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direction. In this case, emphasis is placed on the plots for advertisements and money 
is spent on TV commercials. According to Sarke PR research, 80% of advertising 
share is linked to the TV, 15% to the print media (10%) and radio (5%); and only 
5% to the external advertising (Figure 1.2.4).

Figure 1.2.4: Share of advertising in media outlets
Source: researched by authors

Conclusion
According to the results obtained, the international business media experience 

dictates new trends to the doing business. It should be specified that there is no serious
business media market in Georgia. It exists as a supplement to business only. Georgian
business itself is isolated and finds it difficult to provide real information and figures. 
The banking and insurance sectors are comparatively transparent. However, there is 
a certain limit to receive information from these sectors as well although they are 
obliged by law to publish financial reports. Such culture has been developed gradually:
companies believe that it is necessary to provide information for media. This issue 
is particularly discussed by the companies, which are going to operate on the stock 
exchange. In this case, the company's financial report is supposed to be transparent 
and available to media.

In 1999, Georgian companies had a debate about whether advertising is needed. 
It took them 5 years to be convinced on the advertising necessity. At the present 
stage, they know that the marketing process should be managed not by them, but by 
others, more specified, professional and powerful advertising companies.

1.3   NEW EDGES OF THE BRAND

Introduction
Worldwide examples of commercial brands' success have proven branding ability

to increase the efficiency of managing development of individual products, services, 
companies. Conceptually, capabilities of commercial brands were studied by well-
known American scholars Aaker (2003), Kapferer (2006), Keller (2005). Aaker 
(2003) explores the brand in 4 perspectives: as an external attribute of a product; an 
element of visualization; a communicator with a consumer; a metaphorical symbol 
of continuity and quality. Brand identification concept of Kapferer (2006) views the 
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brand as a strategic management tool, analyzes the components of brand equity and 
their valuation (assets, strength and brand value). Keller's "Customer-based Brand 
equity" concept (CBBE) relies on the study of associative perception of the brand by 
consumers and involves modeling competitive advantages in the consumers' minds, 
creating consumer loyalty to the brand, assessing the brand value. Each of these 
concepts is based on the brand functions consideration, the study of its architecture, 
the analysis of brand promotion tools, brand modeling and its economic efficiency. 
At the same time, in scientific studies of well-known scientists, there are aspects that 
require in-depth consideration, further development and improvement.

Materials and methods
Principles of systemic communications and development allowed to reveal the 

dialectics of the relations between individual forms of the brand, as well as establish 
the system-generating branding nature in the system of competitiveness management 
of the national economy. The convergence principle from the abstract to the concrete, 
comparison and analogy, analysis and synthesis, combination of form and essence, 
extrapolation of the previous results of the brand theory have allowed to summarize 
results and to offer a new brand concept, which involves the formation of a brand-
oriented national economy (the purposeful development of the system of commercial 
and non-commercial brands).

The object of research is the brand as a tool for economic development managing of 
the national economy at all its levels. The purpose of research is to demonstrate 
edges in the development of a brand-oriented national economy as a mechanism for 
increasing the national economy competitiveness.

Research results
The polemic in various theoretical and practical approaches is a brand creating 

product, its modeling. 
conceptually explored the process of creating a company brand through an analysis 
of its internal (back-office) and external (front-office) components; Vasilieva & 
Nadein (2004) fundamentally developed the idea of Aaker (2003) on the analogy 
between the identity of the goods brand and personality brand and embodied it in the 
concept of the system of concentric circles personality brand identity, which deepened
its theoretical foundations.

Aaker (2003) was the first, who has recognized that the brand is a strategic asset 
that needs management and explores it as a management tool for the company; we 
note that this definition concerns the product brand, but harmoniously touches upon 
the higher level of brand theory (company); Kapferer (2006) emphasized that brands 
are the company's intangible assets, which give the business additional benefits and 
name that affects customers. Let's add that this definition is formed at the micro-
level, but outlines are consumers that can be represented by both individuals and 
legal entities. Keller (2005) defined the brand as a set of associations that arise in the 
consumers' minds. We should note that the associations versatility in relation to all 
brand forms we have used as an effective mechanism for implementing the model of 
brand-oriented development of the national economy. The foregoing covers the main 
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brand characteristics: the associativity of brand perception, its economic content and 
the ability of brand use as a managing tool. The combination of these three aspects 
is important in the study of brand creation, development, evaluation, management 
and gave us possibility to define brand as an effective tool for the economic development
of the national economy, which establishes the connection between branding objects 
and their consumers, ensures achievement of the owners' goals due to satisfaction 
of consumer expectations through the mechanism of stable associative perception of 
the set of its values.

A high profitability of the brand is stated by all brand theorists, however, the 
economic nature of this phenomenon is unsolved still. The study found that the first 
source of increased brand profitability is additional work for creating the brand, and 
the second source is its exclusivity, which is the result of intelligent search implemented
in the brand and provides increased revenue to owners and employees at the product 
level; increase of taxes in budgets, market capitalization and liquidity of assets of 
economic objects at the company's level; an increase in investments, exports and a 
qualitative change in its structure at the level of the region and the country; GDP 
growth of the country at the international level. The internal brand to increase the 
value added is indirectly attributable to the management entities, i.e. state authorities 
and local governments, whose competence is to create favorable conditions for the 
business and customers' confidence, which promotes the activation of the financial 
and credit system. Our research has established the possibility of applying branding 
to various objects of the national economy as phenomena, which are targeted actions 
to create a brand on. The theory considers various forms of brand, but does not define 
the term " brands form", system forms, their hierarchy, even the "brand objects" are 
uncertain. Therefore, the novelty of our study is to solve these issues.

Varieties of branding objects distinguished by certain properties, features and 
characteristics are defined as a brand form. Thus, the brand objects or brand forms 
may be goods, services, network, event, persons, community, organization, territory, 
national economy. This list was outlined by us and supplemented at the time of its 
implementation. Subsequent studies have provided grounds for recognizing the 
polarization of brands for commercial and non-commercial ones, where the first are 
defined as a unique form of presentation of goods, services, events that are produced, 
provided, conducted in the country for the purpose of profit, as well as a companies' 
list that can become the "sales-purchase" object; the second is determined as a 
collection of uniquely represented non-profit organizations, individuals, separate 
territories, countries (national brand). Such systematization of brand forms proposed 
by us substantially expands the theoretical knowledge about the brand and reveals 
new directions of research. It is clear, the great attention of scientists and practitioners
is given to commercial brands (goods, services, companies). The territorial branding 
concept was further developed and used that is confirmed by the positive dynamics 
of the commercial world brands value and the cost of their national brands.

Abovementioned brand forms are quite learned; they are traditional ones. As a 
result of the study on the correct understanding of the brand concept in the widest 
sense, we concluded that there are fundamentally new brand forms, viz. informational
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and organizational, due to the brand evolution, the growing needs of modern society 
in qualitative information, the minimum terms of its receipt through overcoming 
existing time, language, geographical barriers to communication. Regarding the 
organizational form of the brand represented by the brand-communities, the following
is established: (1) communication between the members of the brand-community is 
virtual; (2) the brand-community has no legal status; it is chaotic; (3) the main aim 
of the brand-community is the information exchange (personal or collective) that 
distinguishes this brand from, i.e. brand-organization. The effective functioning of 
each brand-community (permanent communication, speed of downloading social 
networking site pages, simplicity and transparency of information, etc.) is provided 
by brand networks that represent a brand new information form that has certain 
differences from the traditional brand-service. The use of the social network is free, 
the social brand-network creates multidirectional communications and it is built on 
communications between individuals, although further development doesn't exclude 
the use of traditional communication "company-consumer". Directions of the brand 
as an instrument for the national economy development by classification features are 
given in Table 1.3.1.

Table 1.3.1
Brand as a tool for managing the development of the national economy

Classification characteristics The brand's direction of action
1. A way of taking into account interests - Economic incentive for owners, employees;
2. By the degree of novelty - Innovation;

3. By the nature of the formation - Investment;
4. By effectiveness - Optimizing the use of resources;
5. By duration of influence - Tactical and strategic;
6. By the direction of action - Multivector

Source: proposed by authors

Integration of the purposeful development of all brand forms of the national 
economy contributes to obtaining a synergistic effect from their mutual influence 
and the formation of a brand-oriented national economy ensuring competitiveness 
and efficiency of both individual brand forms and the national economy as a whole.

Brand-oriented national economy that we defined as an organizational system of 
economic activity structured in the sectoral and territorial space, aimed at creating a 
set of competitive commercial and non-profit brands, which is regulated by relevant 
institutional environment and ensures its efficiency. Directions of realization of the 
capabilities of the brand-oriented national economy are described by Studinska (2017).

A significant new feature of the abovementioned concept is a combination of 
studies on the competitiveness of individual national economy objects and branding 
of these objects. Competitiveness and branding as management objects are still being 
researched by scientists, mostly isolated from each other. Aspects of integrated 
management of the competitiveness of the national economy at all its levels in the 
brand-oriented format are almost not considered in the management theory of the 
national economy. Combining the potential of both competitiveness and branding 
theories into a single concept of a brand-oriented national economy reveals new 
opportunities for economic development of all national economy' objects.
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The basic principles of research and definition of branding as a system-forming 
factor of the competitiveness of the national economy helped to reveal our scientific 
assumptions and to design the results of the research of the brand-product on other 
brand forms. Viz. the principle of integrity contributed to the rational combination 
of interdisciplinary knowledge concepts, their integration and allowed formulating 
the concept of forming a brand-oriented national economy through diversification of 
all brand forms. The systemic principle allowed to consider branding as a complex 
dynamic "producer-consumer" system, where elements are in certain relations and 
form a connection between themselves, support the cyclical development of all brand 
forms of the national economy. The principle of self-organization has determined 
the immanent property of brands in each form (company, personality, territory) to 
self-reproduction of its own image in the subconscious of people because of a stable 
associative perception. The principle of the relations between the brand owner and 
its consumers has helped establish the existence of adequate consumer perception of 
the dynamic changes of the brand during its life cycle, and for the owner the ability 
to respond in a timely manner to the consumers' needs through the adoption of a 
logical system of timely managing decisions. The principle of purposefulness has 
provided owners of all brand forms with the achievement of economic goals and 
meeting the consumers' expectations. Due to the use of these principles, a specific 
role is established for each brand form as it is depicted in Table 1.3.2.

Table 1.3.2
The role of different brand forms in raising the national economy competitiveness

Brand form Results

1. Product brands Increase the value added of products creating conditions for increasing
wages, taxes in budgets of all levels; consumer's market expansion

2. Travel service brands Promote the SMEs development in related industries
3. Medical service brands Define the equilibrium in society; quality assurance and long-term 

life of the population

4. Telecommunication service
brands

Ensure informational society and create conditions for the effective 
tangible and intangible production development

5. Educational service brands Facilitate the growth of the intellectual potential of the country

6. Company's brands Increase capitalization, liquidity of assets activating the financial 
and credit system; help to solve socioeconomic, environmental and 
demographic problems of the regions

7. Brand identity Improves the image of regions, countries, increasing investment
8. Territorial brands Promote territorial development, increase tourist flows and gross 

regional product, improve ecological and socioeconomic conditions
of living, welfare of the population

9. Brand events The source of significant revenues of the national economy; they 
influence the effectiveness of the development and promotion of 
territorial, national and country brands, and national economy as well

10. Brand of public authorities Create favorable conditions for managing and investing; improving
socioeconomic, ecological and demographic conditions

11. Brand-oriented economy Brand-potential synergy, improving the investment climate, 
increasing the efficiency of the national economy

Source: proposed by authors

Our branding research in the system of competitiveness management of the 
national economy has established its systemically-forming character of communication
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with all the factors of this system and integrative opportunities regarding the economic
potential of various brand forms at all levels of the national economy.

The whole list of factors influencing the competitiveness of the national economy 
is distributed by us to the internal and external ones, among which a group of factors 
that can belong to both groups is distinguished, as can be seen from the Figure 1.3.1.

Figure 1.3.1: The competitiveness management system
of the brand-oriented national economy

Source: proposed by authors

The general purpose of branding (regardless of the object) is to create a clear brand
image, to form the directions of communications, its identity through positioning, 

SYSTEM OF COMPETITIVENESS MANAGEMENT
OF THE NATIONAL ECONOMY

INTERNAL FACTORS EXTERNAL FACTORS

EFFICIENCY LEVEL:
1. Branch structure of the domestic economy
(industries' brand);
2. Energy, raw materials, material-capacity 
of production (brands);
3. Educational level and staff qualification 
(brands of educational institutions);
4. Production culture, management quality 
(production and state) (companies' brand);

CONSUMER'S MARKET DEVELOPMENT:
1. Informational efficiency on consumer 
needs (branding);
2. Solvency of the population;
3. Development of the credit and financial 
system (companies' brand);
4. Consumers' culture and consumers'
education (organizational brand);

ADAPTABILITY TO THE 
INTERNATIONAL INTEGRATION:
1. Regulatory compliance and legal 
framework with the international one;
2. Standardization level of domestic 
production and servicing;
3. Structure of export-import, export 
parity (brand of the national economy);
4. Development of trade relations, 
mobility of market changes;

COMMUNICATIVE LEVEL:
1. Efficiency of the marketing tools 
system for the promotion of national 
products and companies (brands);
2. Level of diplomatic support;
3. The act of personal international 
relations of the population;

SAFETY LEVEL:
1. Economic;
2. Ecological
3. Political;
4. Demographic

CONFORMITY OF THE 
INSTITUTIONAL ENVIRONMENT OF 
THE STRATEGICAL DEVELOPMENT:

1. Legislative support of equal conditions 
for "Doing business" (business brand);
2. Fair judicial and human rights systems 
(their branding);
3. The continuity of strategic decisions, 
their systematic implementation;

(Branding)
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i.e. to ensure the brand in every form (company, events, personality, community, 
territory etc.) of desired place on the market and in the minds of potential consumers, 
which demonstrates its uniqueness, which is different from its competitors and useful 
to consumers. Therefore, potential consumers for brand-personality are the surrounding
community, the company where the workplaces are, the country where the person 
lives; for brand territory consumers are both citizens and the international community.

Positioning brands of each form helps to understand its essence. In particular, an 
understanding the brand essence in the country makes possible to determine the 
primary benefits or values that the brand holds for every citizen: high social standards
(wages, pensions, medical care, education); integration into the international community;
reliable defense capability of the country; harmony in society and peaceful life; 
spiritual unity of the nation; cultural development, national traditions; the advantages 
that country has in the world; geographical location and market size; high intellectual 
potential; availability of natural resources for the agricultural development and various
sectors of the national economy. Let's consider each group of factors and give a 
description of the place and role of branding in the formation of competitiveness at 
all levels of the hierarchy of the national economy. Detailed branding competence 
in the system of competitiveness management of the national economy is considered 
by Studynska (2017). In this context, we will focus on the individual branding competences.
The following four are attributed to the most powerful internal factors that shape the 
national economy competitiveness: (1) Branch structure of the domestic economy 
(brand-industry); (2) Energy, raw materials, material-capacity of production (brands); 
(3) Educational level and staff qualification (brands of educational institutions); (4) 
Production culture, management quality (production and state) (companies' brands).

Each factor corresponds to a certain hierarchy level of the national economy. The 
brand-branch formation today reflects the modern sectoral structure of the world 
economy and the changes that are inherent to it: the growth rates decline and the 
share of the primary sector; the tertiary sector growth and the quaternary sector, 
especially in high-tech brands. In particular, 8 out of 10 brand-name brands TOP-10 
under BrandFinance are IT and telecommunication brands that demonstrate the 
competitiveness of the US and South Korea, as can be seen from Table 1.3.3:

Table 1.3.3
TOP-10 brands of the world in 2018 according to BrandFinance

Rank 
2018

Brand 
name

Country Value (USD mln) 
2018

Area Value (USD mln) 
2017

1 Amazon United States 150,811 IT 106,396
2 Apple United States 146,311 IT 107,141
3 Google United States 120,911 IT 109,470

4 Samsung South Korea 92,289 IT 66,218
5 Facebook United States 89,684 IT 61,998
6 AT&T United States 82,422 Telecom 87,016

7 Microsoft United States 81,163 IT 76,265
8 Verizon United States 62,826 Telecom 65,875

9 Walmart United States 61,480 Retail 62,211
10 ICBC China 59,189 Bank 47,832

Source: compiled by authors according to BrandFinance [www.brandfinance.com]
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Sectoral structure TOP-500 brands according to BrandFinance, shown in Table 1.3.4, 
brings a thesis on the branding influence the national economy competitiveness. The 
rapid growth of both the number of product brands and value also indicates certain 
competitive advantages of individual national economies, viz. in the ranking.

Table 1.3.4
Sectoral structure of TOR-500 brands, 2018

Sector Brand Value (USD bln) % of total
Technology 1,350.6 23%

839.8 14%

Telecoms 620.6 11%
Retail 353.8 6%

Automobiles 347.5 6%
Oil & Gas 289.0 5%
Others 2,102.8 36%
Total 5,904.2 100%

Source: compiled by authors according to BrandFinance [www.brandfinance.com]

Table 1.3.5
TOP-10 universities of the world by Webometric version

University Country Presence
Rank

Impact
Rank

Openness
Rank

Excellence
Rank

Harvard University USA 1 2 1 1

Stanford University USA 6 3 2 2
Massachusetts Institute of Technology USA 4 1 4 11
University of California Berkeley USA 9 4 3 16
University of Michigan USA 8 8 9 4
University of Washington USA 22 5 46 7
University of Oxford UK 14 14 11 3
Cornell University USA 2 6 37 22
Columbia University New York USA 23 9 15 13
University of Cambridge UK 28 17 6 10

Source: compiled by authors according to Webometrics [http://www.webometrics.info]

The educational system of the country has an important role into competitiveness 
shaping of the national economy, which is an important element of higher education 
institutions (universities, colleges, academies). The brands rating of the educational 
institutions in the world demonstrates their influence on the country's development 
level, which is determined by its national economy competitiveness. Comparing data 
Tables 1.3.3-1.3.5, it is evident that the TOP-10 is composed of the US and UK 
universities. Brand companies has an important role in shaping the country's competitiveness.
The first five of the most expensive companies, according to Forbes, consist entirely 
of IT industry representatives, i.e. Apple ($ 182,8 billion); Google ($ 132,1 billion); 
Microsoft ($ 104,9 billion), Facebook ($ 94,8 billion) and Amazon ($ 70,9 billion). 
All listed companies are well-known brands. Further reflections on the role of 
various brand forms in increasing the national economy competitiveness are consistent
with the abovementioned logic.

CONCLUSIONS
Branding research as a tool for managing the competitiveness of the national 

economy has led to the following conclusions:
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1. It is proposed to jointly study the national economy competitiveness and the 
branding theory, as a result, it was established that branding is an effective economic 
tool for increasing the national economy competitiveness at all its levels; determining
factor in its competitiveness management system, which has close functional links 
with other factors of this system and integrates its economic potential, which forms 
its systemically-forming character of the activity, the kinship of the list of features 
of competitiveness and branding, their strategic goals and the vectors of the influence 
of managerial decisions.

2. The nature of the brand action as an instrument of economic development has 
been determined: for the influence and way of taking into account interests the brand 
is an economic incentive for owners and employees; brand is innovation by degree 
of novelty; by the nature of formation it is an investment; on the effectiveness of the 
action the brand optimizes labor, financial, material and time resources; the brand is 
a tactical and strategic tool for the duration of the action; the direction of action is 
multivector tool.

3. The sources of added value of the brand are the work of transforming the goods 
into a brand and its exclusivity, which is the result of intelligent search, embodied in 
the brand, and provides increased revenue for owners and employees at the product 
level; growth of taxes in budgets, market capitalization and liquidity of assets of 
economic objects at company's level; an increase in investments, exports and a 
qualitative change in its structure at the level of the region and the country; GDP 
growth of the country on the international level.

4. Effective development, the competitiveness of the brand-oriented national economy
is ensured by the diversification of all forms of the brand, the unification of the 
organizational efforts of brand management in the commodity and communicative 
planes by creating an established architecture, choosing the optimal distribution system, 
forming efficient brand communication system that provides brand transformation 
into global ones.

5. The result of the brands evaluation of the national economy is an increase in 
market capitalization of companies, liquidity of assets, activation of the financial and 
credit system, increase its efficiency and competitiveness at the national level.

6. Each of the brand forms solves specific problems in increasing competitiveness of 
the brand-oriented national economy, i.e. brand-services act as a driver for the SMEs 
development; brand-persons affect the development and promotion of individuals, 
companies where they work, the countries where they live; brand-events provide a 
positive image of the country and serve its strategic source of income; brand-companies
have an impact on geopolitical decisions and the overall image of the country.

7. Branding should be determining for all components of the management system 
(objects, subjects and process) that will ensure their compliance with world quality 
standards.

8. The national brand of the country is an instrument of integration of the brand-
-potential through the self-

determination of the vector of economic development of regions, creation of investment
conditions, support of priority and sensitive sectors, diversification of brands of the 
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national economy; (b) provides an effective back-environment of the brand country 
through the understanding of national identity, the formation of a system of national 
values, the creation transparent legal base and appropriate institutional environment, 
equal protection and social responsibility, raising social and environmental standards;
(c) creates an effective interface (front-environment) of the brand country as a whole 
through the development of the country's political platform for brand and the choice 
of brand communication for its broadcast to both its own population and international
community.

9. Branding establishes the highest status level of equivalent commodity exchange
in the international market that in modern conditions forms parity foreign economic 
relations with technologically developed countries.
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