comprehensively master its
resources and strategic considerations
and design to fully leverage its competi-
tiveness and competitive advantages,
among which brand management is the

most essential factor. Kotler and Keller

(2013): Said to ensure that the brand
strategy is successful, the brand value

must be established.

Malhotra and Agarwal (2002): Said
customers ascribe good reputation to
companies that have demonstrated trust-
worthiness and integrity as part of their
“core” values. Product value symbolizes
a profound image of products and ser-
vices imprinted on customers’ minds;
it’s rather than just a brand name. When
selecting products, consumers can know
about the product characteristics and
functions when they understand the
brand. Keller and Swaminathan (2020):
Deemed the brand must not only be
topof-mind and have sufficient mind-
share, but it must also do so at the right
times and places. This is the perception
given by the brand to customers, who
can make purchasing decisions without
any risks. Malhotra and Agarwal (2002):
Explained dependence, trust and com-
mitment lead to cooperative and collabo-
rative activities that are conducive to re-
lationship marketing success and to out-
comes that increase efficiency, produc-
tivity, and effectiveness. A brand also
embodies trust and commitment for cus-
tomers, brand is a “noun” is established
between customers and products and
services. Malhotra and Agarwal (2002):
Iustrated while existing studies have
emphasized “perceived quality” of prod-

uct/services as a distinct dimension of
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corporate reputation among customers.
Author David Aaker indicated that a
brand was a unique name and symbol,
used to identify the products or services
from one or a group of sellers and distin-
guishing them from competitors’ prod-
ucts and services. Dyer, Godfrey, Jensen
and Bryce (2023): Noted identifying the
sources of product differentiation is
challenging. Therefore, a brand is the
source from which consumers identify a
product, and protects consumers and
manufacturers, at the same time, differ
from products manufactured by compet-
itors. Keller and Swaminathan (2020):
Said the augmented product level in-
clude additional product attributes or re-
late services that distinguish the product

from competitors.

In summary, brands possess prod-
ucts and services with high differentia-
tion include tangible, intangible, sym-
bolic, and emotional levels. Dyer, God-
frey, Jensen and Bryce (2023): Said
product differentiation is a strategy
whereby companies attempt to gain
competitive advantage by offering value.
The customers’ understanding of prod-
ucts and services refers to a process of
benefit exceeding cost, which reflects
customers’ awareness of the brand’s
value provision capabilities. Malhotra
and Agarwal (2021): Said creating and
communicating perceived value to cus-

tomers depends on the right amounts of

resource allocation by firms that would
enable them to match customer percep-
tions of value. Consistent and continu-
ous effort to cultivate brand perfor-
mance, to base on brand’s concept and
proposition allowing a brand to exert its
unique charm is irreplaceable. Keller
and Swaminathan (2020): Believed a
strong brand can provide valuable reas-
surance and clarity to business custom-
ers who may be putting their company’s
fate.

Brand Positioning

Keller and Swaminathan (2020):
Explained brand positioning is at the
heart of marketing strategy. It is the ‘act
of designing the company’s offer and
image so that it occupies a distinct and
valued place in the target customer’s
mind. Brand building is a commitment
of organizational products and services
to self-worth. To create a high-quality
brand, the enterprise must shape posi-
tioning the brand first, then form cus-
tomers beyond the emotions and com-
mitment to the brand. Parikshat S. Man-
has (2010): Said brand attractiveness
consists not only of the beliefs about the
attributes of the brand, but also of the
importance of the attributes of these
brands to consumers. Brand value and
customer benefits can be elevated if cus-
tomers are satisfied with and loyal to
such products and services. Brand posi-
tioning is the enterprise’s direction and
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development of operations, and a pre-
condition for brand activities. F.E. Web-
ster Jr. (1991): Who declared that posi-
tioning was a relevant strategic concept,
a development in consumer marketing,
but with equal applicability for industrial
products and services. Brand positioning
involves product positioning, and such
positioning in the market is defined in
accordance with product characteristics
to ensure differentiation from competitor

products.

Keller and Swaminathan (2020):
Believed adopt a corporate branding
strategy if possible and create a wellde-

fined brand hierarchy.

Factors for successful brand build-

ing include the following:

(1)  The basic position of a brand
conforms to meet market needs and the
functions and features of products and
services, including quality, functionality,
and convenience. Parikshat S. Manhas
(2010): Noted a brand can be positioned
in several ways: offering a specific bene-
fit, targeting a specific segment, price or

distribution.

(2) In addition to using the above
functions, the connotation of a brand
must possess a unique value that can sat-

isfy customer needs, increase product

added-value, provide customers with in-
tangible benefits, and improve customer
loyalty. Woodruff (1997): Stated con-
sumer value is defined by the relation-
ship between the customer and the pro-
ducer, then discovered that products pro-
vide added value and build emotional
bonds after the customer uses the im-
portant product or service produced by

supplier.

(3) Enterprise organization in order to
increase customers’ perceptual ability,
the brand should provide various kinds
of information for customers so that they
can save time when making purchasing
decisions; Parikshat S. Manhas (2010):
Noted that brand identity and position-
ing is central to developing strong cus-
tomer base and brand equity. Therefore,
the brand should provide coherent the
quality, content, and benefits as adver-
tised, and such information can improve
the familiarity and visibility of the over-
all brand personality and style. Keller
and Swaminathan (2020): Explained
consumers in some product categories
just do not have the necessary
knowledge or experience to judge prod-

uct quality even if they so desired.

Consumers’ cognitive function
and psychological attitudes towards
products and services. The benefit of a
product us that is satisfies the psycholog-

ical needs of customer. For other brands,
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this brand can gain customer support and
care for long term. Gradually, it has de-
veloped into a strong brand. Keller and
Swaminathan (2020): Said
strong brands that deliver on that prom-

creating

ise, and maintaining and enhancing the
strength of those brands over time, is a

management imperative.

The American Marketing
Association defines “brand”: “a name,
terminology, symbol notation, design or
the combined use of the above tech-
niques that identifies one seller’s goods
or service as distinguish from those of
other sellers.” Dyer, Godfrey, Jensen and
Bryce (2023): Noted it is important to
remember that product differentiation is

always a matter of customer perception.

Brand positioning means to estab-
lish a unique, clear, and valuable image
of an enterprise brand in consumers’
minds, Parikshat S. Manhas (2010): Said
the brand positioning strategies element
is considered to be important for the op-
erationalization of the concept. this is
part of the completive strategy in the
market, differentiation is what allows a
brand to differentiate itself from its com-
petitors, helping customers easily iden-
tify from a wide range of options, devel-
oping brand loyalty and emotional con-
nection is the foundation and goal of
brand management strategy. Keller and
Swaminathan (2020): Said to provide

appropriate concepts, theories, models,
and other tools to make better branding
decisions. Malhotra and Agarwal
(2021): Explained from an economics
perspective, ‘strategic’ firm choices re-
veal their true attributes, thus signaling
to customers to assess relevant firm at-
tributes in their construction of corporate

reputation.

Research Purpose

“Brand” is significantly shaping
products and services in corporate devel-
opment. During the execution of market-
ing activities under a marketing strategy,
promoting the functions and characteris-
tics of products and services enables
customers — perceived rights to im-
proves market share, increases operating
profits, and realizes the goal of building
a high-quality brand.

To build a high-quality brand, prod-
uct positioning should first be estab-
lished. Products and services provided to
afford customers’ cognition and benefits
of the brand. Through brand marketing
and strategy, to build a core industry for
the value chain, and consolidate its busi-
ness scope and competitiveness; such
action can be regarded as successful

brand positioning.

This study elaborates on the rele-
vant stress of brand positioning that
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must be decided by an enterprise when
building a brand. The enterprise’s brand
is an important guarantee for stable cor-
porate development, while brand value
can bring business benefits and market
influence to the enterprise. Therefore,
the brand is the largest intangible asset
in corporate operations. This study can
assist businesses in developing strategies
for brand position and become a refer-

ence for academic research units.

Literature Review

Value Chain

American strategic management
scholar Michael Porter (1985) indicated
that the value chain was a high-level lo-
gistics model, starting with raw materi-
als as input assets and ending with sales
of raw materials to customers through
different processes. The valueadded ac-
tivities conducted in this process can be
taken as constituent parts of the value
chain. Dyer, Godftrey, Jensen and Bryce
(2023): Tllustrated the value chain refers
to the sequence of all activities that are
performed by a firm to turn raw materi-
als into the finished product that is sold
to a buyer. In the value chain, an enter-
prise can apply resources and infor-
mation and technology, and exert lever-
age and multiplier effects to enhance or-
ganizational competitiveness and opera-
tional advantages. Liu (2022): Said it is

necessary to consider the unique busi-
ness strategy of a competitive market.
Within the scope of the value chain, en-
terprise extend from the internal core of
the enterprise to suppliers, retailers, and
then customers, relying on each other to
increase the performance of the value
chain. Dyer, Godfrey, Jensen and Bryce
(2023): Noted companies that participate
in many or all stages of the industry
value chain, from exploration to final
sale, are highly vertically integrated. In a
complete value chain, upstream, mid-
stream, and downstream enterprises co-
operate management with each other.
Therefore, the enterprise can enhance its
cooperation with customers and suppli-
ers and improve corporate operational
efficiency and profits. It can also de-
velop unique advantages to create higher
added-value for its shareholders. Dyer,
Godfrey, Jensen and Bryce (2023): Said
the value chain for an industry is the se-
quence of activities; each key activity
‘adds value’ to the prior activity -- hence

the term value chain.

When conducting marketing activi-
ties and continually publicizing its
brand, an organization intends to
strengthen its brand rights and interests
and impress the characteristics and mer-
its of its products and services to con-
sumers. Keller and Swaminathan (2020):
Explained customer-based brand equity
is the differential effect that brand

knowledge has on consumer response to
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the marketing of that brand. Also said
customer-based brand equity occurs
when the consumer has a high level of
awareness and familiarity with the brand
and holds some strong, favorable and
unique brand associations in memory.
Products and services that attract atten-
tion through brand association exten-
sion, building brand position and contin-
uous maintaining the direction of brand
strategy, enhancing brand value and
gaining a strong financial performance.
Liu (2020): Said that brand strategy ex-
pansion of the organizational linkage en-
terprises must strengthen organization
execution and operation functionality,
and promote the integration of brand re-
sources. Michael Porter also mentioned:
“The value chain provides a systematic
way of examining all the activities a
firm performs and how they interact.”
Bruce T. Barkley, SR. (2006): Noted
strategic objectives are developed as part
of a brainstorming process, and then
confirmed by top management and the
board of directors, including an under-
standing of the cost involved and
knowledge of the source of existing and
potential differences in the competitors’
product to develop the enterprise’s com-
petitive advantage. The corporate organ-
ization to analyze the basic direction of
sources of competitive advantages and
consider the integrity of the value chain.
If an enterprise cannot coordinate with

manufacturing, marketing activities can-

not be regarded as a competitive ad-
vantage, and brand value cannot effi-
ciently improvement. Dr. Hsin Hsin
Chang said that considering different in-
dustrial environments and market
niches, many companies will try to use
different internationalization models to
reduce the risk of global operations and
consolidate any existing competitive ad-
vantages. Therefore, the corporate or-
ganization must consider situations
when selecting brand positioning and
brand strategy. Michael Porter said that
decisions should be made through “cost
leadership”, “differentiation”, and “fo-
cus” to make a choice to achieve the
best competitive advantages and en-

hance brand value and competitiveness.

Positioning Strategy

The concept of product positioning
can be understood as follows: A corpo-
rate organization selects a target market
according to the product attributes, and
the marketing activities of the organiza-
tion can secure a place in the market for
such products and leave a profound im-
pression on consumers’ in relation to the
products. The customers’ high consump-
tion for these products can help the or-
ganization achieve its target operating
profits. Parikshat S. Manhas (2010):
Said it is understood that a product’s po-
sition is the way in which the product is

defined by consumers on important at-
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tributes and the place the product occu-
pies in the minds of the consumers rela-
tive to competing products. In other
words, the corporation determines the
product positioning, to shapes the brand
personality to establishes brand attrib-
utes in the minds and psychological per-
ceptions of customers and to occupy a
unique position in the target market.
Grant (2005): Said brand also represents
an investment which creates an incentive
to maintain quality and  customer

satisfaction.

Successful positioning means that
customers when a customer wants to
buy a product and when the product
meets or facilitates the customer’s use, a
certain brand and product immediately
come to mind. Kotler and Keller (2006):
Noted that brand image is the different
perceptions and beliefs consumers hold,
as reflected in the associations consum-
ers’ memory may grasp. Consumers’
perception of products, relevant infor-
mation and position, and linking experi-
ence and knowledge, the marketing po-
sitioning to achieve the desired objec-
tive, a brand position strategy success,
more further expanding market share,
and improving competitive advantages.
Wikipedia: Market share is the percent-
age of the total revenue or sales in a

market that a company’s business makes

up.

Research Method

In this study, appropriate and rele-
vant measures are discussed in the litera-
ture, and the relevant dimensions and
evaluation criteria are selected based on
the expertise and experience of the ex-
perts, with the literature interviews be-
ing conducted according to the hierar-
chical analysis method. This study aims
to assist business practitioners and aca-
demic research institutes in making good
brand positioning decisions based on
brand management and corporate plan-

ning management concepts.

1. This study adopts the litera-
tures and theories investigation method.
Firstly, the study uses the method to col-
lect qualitative data, then investigates
the current application situation of the
business operation by analyzing the
backgrounds of the study objectives, in-
terviewing, and observing the focus of
the study to understand the requirement
and expectations of the managers for

customers in the enterprise.

2. Next, the study uses litera-
tures and theories to perform a qualita-
tive investigation by referring to relevant
foreign and domestic literature and stud-
ies and integrating the content of the
correlated case. Furthermore, the study
performs a paper investigation by ran-

dom sampling, and further analyzes and
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confirms the marketing management

method of the paper.

3. Finally, the study analyzes
related data and the literatures and theo-
ries investigate the correlated case to un-
derstand how marketing management
modes influence brand position to deter-
mine the study’s results and provide ef-
fective suggestions for the brand posi-

tion.

Conclusion

The establishment and application
of each corporate operation strategy in-
volve different circumstances and condi-
tions in each process. Strategic manage-
ment is significance it promotes enter-
prises to differentiate themselves from
competitors in a competitive market.
Keller and Swaminathan (2020): Noted
the obvious overriding consideration in
defining market segments is profitabil-
ity. And developing a segmentation
scheme with direct customer lifetime
value perspectives can be highly advan-
tageous. Brand building also requires
core competitiveness and value creation

to find a strategic positioning through
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