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Abstract

Brands play an important role in differentiating one company to another. At
the beginning brands are used for large enterprises. But now it is also worn for Small
and Medium Enterprises (SMEs). The purpose of this paper is to investigate how
branding is exercised in a SMEs and which steps they must followed for improved
results. Research conclusion pointed out of the impact and benefit of using these
strategies. Lastly, this review paper will help the managers of SMEs launch a product
in the market and to make a brand that will develop and mature in a saturated
marketplace.
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Introduction

SMEs have long history and famous products or techniques passes down
from generation to generation, and their brands are full of traditional cultures but their
production and operation are of small-size (Chakraborty et al., 2013). SMEs include
family businesses, startups, spin-offs and a variety of others (Sadi and Henderson,
2010). The definition of SMEs differs from country to country; however, Hibbert
point out that “as a class SMEs are clearly distinguishable in any country, either
developed or developing. The factors that set them apart are essentially qualitative
and comparative” (Harvie et al., 2008). However, not even this is consistence as
some countries may” define SME to be an enterprise with less than 500 employees,
while another country may define the cut-off to be 250 employees” (Chakraborty et
al., 2013). SMEs can be classified by the number of employees, annual turnover, and a
combination of employee and turnover metrics (Hutchinson et al., 2006).

Brand management, or branding that it is commonly referred to, is the way
companies use their brands to expose an image. There is general agreement in the
literature that the brand is more than a name given to a product; it embodies a whole
set of physical and socio-psychological attributes and beliefs (Ahonen, 2008). Brands
have traditionally been considered to be property provided by the firm developed
and managed within a company to facilitate transactions with customers (Maldska
et al., 2011). Branding strategy is a policy for creating and nurturing sustainable
competitive advantage. It consists of “the development and maintenance of sets of
product attributes and values which are coherent, appropriate, distinctive, protectable
and appealing to customers”. (Abimbola, 2001)
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This study is conducted as an extensive literature review, it aims to clarifies
the role of branding among academic SME’ studies. Many interesting questions pop
up given by this approach of branding. However, this research has been related to
SMEs and the question we raise here is the following: How do SME managers respond
to the branding strategy?

Background Research and Definitions

Possibly due to SME branding being a quite novel research topic, there
seems to be confusion about definitions of brand and branding. As is often the case
in academic journal articles, in these studies it was rarely clarified how the concept
brand or branding was defined, or how it was defined in that particular studies. In
addition, brand was often considered as a strategy to distinguish a company’s offer
and to create and maintain customer confidence. The literature review revealed that
SME branding has adapted several issues from the traditional product branding
perspective. However, in empirical studies services companies were more often
examined than manufacturing companies. (Ahonen, 2008)

So, what means by brand and branding? Very basically, a brand is a pro-
prietary name for a product, service, or group. On a more multifaceted level, a brand
is the sum total of all functional and emotional assets of the product, service, or
group that differentiate it among the competition (Landa, 2010). As well as, Kapfere
define brand as “a symbol serving to distinguish the products and services of one
company from another” (Ahonen, 2008). Usually, brand is a quality which ensures that
consumers ‘desire” a consumable product or service being offered. Put simply, a brand
gives an irresistible identity to a business. Consumers ‘buy not only the product or
service but also the brand.

Based on the literature review and three case studies of Indian brands, the
conceptual model for brand building in competitive markets, known as PCDL Model,
has been proposed by Ghodeswar (2008). The four elements of this model, namely,
positioning the brand, communicating the brand message, delivering the brand
performance, and leveraging the brand equity.

Branding Strategy for SME

Very often, small and medium businesses that are in their early days of
growth and evolution tend to view branding as an aesthetic cost-exercise- one that
involves creating some or all of the brand components (Name, logo, sound, colors...).
It is viewed as a reductive concept involving only the logo, the product, the service
or the technology they sell (Inskip, 2004). Once they’ve gotten themselves this kit,
most of them tend to forget all about branding and focus their energies and spend
on infrastructure and processes, in their quest for greater business results.

The interest is on the SME’s particularly with the knowledge that there
are certain limitations that they have in terms of growth and success. While large
corporations have access to funding for their research and development department
as well as to gaining the needed expertise and know-how for setting up a skillful
marketing and branding plans, SME’s tend to have limited access to both. Small
businesses are more likely to struggle with the credibility as they are usually much
high risk investments to banks and the establishment of a solid reputation in

68



relation to bigger companies is much less visible. This will affect their division of their
current resources and with organizing and prioritizing them. If management skills
are limited as the staff is rather small, it may occur that there are no needed skills to
effectively market a product.

In 2005, Krake developed a management model named “the funnel
model” which illustrates how brand management or branding affects SMEs. This
model point up the influence of some factors (market elements, company structure
and the entrepreneur) on the SME’ branding strategy. It demonstrates also that both
marketing creativity and available budget directly affect the marketing activities
and messages communicated. For SMEs, the creativity can determine how many
marketing activities they have. The budget can moreover influence how much they
can invest in marketing activities and what messages they have received from the
customers. Finally, in the funnel model, the marketing activities and messages
communicated are influenced by turnover and brand recognition. The aim of marketing
activities and messages communicated is to gain the turnover and create the brand
recognition.

Characteristics of Corporate Brand in SMEs

The essence of corporate brand is to be found from the core values which
are associated with the brand. Corporate brand values reflect the identity of an
organization and guide the brand building process conducting the organization’s
leadership, strategy, product development, communications, etc. The organizational
structure, physical design and culture further help to support the meaning of the
corporate brand both internally and externally. Some of the unique characteristics that
differentiate the nature of corporate brand of SME may be determined by the inherent
personal characteristics and behaviors of the entrepreneur (Maildska et al., 2010). In
SME companies, the corporate identity and the core values as the essence of the brand
are often solely defined by the owner-manager and further, at large, attached with
his/her own vision, philosophy and personality (Abimbola, 2001). Based on a
quantitative research study, Krake (2005) elucidates some aspects distinguish the
SMEs from large companies in term of branding strategy:

1. Branding is not a priority for many SMEs, they pay less or no attention to brand
management in their daily tasks.

2. In many SMEs, the director or owner is the key person in determining brand
policy, changing brand names and brand logos. However, in the balance of the
companies, nobody was specifically concerned with brand management, and
no one discussed brand management in the company, not even the director
and owner.

3. In SMEs, entrepreneurs are the visionary individuals who are the focal points
for brand building and identity creation.

4.  The company name and brand name are often different. However this situation
can lead SME to reduces its chances of gaining people’s attention and reduces
their business.

5. Most small and medium companies do not pay attention to co-branding and
working with other companies to gain more brand value and make their business
successful through brand management.
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Importance of Branding Strategy for SME

With the right branding, a company can increase its sales. Problem is, most
SMEs undervalue the importance of branding, and fail to market their companies
effectively. There are many similarities in the way large and small entrepreneurial
organizations achieve success. All require a well established “brand name” in
order to create incremental value and effectively market their products or services.
The process for establishing a strong brand name is fundamental to any small
business in order that it may compete and grow.

Brand-building plays an important role of defining the company in the
public eye. It is an integral part of the SME’s marketing mix and expenditure, which
should also include direct marketing strategies for lead generation and sales entry,
as well as social media marketing for consumer engagement strategies. Successful
SMEs traditionally display a strong entrepreneurial spirit, and leverage that spirit
through a defined culture in order to provide innovative services and products.

According to Keller (2003), brand strategy is the way the brand elements
are employed throughout and across the company’s products or services. As it should
be clear to the manager that having a clear brand strategy might be something essential
for their company’s success, it still might get less attention and understanding due to
its abstract essence.

Procedures for Building a Strong SME Brand

Many enterprises have successfully created brands that are an indication to
the enormous impact that a branding policy can have on competitiveness. Strong brands
such as Microsoft, Gap, Starbucks, and Dell Computer are all SME brands created and
nurtured from the scratch by small businesses and individual entrepreneurs. These
brands represent some of the well-known icons of entrepreneurship branding at its
best. But, they represent a very small percentage of enterprises that could benefit from
branding policy. (Abimbola, 2001)

While a systematic approach to formulating and implementing branding
strategy may improve its effectiveness, the success of a brand is not guaranteed. The
high failure rate of brands launched by larger firms is an indication to the influence
of customer as a democratic purchaser. However, the long term prediction for most
brands is better than the short-term measure of success or failure. This may even be
more important for SMEs as they have to build extensive network for new brand
introduction over a relative longer-term compare to larger firms with large budgets to
create ‘spectacular’ launching for brands.

In the same context, Lassen et al. (2008) recognize the following guidelines
for brand management in SMEs:

1.  Identify the brand essence: What makes the brand unique? What is the personality,
culture and values of the brand? This is about identifying the soul of the brand.
Managers need to understand the underlying character of the brand.

2. Focus on the right target group Lassen, et al. argue that it is better to have a big
influence on a small number of people rather than having a small influence on
a large number of people. When the marketing resources are limited it is much
better to attract a certain group.

3. Select the right media: With branding in SMEs a lot comes down to handling
with small means. By choosing a small target group it enables the company to
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use its marketing as value-enhancing initiatives, by addressing the same media
continuously.

4. 4. Devise a consistent concept: Formulate a concept statement that drives all the
communication towards the same goal.

5. 5. Keep all communication consistent: The values and concepts the company
wants to be affiliated with need to be consistent. This consistency needs to be
sustained with a long-term focus. Branding does rarely give short-term gains; it
should be considered a long-term process.

6. 6. Renew the brand over time: It is important to constantly renew the brand.
Make the brand feel alive, with creative ideas and make the customer feel that the
brand is improving over the years.

Conclusion

Effective branding and value creation continue to represent the cornerstone
of every successful company. But results are not immediate. There is a misconception
by many companies who view branding as a marketing function or a tactical approach
that will produce fast results. The brand can be viewed as a philosophy to be applied to
a company’s functions, and like a promise that the business gives to its customer

This paper has argued that branding is a marketing practice highly
relevant to the SME. Our analysis exposes an argumentation structure which tends
to clarify the benefits of using branding purpose. The paper concludes highlighting
the importance of linking SME management to branding strategy. In doing so, it is
hoped that these SMEs will be able to use the full potential of their brands as a strategic
tool to power the growth of their businesses.

To build a stronger brand, SMEs need to know much more than the size
and shape of the market and customer base. They need to understand how well their
brands are performing in terms of endearing loyalty. They need also to identify the
competitive strengths and weaknesses that may be helping their brands in the battle
for increased loyalty.
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