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ABSTRACT
This essay discusses the brand orientation standing in order to solve the lack of resources in Small Medium Enterprises (SMEs).
Brand orientation concept is generally rooted in market orientation studies, but it focussed on the company’s brand. Therefore,
there are similarities and differences between brand orientation and market orientation. Both concepts give priority to the
customers and company growth, but the ways they create, develop and evaluate the brand are different. Market orientation
focuses on the market as a resource, whereas brand orientation focuses on the brand. The information gained from the brand
identity of the company is not from the brand image like market orientation. Thus, brand orientation leads to the exploitation of
internal resources in the company. Brand development comes from the internal resources as a mirror of the company for
customers. The brands coming from internal resources are much stronger and they create a meaningful relationship with
customers rather than brands that come from external resources which are fragile and always change. The previous studies
viewed brand orientation as a new approach to solving resource barriers in doing branding especially SMEs. This is because
brand orientation focuses on internal resources which belong to SMEs.
Key words: Brand orientation and Small medium enterprises

Introduction
Branding as a competitive strategy for SMEs (Abimbola, 2001). Many SMEs believed that branding is an important factor to
their business success (Dulyathip, 2014). However, branding strategies were quite an unpopular subject among SMEs. Resource
are the main barriers that hinder SMEs in carry out the business strategies based on brand especially financial resources (Horan
et al., 2011). The lack of branding awareness had failed SMEs to see other potential resources that can be utilized in branding.
According to Berthon et al (2008), SME can creatively manage their brand with the modest budgets by leveraging the full
potential of their brands. Furthermore, the recent studies have shown that SMEs are capable of doing branding by analyzing their
brand strength and weaknesses. Firms should perceive their brands as strategic resources in order for them to explore their brand
potential. This approach has been referred to as brand orientation.
The concept of brand orientation is one of the strategic orientations of a holding company in achieving its goals (Park and Kim,
2013). Various approaches to the strategic orientation adopted by the company in order to obtain synergy competitiveness. One
of them is the brand orientation approach. The concept of brand orientation was given attention in the early 1990s (Gromark and
Melin, 2011). Brand orientation is a business approach (Laukkanen et al., 2013) and was much discussed in business orientation
studies (Bridson and Evans, 2004). It is part of the market orientation but focuses on brand advantages compared to customers in
the brand building (Urde et al., 2013). Both concepts have been proved that it is able to contribute to brand performance.
The recent research seeks to address the brand as a strategic resource in a brand-oriented company without further discussion
about the brand orientation significance to SMEs in order for them to see the brand as a resource. However, little has been
written about brand orientation in SMEs (Huang and Tsai, 2013). Thus, the purpose of this discussion is to address the benefits
of brand orientation in SMEs.
The rest of the paper is organized as follow. In the next section discusses the concept of market orientation dan brand orientation.
Both concepts are defined and elaborated in the specific comparison issues. In addition, the benefits of brand orientation in the
SMEs context is briefly discussed. Finally, conclusions of the discussion were drawn and future research agendas proposed.
The Differentiation of Brand Orientation
At first, brand orientation is discussed in the study of market orientation (Wong and Merrilees, 2007). So there are similarities
and differences between these two approaches which can be explored in the brand-oriented companies in developing the brand
relative to its market-oriented companies. Urde (1999) refers to the brand orientation as the role of 'plus' in the market orientation
activities that focus on the brand. This means that the company's product development must be in line with its brand. Therefore,
brand orientation lead companies to focus on their brand advantages to achieve sustainable development.
Likewise, market orientation is a market research on the needs of the current and future customers. The customer's knowledge is
disseminated to staff and subsequently carry out a marketing strategy (Kohli and Jaworski, 1990). It involves three components,
namely the behavior of customer orientation, competitor orientation and inter-functional (Narver and Slater, 1993). Companies
gain information from customers and competitors and then process them to produce a brand value to the buyer. The concept of
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market orientation is considered as decisive to the brand development. Please refer to Table 1 for the comparison approach of
market orientation and brand orientation.
Table 1: Comparison between market orientation and brand orientation.
Issues
Definition
Customer relationship

Detail process
Market adaptation
Brand measurement

Market Orientation
Market leads to the company
development.
Priority to market information from the
customers and competitors. The market
as a resource to gain knowledge.
Outside-in process.
Difficult to adapt to the volatile market.
Brand capabilities to create value to the
customers.

Brand Orientation
Brand leads to the company
development.
Priority to the brand advantages. Brand
as a resource.
Inside-out process.
Transparent and consistent facing the
market change.
A meaningful relationship between
brand and customers in the market.

This is in contrast with the brand-oriented companies. Brand orientation is an approach used in the process of organization
related to the creation, development and protection of brand identity and involves constant interaction with target customers with
the goal to achieve sustainable competitiveness (Urde, 1999). It involves a process of brand management in the market for
superior performance. In this case, the brand will be the decisive and lead process of brand development. The purpose of both
orientation is the same, which is to develop the company and build a sustainable relationship with customers.
The goal of brand orientation and market orientation is to build a brand relationship with customers. Jaworki and Kohli (1990)
stated that customer preferences are the market orientation priority. This is based on the close relationship between the company
and customers. The market becomes the main source in shaping the brand identity. A brand orientation satisfies customer as a
priority. However, the difference is the company who determines what is going to offer to customers (Urde et al., 2013) and does
not based fully on market information. Hence, brand-oriented companies emphasize the advantages of the brand before offering
it to the customers. The uniqueness of internal resources offer distinctive features to the brand which makes brand as one of the
strategic resources in the company which can attract customers' attention in the market. By focusing on the customer, market
orientation, and brand orientation tune the same focus even the details of the process are different.
The detail process between market orientation and brand orientation makes the brand development process different. The marketoriented companies develop their brands based on outside-in angle and brand image is the key in customer information (Urde,
1999). External information obtained from the market is used to develop the brand and the results are presented to the customers
in the hope that it meets the customers' preferences (Urde, 1999; Narver and Slater, 1990). Meanwhile, brand-oriented companies
develop brands from the point where the inside-out information is developed to establish the brand. Before the brand is
positioned to the customers, the company studies the advantages and disadvantages that can be developed to represent an
accurate presentation of the company's brand. These two concepts are different based on continuous references to gain brand
information.
The different focus of the process influences the brand presentation in the market. Market orientation determines brand
presentation based on volatile market information and it’s hard for the brand to adapt to the market changes. While brand
orientation allows the brand to be more transparent and consistent in the market due to the collective brand unique presentation
(Laukkanen et al., 2013). It has been shown that companies who develop their brand from internal resources, shape a solid
presentation of the company and the brand (Hatch and Schultz, 2003). The brand-oriented companies are aware of the brand
potential as a strategic internal resource which must be developed to create a brand that is difficult to imitate by competitors.
Although the detail process is different, but these two concepts contribute to the company’s growth (Reijonen et al., 2014).
According to Urde et al. (2013) the principle of market orientation, which emphasizes on market information makes it difficult
for brands to meet consumer preferences. Thus, brand orientation is more strategic because brand orientation principles exploit
its own brand identity to develop their brand. It creates its own identity when the brand is in the market. Furthermore, brand
strategies in the company will be expanded due to the exploration of the tangible and intangible resources. Strategies developed
from internal resources are more competitive in the market and helps improve brand performance.
The major company goal is to sustain brand competitiveness in the market. The brand performance in market orientation depends
on the market completely. The brand's success is measured by the value creation for customers. Customer's performance focuses
on measuring the success of the company. Therefore the company measurement for performance mainly are based on sales and
finance (Reijonen et al., 2014). But brand performance measurement in brand-oriented companies are based on a meaningful
relationship with customers in the market. It is a strategic brand performance measurement because it measures the success of the
brand in the market (Wong and Merrilees, 2007).
Brand-oriented companies are in line with market-oriented companies. The goal is the same, namely to meet customer
preferences, but the process is different. Brand-oriented companies’ priority is to focus on the brand role in improving the
company performance. It leads the company to the internal process in order to develop their brand. This process means the
company can create added value for the brand development. As internal assets, brand offerings from brand-oriented companies
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can adapt the change in the market (Urde, 1999). The main focus on internal resources and process show that brand orientation is
capable of solving the resource barriers, especially in the context of SME.
The Benefits of Brand Orientation in SMEs
Brand orientation principle with the use of internal resources give the option to SMEs to run branding activities. This leads to the
reason why SMEs should implement the brand orientation approach in the company's internal processes. There are three main
benefits of brand orientation in the process of brand development in SMEs.
First is due to the constantly changing market environment (Simeos and Dibb, 2001). Urde (1994) lists the factors that drive the
company's focus on the development of their brand. Among them is the reduction of product differentiation, increasing the cost
of media and market integration. For SMEs that are unable to adapt to the changing market needs, they can devote their resources
to continue their business (Wong and Merrilees, 2005). By adopting the brand as a strategic asset, SMEs can avoid the threat of a
future market and can also exploit the opportunities available in the market to develop the business.
Secondly, brand orientation also makes management more systematic (Baumgarth, 2010). Brand orientation is an intensive
process of developing a brand where SMEs should look at the weaknesses and strengths of their previous brands positioned in
the market. SMEs also need to assess the potential uniqueness of their brands in order to develop their strategy. Moreover, SMEs
need to align their skills in developing all the company's commitment, efforts and resources to address threats to their brand
(Urde, 1994). It helps SMEs brand development process to be more structured, especially when it is supported with attitudes,
practices in branding and brand acceptance as a source.
Thirdly, brand orientation is a strategic process that can improve brand performance (Osakwe et al., 2015). According to Wong
and Merrilees (2007), when elements in the market mixes in line with the brand, it will integrate with each other and
compatibility can be more consistent with strategy so as to build a strong performance by SMEs. Moreover, companies that focus
on the development of internal resources, have a positive impact on brand position (Reid et al., 2005) and further increase the
business performance (Baumgarth, 2010).
Thus, brand orientation provides an option for SMEs to capture opportunities in the market with more consistency and reducing
barriers faced by source. The priority on internal resources provide focus to the SMEs to identify the advantages and
disadvantages of the resource that can be developed into a competitive strategy. It has been shown that companies that develop
their brand from internal resources shape a solid presentation of the company and the brand (Hatch and Schultz, 2003). The
brand-oriented companies are aware of the potential of the brand as a strategic internal resource which must be developed to
create a brand that is difficult to imitate by competitors (Urde, 1999).
Conclusion
Resource constraints are the main problems regarding branding awareness in SMEs. Brand orientation can be one of the
solutions for SMEs to identify their potential resources. Brand-oriented companies regard brand as a strategic resource and hub
in the organization's processes (Gromark and Melin, 2011). From here, SMEs will identify the strengths and weaknesses of their
brand before they develop a branding strategy. However, only a few studies has focuses on the brand resources. Therefore further
research need to be studied in order to identify potential brand resources that can be utilized for branding.

References
Baumgarth, C. (2010). Living the brand: Brand orientation in the business-to-business sector, European Journal of Marketing,
vol. 44, no. 5, pp. 653-671.
Berthon, P., Ewing, M. T., and Napoli, J. (2008). Brand management in small to medium-sized enterprises, Journal of Small
Business Management, vol. 46, no.1, p. 27-45.
Brıdson, K. and Evans, J. (2004). The secret to a fashion advantage is brand orientation, International Journal of Retail and
Distribution Management, vol. 32, no. 8, pp. 403-411.
Gromark, J. and Melin, F. (2011). The underlying dimensions of brand orientation and its impact on financial performance,
Journal of Brand Management, vol. 18, no. 6, 394-410.
Hatch, M. and Schultz, M. (2003). Bringing the corporation into corporate branding, European Journal of Marketing, vol. 37, no.
7/8, pp. 1041-1064.
Horan, G., O'Dwyer, M. and Tiernan, S. (2011) Exploring management perspectives of branding in service SMEs, Journal of
Services Marketing, vol. 25, no. 2, p. 114-121.
Kohli, A. K. And Jaworski, J. (1990). Market orientation: The construct, research propositions, and managerial implications,
Journal of Marketing, vol. 54, 1-18.
Laukkanen, T., Nagy, G., Hirnoven, S., Reijonen, H., and Pasanen, M. (2013). The effect of strategic orientations on business
performance in SMEs, International Marketing Review, vol. 30, no. 6, pp. 510-535.
Osakwe, C. N., Chovancova, M. and Ogbonna, B. U. (2015). Linking SMEs Profitability to Brand Orientation and MarketSensing Capability: A Service Sector Evidence. Periodica Polytechnica Social and Management Sciences. DOI:
10.3311/PPso.8069

3

South East Asia Journal of Contemporary Business, Economics and Law, Vol. 8, Issue 2 (Dec.)
ISSN 2289-1560

2015

Slater, S. F. and Narver, J. C. (1994). Does competitive enviroment moderate the market orientation performance relationships?,
Journal of Marketing, vol. 46, pp. 46-55.
Park, S. I and Kim M. J. (2013). Does brand orientation matter? An empirical study in Korean SMEs, Asia Marketing Journal,
vol. 14, no. 4, pp. 117-142.
Reijonen, H., Párdányi, S. TuominenS., Laukkanen, T. and Komppula, R. (2014),"Are growth oriented SMEs more likely to
adopt market and brand orientations?, Journal of Small Business and Enterprise Development, vol. 21, no. 2, pp. 250264
Reid, M., Luxton, S. and Mavondo, F. (2005). The relationship between integrated marketing communication, market orientation
and brand orientation, Journal of Advertising, vol. 34, no. 4, pp. 11-23.
Simões, C. and Dibb, S. (2001). Rethinking the brand concept: New brand orientation. Corporate Communications: An
International Journal, vol. 6, no. 4, pp. 217-224.
Urde, M., Baumgarth, .C. and Merrilees, B. (2013). Brand orientation and market orientation - From alternatives to synergy,
Journal of Business Research, vol. 66, pp. 13-20.
Urde, M. (1999). Brand orientation: A Mindset for building brands into strategic resources, Journal of Marketing Management,
vol. 15, no. 1-3, pp. 117-133.
Urde, M (1994). Brand orientation - A strategy for survival. Journal of Consumer Marketing, vol. 11, no. 3, pp. 18-32.
Wong, H. Y. and Merrilees, B (2007). Closing the marketing strategy to performance gap: The role of brand orientation, Journal
of Strategic Marketing, vol. 15, no. 5, pp. 387-402.
Wong, H.Y and Merrilees, B. (2005). A Brand Orientation Typology for SMEs: A Case Research Approach, Journal of Product
and Brand Management, vol. 14, no. 3, pp. 155-162.

4

