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ABSTRACT 

The focus of this study is on the role that strategic market planning plays in the long-term viability of a brand 

via the use of a category marketing strategy. Having a marketing plan in place has been shown time and time 

again to increase brand recognition and loyalty among consumers, which in turn boosts a company's standing 

in its target market and the industry at large. Strategic marketing planning is beneficial because it helps firms 

focus their efforts where they will have the most effect and work systematically toward their goals. 

Businesses now use marketing strategies as a means of improving their overall performance. By providing 

empirical proof of a link between strategic market planning criteria and bottom-line performance for 

organizations, this research contributes significantly to the literature on marketing strategies. An explanation 

for the company's overall performance was deduced from existing literature. A business's capacity to sell its 

products and turn a profit depends on a number of factors, including marketing, pricing, distribution, and 

product consistency and personalization. The impact is shown to be tempered by the effectiveness of the 

marketing strategy. Multiple moderating factors, including product similarity, product life cycle stage, and 

competitive intensity, coexist. 
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INTRODUCTION 

The product's sales performance is indicative of its overall market success. A rise in sales is impossible if 

customers don't know about the value of the company's products. Successful companies of the modern day 

all invest much in brand management. The idea of a brand is shown as a complex system with many moving 

pieces.  

The increased consumption and export of Georgian products would be very beneficial to our country. The 

National Statistics Office of Georgia (2016) reports that a significant amount of Georgia's export is 

comprised of wine, mineral water, alcoholic beverages, carbonated soft (nonalcoholic) drinks, and other 

beverages. Keep in mind that Georgia has its own branding history apart from the national trend. The high 

quality of many Georgian-made consumer items earned them significant popularity among shoppers at home 

and abroad (Ten Oldest Georgian Brands).  

In today's world, brands are essential. Consumers often have strong beliefs about the quality of the goods 

they purchase, including the greatest telephones, airlines, and prominent clothing brands. Thanks to brands, 

shoppers have a more audible voice in the marketplace. They have shown themselves to be superior in 

quality, usefulness, and reliability, providing consumers with additional options to choose from. Customers 

care about these brands because of the reputations they have earned for being luxurious, fashionable, or 

socially responsible. 

In today's world, brands are essential. Consumers often have strong beliefs about the quality of the goods 

they purchase, including the greatest telephones, airlines, and prominent clothing brands. Thanks to brands, 

shoppers have a more audible voice in the marketplace. They have shown themselves to be superior in 

quality, usefulness, and reliability, providing consumers with additional options to choose from. In addition, 

they have a certain image of opulence, hipness, or social responsibility that influences consumers' purchasing 

decisions. 

In today's world, brands are essential. Consumers often have strong beliefs about the quality of the goods 

they purchase, including the greatest telephones, airlines, and prominent clothing brands. Thanks to brands, 

shoppers have a more audible voice in the marketplace. They have shown themselves to be superior in 

quality, usefulness, and reliability, providing consumers with additional options to choose from. In addition, 

consumers value their reputations for luxury, style, or social responsibility when making purchasing 

decisions. 

LITERATURE REVIEW 

PoojithaSurabathula (2015) “A brand needs constant care and new products to be relevant. The importance 

of brand management to modern corporations has grown substantially. Brand, in their view, mediates 
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between a company and its customers. The process of developing and maintaining a brand is called "brand 

management." The brand's definition, positioning, and value must be maintained at all times. A powerful 

brand may help your company stand out from the crowd, increasing revenue and paving the way for 

expansion. 

Aishvarya Bansal (2018)This research is descriptive in nature and relies on primary sources to draw 

conclusions. In this report, we analyzed the data by demographic profile (employment, age, gender, level of 

education, and income). Companies may use this crucial data to better anticipate and meet the requirements 

of their customers. Rather than only providing a need, shopping nowadays really provides a sense of 

pleasure. The branded market has been expanding at a 25% annual rate since many new brands entered the 

market. This represents a transition from the unbranded to the branded sector, brought about by causes such 

as rising incomes in India, shifting demographics, rising standards of living, and growing brand awareness 

among young consumers in Delhi and the National Capital Region. Therefore, marketers should create 

compelling consumer tactics to increase brand loyalty among young customers and reduce the likelihood of 

them switching brands. Customers that are committed to a brand are open to alterations in the areas of price, 

quality, competition, and selection. Researchers may utilize the results of this study to better comprehend 

branding as a whole and the critical role each component plays in securing loyal customers. 

Seturi, Maia &Urotadze, Ekaterine. (2018) A product's market success may be gauged by how well it 

sells. If consumers are unaware of the features and benefits of the company's goods, it will be hard to 

increase sales. Brand management is crucial for today's successful businesses. The concept of brand is shown 

as an intricate web of interrelated parts. Presenting Georgian goods not only on the home market but also 

expanding exports is crucial. These days, human factors play a huge role in marketing automation systems. 

Having a memorable brand name helps attract and retain loyal consumers. Customers who are happy with 

their purchases may make similar ones without taking any unnecessary risks. Customers' perceptions of a 

brand are crucial to the brand's success. Brand equity serves as a crucial link between the present and the 

future of a business. High-quality products, distinguishing features, and added values all make up the 

interconnected system that is a successful brand. 

Ukaj, Fatos. (2016). They are unable to affect any sector of the economy because of the many outside 

factors that affect it. Developing a unique brand identity is one way a company may make a lasting 

impression on the marketplace. As a result, this has become a method for recognizing its businesses and 

goods. Companies now recognize the value of brand as a tool for increasing sales, differentiating themselves 

from the competition, and gaining customer loyalty. Businesses in Kosovo are increasingly following the 

trend of developing their own product brands. This improves their chances of being recognized by 

customers, helps them create effective marketing strategies, and opens doors to previously untapped areas. 

The purpose of this article is to analyze the need for and motivation behind the development of selected 

brands. This was made possible by studying customers' opinions of the brands and learning what influenced 

their decisions when choosing between them. The collected evidence shows that companies with 

recognizable brands have an edge. Physical product handling characteristics, positive experiences, 

packaging, warranty, etc. are also among the many aspects that impact customers' decisions. The information 

provided will contribute to future efforts to raise awareness about the value of branding in business. 

Therefore, this is done to promote the items and businesses in question. 

Donthu N, Gustafsson A. (2020) The COVID-19 pandemic shows that, like other seldom occurring 

disasters, pandemics have happened before and will occur again in the future. If we can't halt the spread of 

dangerous illnesses, we need to be ready to lessen their effects when they inevitably occur. There seems to be 

no country that will be economically unaffected by the current epidemic. Companies and consumers have 

had to make significant changes since the effects go well beyond the economic sphere. Researchers from all 

across the globe have come together in this special edition to address issues brought on by pandemics. There 

are a total of thirteen articles, and they range in topic from consumer behavior and corporate ethics to 

tourism and higher education to the retail industry. 

RESEARCH METHODOLOGY 

The study's primary objective was to elucidate the role that strategic market planning plays in determining a 

brand's level of commercial success. According to Saunders et al., there are three main types of research 

methods.  In research, acquiring reliable information by systematic observation, measurement, and analysis 

is known as "data collection." The online poll used a multiple-choice format to obtain the majority of the 

data. In order to get information from a wide variety of people within an organization, a survey questionnaire 

was sent out to marketing managers, employees, and management at various levels of the organization via 
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enterprise associations, LinkedIn, and MBA programs, among other channels. Google Scholar, online 

journals, reports, research articles, books, and other internet sources have all been mined for the study's 

secondary data. This study used a non-probabilistic sample strategy based on the convenience sampling 

technique. To ensure that we got responses from individuals of all ages, we distributed the survey online. 

Previous research from all around the globe indicated that a sample size of 100 was sufficient for meaningful 

results, so we went with that. Men and women of varying ranks within an organization make up the sample 

units. The sample also includes people of different ages, ethnicities, educational backgrounds, occupational 

positions, etc. 

DATA ANALYSIS 

Do you think your brand is easily recognizable by the people now? 

Table 1 

Response Frequency Percentage (rounded off) 

Yes 24 42 

No 12 21 

May Be 21 37 

Total 57 100 

 

From the data shown above, it is clear that 42 percent of respondents believe their brand is well-known 

among consumers at now, whereas 21 percent, or 12 respondents, disagree. 

Nearly 40% of participants answered "maybe" because they were unsure of the question.  

Do you think that an effective marketing strategy has an impact on the brand's success? (Increased 

revenue, brand awareness, customer satisfaction, etc.) 

Table 2 

Scale Frequency Percentage(rounded off) 

Not at all 0 0 

Not really 6 11 

Undecided 11 19 

Somewhat 25 44 

Very much 15 26 

Total 57 100 

 

Participants in this study were employed by a variety of companies, and their opinions on the role that an 

efficient marketing strategy plays in a brand's performance in terms of brand recognition, sales, and customer 

happiness were put to the test. In addition, 44% believe it has some role. Only 19% are sure, while the 

remaining 11% believe it will not play a significant role in the growth of any organization. 

It's also fascinating to observe that no one picked the "not at all" option, suggesting that they believe the 

marketing approach has no part in the outcome. 

Based on the findings, it's clear that a company's marketing approach has a significant impact on the success 

of their brand in terms of name recognition, sales, and customer happiness. 

Factors Influencing the Brand Perception of MI Phones 

The study employed factor analysis to identify consumer attitudes about the MI brand and the MI phone 

specifically. 

 Factor analysis 
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Factor analysis was performed to get at this conclusion. The research has relied heavily on this method since 

its primary goal is to identify the fewest number of variables capable of explaining the most variation in the 

data. 

Table 3 Factor 1- Brand Loyalty 

 
Brand loyalty in terms of dependability, durability, excellent quality, etc. is discussed in the statement shown 

in table 3. So, we're calling it "brand loyalty" as the determining factor. The high factor loading of 0.795 for 

"brand reliability" indicates that the MI brand is extremely reliable. Next, with a factor loading of 0.777, 

comes the stability of the brand. A factor loading of 0.689 indicates that the MI brand stands out from similar 

products on the market. Factor loadings of 0.623, 0.621, and 0.585 for price, familiarity, and recommending 

the brand to others, respectively, indicate that MI brand buyers are quite happy with the items they have 

purchased. Because of this, patronage of the company has increased. 

Table 4 Factor 2 - Brand Recognition 

 
Brand awareness is addressed by the assertions in Table 4. Brand awareness has therefore been identified as 

the relevant element. Indications of good post-sale support for MI products may be drawn from the relatively 

high factor loading of 0. 729.The fact that this brand can only be purchased online (factor loading = 0.714) is 
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a major draw for its clients. There is a factor loading of 0.711 for brand advertising. With a factor loading 

of.663, brand advertising helps consumers remember the brand. Customers have a strong desire to learn 

more about the product, as shown by the factor loading of 0.589. 

Table 5 Factor 3 - Frequent Update 

 
The claims in table 5 are those that pertain to the regularity of product updates. As a result, the term "digital 

brand awareness" has been used to describe it. The data in the table above demonstrates how digital 

marketing aids consumers in making informed purchasing decisions. has a factor loading of 0.747, followed 

by 0.729 for consumers who purchase often, and a factor loading of 0.526 for the claim that digital ads raise 

brand recognition. 

Table 6 Factor 4 - Brand Attachment 

 
CONCLUSION 

Strategic marketing planning is acknowledged as relevant and beneficial for brand performance after 

considering previous research and empirical outcomes. In other words, firms, particularly especially small 

and medium-sized enterprises, may benefit greatly by developing and implementing a comprehensive 

strategic marketing strategy. When a firm has a strategy in place that addresses all of their concerns and 

concerns, it is far more likely to achieve its goals. This study's findings are helpful for the case study because 

they provide light on the impact of marketing strategy on business success, something both the company and 

the researchers in the study wanted to know. Therefore, the corporation will be able to improve its future 

marketing strategies while spending less time on research. 

REFERENCE 

1. Donthu n, gustafsson a. Effects of covid-19 on business and research. J bus res. 2020 sep; 117:284-

289. Doi: 10.1016/j.jbusres.2020.06.008. Epub 2020 jun 9. Pmid: 32536736; pmcid: pmc7280091. 

2. Ukaj, fatos. (2016). The role and importance of brand in the marketing of small and medium-sized 

enterprises in kosovo. International journal of marketing studies. 8. 52. 10.5539/ijms. V8n6p52. 

3. Seturi, maia&urotadze, ekaterine. (2018). About the importance of brand as a system. 

10.4324/9780429486982. 



International Journal of Early Childhood Special Education (INT-JECSE) 

DOI: 10.48047/intjecse/V14I6.379 ISSN: 1308-5581 Vol 14, Issue 06 2022 

2983 
 

4. Aishvaryabansal (2018),” branding: an important aspect of consumer buying behaviour towards 

branded apparel,” branding: an important aspect of consumer buying behaviour towards branded 

apparel 

5. Poojithasurabathula (2015),” brand management and its importance,” international journal of 

science and research (ijsr) issn (online): 2319-7064 index copernicus value (2016): 79.57 | impact 

factor (2015): 6.391 

6. Amany albert. (2017). Marketing the state as a brand a semiological study of the “this is egypt” 

campaign via instagram. Scientific journal of public relations and advertising research. Volume 

2017. Article 3. Issue 12. 149- 204https://sjocs.journals.ekb.eg/article_88341.html (research in 

arabic) 

7. -andrei, a.g. (2017), “the impact of nation branding campaigns on country image. Case study: 

romania”, management & marketing. Challenges for the knowledge society, vol. 12, no. 2, pp. 

222-236. Doi: 10.1515/mmcks-2017-0014. 

8. -andy w. Hao ,justin pau, sangeetatrott ,chiquanguo and heng-hui wu.(2019). International 

marketing review vol. 38 no. 1, 2021 pp. 46-69. At: https://www.emerald.com/insight/0265-

1335.htm 

9. Arthur nguyena,nilözçaglar-toulouse .(2021) . Nation branding as a marketshaping strategy: a 

study on south korean products in vietnam. Journal of business research 122 (2021) 131–144. 

Https://www.sciencedirect.com/science/article/abs/pii/s0148296320305397 

10. -b. Knott, a. Fyall, i. Jones c. (2015). The nation branding opportunities provided by a sport mega-

event: south africa and the 2010 fifa world cup. Journal of destination marketing & management, 

4,46–56. Http://dx.doi.org/10.1016/j.jdmm.2014.09.001 

11. Bintang handayani, basrirashid. (2013). Conceptualization of nation brand image. Ijms 20 (1), 

165–183. At: https://www.researchgate.net/publication/269739450 

 

 

 

https://www.emerald.com/insight/0265-1335.htm
https://www.emerald.com/insight/0265-1335.htm
https://www.sciencedirect.com/science/article/abs/pii/S0148296320305397
http://dx.doi.org/10.1016/j.jdmm.2014.09.001

