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The article is organized in eight parts. The first part
presents an introduction of the research problem, the aim
and the objectives formulated. The aim of the article is to
conduct empirical studies after theoretical analysis of the
relationship between brand identity and brand image.
The objectives of the article are:1)to determine and prove
the concept of brand image theoretically;2) to study and
summarize the sources of brand identity; 3) to analyze
the elements of brand identity;4) to carry out theoretical
analysis of the relationship between brand identity and
brand image; 5) to prepare the investigation model for
brand identity and image relationship; 6) to conduct em-
piric studies of brand identity and image relationship.
The tools of classical marketing do not help answering
the question, why some brands are so unique. Just sev-
eral brands obtain a feature emphasizing brand identity
and uniqueness. Graphical references do not provide any
answers because they are developed on the basis of ex-
ternal brand image. However, it has already been con-
ceived that brand is reflected not by its external graphi-
cal view but by the attitude towards the elements of brand
identity. Thus, the article attempts at solving the problem
of the relationship between brand identity and brand im-
age.

The second part of this article describes the concep-
tion of brand identity. It also examines the attitude of
various authors to the conception of brand identity.

The third chapter of this article provides the analysis
of the sources of brand identity. The main six elements
that constitute the sources of brand identity are indicated
in this part as well.

The prism of brand identity is described and the ele-
ment of identity prism is analyzed in the fourth part of
this article.

The process of brand image building is described in
the fifth part of the article. The chapter provides the issue
of the relationship of brand identity and its image as well
as the analysis of relationship of brand identity and its
image.

The sixth part of this article indicates and describes
the theoretical model the relationship of brand identity
and its image. This model is based on the idea that brand
identity is managed. Positive brand image that ensures a
competitive advantage is build up when conveying brand
identity to consumers efficiently and employing particular
strategies of positioning.

The seventh part of this article presents the results of
empirical research and the analysis of the relationship of
brand identity and its image.

The last chapter of the article formulates the final
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conclusions on the relationship of brand identity and its
image.
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Introduction

The urgency. Globalization, new technologies, intense
competition, consumer demand shifts and economic and
political system changes challenge enterprises in new
ways. Companies, striving to achieve better results in the
market, in comparison with their competitors need to ac-
quire and retain particular uniqueness that can not be imi-
tated and would provide a competitive advantage. Avail-
able brands of the enterprise are one of resources that can
hardly be imitated.

A brand itself does not ensure any competitive ad-
vantage of the enterprise in the market. Good results are
achieved just by those companies which are capable of
managing their brand, reflecting its identity, and deter-
mining its elements, uniqueness and equity. The devel-
opment of brand image while attempting to present brand
identity to consumers, enhances the position of a com-
pany under the conditions of intense competition.

The problem. Research and empirical studies have
been carried out by such scholars as J.L. Kapferer ( 1997,
2003), L. de Chernatony (1999, 2001), D. Aaker and E.
Joachimsthaler (1997, 2003), L. Keller (1993,1998), F.
Melin (1997), L. Upshaw (1995) and other; however, this
sphere still lacks solidity and concrete approach, attempt-
ing to highlight the link of brand identity elements and
brand image.

Trying to get the attention of a consumer while
choosing a good of a company from many other provided
in the market, companies should single out the good
among other competitive goods by performing theoretical
and empirical studies on brand identity, highlighting the
principal elements of brand identity and their relationship
to brand image. Thus, the article attempts at solving the
problem of the relationship between brand identity and
brand image.

The object of the article centers of the elements of
brand image and their relationship with brand image.

The aim of the article is to conduct empirical stud-
ies after theoretical analysis of the relationship between
brand identity and brand image.

The objectives are:

1. To determine and prove the concept of brand im-

age theoretically.
2. To study and summarize the sources of brand identity.
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. To analyze the elements of brand identity.

. To carry out theoretical analysis of the relationship
between brand identity and brand image.

. To prepare the investigation model for brand iden-
tity and image relationship.

. To conduct empiric studies of brand identity and
image relationship.

Research methodology includes systemic and com-
parative literary analysis, secondary data analysis, quali-
tative and quantitative studies. The qualitative studies are
based on a focus group method while the quantitative
studies employ a method of a questionnaire survey.

Conception of brand identity

Intense competition requires certain actions to be
taken in brand management and includes the establish-
ment of brand identity, defining its attributes, uniqueness
and equity.

The concepts such as brand vision, aim and identity
are the new ones. The conception of brand identity was
mentioned for the first time in Europe by Kapferer, 1986.
The importance of the conception and its understanding
quickly disseminated in the entire world. The literature on
brand management, which has been widely examined, uses
the terms “equity” (Aaker, 1996), while the concept of the
identity is actually not used.

The conception of brand identity includes everything
what makes the brand meaningful and unique. Brand in-
cludes characteristics of a good as well as a set of other
elements, entailing brand identity. This is a new concep-
tion; however, when the differences of a certain category
of goods start to decrease, the concept becomes the major
subject of investigations (Melin, 1997). Identity includes
moral image, aim and values that together constitute the
essence of individuality while differentiating the brand
(de Chernatony, 2002). The identity of the strongest
brands covers emotional benefit, which provides the
strength to the brand. However, rendering the equity to
the consumer the good has to provide a functional benefit
as well. The additional value is rendered if the good pro-
vides the benefit of self-expression that, in turn, reflects
the image of the consumer (Aaker, 1996). The researcher
D. Grundey (2002) states that brand identity is the most
important stage of the identification of a good from the
quality on which the further existence of the good de-
pends. The main principled provision of brand identity is
a way, which becomes a possibility to reach the con-
sumer. Brand has to “communicate“with consumers be-
cause this is the condition for remaining in the market.

D. Aaker (2003) notes that brand identity is a set of
brand associations which need to be developed and re-
tained for a brand strategy. ldentity should help in the
development of the relationship between a brand and a
consumer, providing a particular benefit. The main prin-
ciples of brand identity are: 1) communication becomes
not only an important supply of information but a daily
struggle to remain heard and visible, which constitutes
the prerequisite of durability; 2) brand should adequately
react to changes which makes up the prerequisite of un-
derstanding; 3) brand should reflect consumer’s benefit
and expectations, remaining harmonious, which is re-
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garded as the prerequisite of consistency (Grundey,
2002).

Analyzing the concept of identity, the problem of
consistency and continuity arises as well. The conception
of brand identity deals with the influence of time on the
uniqueness and consistency of brand. Psychologists ex-
amine identity crisis, apparent in adolescence because the
structure of identity is weak and during this period teen-
agers tend to change their communication model. Con-
stant changes structure the problem, indicated by a ques-
tion “Who I am really?

Ultimately, examining social groups or minorities
“cultural identity” is frequently mentioned. Searching for
identity one searches for the core, made up by inseparable
differences and specific cultural integrity.

Brand identity is a new concept; however, the major-
ity of researchers have already analyzed the identity of
enterprises (Schwebig, 1988; Moingoen, 2003). The iden-
tity of the enterprise is constituted by a feeling that helps
the company to understand that it really exists and its
existence is unique, with its history and place, distin-
guishing the company from others (Kapferer, 2003).

These different definitions of identity emphasize the
idea that identity signifies the understanding of being
oneself, seeking one’s aim, being distinguished form oth-
ers and being able to resist and withstand time alterations.

According to J. Kapferer, brand identity could be de-
fined by answering the following questions:

e What is the aim and individual vision of a brand?
What makes a brand distinguished?

How satisfaction could be achieved?

What is brand’s equity?

What are brand competence, validity and legiti-
macy?

o What are the features of its recognition?

This conception has appeared in brand management
and is well known while positioning brands and building
their image. According to de Chernatony (2001), the con-
ception of brand identity offers a possibility to position a
brand better and encourages strategic approach while man-
aging it. A well managed system of identity provides a
competitive advantage when seeking to protect oneself
form competitors. Currently the society is closely con-
nected with communication. Everybody wishes for com-
munication or is included into the communication process
unwillingly. It is extremely difficult to remain thriving and
establish one‘s identity under the circumstance of severe
competition. Communication ensures two things: sending
of a message and the guarantee that it has been received.
Communication implies not only the means of technique
but inventiveness as well. It represents the necessity to
conceive brand identity.

Summing up it could be claimed that the conception of
brand identity includes the uniqueness, meaning, aim, val-
ues, and personality and provides a possibility to position the
brand better, and, thus, achieve the competitive advantage.

Sources of brand identity

Defining brand identity and the limits of its strength
and weakness it is necessary to be aware of identity



sources. With the lapse of time every brand can lose its
independence and meaning, as well as lose a certain level
of freedom as with the increase of brand reliability, its
elements acquire a particular form and define the possible
territory.

The revelation of identity starts from typical goods or
services, confirming brand, symbol, logo, country of ori-
gin, advertising and package.

J. Kapferer (2003) singles out the following sources
of identity:

Good is the primary source of identity. Brand reveals
its plan and the uniqueness of its goods and services. A
genuine brand never remains just as a printed record on a
good. Brand transfers its equities into the process of pro-
duction and distribution, which constitutes the essence of
service sales as well. Brand values need to be embodied
in a brand symbol. The representatives of cognitive psy-
chology state (Kleiber, 1990; Lakof, 1987) that it is easier
to define certain categories indicating their typical fea-
tures instead of exactly naming the attributes of a good
that require judicious parts of those categories.

Every brand forces to think spontaneously about par-
ticular goods more in comparison with another, as well as
about particular actions as a means of communication.
Prototype goods contain various elements of brand iden-
tity. Some prototype goods are able or rendering brand
identity, regardless of the fact that brands, in essence,
develop identity;

Values of brand identity transfer the essence of brand
only then if they exist within the essence of brand. Tan-
gible and intangible realities go one after another as val-
ues manage certainty and certainty manages these values.

For example, the identity of Benetton brand is consti-
tuted by tolerance and friendship. Colours mean much
more than the subject of advertising. Colours not only
determine appearance but make up an external brand with
its ideology, value set and brand culture. Colours do not
play the role only to distinguish the producer. Fraternity
and cultural tolerance are the values of the brand;

Name is another source of brand identity as it is one
of the most powerful sources. Investigating brand name,
the features if its advantage such as the limit of justice
and “know-how” as well as the sphere of competence are
revealed. The majority of brand names seek to reflect
features that can not be reflected or these attributes that
are singled out.

Other brands exist ignoring their brand names; which
is connected with the autonomy of brands. The experi-
ence indicates that brands become autonomous (inde-
pendent) when they render specific meaning different
form the ones in dictionaries to words. Mercedes was a
Christian Spanish name that became a symbol of Ger-
many. Such ability is not just the attribute of a brand, but
this is a properly chosen noun. A strong brand is capable
of giving a new meaning to words, changing the meaning
in dictionaries.

Name as well as identity must be managed. Some
names have a double meaning. The aim of communica-
tion is to select one and reject another. Shell chose the
meaning of a sea shell (which is indicated in their logo)
different from another meaning (“bomb —shell”).

Personage is another source. If brand is the capital of
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enterprises, so the emblem is the righteousness of brand
capital. The emblem symbolizes brand identity through
visual image. J. Kapferer (2003) singles out the following
functions of emblem:

1. It helps to identity and recognizes a brand. Em-
blems are extremely useful when being designed for
children since various pleasant Figures were used
above the text, or for example a widely used whis-
key emblem.

. It provides a guarantee. Brand could be regarded
as a contract between its owner and consumer
(Lambin, 2000). Brand emblem seems to be a sig-
nature, indicating a long-term commitment of a
producer to retain a specific and steady level of
quality.

. It provides brand with durability when the emblem
is a long-term sign.

. It helps to identify and adjust goods to personal
needs. The emblem transfers its personality to the
brand and increases its equity in such a way as
well as facilitates the process of identification.

The researcher D. Grundey (2002) states that a brand
personage defines the person and culture of a brand in the
best way. The prototype of a personage that is frequently
chosen is a man or an animal, having a particular style
and features.

The emblems of animals are often used to reveal the
final function as animals symbolize the personality of a
brand. Animals reflect the equity of a brand and any cul-
tural characteristics as they are representatives of geo-
graphic symbols for example, a partridge is a symbol of
Scotland, and a turkey — USA.

Some of the personages serve while developing a
particular relationship and an emotional link between a
brand and a consumer, while others become brand am-
bassadors (for example, Isabella Rosselline embodied a
style of French beauty which is promised by “Lancome”
to all women).

Other personages deliver a lot about brand identity.
They are chosen as brand portraits and as brand features
from the etymological perspectives. Such personages do
not build brands but emphasize the way which is used to
reveal personal features and characteristics of brands.

Visual symbols and logotypes become the third
source of brand identity. Visual symbols and logotypes
help to conceive the culture and personality of a brand
and are frequently chosen seeking to apply graphic iden-
tity with the elements and values of a brand. However, it
is extremely important to note that such symbols and lo-
gotypes help not only to identity brands but brands are
identified together with them.

Identity has originated from earlier actions of a
brand. A good, distribution communication and location
include those actions. Some brands are closely related
with the country of origin (for example, the identity of
”Swissair” is closely connected with Switzerland), other
are international (for example, Ford, Opel, Mars), and
others conceal their national identity (for example,
“Canon” has never mentioned Japan, “Technics” has
adopted the identity of Anglo-Saxons, though it is a com-
pany form Japan).
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Some of brands structure their identity and unique-
ness based on their geographic roots, embodying advan-
tages presented. While mentioning Finland it can be
noted that this is a country where the earth ends as it is a
cold, ascetic, remote, with little sun land. These features a
pretty well embodied in Finland vodka. The vision of
pure and clean water as well as of the vodka is spontane-
ously revealed.

Brand developer is one more source of identity as it
is closely connected with the identity of a producer.
Many of Richard Branson features are reflected in the
identity of Virgin brand.

Communication together with its content and form
also reveal identity. Brand usually has a gift of speech
and it exists only then when it communicates. Since the
moment brands start “talking” they have constantly to
inform about their good and services. Communication
reveals much more than it is being though. Any way of
communication discloses the information about a sender,
source, the recipient-addressee and relationships that are
attempted to be created in between.

In modern times audio and visual technologies of
public information deliver much about brand style, the
recipient and the benefit provided. All brands have their
history, culture, personality, reflection and reveal that
through communication.

Summing up the sources of brand identity it can be
noted that all six elements: good, name, symbol, logotype,
communication, personage and producer determine
brand identity, the limits of its weakness and strength as
well as brand content and its internal values.

Prism of brand identity

When goods are not characterized by huge abun-
dance and a big quantity of substitutes, the statement of
unique sales is the principal conception. Leaving brand
image, positioning and personality behind, the attention
is currently drawn to the importance of brand identity
(Kapferer, 2003). The understanding of brand identity
signifies that superficial attitude towards brand is being
changed and the importance of comprehensive brand
analysis is being stressed.

The concept of identity is significant due to the rea-
sons, indicated below:

1) a brand needs to be strong;
2) it should present brands and goods connected with it;
3) a brand has to be real.

Thus, brands have to be secured from the image of
idealism, changeability and opportunism.

The composition of band identity is characterized by
the prism of identity (Figure 1) (Kapferer, 2003).

Sender‘s Figure

Physical appearance

Personality

Relationship

Culture

r>zZxoxm—Xm

Consumer reflection

r>Pzom-4dz-—

Consumer self-image

Recipient’s Figure

Figure 1. The prism of brand identity (J.N. Kapferer, 2003:107)

First of all brand contains an external specificity that
is physical appearance, which is the core of brand and its
value added. This determines a traditional brand man-
agement due to orientation to “know how”, classical posi-
tioning, selecting a principal good or brand features and
the benefit. The first step building up a brand is the defi-
nition of physical factors, identifying what it is, what it
does and how does it look like. Physical appearance is
closely connected with a brand prototype, revealing the
quality of a brand (for example Coca-Cola bottles on tins
of Coca-Cola).

The second element of identity prism is brand per-
sonality. With a help of communication brand character is
being developed and this is a way by which any brand
“talks” about its goods and services and indicates a par-
ticular human person. The trait of personality within the
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prism of identity is inner source. It should not be mixes
up with the image of consumer’s reflection which is an
ideal portrait of every recipient. Brand personality is de-
scribed and measured using those features of consumer
personality that are directly related to brands. Since 1996
the research was directed towards studies of brand per-
sonality (Kapferer, 2003).

D. Grundey (2002) claims that the success of brand
expression percentage in the market depends on the
choice of every element of personality and its reconcilia-
tion. Brand personality is closely connected with self-
image and image of a consumer because the identification
of consumers’ with a particular segment reflects brand
features.

Brand is culture. Brands possess that culture in which
they originated. Brand is a representative of its culture,



including communication. From this perspective culture
entails a lot of values that provide brand with inspiration.
Cultural features a correlated with external principles of
brand management (a good and communication) Culture
is in the core of brand.

Global brands usually reveal their culture (Benetton,
Coca-cola, IBM). The aspect of culture enables to dis-
cover differences between other competing brands. The
attention is focused on brand personality; however, even-
tually only those brands become leaders that possess not
only personality but culture.

Brand culture is based on the culture, values and aims
of an enterprise. This is one of good lineaments while
comparing brands of different companies as it is not
likely that tow different companies will have identical
cultural features ( Grundey, 2002).

Countries producers are the sources of brand culture
as well. However, this is not the only factor, providing
value added. The degree of brand freedom is frequently
restricted by the culture of a company as this is the most
visible and external brand feature. Culture plays the es-
sential role in brand differentiation as it indicated what
moral values are embodied in goods and services. This
feature helps identifying the strongest brands because
sources, basic ideals and a set of values are revealed.

Brand includes relationship as brands frequently take
the most important place in the process of human transac-
tions and exchange. This is extremely reflected in the
sphere of services and retail companies. This feature em-
phasizes the way of behavior which is identified with
brand most of all. A lot of actions such as the fact how
brands influence and provide services in connection to
their consumers determine this feature.

According to Kapferer (2003), brand is a voice that
consumers should hear because brands survive in the
market because of communication. D. Grundey (2002)
singles out the following ways of communication:

e Advertising and other support elements;

e Direct consumer’s communication while purchas-

ing a good.

Marketing culture of a company is extremely signifi-
cant as it is a constitutive part of company’s culture,
manifested through the relationship of consumers and the
company.

Invisible communication is created with a means of
associations and its can start between people (a seller,
buyer or employee) seeking for the same or different
goals. Communicating it is important to reconcile differ-
ent need of people and present the entire useful informa-
tion allowing perceiving the essence and peculiarities of a
brand.

Brand is a customer reflection. Consumers can easily
define what goods of a particular brand are produced for
a particular type of consumers (for example, this automo-
bile was developed only for show stars). Brand communi-
cation and goods aim at reflecting a consumer, for whom
those goods are addressed. Consumer reflection is often
confused with the target market (Kapferer, 2003). The
target market determines potential consumers though
consumer reflection does not define target market. A con-
sumer has to be reflected in a way, which would show
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how he or she could image themselves consuming a par-
ticular good. The representatives of the target market
should be presented differently from what they are but
what they would like to be. Consumers use goods of cer-
tain brands seeking to create their own identity. Brands
should control their consumer reflection. A constant repe-
tition stating that this brand was developed for a certain
target group weakens brand image.

Consumer self-image. Brand is closely related to the
understanding of consumer self-image that is the features
with which consumers identify themselves and the very
same features they would like to be reflected by the cho-
sen good and its brand. Consumer self-image is important
in the explanation of consumer behaviour as consumers
purchase goods, corresponding to their self-image.

The conception of consumer self-image includes an
amount of individual ideas, thoughts and feelings about
him in relationship with other objects within socially de-
fined boundaries (Onkvisit ir Shaw, 1994). This is the
understanding of an individual about his ability, sem-
blance and characteristics on personality. The conception
of consumer self-image is developed within timeframes
and is based on that what a consumer sees around himself
and how other consumers evaluate and respond to him.
The conception is a set of beliefs about oneself, retained
in memory.

The conception of consumer self-image can be de-
termined and strengthened by examining purchase and
consumption. Consumers acquire the reconciliation of
oneself having positive attitude towards a certain goods
of that brand ( for example, a man who identifies himself
as strong and muscular will choose Marlboro” ciga-
rettes, while a woman, identifying herself as attractive
and modern will choose,Virginia Slims cigarettes) (
Graeff, 1996).

All six elements emphasize brand identity. The prism
of identity originated from the basic conception that
brand is marked by the gift of “speech”. Brands can exist
only then when they communicate. Physical appearance
and personality allow determining the sender. The recipi-
ent is defined by consumer reflection and self-image. The
last two elements of brand identity: culture and relation-
ship link the sender and the recipient.

The prism of brand identity maintains a vertical sub-
division: the elements on the left such as physical appear-
ance, relationship and consumer reflection are social and
provide brand with external expression (image) and are
visible. The elements on the right such as personality,
culture and consumer self-image are connected with the
inside of a brand and its soul.

Summing on the prism of brand identity it can be
noted that it is the unit of brand identity as a live system
of elements, possessing internal and external sides and
determining possible limits for brand development and
variation.

Brand image building process

In marketing literature great attention is focused on
brand image which is studied from two: company’s and
consumer’s perspectives. The approach of company is
directed towards the improvement of marketing activity,



connected with strategies of positioning and retaining of a
positive brand image. Consumer’s approach is based on
consumer’s attitude towards the interpretation of brand
image and brand equity. The importance of brand in the
market is influenced by company’s ability to evaluate the
fact how consumers interpret the image of brands and
company’s ability to manage the strategy of brand posi-
tioning, adequately revealing brand’s equity to a con-
sumer (Kotler, 2001).

There are many definitions of brand image in market-
ing literature. Analyzing of the conception, the table be-
low, presents the conception of various scientists (tablel).

Table 1
Conception of brand image
Source Main Conception
meaning of brand image
Functional Brand image is not a simple phenomenon
Park symbolic a}1d of understanding, affected by communi-
(1986) e¥< erience cation activity of the company. This is
img e consumer understanding of a complete
9 brand set, developed by a company.
Keller Concention Brand conception, reflecting associations
(1998) P in consumer’s consciousness.
Aaker Associations How is the brand conceived by a con-
(2002) sumer

Defining the development of brad image, it should be
marked that a strong brand should have a rich and clear

identity, adequately passed to the target market. Image
should reveal brand concept together with real experi-
ence, corresponding to brand understanding. A recent
consumer searches and wants to experience something
unique and peculiar, in connection with a brand. A mis-
match of brand image with consumer expectations gives a
chance to competitors.

Brand identity includes the meaning of a brand that
would be decoded in the target market. Seeking to per-
form efficiently, brand identity should differ from that of
competitors and be developed in a way, comprehensible
to consumers.

Park (1986) claims that brand success in the market
depends on the choice of brand identity, the usage of iden-
tity developing image, and the guarantee that image ade-
quately transfers brand identity, chosen by a company,
differentiating it from competitors and responding to a
desired consumer equity. Kapferer (2003) states that brand
image is the most efficient way of communication with
consumers, revealing the significance of brand identity.

D. Aaker and Joachimsthaler E. (2001) mark the
process of brand image development (Figure 2).

The second Figure shows brand identity and the con-
ceptions, connected with it. Twelve categories of brand
identity elements are enumerated for four purposes: brand
— good — good limits, features, quality/equity, experience,
consumers, country producer; organizing — company fea-
tures, local orientations versus global; personality —
brand personality, brand and consumer relationship; sym-
bols — a set of visual associations, brand metaphors.

Brand identity

Extended identity

Principal identity

Brand essence

Brand as a good

1. Limits of a good
2. Features of a good
3. Quality/equity

4. Experience

5. Consumers

Brand as a company

7. Features of a company
(novelty, care about con-
sumers, reliability)

8. Local versus global

9.

Brand as a personality

Personality (sincere,
active, reliable)

Brand as a symbol

11. Visual associations and
a number of metaphors.
12. Brand inheritance

6. Country producer

10. The relationship of
brand and consumers

<

Brand positioning

<

Brand image

Figure 2. Modified process of brand image development (D. Aaker and E. Jochimsthaler, 2003:54)

It should be noted that the structure of brand identity
consist of principal identity, extended identity and brand
essence. Typically, brand identity should possess from
six to twelve parameters and only in this case it could
reflect that what should be achieved with a help of a
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brand. According to D.Aaker and Joachimsthaler E
(2003), all parameters of principal brand identity should
reflect a construction strategy, usefulness and at least one
association that should differentiate the brand and get the
attention of consumers. Principal brand identity will not



change even thought the brand might pass to another
markets or good categories. If consumers accept the
brand according its principal identity this means that the
brand achieved its aim. The principal brand identity re-
veals to consumers and company employees that what is
the most important.

Extended brand identity combines all identity ele-
ments that are not included into the primary identity and
are subdivided into groups based on their importance.

Principal brand identity contains from two to four pa-
rameters, narrowly describing brand image. However,
sometimes it is more purposeful to set a more narrow ap-
proach that determines brand essence, which is an idea,
entailing brand soul. J Kapferer (2003) states that brand
essence originated from a wish to generalize brand identity
and positioning. Brand essence includes the principal value
that is offered (for example, Volvo is the safest car).

Examining the process of brand image development
it should be mentioned that brand positioning is one of
the most essential stages of development. The concep-
tions of various authors on brand positioning are pre-
sented in table 2.

Table 2

Conceptions on positioning

Source Conceptions of brand positioning
Aaker' and The statement of brand identity and equity is ac-
Joachimsthaler - - !

tively communicated to the target audience.
(2000)

The process ensures the competition of a brand in
de Chernatony | the market and allows taking a different, significant
(2001) and precious position in the consciousness of the

target market consumers.

K Emphasis of distinctive features that provide dis-
apferer PV . : .

tinction in comparison with competitors and be-
(2003) - .

come attractive for society.

Studying the relationship of brand identity and posi-
tioning it is possible to state that the relationship of brand
identity and positioning rise form brand identity. Posi-
tioning is used as a specific aspect of identity during a
particular time, in particular market and in front of ex-
actly defined competitors.

Summing up theoretical studies of Aaker and
Joachimsthaler (2003), Kapferer (2003), Keller (1998),
de Chernatony (2001) and other authors it becomes obvi-
ous that the correspondence between brand identities,
revealed while building brand image, and the coding of
meaning by consumers should exist.

Theoretical model of bran identity and image
relationship

Scientific literature presents different models of
brand identity and brand image. The following models of
brand identity could be enlisted:

e De Chernatony (1999) indicated the model of
brand identity and company’s reputation connec-
tion. This model identifies the following elements
of brand identity: brand vision, culture, relation-
ship, personality and presentation. Empirical stud-
ies were carried out on the background of the
model, evaluating the relationship of brand iden-
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tity and company’s reputation. Based of the em-
pirical studies De Chernatony (1999) claims that
the gap between brand identity and the reputation
of a company should be as narrow as possible.

e D. Aaker and E. Joachimsthaler (2003) single out
the system of brand identity. This model of brand
identity enlists twelve elements of brand identity.
Besides, it should be noted that principal and ex-
tended brand identities are indicated and they pro-
vide ambiguity in the conception of brand identity.

e J.N. Kapferer's (2003) model of correlation of
brand identity and image is based on processes of
communication, indicating the sender — company
and the recipient — consumer. J. N. Kapferer sin-
gles out six elements of brand identity: physical
appearance, personality, relationship, culture, and
consumer reflection and consumer self-image. The
last two elements of brand identity: consumer re-
flection and consumer self-image are related with
a consumer.

Studying the models of brand identity it can be noted
that researchers unambiguously agree that brand identity
has to be transferred to consumers; however, it should be
noted that in some models brand image is not presented
as a final result.

Analyzing various processes of brand image building,
three closely connected elements are identified. They are
brand identity, brand positioning and brand image.

BRAND
IDENTITY

?

BRAND
POSITIONING

BRAND
IMAGE

Figure 3. Theoretical model of brand identity
and image relationship

This model is based on the idea that brand identity is
managed. Positive brand image that ensures a competitive
advantage is build up when conveying brand identity to
consumers efficiently and employing particular strategies
of positioning.

Empirical studies of Fizz brand identity and
image relationship

Research methodology. The study of brand image
employs a general marketing approach. Research process,
conducting the investigation of Fizz brand image is based
on the marketing research suggested by L. G. Shiffman
and L. L. Kanuk (1987). The researchers L. G. Shiffman
and L.L. Kanuk suggest starting marketing research by
setting out research aims and hypothesis that are formu-
lated afterwards (Hypothesis is an unconfirmed statement
or some possible solution that can be confirmed or denied
applying empirical data.) In the second stage of brand
investigation, secondary data is gathered and analyzed. If
data is not sufficient for achieving study objectives, the
primary research will be devised that will constitute the
third stage of the study. L. G. Shiffman and L.L. Kanuk
suggest using qualitative and quantitative studies. First of
all the method of quantitative studies is chosen and the



interview plan and its place is constructed and scheduled.
The gathering of quantitative data and its analysis is
completed later on. Quantitative research terminates with
report preparation and the results of the research are used
for qualitative studies. Therefore, the method of qualita-
tive studies is chosen and tools for qualitative data collec-
tion are planned. After the research, the results received
are analyzed, presenting final conclusions.

The aim of the research is to indicate the principal
elements of Fizz brand identity, revealing the relationship
of brand identity and image.

Results. The relationship of Fizz brand identity and
image are singled out by comparing the elements of brand
identity, communicated by the company and the elements
of brand identity decoded by consumers. The comparison

is presented in table 3.

Examining the relationship of Fizz brand image and
brand identity, physical appearance can be singled out. Con-
sumers conceive the meaning of brand name and associa-
tions properly and mark an attractive logotype and emblems.

The third table presents personality, communicated
by Fizz brand and perceived by consumers. The respon-
dents agree with the majority of personality features,
identified by the company; however, a part of the respon-
dents do not agree with such Fizz brand personality fea-
tures as innovativeness, self-confidence, sociability and
being natural. The majority of the respondents disagrees
that Fizz brand is sexual. In addition to this, the majority
of consumers identify more features of Fizz brand per-
sonality if comparison with the company.

Table 3

Relationship of Fizz brand identity and image

Fizz brand identity Fizz brand image
(Company) (Consumer)
e Meaningful name e The sound of Fizz brand name is marked as well as
Physical e Cider colour elements on the logo the association of it with cider fizz.
appearance | e Cider bubbles on the logo e Fizz brand logo attracts one’s attention
e Colourful fruit symbols e Fizz brand symbols of fruits are attractive
e Innovative
e Innovative o Self-confident
o Self-confident e Sexual
e Sexual o Easy
e Local e Natural
Personality | e Easy e Tasteful
e Natural e Youthful
e Tasteful e Social
e Youthful e Cheerful
e Social e Energetic
e Soft
e Wide assortment, seeking to satisfy the needs of
consumers. e Fizz cider tins of aluminum foil provide sterility
e Various packages: tins of a half a litre covered with e Attractive advertising reminds and stimulates the
Relati . foil, preserving sterility; plastic bottles of one litre consumption of Fizz which is the most important
elationship : - . S
and a half, designed for a group of friends element of relationship with consumers.
e The advertising reminding and informing on televi- e The majority of respondents does not participate in
sion, Internet, press, bars and night clubs. actions and state that this is not important for them.
e Various actions and sponsorship of events.
e Consumers evaluate the reputation of the company
e Natural ingredients are used in the production proc- and the process of Fizz cider production most of all.
ess and unique recipes are retained. e Environmental protection activity would be impor-
Culture e There are no environment protection and charity tant for a half of the respondents.
activities. e Participation of the company in charity and spon-
e The lack of solid communication among employees. sorship activities as well as the relationship of em-
ployees are not important.

Consumers indicate such features as cheerfulness,
energy and softness. In the relationship of Fizz brand
and consumer direct communication could be marked
as consumers evaluate the aluminum foil covered Fizz
cider tins positively as this provides sterility. In addi-
tion to this, an attractive advertising is mentioned as
the most significant element, encouraging choosing

Fizz cider. Various actions and games organized are

not important in relationship with Fizz brand. Analyz-
ing the relationship of Fizz brand identity and culture it
is possible to note that consumers evaluate the process
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of Fizz cider production positively as natural ingredients are
used. Besides, a half of the respondents regard the environ-
mental protection activity that is not performed by the com-
pany to be important. However, employee relationship and
various charity and sponsorship activities, which appear to
be the weakest side of the company’s culture, are not im-
portant for consumers.

Summing up the relationship of Fizz brand identity and
image it is possible to confirm that the relationship of Fizz
brand identity and image exists.



Conclusions

After the completion of theoretical and empirical
studies, the following conclusions can be drawn:

e On the background of the conceptual analysis of
brand identity and summarizing the opinion of
majority researchers, brand identity is defined as
a concept, including brand uniqueness, meaning,
purpose, values and individuality.

e Carrying out theoretical studies of brand identity
sources it can be claimed that sources build up
the content of brand identity and inner values as
well as indicate the limits of brand strength and
weakness.

e The analysis of brand prism and other models of
brand identity indicate that brand identity con-
tains a multidimensional structure, including
from six to twelve elements. Brand identity is
made up by the unit of elements with different
importance, defining possible boundaries of
brand development and variation.

e Summarizing theoretical studies of brand iden-
tity and image relationship and after the analysis
of various brand image building processes, pre-
sented by different authors, it can be stated that
three closely connected elements: brand identity,
brand positioning and brand image include the
relationship of brand identity and image. The re-
lationship of the elements indicated above is
based on the process that starts from the defini-
tion of brand identity by the company and cul-
minates with the perception of brand image by a
consumer.

e On the basis of theoretical brand image and
identity analysis, the theoretical model of brand
identity and image relationships was constructed
that joins up brand identity, brand positioning
and brand image. Therefore, the conclusion that
this is a recurring process, using which a com-
pany is capable of managing brand identity,
could be drawn.

After the completion of empirical studies of Fizz brand
identity and image relationship the following conclu-
sions can be made:

e Such features of Fizz brand as youthfulness,
easiness, cheerfulness, energy, tastefulness and
softness were identified as the most important.

e Fizz brand has a meaningful name, positive as-
sociations, attractive logotype and colorful em-
blems.

e Consumers evaluate the reputation of the com-
pany and the process of Fizz cider production
most of all. In addition to this a big part of the
respondents is interested in environmental pro-
tection activity of the company.

¢ In the relationship of Fizz brand and consumers
the advertising and price discounts are evaluated
most of all. Loyalty programs and price dis-
counts are not so much important.

e The relationship of Fizz brand identity and im-
age really exists. The principal relationship of

Fizz brand identity and image include the following
elements of brand identity: physical appearance, re-
lationship and personality.
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Vytautas Janonis, Aisté Dovaliené Regina Virvilaité
Prekés Zenklo identiteto ir jvaizdZio sasajos
Santrauka

Globalizacijos, naujy technologijy, intensyvios konkurenci-
jos, kintanéios vartotojy paklausos ir ekonominiy bei politiniy
norinios pasiekti geresniy rezultaty rinkoje nei konkurentai, turi
jgyti ir i8laikyti unikaluma, kurio negalima imituoti ir kuris suteik-
ty konkurencinj pranaSuma. Vienas i§ tokiy sunkiai imituojamy
iStekliy yra jmonés turimas prekés zenklas.

Prekés Zenklas pats savaime neuztikrina jmonés konkurenci-
nio prana$umo rinkoje. Gery rezultaty pasiekia tik jmonés, geban-
Cios valdyti prekés Zenklg perteikiant jo identiteta (angl. ldentity),
apibréziant jo elementus, unikaluma bei vertg. Prekés zenklo
ivaizdzio kirimas perteikiant vartotojui prekés zenklo identiteta
sustiprina jmonés pozicijas intensyvios konkurencijos salygomis.

Prekés zenklo identiteto ir jvaizdZio mokslinius bei empiri-
nius tyrimus atlieka tokie mokslininkai kaip: J.L. Kapferer ( 1997;
2003), L. de Chernatony (1999, 2001), D. Aaker ir E. Joachimstha-
ler (1997, 2003), L. Keller (1993,1998), F. Melin (1997), L.
Upshaw (1995) ir kiti, taciau Sioje srityje stokojama kryptingumo
bei vientisumo, siekiant iSrySkinti prekés Zenklo identiteto elemen-
ty sasajas su prekes zenklo jvaizdziu.

Siekiant kad vartotojas pasirinkty biitent imonés sitilomg pre-
ke i§ daugelio rinkoje siilomy, jmonéms butina iSskirti preke i$
konkurenty atliekant prekés zenklo identiteto teorinius ir empiri-
nius tyrimus, iSrySkinant pagrindinius prekés zenklo identiteto
elementus ir jy sasajas su prekés zenklo jvaizdziu.

Problema — darbe sprendziama problema, susijusi su prekés
zenklo identiteto ir jvaizdzio sqsajomis.

Straipsnio objektas — prekés zenklo identiteto elementai ir jy
sasajos su prekés zenklo jvaizdziu.

Straipsnio tikslas — teoriskai pagrindus prekés Zenklo identi-
teto ir jvaizdzio sasajas, atlikti prekés zenklo identiteto ir jvaizdzio
sgsajy empirinj tyrima.

Straipsnio uzdaviniai:

1) Apibrézti ir teoriSkai pagrjsti prekés zenklo identiteto

koncepcija.

2) Isstudijuoti ir apibendrinti prekés zenklo identiteto Saltinius.

3) I8analizuoti prekés zenklo identiteto elementus.

4) Atlikti prekés zenklo identiteto ir jvaizdzio sasajy teoring

analizg.

5) Parengti prekés Zenklo identiteto ir jvaizdzio sgsajy tyrimo

modelj.

6) Atlikti prekés zenklo identiteto ir jvaizdzio sasajy empirinj

tyrima

Tyrimo metodika. Sisteminé bei palyginamoji mokslinés li-
teratliros analizé, antriniy duomeny analizé, kokybiniai bei kieky-
biniai tyrimai. Kokybiniuose tyrimuose naudojamas fokusuotos
grupés metodas, kiekybiniuose tyrimuose naudojamas anketinés
apklausos metodas.

Prekés Zenklo identiteto koncepcija

Intensyvi konkurencija reikalauja esminiy prekiy Zenkly val-
dymo veiksniy, t.y. prekés zenklo identiteto nustatymo, apibréziant
jo bruozus, unikaluma bei vertg.

Prekés zenklo identiteto koncepcija apima tai, kas suteikia
prekés zenklui reik$me ir padaro jj unikaly. Prekés zenklas apima
prekés charakteristikas ir rinkinj kity veiksniy, apimanéiy prekés
zenklo identitetg. Tai nauja koncepcija, taciau, kai skirtumy tarp
prekiy tam tikroje kategorijoje pradéjo mazeti, ji tapo pagrindiniu
nagrin¢gjamu dalyku (Melin, 1997). Identitetas apima moralinj
veida, tiksla bei vertybes, o tai sudaro individualumo esme¢ dife-

rencijuojant prekés zenkla (de Chernatony, 2002). Stipriausiy prekés
zenkly identitetas apima emocing nauda, kuri suteikia prekés zenklui
stiprumo. Tadiau, perteikiant vert¢ vartotojui, preké turi teikti ir funkci-
n¢ nauda. Papildoma verté taip pat suteikiama, jeigu preké teikia savi-
rai$kos nauda, kuri atspindi paties vartotojo jvaizdj (Aaker, 1996). Pa-
sak J. Kapferer, prekés Zenklo identiteta galima apibrézti atsakant j
Siuos klausimus:

Kokia yra prekés zenklo individuali vizija bei tikslas?
Kas jam suteikia i§skirtinumo?

Kaip galima suteikti pasitenkinimg?

Kokia prekés zenklo verté?

Kokia jo kompetencija? Jo pagrjstumas ir teisétumas?
Kokie jo atpazinimo bruozai?

Si nauja koncepcija pasirodé prekiy Zenkly valdyme. Ji gerai Zino-
ma pozicionuojant prekiy zenklus bei formuojant jy jvaizdj. Kaip teigia
de Chernatony (2001), prekés Zenklo identiteto koncepcija sitilo galimy-
b¢ geriau pozicionuoti prekés zenkla, ir skatina strateginj poziarj jj
valdant. Gerai valdoma identiteto sistema suteikia konkurencinj prana-
Suma, kai siekiama apsisaugoti nuo konkurenty.

Apibendrinant galima teigti, kad prekés zenklo identiteto koncepci-
ja apima prekés zenklo unikaluma, reik$me, tiksla, vertybes, individua-
luma, suteikia galimybe¢ geriau pozicionuoti prekés Zenkla, taip igyja-
mas konkurencinis pranasumas.

Norint apibrézti prekés zenklo identiteta, jo stiprumo ir silpnumo
ribas, reikia zinoti jo identiteto Saltinius. Kiekvienas valdomas prekés
zenklas ilgainiui gali prarasti savo nepriklausomybe ir reikSme. Gali
sumazeti jo laisvés laipsnis, augant prekés zenklo tikrumui, jo elementai
igyja formg ir apibréZia leisting jo teritorija.

Identiteto atskleidimas prasideda nuo tipiniy prekiy ar paslaugy,
patvirtinanéiy prekés zenkla, simbolj, logotipa, kilmés $alj, reklamavima
bei pakuotg. J. Kapferer (2003) i$skiria $iuos identiteto $altinius:

Preké — pirmasis identiteto Saltinis. Prekés zenklas atskleidzia savo
plana ir savo prekiy bei paslaugy unikaluma. Tikras prekés zenklas
dazniausiai nelieka vien tik atspausdintu uzrasu ant prekés. Prekés zenk-
las perteikia savo vertes j prekiy gamybos bei paskirstymo procesa. Tai
sudaro ir paslaugy pardavimo esmg¢. Prekés zenklo vertybés turi buti
ikinytos prekés zenklo simbolyje. Kaip teigia pazintinés psichologijos
atstovai (Kleiber,1990; Lakof, 1987), lengviau yra apibrézti tam tikras
kategorijas parodant jy tipiskiausias dalis negu tiksliai nusakyti tuos
prekés atributus, kurie reikalauja apgalvoty ty kategorijy daliy. Vardas —
tai antrasis prekés zenklo identiteto Saltinis. Prekés zenklo vardas yra
vienas galingiausiy identiteto Saltiniy. Tyrinéjant prekés Zenklo varda,
atskleidziami jo pranaSumo bruozai: teisingumo ribos ir ,, know-how”,
taip pat kompetencijos sfera. Prekés zenklas yra jmoniy kapitalas, o
emblema yra prekés Zenklo kapitalo teisingumas. Emblema simbolizuoja
prekés Zenklo identiteta per vizualinj atvaizdg. Vizualiniai simboliai ir
logotipai — tai treciasis prekés Zenklo identiteto Saltinis. Vizualiniai
simboliai ir logotipai padeda suprasti prekés zenklo kultiirg ir asmenis-
kuma. Jie dazniausiais pasirenkami siekiant susieti grafinj identiteta su
prekés zenklo asmeniskumo elementais ir vertybémis.

Svarbu tai, kad $ie simboliai ir logotipai ne tik padeda identifikuoti
prekés Zenkla, bet ir prekés Zenklas yra identifikuojamas kartu su jais.
Kitas prekés zenklo identiteto Saltinis- prekés Zenklo jkiiréjas. Prekés
zenklo identiteto negalima nesusieti su jkiréjo identitetu. Galima
izvelgti daug Richardo Bransono bruozy Virgin prekés zenklo identitete.
Svarbus prekés Zenklo identiteto Saltinis yra komunikacija: turinys ir
forma. Prekés Zenklai turi kalbos dovana. Jie gali egzistuoti tik tada, kai
jie komunikuoja. Nuo tada, kai pradeda ,kalbéti”, jie turi nuolat pranesti
apie savo prekes bei paslaugas. Komunikuojant visada pasakoma dau-
giau negu galvojama. Bet koks komunikacijos budas pasako apie siunté-
ja, saltinj, apie gavéja, kuriam adresuojama, ir apie santykius, kuriuos
stengiamasi sukurti tarp jy. Apibendrinant prekés Zenklo identiteto Salti-
nius, galima teigti, kad Sie Sesi elementai- preké, vardas, simbolis ir
logotipas, komunikacija, personazas ir jkiréjas apibréZia prekés Zenklo
identitetq, jo stiprumo ir silpnumo ribas, prekés Zenklo turinj bei jo
vidines vertybes.

Prekés Zenklo identiteto prizmé

Prekiy nepasizyminciy didele gausa bei dideliu pakaitaly kiekiu,
unikalaus pardavimo teiginys buvo pagrindiné koncepcija. Paliekant
prekés zenklo jvaizdj, pozicionavimg ir asmeniskuma praeityje, dabar
yra zvelgiama j prekés Zenklo identiteto svarba (Kapferer, 2003).

Pirmiausia prekés zenklas turi iSorinj specifiSkuma — fizine isvaizdg.
Fizin¢ i§vaizda yra prekés zenklo pagrindas ir jo pridétiné verté. Tai apibi-
dina tradicinj prekiy Zenkly valdyma: orientavimasis i ,.know- how”, klasi-
kinj pozicionavima, pasirenkant pagrinding preke ar prekés zenklo pozymius
bei naudg. Pirmasis zingsnis kuriant prekés Zenklg yra jo fiziniy aspekty
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apibrézimas: kas jis yra, ka jis daro, kaip jis atrodo.

Fiziné iSvaizda susijusi su prekés Zenklo prototipu — pagrin-
dine preke, kuri rodo prekés zenklo kokybe (pvz,. Cocacola bute-
liukas ant Cocacola skardinés).

Antrasis identiteto prizmés elementas — prekés Zenklo asmenis-
kumas (angl. personality). Komunikacijos déka sukuriamas prekés
zenklo charakteris. Tai budas, kuriuo prekés Zenklas ,.kalba” apie savo
prekes ar paslaugas, parodo tam tikra Zmogiska asmenybg. Identiteto
prizméje asmeniS$kumo bruozas yra vidinis Saltinis. Jis negali bati
painiojamas su vartotojo atspindzio jvaizdziu, kuris yra idealus kiek-
vieno gavéjo portretas. Prekés zenklo asmeniSkumas yra aprasomas ir
matuojamas tais vartotojo asmenybeés bruozais, kurie tiesiogiai susij¢
su prekiy Zenklais. Nuo 1996 mety moksliniai tyrimai orientavosi i
prekés zenklo asmeniskuma (Kapferer, 2003). Globalis prekiy zenklai
perteikia savo kultlira (Benetton, Coca-cola, IBM). Kultiiros aspektas
padeda suprasti konkuruojanciy prekiy Zenkly skirtuma. Daug démesio
skiriama prekés Zenklo asmeniskumui, taciau ilgainiui lyderiais tampa
tie, kurie turi ne tik asmenybe, bet ir kultiira. Prekés zenklo kultara
remiasi jmonés kultlira, jos tikslais ir vertybémis. Taciau tai néra
vienintelis veiksnys, suteikiantis pridéting verte. Kultiira sieja prekés
zenkla su jmone. Prekés zenklo laisvés laipsnis daznai apribojamas
imonés kultiiros, kadangi tai yra labiausiai matomas prekés zenklo
iSorinis bruozas. Kultira vaidina pagrindinj vaidmen;j prekiy Zzenkly
diferenciacijoje. Ji parodo, kokios moralinés vertybés jkiinytos pre-
kése ir paslaugose. Sis bruozas padeda atskirti stipriausius prekiy
zenklus, kadangi nurodomi Saltiniai, pagrindiniai idealai ir vertybiy
rinkinys. Prekés zenklas- tai santykiai. Prekés Zenklas daznai tenka
svarbiausia vieta zmoniy sandoriy ir mainy procese. Tai labiausiai
atsispindi paslaugy sferoje bei mazmeninés prekybos jmonése. Sis
bruozas pabrézia elgesio buda, labiausiai sutapatinamag su prekeés
zenklu. Tai apibrézia daugybé veiksmy: kaip prekés zenklas veikia,
suteikia paslaugas, susijusias su savo vartotojais. Prekés Zenklas — tai
vartotojo atspindys (angl. customer reflection). Vartotojai gali ne-
sunkiai apibrezti, kokiam vartotojy tipui tam tikro prekés zenklo
sukurta preké yra skirta (pvz, Sis automobilis tik Sou Zvaigzdems).
Prekés zenklo komunikacija ir jo prekés stengiasi atspindéti vartoto-
ja, kuriam jos adresuojamos. Vartotojo atspindys daznai painiojamas
su tiksline rinka (Kapferer, 2003). Tiksliné rinka apibrézia potencia-
lius vartotojus. Vartotojo atspindys neapibrézia tikslinés rinkos.
Vartotojas turi biti atspindétas taip, kaip jis ar ji nori matyti save
naudojant tam tikrg preke. Tikslinés rinkos atstovai turéty biti patei-
kiami ne tokie, kokie jie yra, o tokie, kokie jie noréty bati. Vartotojai
vartoja prekés zenkly prekes siekdami sukurti savo identiteta. Prekiy
zenklai turi kontroliuoti savo vartotojo atspindj. Nuolatinis kartoji-
mas, kad $is prekés Zenklas sukurtas tik tam tikrai tikslinei grupei,
silpnina prekés zenklo jvaizdj

Vartotojo savivaizdis (angl. self- image). Prekés zenklas glau-
dziai sietinas su vartotojo savivaizdzio suvokimu- jis ir noréty, kad
pasirinkta preké ir jo Zzenklas atspindéty tuos bruozus, su kuriais
save tapatina vartotojas. Vartotojo savivaizdis yra svarbus aiski-
nant vartotojo elgsena, nes vartotojai dazniausiai perka tas prekes,
kurios atitinka savivaizdj.

Vartotojo savivaizdZio koncepcija apima bendrg sumg indivi-
do idéjy, minciy ir jausmy apie save santykiuose su kitais objek-
tais, neperziangiant socialiai apibrézty rémy (Onkvisit ir Shaw,
1994). Tai individo supratimas apie savo paties geb¢jima, atrody-
mga ir charakteristikas, apimancias asmenybe. Vartotojo savivaiz-
dzio koncepcija yra kuriama laike ir pagrjsta tuo, kg jis mano apie
save, taip pat ir tuo, kaip kiti vartotojai jj vertina ir reaguoja i jj. Si
koncepcija- tai ziniy ir tikéjimo apie save rinkinys, laikomas at-
mintyje. Apibendrinant prekés Zenklo identiteto prizme galima
teigti, kad tai prekés Zenklo identiteto kaip gyvos sistemos elemen-
ty visuma, turinti iSoring bei vidine puses, apibréZianti leistinas
prekés zenklo vystymosi ir kitimo ribas.

Prekés Zenklo jvaizdZio formavimo procesas

Marketingo literatiiroje daug démesio skiriama prekés zenklo
ivaizdziui. Prekés zenklo jvaizdis nagrinéjamas dviem pozilriais —
Jmonés ir vartotojo. Imonés poziaris orientuotas j marketingo veik-
los pagerinimg, susijusj su pozicionavimo strategijomis bei teigia-
mo prekés zenklo jvaizdzio i$laikymu. Vartotojo pozidris- tai var-
totojy pagristas poziiris, kuris orientuojasi | prekés zenklo jvaiz-
dzio interpretacijas ir prekés zenklo verte. Prekés zenklo reikSmé

rinkoje priklauso nuo jmonés sugebéjimo jvertinti, kaip vartotojai in-
terpretuoja prekés zenklo jvaizdj, ir jmonés gebéjimo valdyti prekés
zenklo pozicionavimo strategija adekvaciai perteikiant vartotojui verte
(Kotler, 2001). Apibréziant prekés zenklo jvaizdzio kiirima, pazymima,
kad stiprus prekés zenklas turi turéti turtinga ir aisky identiteta, kuris
buty adekvaciai perteikiamas tikslinei rinkai. Jvaizdis turi perteikti pre-
keés zenklo koncepcija su realia patirtimi, atitinkanéia prekés zenklo
supratima. Dabartinis vartotojas ieSko ir nori patirti kazka unikalaus ir
ypatingo, susijusio su prekés zenklu. Prekés zenklo jvaizdzio neatiktis
vartotojo likesciy suteikia proga veikti konkurentams.

Apibendrinant teorines Aaker ir Joachimsthaler (2003), Kapferer
(2003), Keller (1998), de Chernatony (2001) ir kity autoriy studijas,
galima teigti, kad néra abejonés, jog prekés Zenklo identiteto atitiktis,
kuri perteikiama kuriant prekés Zenklo jvaizdj, ir vartotojy prekés Zenk-
lo reiksmés dekodavimo, turi egzistuoti.

Prekés Zenklo identiteto ir jvaizdZio sasajuy teorinis modelis

Mokslingje literatiiroje pateikiami skirtingi prekés zenklo identiteto
bei prekés zenklo jvaizdzio modeliai.

Nagrinéjant prekés zenklo identiteto modelius galima pastebéti, kad
mokslininkai vienareik§migSkai sutinka, jog prekés zenklo identitetas turi biiti
perteikiamas vartotojui. Ta¢iau paZymima, kad kai kuriuose modeliuose
prekés Zenklo jvaizdis néra pateikiamas kaip galutinis rezultatas.

Analizuojant jvairiy autoriy iSskiriamus prekés zenklo jvaizdzio
ktrimo procesus, galima pastebéti, kad yra i§skiriami trys susije elemen-
tai: prekes Zenklo identitetas, prekés Zenklo pozicionavimas ir prekés
zenklo jvaizdis.

Fizz prekés Zenklo identiteto ir jvaizdZio sasajy empirinis tyrimas

Tyrimo metodologija. Prekés zenklo jvaizdZio tyrimuose taikomos
bendrosios marketingo tyrimy metodologinés nuostatos. Atlikdami Fizz
prekés zenklo jvaizdzio tyrimg, remsimés L. G. Shiffman ir L. L. Kanuk
(1987) sitilomu marketingo tyrimo proceso nuoseklumu. L. G. Shiffman
ir L.L. Kanuk marketingo tyrima sitilo pradéti nuo tiksly ir hipoteziy
nustatymu. Tai atlikus formuluojamos hipotezés (hipotezé — tai nejrody-
tas teiginys ar tam tikras galimas sprendimas, kuris, remiantis empiri-
niais duomenimis, gali buti patvirtintas arba paneigtas). Antrajame pre-
kés zenklo jvaizdzio tyrimo proceso etape renkami antriniai duomenys ir
atliekama juy analizeé. Jeigu tyrimo tikslams pasiekti Siy duomeny nepa-
kanka, projektuojamas pirminis tyrimas. Tai tre¢iasis marketingo tyrimo
etapas. L. G. Shiffman ir L.L. Kanuk sitlo kokybinius ir kiekybinius
tyrimus. Pirmiausia pasirenkamas kokybinio tyrimo metodas, sudaromas
pokalbio planas ir numatoma jo aplinka. Toliau renkami kokybiniy
tyrimo duomenys ir analizuojami.. Kokybinis tyrimas baigiamas ataskai-
tos parengimu. Atlikto kokybinio tyrimo rezultatai naudojami projektuo-
jant kiekybinj tyrimg. Parenkamas kiekybinio tyrimo metodas, sudaro-
mas tyrimo planas ir numatomos duomeny rinkimo priemonés. Atlikus
tyrima, analizuojami gauti rezultatai ir pateikiamos iSvados.

Tyrimo tikslas — nustatyti pagrindinius Fizz prekés Zenklo identiteto
elementus, atskleidziant prekeés Zenklo identiteto bei jvaizdzio sqsajas.

Tyrimo rezultatai. Fizz prekés zenklo identiteto ir jvaizdZzio sasajos
i§skiriamos, lyginant jmonés komunikuojamy prekés zenklo identiteto
elementus ir vartotojy dekoduojamy prekés Zenklo identiteto elementus.

Analizuojant Fizz prekés Zenklo identiteto ir jvaizdzio sasajas, ga-
lima i$skirti Fizz prekés zenklo fizing iSvaizda. Vartotojai tinkamai
supranta prekés zenklo vardo reik§me, jo asociacijas, i§skiria patraukly
logotipa bei emblemas.

Analizuojant Fizz prekés Zenklo identiteto- kultiiros sasajas, galima
teigti, kad vartotojai teigiamai vertina sidro Fizz gamybos procesa naudo-
jant natiralias medziagas. Dar reikty pazymeéti, kad beveik pusei respon-
denty yra svarbi aplinkosauginé veikla, kurios jmoné nevykdo. Be to,
galima i$skirti tai, kad vartotojams néra svarbiis darbuotojy tarpusavio
santykiai bei labdaros ir paramos veikla. Dalis respondenty nesutinka su
tokiais Fizz prekés zenklo asmeniskumo bruozais kaip novatorigkas, pasi-
tikintis, socialus bei natiiralus. Didzioji dalis respondenty nepritaria, kad
Fizz prekés zenklas yra seksualus. Taip pat pazymétina, kad vartotojai
i§skiria daugiau Fizz prekés Zenklo asmeniskumo bruozy negu jmoné.
Vartotojai iSskiria ir Fizz prekés zenklo linksmuma, energinguma bei
$velnuma. Apibendrinant Fizz prekés Zenklo identiteto ir jvaizdzio sqsajas,
galima teigti, kad Fizz prekés Zenklo identiteto ir jvaizdzio sgsajy esama.

Raktazodziai: prekés Zenklo identitetas, prekés Zenklo jvaizdis, prekés zenklo

pozicionavimas.
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