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Abstract

The article discusses the concept and functions of
a brand. When discussing the brand conception in scholar-
ly literature it is emphasized that brand delivers additional
value that distinguishes the offer from the competitors’ of-
fers aimed at satisfying the same need of the consumers.
Brand becomes a tool in competitive fight because the aim
is long-term loyalty and attachment of customers through
individualized needs. Therefore we can distinguish several
scientific approaches that reveal the multisidedness of desc-
ription of contents of both the concept of a brand and func-
tions of a brand.

The article presents approaches towards change wit-
hin the content of the brand conception by distinguishing
three main attitudes and discusses the classification of the
brand functions. The article deals with the problem ques-
tion: what are the contents of a brand and its functions?
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Introduction

In the XXI century the intensifying competi-
tion on a global market as well as the expanded and
qualitatively different activities of companies make
the non-material competitive instruments important
again. A brand is increasingly more often regarded
as an instrument of competiveness, as it becomes an
exclusive feature that cannot be copied easily. For a
user a brand is no longer a means for item identifica-
tion only, it is now an expression of individualized ne-
eds. For a company a brand is a tool of competitive
advantage.

The growing importance of a brand in scholar-
ly literature shows up during broad and diverse dis-
cussions on the concept and functions of a brand: this
concept is interpreted variously — a number of diffe-
rent approaches and points of view are presented. It
becomes difficult for companies to manage what has
no clear parameters, and sometimes a brand is simpli-
fied to elementary level: its physical look.

With attitudes in society undergoing changes
and new consumption tendencies emerging, with
competition in business environment becoming mo-
re intense and new technologies being developed, the
concept and functions of a brand change as well.

Change in contents of concept and functions
of a brand enables the discussion of the contents of
the concepts themselves by distinguishing major di-
rections for interpretation of the concept of a brand,
by discussing the functions that are changing — this
is a constant subject for scholarly research. In scien-
tific literature on marketing attention to brand emer-
ged around 1990. In 1989 Aaker emphasized that the
main source of competitive advantage for a company
is a brand.

It can be stated that it was the basis of brand
conception that includes brand functions, brand as a
personality and other aspects. According to Janonis
and Virvilaite (2007), it is the brand that is one of the
hard-to-imitate/copy assets.

The relevance and novelty of this article in re-
lated to discussion of change in the contents of the
concept and functions of a brand, by distinguishing
the major approaches and interpretations that are
found in scholarly literature. Analysis of contents of
concepts is a constant subject for scholarly research.

The problem question: what are the contents
of a brand and its functions?

The aim is to theoretically discuss the contents
of the concept and functions of a brand.

Research methods used in this article are sys-
temic, comparative, and logical-critical analysis of
scholarly literature.

Interpretation of brand concept: dominant
approaches

There are rather broad discussions on theoreti-
cal concept of a brand in scholarly literature. Brand
is given to the good that the producer wants to distin-
guish. Lury (1998) points out that marking of goods
in the name of the producer or the owner as a pheno-
menon appeared nine thousand year ago.

In scholarly literature on marketing attention
to brand started to become clear around 1990s. In
1989 Aker emphasized that the main source of a com-
pany’s competitiveness is its brand. It can be stated
that it was the basis of brand conception that inclu-



des brand functions and aspects of brand as a perso-
nality.

Hankinson (2005) distinguished four essential
groups of problems with brand concept, which reflect
the fields of scientific discussions:

1. Discussions on brand understanding that is
actualized both as aims and as values repre-
sented by it;

2. Multifacetedness of brand communication:
brand as a communicative message to both
external and internal audiences;

3. Insights into brand as use of strategic resour-
ces of an organization in seeking aims of the
company;

4. Problems with active and deliberate brand
management.

The latter insights by Hankinson (2005) reve-
al the ambiguity of concept and functions of a brand:
a brand involves increasingly more elements of con-
tents and simultaneously increasingly more different
functions. As the concept of a brand was developed,
the contents of the concept itself changed as well.

Going deeper into the concept of brand, we
can note that this concept has been treated in scholar-
ly literature variously. First, it is a must to overview
theoretical understanding of a brand in general. One
of the most frequent definitions is name, symbol or
sign attached to certain goods in order to strengthen
and facilitate their recognition for the consumers as
well as to inform consumers about benefit or added
value delivered by that good (see Aaker; 1990;Aak-
er, 1996; Aaker, 2001; Aaker et al., 1990; Aaker et al.,
2000 and other authors). The latter interpretation of
brand can be called the classical one.

Ghodeswar (2008) states that there is a roo-
ted interpretation of brand as a distinguishing name
and/or symbols (e.g., logotype or package design) in-
tended not only to identify goods or services of one
merchant or a group of merchants, but also to distin-
guish these goods or services from those of competi-
tors. Ghodeswar (2008), Weilbacher (1995) emphasi-
ze that in this case information conveyed by brand be-
comes a decisive factor. This information determines
relations between consumers and the good and can
be explained as accumulation of long-term experien-
ce of consumers. A successful brand is recognized
(can be recognized as a product, a service, a location,
etc.), but simultaneously the consumer realizes cor-
responding, unique, added value that meets the needs
of the consumer best (de Chernatony et al., 1992).

American Marketing Association (1960) defi-
nes a brand as a “name, term, sign, symbol or design,
or a combination of them intended to identify the go-
ods or services of one seller or group of sellers and to
differentiate them from those of other sellers”. This

one-dimensional definition of a brand was criticized
because it was too oriented towards a good and only
visible differences were regarded as the main distin-
guishing features of a brand (see Arnold, 1992; Crai-
ner, 1995).

Despite the criticism, a slightly modified defi-
nition of a brand has remained in literature on marke-
ting until the present day (see Watkins, 1986; Aaker,
1991; Stanton et al., 2001; Doyle, 1990; Dibb et al.,
1997). Abrand concept content definition version pro-
posed by Bennett (2005) is rather often used: a brand
can be aname, a symbol or any other feature that iden-
tifies benefit or service of any one merchant, i.e., that
distinguishes the good from goods or services of ot-
her merchants. In this case the role of brand in distin-
guishing the goods is emphasized.

As theoretical and practical insights into mar-
keting change, so does the content of a brand con-
cept, because the main focus is shifted from a brand
as an element of identification of a good to a brand
as a symbol, exclusive promise, value (to both consu-
mer and producer (company)).

It can be suggested that understanding of a
brand is thus broadened/deepened, i.e., it is empha-
sized that a brand no longer is “any feature”, that va-
rious aspects of content of brand (in particular such
aspects as values, emotions, etc.) are taken into con-
sideration.

Analyzing the conception of a brand, scientists
stress that a brand is first of all the value the consu-
mer receives when buying/choosing the brand, it is al-
so noted that a brand is an image in the minds of con-
sumers (see Boulding, 1956; Keller, 1993), a brand is
explained as a sign, a mark, a symbol of personality
of'a consumer (Alt et al., 1988; Goodyear, 1993; Aak-
er, 1996), a brand is a kind of value systems (Sheth et
al., 1991), a brand is added value for a customer (Le-
vitt, 1962, de Chernatony et al., 1992; Murphy, 1990,
1997; Wolfe, 1993; Doyle, 1994 and others). Auruske-
viciene, Kuvykaite (2001) note that in marketing the-
ory added value has no quantitative expression and is
regarded as benefit received by consumer.

O’Cass et al. (2002) discuss the brand dimen-
sions and their identification as consumer makes de-
cisions on buying/choosing; in this way the attitude
to the brand is disclosed and consumption intentions
are illustrated. The problems with naming of contents
of conception of a brand are discussed by Woodruff
et al. (1993), Haley (1996), Masberg (1996), Gibler
et al. (1997), Hirschman et al. (1997), Price et al.
(2000). To summarize it can be said that most often
it is emphasized that brands are not easy to measure
“objects” only; they are related to essential features
that satisfy rational, emotional, social, cultural, and
other needs of consumers.



Systemic analysis of scholarly literature ma-
de it possible to distinguish three dominant
approaches to the contents of the concept of
a brand:

1. A brand is seen as a functional means of
identification. The representatives of this approach
say that a brand distinguishes goods or services from
the other ones, i.e., the purpose of a brand is to help
a consumer to distinguish, to identify, etc. (see Kuvy-
kaite, 2001; Klimas, 2006; and others). This appro-
ach could be criticized for too narrow definition of
the purpose of a brand and, most likely, it would be
possible to suggest that historically this approach was
the first one. After all, the first function of a brand, ac-
cording to Lury (1989), is to identify the goods.

2. A brand is explained as a complex of dif-
ferent elements. Scientists taking this approach defi-
ne a brand as a complex of various (emotional, physi-
cal, rational, aesthetic, etc.) elements, which shapes
an image, opinion, and the like (see Hart et al., 1998;
de Chernatony, 1999; Aleliunaite et al., 2000; Aak-
er, 1992 and others). A brand is no longer explained
as a means of identification only, now there also are
attempts to define how and by what to attract consu-
mer’s attention, most often by developing/emphasi-
zing coherence of functional and emotive elements
and features. The representatives of this approach
highlight the aspects of brand value, brand identity,
and brand image.

3. Abrand is defined as a promise of unique-
ness. Scientists representing this approach emphasize
that a brand expresses values, it is “a unique, reliable
promise to consumers”’ (see Buzzel et al., 1987; Kap-
ferer, 1992; and others). Thus the aspect of perceived
quality (functional, emotional value) is included into
the brand concept and this should be associated with
functions of a brand.

The three problem aspects of definition of con-
tents of concept of a brand that were distinguished
are first of all related to interpretation of concept of
brand: in the first place it is entered into what is en-
compassed by a brand and how a brand could be desc-
ribed.

The three distinguished approaches towards
description of contents of a concept of a brand not on-
ly reveal the changed contents, but also illustrate the
evolution of theoretical concepts of marketing. Inter-
pretation of a brand as a functional means for identi-
fication is among the first historically evolved. Scien-
tists advocating this approach maintain that a brand
first of all distinguishes particular goods or services
among others.

A brand as a complex of various elements —
in this group of attitudes of scientists the complexity
as well as links among various elements are emphasi-

zed. A brand is treated much more broadly — not only
as a functional means for identification.

The third distinguished group of attitudes of
scientists reveals yet other contents of a concept of
a brand: a brand is seen as a promise. In this case a
brand becomes a commitment to consumers, a gua-
rantee of the quality perceived/expected.

The identified approaches to concept of a brand
reveal that, on the one hand, the concept itself is in-
terpreted variously; on the other hand, a brand incre-
asingly more often tends to be associated with intan-
gible elements.

To sum up the scientific discussions, the follo-
wing definition of the concept of a brand can be pro-
vided: a brand is a combination of various (physical,
emotional, aesthetical, etc.) elements, which determi-
nes a unique promise for customers.

Identification of brand functions

When discussing a brand in scholarly literatu-
re, two concepts are used: function and benefit. Be-
nefits delivered by a brand actualize the definition
of functions or purpose. In scholarly literature (Aak-
er, 1991, 1996, 2001; de Chernatony et al., 2003;
Gregory, 2004. Hankinson et al., 1995; Hart et al.,
1998; Kapferer, 2003, 2008; Aleliunaite et al., 2000;
Amber, 1997; Kupryte et al., 2003; and others) func-
tions of a brand are now steadily classified into two
groups: for a consumer and for a brand owner (a pro-
ducer, a company, and the like).

Such classification is based on highlighting the
value delivered by a brand with a view to answer the
question of who benefits? Amber (1997) states that
brand functions can be classified by criteria of use-

fulness: functional, psychological, economic useful-

ness. This aspect is also related to definition of brand
as a promise of uniqueness. Lantieri (2009) points
out that in the XXI century increasingly more atten-
tion is paid to psychological usefulness of a brand,
which evidently develops orientation towards consu-
mers.

Meanwhile Park et al. (1986) propose to classi-
fy the benefits of a brand by the level of satisfaction
of needs, and distinguish three variants. First, func-
tional needs (viewed as simply the solution of pro-
blems of consuming) of users are satisfied, in this ca-
se a brand is essentially not important and most often
associated with external attributes (logotype, packa-
ge, and so on) only. Experiential needs are associated
with a brand (as a complex of various elements, emp-
hasizing the emotional aspect, attachment, links).
Consumer’s experience is often associated with the
factor of perceived quality as well (Aaker and Joa-
chimsthaler, 2000). Experience determines favouri-
tism from consumers’ as well as their lower sensitivi-
ty to price changes.



Park et al. (1986) put a special emphasis on
symbolic conception of benefit of a brand, noting that
in this case the consumer’s relation to a brand is alrea-
dy important: a brand often becomes a symbol, an ex-
pression, a sign of exclusiveness. This particularly re-
lates to a brand as an instrument of competitiveness.

Panigyrakis et al. (1999) relate brand functions
to role of the brand managers, which they sum-up by
identifying the main activity functions (such as mar-
ket analysis, brand development plan preparation, de-
velopment and coordination, etc.). This emphasizes
responsibility of managers for value and profit of a
brand.

Among the main functions of a brand we can
mention that a brand impels a consumer to identify
the origin of goods or services (a producer), to distin-
guish the good or service from others (a consumer
distinguishes goods or services by their brand and ex-
pects the same quality) and promotes the producer,
its goods, therefore a registered trademark is used,
which is exclusive, informative, attractive and memo-
rized by a customer and the one of a kind on the mar-
ket. This finds agreement of many scientists (see Aak-
er, 1996; Davis, 2002; de Chernatony, 2001; Kuvykai-
te, 2001; Kupryte et al., 2001; Nilson, 2000; Chaud-
huri, 1999; and others). This function is related to con-
ception of a brand as a means of identification.

Different scientists identify a different number
of brand functions (5-10 functions for customers, 6-
10 functions for companies, see Figure 1).

The carried out logical-critical analysis of scho-
larly literature enabled distinguishing five functions
of a brand for the consumer:

e simplification of decision to purchase;
guarantees or reduction of risk;
communicative;
personalization;
satisfaction stimulation.

All these functions are related to the aspect of
psychological usefulness, and decision to purchase
and reduction of risk are additionally related to func-
tional usefulness of a brand.

It should be mentioned that the carried out ana-
lysis of scholarly literature (see Aaker, 1996; Davis,
2002; de Chernatony, 2001; Kuvykaite, 2001; Kup-
ryte et al., 2001; Nilson, 2000; Brown, 1960; and ot-
hers) has revealed that in this case there is a tendency
to identify much more functions — as much as eight.
Brand functions for the owner (producer, company,
and the like) of the brand.

e communicative;

e defence function;

e barrier against competitors’ entry to the mar-
ket;
positioning tool;
financial benefit;
image creation;
customer loyalty building;
simplification function.

( Brand functions )

For customers:

e Easier identification of the commodity;

e Represents features and benefit of the commodity;
o Facilitates evaluation of the commodity;

o Gives the commodity position on the market;

e Decreases purchase risk;

o Stimulates interest in the item.

For companies (producers):
Helps build a group of loyal customers;
Protects against competition;

Creates exclusive advantage for an item;
Helps to position the item.

Fig. 1. Brand functions
Source: composed by the author with reference to Barnes, 2001; Haig, 2009

It must be noted that some functions could be
connected/merged, because the aims sought to be
achieved are similar or close. For example, defen-
ce and barrier against competitors’ entry to the mar-
ket are essentially the functions of defensive (protec-
tive) nature. There could also be a discussion on po-
sitioning, communicative and company image crea-
tion functions, as the latter are related to communica-
tion and image (both of company and of brand) buil-

ding. Functions of financial benefit and simplification
could be intermingled as well.

Communicative and positioning, defence and
protection, financial benefit, customer loyalty — these
four brand functions for companies (producers) would
encompass the benefits delivered by the brand.

Empirical and scientific research into various
aspects of functions of a brand well developed not
only interpretations of conception of a brand, but al-



so revealed the criteria of perceived quality and com-
mitment (see McNeal et al., 1981; Shimp, 1993; Janiszewski et al.,
2000). On the other hand, empirical research into func-
tions of a brand elevated the advantages of value of a
brand for a consumer. Burnett et al. (2007) stress that
a consumer’s relation to a brand must be emotive, ex-
periential.

To sum up the problem points of definition of
contents of functions of a brand, it must be mentioned
that first of all the benefits delivered by a brand are
emphasized, by identifying quite a number of func-
tions at the same time. The latter are traditionally sor-
ted into two groups.

Conclusions

To sum up it can be said that most often it is
emphasized that brands are not just simple and easi-
ly measured “objects”, but are related to essential pe-
culiarities that satisfy the customers’ rational, emotio-
nal, social and cultural or other wishes and needs. In-
terpretation of contents of both the concept and func-
tions of a brand reflects the change in marketing ide-
as and conceptions: a shift from functional identifica-
tion to brand as a symbol (this is also related to chan-
ge in contents of the functions and the concept).

Analysis of scholarly literature has revealed
the problem points of description of contents of a con-
cept of a brand when the conception of a brand was
qualitatively expanding: there was a move from a
brand as a functional tool of identification to a brand
as a promise of uniqueness. A brand as a description
of a promise of uniqueness and a combination of va-
rious elements not only illustrates the changed pro-
cess of integrated marketing communication, but also
reveals the problem aspect of a lifecycle of a brand.
In different approaches of scientists to the concept of
a brand one can identify the perspective of longevity,
because it is noted that successful brands are those
that adapt to environment and thrive in a long run des-
pite the competing brands.

Therefore we can present a revised concept of
a brand: a brand is a complex of various (emotional,
physical, aesthetic, etc.) elements, which determines
a unique promise for customers.

The three distinguished approaches towards
description of contents of a concept of a brand not on-
ly reveal the changed contents, but also illustrate the
evolution of theoretical concepts of marketing. Inter-
pretation of a brand as a functional means for identi-
fication is among the first historically evolved. Scien-
tists advocating this approach maintain that a brand
first of all distinguishes particular goods or services
among others.

A brand as a complex of various elements —
in this group of attitudes of scientists the complexity

as well as links among various elements are emphasi-
zed. A brand is treated much more broadly — not only
as a functional means for identification.

The third distinguished group of attitudes of
scientists reveals yet other contents of a concept of
a brand: a brand is seen as a promise. In this case a
brand becomes a commitment to consumers, a gua-
rantee of the quality perceived/expected.

The identified approaches to the concept of a
brand reveal that, on the one hand, the concept itself
is interpreted variously; on the other hand, a brand
increasingly more often tends to be associated to in-
tangible elements.

Meanwhile scholarly literature analysis has re-
vealed that first the benefits brought by a brand are
emphasized, identifying many functions at the same
time. Brand benefit aspect reveals the system of func-
tions of a brand, because both customers and produ-
cers seek various aspects of usefulness of a brand
(ranging from functional to symbolic). Brand helps a
producer to build a group of loyal buyers, facilitates
competition on the market and also creates added va-
lue and helps to position the product.

Therefore the benefits of a brand reveal brand
functions that are traditionally arranged into two
groups: for companies and for customers. However,
brand benefit analysis also gives rise to discussion of
functional, experiential, and symbolic levels.

Communication and positioning, defence and
protection, financial benefit, customer loyalty — the-
se are the four brand functions for companies (pro-
ducers), which encompass the benefits brought by a
brand.

Brand functions for customers that reveal the
main aspects of brand purpose for customers are sim-
plification of decision to buy; guarantees or reduction
of risk; communication; personalization; and satisfac-
tion stimulation.
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Prekés Zenklo savokos ir funkcijy interpretavimas: teoriné prieiga

Santrauka

Mokslinéje literatiiroje, aptariant prekés zenklo kon-
cepcija, akcentuojama, jog prekés zenklas suteikia papil-
doma verte, kuri i$skiria pasitilyma i$ konkurenty pasitily-
my, skirty tam pac¢iam vartotojy poreikiui tenkinti, prekés
zenklas tampa konkurencinés kovos jrankiu, nes siekiama
ilgalaikio vartotojy lojalumo ir prisiri§imo per individua-
lizuotus poreikius. Mokslininkai aktualizuoja keturias pa-
grindines prekés Zenklo koncepto problemy grupes, kurios
atspindi moksliniy diskusijy kryptis:

1.Diskusijos apie prekés zenklo sampratos interpre-
tavima, kai savokos daugiareiksmiskumas salygoja skirtin-
gus pozidirius.

2.Prekés zenklo kaip komunikacijos instrumento
daugiaaspektiSkumas: tas pats prekés zenklas yra komuni-
kaciné zinuté tiek iSorinéms, tiek vidinéms auditorijoms,
o tai gali lemti (daznai ir lemia) skirtingus komunikacijos
budus ir laukiamus rezultatus.

3.1zvalgos apie prekés zenklg kaip vieno strateginiy
organizacijos iStekliy (pa)naudojima, siekiant bendruyju
imongs tiksly.
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4.Aktyvaus ir samoningo prekés Zenklo valdymo
problemos, kurios daznai ne tik apima proceso dedamuyjy
daliy jvairiapus¢ analizg, bet ir jgalina pasitelkti tarpdiscip-
linin{ pozitrj.

Didéjanti prekeés zenklo svarba mokslinéje literata-
roje i8ryskéja placiai ir jvairiai diskutuojant apie prekés
zenklo koncepta ir funkcijas: ta pati savoka interpretuoja-
ma jvairiapusiskai, pateikiama nemazai skirtingy prieigy
ar pozitiriy. Imonéms darosi sudétinga valdyti tai, kas netu-
ri aiSkiy parametry, o kartais prekés Zenklas yra supaprasti-
namas iki elementaraus lygmens: fizinés jo iSraiskos.

Prekés zenklo savokos ir funkcijy turinio kaita ska-
tina aptarti jo turinj, i$skiriant pagrindines prekés zenklo
savokos interpretavimo kryptis, kintan¢ias funkcijas.

Sio straipsnio aktualumas ir naujumas sietinas su
prekés Zenklo savokos ir funkcijy turinio kaitos aptarimu,
i$skiriant pagrindinius mokslinéje literatiiroje pateikiamus
pozitirius bei interpretacijas. Savoky turinio analizé — nuo-
latinis moksliniy tyrin€jimy objektas.



Straipsnio probleminis klausimas: koks yra pre-
kés zenklo ir funkcijy turinys?

Straipsnio tikslas — teoriniu aspektu aptarti prekés
zenklo savokos ir funkcijy turinj.

Tyrimo metodai: sisteming, lyginamoji, loginé-kri-
tiné mokslinés literatiiros analizé.

Siame straipsnyje nagrinéjama prekeés Zenklo savo-
ka ir funkcijos, analizuojant, lyginant ir sisteminant jvairiy
mokslininky i§sakytus pozitirius. Pirmoje straipsnio dalyje
aptariami trys mokslingje literattiroje dominuojantys pozii-
riai | prekés zenklo sgvokos turini:

1.Prekés zenklas traktuojamas kaip funkciné iden-
tifikavimo priemoné. Sio poZifirio atstovai teigia, kad pre-
kés zenklas atskiria vienas prekes ar paslaugas nuo kity,
t. y. prekés Zenklo paskirtis — padéti vartotojui (at)skirti,
(at)pazinti, identifikuoti ir pan. Si pozifir galima bity kri-
tikuoti dél siauros prekés zenklo paskirties nusakymo ir
teigti, kad butent Sis pozilris yra istoriSkai pirmasis. Juk
pirmoji prekés zenklo funkcija, pasak Lury (1989) —identi-
fikuoti prekes.

2.Prekés zenklas aiSkinamas kaip jvairiy elementy
kompleksas. Siuo poziiiriu besivadovaujantys mokslinin-
kai prekeés zenkla apibuidina kaip jvairiy (emociniy, fiziniy,
racionaliy, estetiniy ir kt.) elementy derini / kompleksa,
kombinacija, kuri suformuoja ivaizdi, nuomong ir pan. Pre-
kés zenklas nebéra aiskinamas tik kaip identifikavimo prie-
mong, bet ir bandoma nusakyti, kaip ar kuo patraukti varto-
tojo démesi, dazniausia plétojant / pabréziant funkciniy ir
emociniy elementy, savybiy derme. Sio poziiirio atstovai
iSryskina prekés zenklo vertés, prekés zenklo identiteto ir
prekés zenklo ivaizdzio aspektus. Pastarasis pozitiris sujun-
gia keleta pagrindiniy dimensijy: ivaizdi, reputacija ir iden-
titeta.

3.Prekés zenklas apibtdinamas kaip iSskirtinumo
pazadas. Sio poziiirio besilaikantys mokslininkai pabrézia,
kad prekés zenklas iSreiskia vertybes, nes tai ,,i$skirtinis,
patikimas pazadas vartotojams®. Taip i prekés zenklo sa-
voka itraukiamas suvokiamos kokybés aspektas (funkci-
né, emociné nauda) ir susiejama su prekés zenklo funkcijo-
mis.

Mokslinés literatiiros analizé parodé, kad néra
vienareikSmeés prekés zenklo savokos traktuotés. Prekes
zenkla galima apibudinti kaip jvairiy (fiziniy, emociniy,
estetiniy ir kt.) elementy kompleksa, salygojanti iSskirtini
pazada vartotojams.

Apibendrinant §iuos mokslininky svarstymus gali-
ma pabrézti, kad kintantis prekés Zenklo savokos turinio
interpretavimas atskleidzia naujas marketingo mokslo ten-
dencijas ir raidos etapus. Prekés zenklo apibiidinimas kaip
i$skirtinumo pazado apiblidinimas sietinas su vertybémis,
ilgalaikiSkumu, nes pazymima, kad sékmingais laikomi tie
prekes zenklai, kurie prisitaiko prie aplinkos ir klesti ilga-
laikéje perspektyvoje, nepaisant susidiirimy su konkurenty
prekeés zenklais.

Antroje straipsnio dalyje aptariamas prekés zenklo
funkcijy aspektas. Mokslingje literattiroje yra dvi sgvokos:
funkcijos ir naudos, sietinos su prekés zenklo funkcijomis.
Prekés zenklo teikiamos naudos aktualizuoja funkcijy ar
paskirties nusakyma. Mokslinéje literatiroje yra nusisto-
véjes prekés zenklo funkcijy skirstymas i dvi grupes: var-
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totojui ir prekés Zenklo savininkui (gamintojui, jmonei ir
pan.).

Ivairis mokslininkai nurodo skirtinga prekés zenklo
funkcijy (vartotojams priskiriamy funkcijy jvardijama nuo
penkiy iki deSimtiems, o imonéms (gamintojams) iprastai
skiriama nuo $es$iy iki deSimties funkcijy) skaiéiy.

Atlikta loginé-kritiné mokslinés literatiiros analize
leido identifikuoti penkias prekés zenklo funkcijas varto-
tojams, kurios atskleidzia pagrindinius paskirties biitent
vartotojams aspektus: pirkimo sprendimo supaprastini-
mas; garantijos arba rizikos sumazinimas; komunikacing;
suasmeninimas; pasitenkinimo skatinimas. Visos §ios funk-
cijos susijusios su psichologinio naudingumo aspektu, o
pirkimo sprendimo ir garantijos sumazinimas susijgs ir su
prekeés zenklo funkciniu naudingumu.

Sitoks skirstymas pagristas prekés Zenklo teikia-
mos naudos iSrySkinimu, siekiant atsakyti i klausima, kam
tai naudinga? Amber (1997) teigia, kad prekés zenklo funk-
cijas galima skirstyti pagal naudingumo kriterijus: funkci-
nis, psichologinis ir ekonominis naudingumas. Sis aspek-
tas susijes ir su prekés zenklo kaip iSskirtinumo pazado
nusakymu. Lantieri (2009) pazyméjo, jog XXI a. vis dau-
giau démesio skiriama psichologiniam prekés zenklo nau-
dingumui, kuris akivaizdziai yra orientuotas i vartotojus.

Park et al.(1986) sitilo prekés zenklo naudas skirsty-
ti pagal poreikiy patenkinimo lygj, iSskirdamas tris varian-
tus. Pirmiausia, tenkinami funkciniai vartotojy poreikiai,
kurie traktuojami kaip paprasciausias vartojimo problemy
sprendimas. Siuo atveju prekés Zenklas i§ esmés néra svar-
bus ir dazniausia siejamas tik iSoriniais atributais (logoti-
pu, pakuote ir pan.). Patirtiniai poreikiai asocijuojasi su
prekés Zzenklu emocijomis (kaip ivairiy elementy komplek-
sas, akcentuojant emocini aspekta, prisiriSima, sasajas).
Vartotojo patirtis neretai siejama ir su suvokiamos koky-
bés veiksniais. Patirtis salygoja vartotojy palankuma bei
mazesni jautruma kainos pokyc¢iams.

Park et al. (1986) ypac pabrézia simboling prekés
zenklo naudos koncepcija, pazymédamas, kad §iuo atveju
jau yra svarbus vartotojo rySys su prekés zenklu: prekés
zenklas daznai tampa simboliu, iSraiska, i$skirtinumo at-
ributu. Taciau aptariant prekés zenklo funkcijas gaminto-
jams (jmonéms), linkstama isskirti gerokai daugiau funk-
ciju — net astuonias. Prekés zenklo funkcijos gamintojams
(ijmonéms) padeda apibendrinti paskirties aspektus jmo-
néms: komunikacing; gynybos funkcija; konkurenty pate-
kimo { rinka barjeras; pozicionavimo jrankis; finansinés
naudos; imonés jvaizdzio kiirimas; vartotojy lojalumo ska-
tinimas; supaprastinimo funkcija.

Reikia pabrézti, kad kai kurios funkcijos galéty bu-
ti susietos / sujungtos, nes siekiami tikslai yra panasis ar
artimi. Pavyzdziui, gynybos ir konkurenty patekimo { rin-
ka barjeras i§ esmés yra gynybinio (apsauginio) pobtudzio
funkcija. Tokia pat linkme biity galima diskutuoti apie po-
zicionavimo, komunikacinés ir jmonés jvaizdzio kiirimo
funkcijas, nes pastarosios susijusios su komunikacija ir
ivaizdzio (tiek imonés, tiek prekés zenklo) kiirimu. Finansi-
nés naudos ir supaprastinimo funkcijos taip pat galéty biiti
suglaudintos. Komunikaciné ir pozicionavimo, gynybiné
ir apsauginé, finansinés naudos, vartotojy lojalumo — Sios
keturios prekés zenklo funkcijos imonéms (gamintojams)
apimty teikiamas naudas.



Viena vertus, empiriniai ir moksliniai tyrimai apie
prekeés zenklo funkcijas suponavo ne tik Sios sampratos
turinio kaita, bet ir atskleidé suvokiamos kokybés, isipa-
reigojimo kriterijus. Kita vertus, prekés zenklo funkcijy
empiriniai tyrimai iSkeélé vertés vartotojui privalumus, nes
vartotojo santykis su prekés zenklu turi biiti emocinis, pa-
tirtinis.

13

Prekés zenklg linkstama labiau sieti su naudos kri-
terijais, todel galima iSskirti tokius aspektus: lengvesnis
identifikavimas, naudos reprezentavimas, lengvesnis iver-
tinimas, pozicijos rinkoje aktualizavimas, doméjimosi ska-
tinamas, pagalba buriant lojaliy vartotoju rata, gynyba nuo
konkurencijos, i$skirtinio privalumo suktirimas ir pozicio-
navimas.

Pagrindiniai ZodZiai: prekés zenklas, konkurenci-
ja, prekés zenklo funkcijos.
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