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THE AIMS OF THE PAPER
As customers’ needs are changing very rapidly, it is important for all growing enterprises not only to pro-
vide high-quality products/services but also to exceed the customers’ own expectations. Businesses need to 
change their marketing strategies to meet their customers’ expectations, including brand management strat-
egy which plays a vital role in conveying the value of products/services to potential customers. To increase 
the competitive advantage of Vietnamese enterprises in integrating with the international economy, there 
is a need for innovation in brand management. It is necessary to provide the concept of the brand-building 
process to the businesses as overview; it is vital to apply it in the planning and implementation of brand 
management strategy in Vietnamese enterprises. 

METHODOLOGY
This empirical study has been analyzed and is presented for the future use in the concept of brand building 
process towards Vietnamese Enterprises. This paper was conducted in two phases. In the first phase, the 
researcher uses a qualitative approach to interview experts, administrators, who conduct the research on the 
marketing field to discuss how the phases and procedures to build a brand for the new era for Vietnamese 
enterprises. There were 12 experts selected to discuss to gain the model for the concepts in brand building 
for this new era. There were (6) questions discussed with the experts to collect the research data relative to 
the brand building process. Preceding this, the researcher gathered the opinions of these marketing experts 
to gain an overview of the process to create branding building.  

MOST IMPORTANT RESULTS
The researcher summarizes four critical phases in the brand-building process for Vietnamese businesses in 
the new era. There are four necessary phases in building a brand as follows: (1) brand identity, (2) brand 
awareness, (3) brand love, and (4) brand loyalty. Depending on the strategy of the business that can be 
applied in the brand-building process in each individual phase or the brand- building process can combine 
four phases concurrently in building a branding strategy.

RECOMMENDATIONS
From the outcomes of this study, the researcher recommends that practitioners, as well as scholars can 
apply and research based on this study to improve in branding for businesses for sustainable development 
purposes in the new era.
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INTRODUCTION

In today’s highly competitive markets, retaining 
customers and their continued loyalty is considered 
critical to maintaining business performance and 
marketing effectiveness (Novixoxo et al. 2018). 
It is difficult to know whether consumers’ buying 
decisions will accept product purchases or not 
because the market today is more dynamic, many 
products being supplied, and product life cycles 
getting shorter and shorter. (Poranki 2015). With 
the fierce competition in the market today, custom-
ers have the opportunity to consider many brands 
across the globe (Vazifehdoost & Negahdari 2018). 
According to Thangamani (2019) “No industry has 
escaped the impact of globalization”. Therefore, 
in today’s fiercely competitive industry, the brand 
building process for products and services it is one 
of the essential activities for businesses to help 
them increase their competitive advantage and cus-
tomer satisfaction. 

There are promising indicators that greater cre-
dence is been given to the topic of customer–brand 
engagement by the practitioner as well as academic 
communities (Dessart et al. 2016, Islam et al. 2017, 
Rather and Sharma 2017a, 2017b, Rather et al. 
2018), vital knowledge gaps are still evident. Addi-
tionally, many Vietnamese businesses are still quite 
limited in their abilities to brand build. This is evi-
dent in the sensitive period when businesses are in 
difficult situations due to multi-sector international 
investment where customers are demanding more 
of the products or services. 

In the context of an integrated economy, busi-
nesses often face the risk of intense competition, 
especially when Vietnam’s market has been penet-
rated by too many foreign goods. One of the activi-
ties that go hand in hand with businesses is building 
a brand strategy. Brands with added values are one 
of the most important avenues of gaining a com-
petitive advantage for business in a competitive 
market (Veljković, & Kaličanin 2016). The brand 
has then become a valuable asset in the success of 
a company when considering effective brand mana-
gement (Sallam & Wahid 2015). In case of Viet-
nam, the Vietnamese enterprises need to consider 
building their banding to improve the products/ser-
vices in the current market. Therefore, this research 
paper will offer a brand building process to help 
Vietnamese businesses to have a new perspective 
on a brand building strategy to compete with fore-
ign companies.

LITERATURE REVIEW

The Concept of Brand

There has been historic interest in branding of 
business products and services from marketers and 
academics since the 1950s (Aziz et al. 2017). The 
brand has become one of the most crucial platforms 
of the business strategy (Novixoxo et al. 2018). 
Curiously, one of the hottest points of disagreement 
among experts, is the definition of the brand (Kap-
ferer 2008). The brand is understood in different 
contexts but considered from differing opinions and 
perspectives. The brand represents the soul of the 
business and helps it succeed. 
Branding is the foundation, the core of the busi-
ness to help companies to succeed in the market. 
“Brands are considered an asset that generates reve-
nue and increased value for a company” (Narayan 
2012). Brands are intangible assets, posted even-
tually in the balance sheet as one of several types 
of intangible assets (a category that also includes 
patents, databases and the like); brands are con-
ditional assets; this is a crucial point commonly 
overlooked. An asset is an element that can produce 
benefits over a long period (Kapferer 2008). Ther-
efore, the brand is the property of an enterprise; it 
is a combination of many factors, the achievements 
that the business has built during its operation. It is 
the reputation of the brand as a guarantee for the 
potential profit of the business and helps businesses 
to affirm their position in the market.

The Important Role of Brand Building 
for Enterprises

According to Novixoxo et al. (2018), in today’s 
highly competitive markets, securing and retaining 
its customer’s loyalty is considered a significant 
contributor to enhancing the business and promo-
ting its marketing performance. One of the essential 
components of management over the years is the 
brand, whose value is reflected in the intangible 
assets of the enterprises (Vazifehdoost & Negahdari 
2018). For customers to buy a product or service of 
a specific business, the credibility, beliefs, and ins-
piration to buy cannot help appearing in the hearts 
of customers. There is a need for the motivation of 
customers to purchase and be loyal to that business. 

According to Tabish et al. (2017), brand loyalty 
is essential and a vital issue to maintain the busi-
ness. Focusing on brand loyalty is becoming a 
necessary factor in achieving long-term profitabi-
lity and competitive advantages. A known brand 
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makes an easy selection for customers, reduces 
risks and provides the suitable level of quality that 
they require (Vazifehdoost & Negahdari 2018). A 
brand is formed with intellectual property rights, 
bringing legal rights to the owner. Additionally, 
“Consumer-brand relationship in the last decade 
has gained much attention from both practitioners 
and academics” (Ahmed and Gabriella, 2012). 
These intellectual property rights ensure that busi-
nesses can safely invest in brands and gain profits 
from valuable assets. Branding provides the cus-
tomers with trust, safety, comfort, hope and a higher 
esteem, etc., about these products and services.

The Process of Brand Building

Brand building can be understood as the develop-
mental phases within brand management for the 
products or services for enhancing business per-
formance. Alternatively, it can be understood as 
a separate step or the integration of the branding 
phases to make a difference to its competitors and 
enhance its attractiveness to potential customers. 
The branding process is a cultural-oriented pheno-
menon and long-term commitment and very similar 
to lifestyle changes, which takes time to nurture 
and develop (Karmokar 2014). The process of 
brand building plays a vital role instilling greater; 
belief, inspiration, related emotions, etc., towards 
its customers. Enterprises should develop the brand 
building process that identifies the value-adding 
differences compared to its competitors, to stand 
out from the others and create additional success. 
The below discussion are the steps of the process 
of brand building:

Brand Identity

The theory of customer–brand identification creates 
a concise understanding regarding the development 
of customer–brand relationship (Bhattacharya & 
Sen 2003, He et al. 2012, So et al. 2017, Tuskej & 
Podnar 2018, Rather et al. 2018). Brand identity is 
the first and essential step to convey the message 
of products and services to the potential customers. 

There are many different views in different 
contexts about brand identity. Brand identity is 
defined as the extent to which consumers see their 
images or overlap brand images (Sallam & Wahid 
2015). Besides, they mentioned that the concept 
of brand identity is built on the theory of social 
identification, which has been widely used in other 
industries. Brand identity is everything visual 
about a brand, including color, design, and brand 

logo, etc. It is similar to the way an enterprise or 
business presents itself to the public (Kimbarovsky 
2019). Therefore, brand identity can also be said 
to be defined as a sign of differentiation between 
products and services on the market when products 
are launched, or the brand’s communication of the 
business is widely identified to customers.

Brand identity needs to focus on the differences 
that bring sustainable competitive advantage for 
the corporations (Karmokar 2014). Stronger brand 
consumers often engage in brand advocacy activi-
ties, such as supporting corporate goals, protecting 
reputation, supporting products, and brand loyalty 
(Sallam & Wahid 2015). Therefore, to build a brand 
identity is the first step for the products or services 
in the current market. Therefore, brand identity is 
essential for customers to recognize the good servi-
ces or products providers. 

Brand Awareness

Padhy & Sawlikar (2018) and Poturak & Softić 
(2019) states the consumer knows the brand aware-
ness and image i.e., how the consumer associates 
the brand with themselves. Most brand awareness is 
expressed in terms of brand identity or brand recall 
(Yatundu et al. 2016). Brand awareness means the 
ability of consumers to recognize and recall a brand 
in different situations (Vazifehdoost & Negahdari 
2018). Brand awareness includes brand recall. 
Brand recall means that when consumers recognize 
a product portfolio, they can remember the particu-
lar brand name and brand identity. This means that 
consumers can identify the products or services by 
the corporate identity in the market. That is, consu-
mers can recall a brand precisely if they have ever 
seen or heard it (Vazifehdoost & Negahdari 2018). 
Therefore, brand awareness is an essential stage for 
customers to feel about products or services before 
they prefer a brand.

The concept of brand awareness is understood 
as the degree to which a brand is recognized by 
potential customers and correctly linked to a spe-
cific product (Poranki 2015). The researcher also 
pointed out that brand awareness is related to the 
brand identity function in the minds of consumers 
and can be reflected by how consumers can identify 
brands in various market conditions (Keller 1993). 
Customers cannot buy the product if they do not 
know about it. An important goal must be to create 
product awareness (Yatundu et al. 2016). There-
fore, brand awareness has a positive impact on a 
company’s success.
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Many studies also suggest that the higher aware-
ness in the brand, the higher the perceived quality 
(Vazifehdoost & Negahdari 2018). If the brand is 
maintained in mind of the customers, they will con-
tinue to select your branded product or service with 
the assurity they are receiving a valued product or 
service. Brand awareness must build both emotio-
nal and physical values. When customers feel good 
about the brand, it will be easier to transition to 
the following stages such as; brand preference and 
brand loyalty.

Brand Love

Brand managers are developing new avenues to 
improve their brands loved by customers (Rausch-
nabel et al. 2015, Sallam 2014, Wallace et al. 
2014, Palusuk et al. 2019). According to Palusuk 
et al. (2019), “Brand love has received increasing 
attention given its potential to enhance customer 
engagement, brand advocacy, commitment and 
loyalty”. When customers use a brand or through 
the opinions of friends and relatives. Brand love 
is a vibrant concept that has recently emerged in 
the field of consumer behavior that translates into 
increased loyalty, intention to pay a high price, and 
positive word of mouth (Sta et al. 2018). Therefore, 
the brand love is a critical factor that the enterprises 
need to study and develop a suitable strategy.

The goal of marketing is to convey the value of 
products and services to the target customers and 
make them love the brand. Customers can view a 
brand as an individual, so they can enjoy a brand 
like they love a person (Sallam & Wahid 2015). 
When customers love the particular brand, they will 
continue to rebuy and remain loyal. 

In recent years, there are many views about 
brand love. So how is brand love understood? Car-
roll & Ahuvia (2006) define love for a brand as “the 
degree of passionate, emotional attachment that a 
person has for a particular trade name.” Carroll & 
Ahuvia (2006) noted when considering brand love 
is a combination of emotions and passion of an 
individual relative to a brand; besides, they defined 
love for a brand as the levels of passion and its emo-
tional relationship that a person has for a particular 
brand name.

According to Sallam & Wahid (2015), brand 
love is an original marketing structure, which has 
been shown to influence essential marketing vari-
ables such as word of mouth and purchasing decisi-
ons. When customers focus on the positive aspects 
of the enterprises, and they love their brand, they 
often form loyalty to the enterprises, and this leads 

them to build links — a positive brand equity for 
the company’s products and services (Sallam & 
Wahid 2015). Marketers should develop an approp-
riate strategy for brands to have a strong emotional 
appeal and target customers to love the brand (Sta et 
al. 2018). Customers who love the brand, they will 
have a positive attitude and share that feeling for 
friends and relatives. Therefore, based on the above 
statements and analysis, brand love is an essential 
step in the brand-building process of an overall 
branding strategy to improve customer loyalty.

Brand Loyalty

Loyalty is based on how much consumers consume 
the brand’s goods or services, which we measure 
by measuring the frequency of consumer purcha-
ses (Novixoxo et al. 2018). When customers use 
certain products and services, they are satisfied and 
love a brand and they tend to be loyal to the brand. 
Loyalty is an essential step in the branding strategy 
of academics and practitioners. Brand loyalty is 
a concept that has gained considerable interest in 
recent years from both marketing practitioners and 
scholars (Worthington et al. 2009). Brand loyalty is 
a type of brand commitment that creates buy-back 
behavior for customers despite the potential mar-
keting efforts of competitors to break the alliance 
between brands and consumers (Oliver 1999).

Brand loyalty is a significant concern for mar-
keting researchers and practitioners. Brand loyalty 
is an essential issue for many marketing managers; 
The enterprises spend millions of dollars every year 
to track brand loyalty through marketing research 
organizations (Mohammed et al. 2017). Brand 
loyalty is the repeated purchase of any customer 
that reflects their conscious decision to repeat buy 
and show a positive attitude towards the brand 
to buy that product in the future (Tabish et al., 
2017). Brand loyalty is the attitude of consumers 
to the brand’s preferences (Vazifehdoost & Neg-
ahdari 2018). In the case of intense competition, 
brand-specific loyalty is significant to the success of 
organizations (Alkhawaldeh et al. 2017). Due to the 
values ​​gained from brand loyalty, many enterprises 
will devise different strategies to maintain and imp-
rove the customer loyalty (Novixoxo et al. 2018). 
The higher the level of commitment, the lower the 
marketing costs because loyal customers trust the 
brand effectively.

In the view of strategic brand management, 
scholars suggest that brand experience plays a vital 
role in influencing on brand loyalty (Hussein 2018). 
Brand loyalty exists when customers feel that the 
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brand has the good product characteristics, the right 
quality and a reasonable price. “Brand loyal con-
sumers do not evaluate the brand; they just make a 
purchase confidently” (Vazifehdoost & Negahdari 
2018). Even if other brands sell the product at a 
lower price or higher quality, customers still choose 
the brand they are loyal and trusting. Poturak and 
Softić (2019) states “Brand loyalty is a major com-
ponent of brand equity”. Customer loyalty to the 
brand is the customer›s constant buying habit. If 
a brand can meet its customers› expectations, they 
will feel loyal to the brand. 

METHODOLOGY

This paper is conducted in two phases. In the first 
phase, the researcher uses a qualitative approach to 
interview experts, administrators, who work and do 
research on the marketing field to discuss how many 
phases and the procedures to build a brand for the 
new era for Vietnamese enterprises. The researcher 
gathered the opinions of these marketing experts to 
get an overview of making an overview process of 
branding building. The researcher has selected 12 
experts to discuss to get the model for the concepts 
in brand building for this new era. There were (6) 
questions discussed with the experts to collect the 
research data relative to the brand building process. 
The information of the interview will be collected 
and providing the synthesis data in the Table 1.

Table 1. Detailed overview on the empirical data

Informants Job title Duration of interview 

Expert 1 CEO 25:20 minutes

Expert 2 Business Consultant 45 minutes

Expert 3 Business Consultant 12:05 minutes

Expert 4 Marketing specialist 15:08 minutes

Expert 5 Sales Manager 23:10 minutes

Expert 6 Marketing manager 21:26 minutes

Expert 7 Business Development 43: 25 minutes

Expert 8 Marketing manager 13: 15 minutes

Expert 9 Brand Manager 35 minutes

Expert 10 Marketing manager 45 minutes

Expert 11 CEO 22 minutes

Expert 12 Business Development 15 minutes

Source: Own construction

When conducting the interviews, the researc-
her has utilized simplistic terminology within the 
questions to ensure a complete understanding of 
recognized issues that are contained in the ques-
tions. A similar set of questions was given to each 
expert, still providing freedom for the interviewee 
to focus on the aspects they saw most important on 
each question. 

The characteristics of interview of these experts 
are as the following (Table 2 – Table 7):
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Table 2. The need to study the brand building process

Do you think that there is a need to study the brand building process to support Vietnamese SMEs in the 
improvement toward attaining a greater competitive advantage over their rivals in this new era? 
Yes 
No- Why? Discuss in details

Table 3. The need to support the brand identity when launching products/services in the market

When initiating the launch into the market, is there a need to create the strategy for brand identity to sup-
port your target market customers so they can recognize the products or services you have in the market?
Yes
No – Why? Discuss in details

Table 4. The importance of brand awareness to support the consumer’s perception the overall 
products/ services

Do you think that the brand awareness is critical to support the consumer’s perception of the overall 
products/ services?
Agree?
Not agree – Why? Discuss in details

Table 5. The importance of brand love towards consumers when they have already used 
the products/ services

Do you think that the brand love is an important next step to support the consumers when they have 
already used the products/ services?
Agree?
Not agree – Why? Discuss in details

Table 6. The brand loyalty is the destination for marketers to pursue the consumers 
who will introduce or buy products/service again in their life

Do you believe that the brand loyalty is the destination for markers to pursue the consumers who will 
introduce or buy products/service as repeat buyers?
Agree?
Not agree – Why? Discuss in details

Table 7. The brand building process

Do you think that the brand building process as Brand identity- Brand awareness- Brand love- Brand 
loyalty are the process that are suitable for enterprises to improve their brand in the market?
Agree?
Not agree – Why? Discuss in details
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In the second phase, the researcher reviews the 
theory of brand management and related studies 
to summarize the importance of branding and the 
brand-building process. Preceding this, the resear-
cher will rely on relevant studies and marketing 
experts’ opinions to propose the concept of the 
branding process for Vietnamese enterprises in the 
new era.

FINDINGS

There is a need to study the brand building process 
to support Vietnamese SMEs in the improvement 
toward attaining a greater competitive advantage 
over their rivals in this new era. As an overview 
the combined number of experts disagreeing with 
the issues raised is very low and shows that expert 
opinions agree with the need for brand building to 
ensure sustained success in the new era. The 12 
selected experts to discuss the branding building 
issues towards Vietnamese enterprises in the Table 
8 has results of 11 experts in favor of brand building 
and only 1 disagreeing. The overwhelming number 
of experts agree that there is a need for the SMEs 
to adopt brand building as a critical phase in the 
success of their businesses.

There are 9 out of 12 experts agree that, when 
contemplating a divergence into a market, is there 
a need to create the strategy for brand identity to 
support your target market customers so they can 
recognize the products or services you have in the 
market. 

There are 11 experts that have agreed that they 
must consider brand awareness as it is critical in 
supporting the consumer’s perception of the ove-
rall products/services. They also commented that, 
relating to the brand awareness phase, enterprises 
need to portray its good service to service aspects to 
its customers. This will support the customers per-
ceive the quality of services are good and leads to 
customer satisfaction and becoming loyalty.

It is noted that 7 experts have agreed, brand love 
provides the important next step in supporting its 
consumers after they have already used the pro-
ducts/ services. They also analyzed that the enter-
prises need to commit to provide the good products/
services to the customers. They need to communi-
cate the differentiation points of their products/ser-
vices in the market and improve overall branding 
strategy for their enterprises.

It is also noted that 11 experts have agreed, 
brand loyalty is the goal for markers in the pursuit 
of consumers who will introduce or buy products/
service as repeat buyers. They commended that, to 

build the branding strategy with the target to attain 
the customer loyalty, not only provide the outstand-
ing services/products, the enterprises need to com-
municate the intangible values of their services/pro-
ducts. There is a need to provide the new services/
products in the future to serve the need and want 
for the customers and the post services also provide 
with the outstanding quality.

From the outcomes of the study, it is evidenced 
that, 10 out of 12 people agree with the branding 
building process towards Vietnamese enterprises in 
the following steps as (1) brand identity; (2) brand 
awareness; (3) brand love; (4) brand loyalty. This 
process when applied will give greater success for 
the marketers in the overall success and sustaina-
bility of their company’s banding in the new era. 
The opinions of the experts will be presented in 
more detail below in the following conclusions and 
recommendations.
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Table 8. The percentages of expert’s response

No The contents of the discussion 

Total 
number 
of experts 
interviewed

Number 
of experts 
that agree

Num-
ber of 
experts 
that 
disagree

01

There is a need to study the brand building process to 
support Vietnamese SMEs in the improvement toward 
attaining a greater competitive advantage over their 
rivals in this new era.

12 11 1

02

When initiating the launch into the market, is there a 
need to create the strategy for brand identity to support 
your target market customers so they can recognize the 
products or services you have in the market.

12 9 3

03 The brand awareness is critical to support the consu-
mer’s perception of the overall products/ services. 12 11 1

04
The brand love is an important next step to support the 
consumers when they have already used the products/ 
services.

12 7 5

05
The brand loyalty is the destination for markers to pur-
sue the consumers who will introduce or buy products/
service as repeat buyers.

12 11 1

06

The brand building process as Brand identity - Brand 
awareness - Brand love- Brand loyalty are the process 
that are suitable for enterprises to improve their brand 
in the market.

12 10 2

Source: Own construction

CONCLUSIONS AND RECOM-
MENDATIONS

Based on previous studies and marketing theory 
and with a combination of qualitative research uti-
lizing expert interviews in Vietnam to develop and 
propose the process of brand building. As a result, 
the researcher summarizes four critical stages in the 
brand-building process for Vietnamese businesses 
in the new era. The method for branding is propo-
sed by the researcher are as follows (Figure 1):

Figure 1. Brand building process

Source: Own construction

Brand loyalty

Brand love

Brand identity

Brand awareness

3_Khaan Tuana, Figure 1.
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Based on the above process, there are four 
necessary phases in building a brand as follows: (1) 
brand identity, (2) brand awareness, (3) brand love, 
and (4) brand loyalty. Depending on the strategy of 
the business that can be applied in the brand-buil-
ding process in each individual phase or the brand- 
building process can combine four phases concur-
rently in building a branding strategy.

Brand or branding is no longer merely a sign to 
identify and distinguish the products and services of 
a particular business with their rivalries. The value 
of a brand is much higher; it is a valuable asset as 
the reputation of the enterprises and demonstrates 
consumer confi dence in its products. Branding 
plays a vital role in businesses; it assesses the suc-
cess and position of the product or service in the 
marketplace. Many strategies focus on excellent 
product quality but they need to incorporate additi-
onal focuses such as; branding for their businesses 
to increase competitive advantage and to make cus-
tomers loyal to their enterprises. 

Brand management should analyze their pro-
ducts or services before applying the brand-buil-
ding process to their brand strategy as the following 
basic issues:

• The value of the brand’s greatest benefi t 
to its customers, manifests, promises and 
experience-specifi c actions.

• Deeper understanding the market: poten-
tial business environment, market size, 
competitors, etc.
• Who is the potential customer? What 

is a hobby or interest? What key fac-
tors will aff ect the target customers?

• Benefi ts to customers when using 
products and services. Includes both 
physical and emotional benefi ts.

• Brand values and personality charac-
teristics. What are the key deciding 
factors to customers when it comes 
to selecting brands. 

• What instills trust in the brand for 
customers? (unique selling point, 
quality of service, etc)

• The single most compelling reason 
for the target consumer to choose the 
brand.

The proposed steps for brand building process 
in this study are: brand identity, brand awareness, 
brand love and brand loyalty. Depending on the 
strategy of each business, the enterprises can build 
a branding in the individual phases or build a com-
bination of the above four phases simultaneously. 
Based on this research, the researcher recommends 
that the future researchers and practitioners can 

apply this process of brand building fl exibly in spe-
cifi c phases; or combination full phases in building 
a brand for the business. 

LIMITATIONS AND FUTURE 
STUDIES

During the research process, due to limited time 
and conditions, this research has certain limitations. 
It is a qualitative research framework to develop in 
this research and the percentage of sampling has 
been limited to a small volume in the overall mar-
ket volume.

Based on this fi nding, the future study can apply 
(4) phases of brand building process to study in-de-
pth to add more detailed values in brand building 
process. Additionally, the CSR communications 
and the infl uence on the brand building process 
(e.g., Brand awareness), it is the suggestion that 
future studies can investigate how CSR, CSR Com-
munication infl uences brand building relative to 
Vietnam.
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