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Branding seems to be an important issue among all companies, also among
newly established and young companies with high growth potential or so-
called startups. This was also confirmed in our empirical research, con-
ducted among 195 Slovenian startups. Startup founders/ceos see brand-
ing as the most important business strategy in their companies. Separated
startup branding building blocks were evaluated as similarly important,
from brand vision and context building blocks to brand development and
its implementation. These findings bring important managerial implica-
tions not only for startups, but also for other companies that want to treat
and maintain their brands as dynamic and evolving entities.
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Introduction
Examples such as Tesla, Facebook, Uber or Airbnb have shaped the
anticipation that startups will be the ones to come up with the next
great innovation, disrupt entire industries, and build a strong brand. Ac-
cording to Interbrand’s evaluation of Best Global Brands in 2016, Face-
book showed the highest growth among all brands (48 in year 2015),
while Tesla became a new member among 100 top valued brands (see
http://interbrand.com/best-brands/best-global-brands/2016/ranking/).
Previous data as well as many other examples in today’s competitive envi-
ronment show that branding is important among new companies as well,
especially among those that have innovation ideas with growth potential.
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The times when branding was generally connected to large companies
or even multinationals are over. Today’s fierce environment, in combina-
tion with endless use of information and communication technologies,
has significantly changed the rules in the field of branding (Konecnik
Ruzzier, Ruzzier, and Hisrich 2013). Branding has become a crucial ac-
tivity for the successful establishment of a new company, its long-term
survival, and favourable and strong equity in the eyes of its target cus-
tomers (Gardner and Cooper 2014).
The main purpose of this paper is to present the importance of brand-

ing among startups and to examine whether startups in Slovenia rec-
ognized branding activities as important activities during their develop-
ment and implementation on the market. Startups founders or ceos of
195 companies have shared their opinion about the importance of brand-
ing in their operations on the market and evaluated separate steps in the
proposed startup branding funnel model.

Defining Startups and Their Role in the Economy
Although startups and their role in the economy are growing, there is
no commonly accepted definition of a startup. According to Rode and
Vallaster (2005), startups are raw companies, without any organizational
structure, acting legally and economically in the market for a short time.
Moreover, the authors explained that this type of business is regularly
characterized by a strong personal influence of founders and small busi-
ness networks. Ries (2011, 27) defied a startup as a ‘human institution de-
signed to create a new product or service under conditions of extreme
uncertainty,’ while he omits the organization’s size, industry and sector
of the economy. A similar definition is proposed by Ruzzier and Ruzzier
(2015, 19), who say that a startup is ‘a team of people that works on a com-
mon goal to create something new and impactful, driven by a future vi-
sion and potential of sharp growth, sharing an exciting and passionate
atmosphere, working in unstable conditions and with high risk of failure.’
While Rode and Vallaster (2005) and some other authors (e.g. Timmons
1999) also relate startup characteristics with a time dimension, recent def-
initions (Ries 2011; Ruzzier and Ruzzier 2015) omit it and instead of the
time frame stress the role of innovation, growth and unstable conditions
in the marketplace.
Startups are often based on innovative ideas with growth potential,

and could be the company to change the marketplace and create the un-
contested market space (Weiblen and Chesbrough 2015). A startup has
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table 1 Main Characteristics of ides and Traditional smes

ides smes

Focus on global markets. Focus on addressing local and regional
markets only.

The company is based on some sort of
innovation (tech, process, business model)
and potential competitive advantage.

Innovation is not necessary to sme estab-
lishment and growth, nor is competitive
advantage.

‘Tradable jobs’ – jobs that do not have to
be performed locally.

‘Non-tradable jobs’ – jobs generally per-
formed locally, e.g. restaurants, dry clean-
ers, service industry.

More diverse ownership base including
wide array of external capital providers.

Most often family businesses or businesses
with very little external capital.

The company starts by losing money,
but if successful will have exponential
growth. Requires investment. When you
put money into the company, the rev-
enue/cash flow/jobs numbers do not re-
spond quickly.

The company typically grows at a linear
rate. When you put money into the com-
pany, the system (revenue, cash flow, jobs,
etc.) will respond quickly in a positive
manner.

notes Adapted from Aulet and Murray (2013).

promising ideas, organizational agility, the willingness to take risks, and
aspirations of rapid growth (Weiblen and Chesbrough 2015). Similar was
also proposed by Rus and Rebernik (2015), who stated that startups are
an important driver of the development of new business ideas, innova-
tions and technologies in the economy. They attract creative individuals,
increase the level of engagement of entrepreneurial talent and contribute
to the commercialization of new knowledge and technologies. In most
cases, startup companies are developing globally interesting products or
services, which are also intensively directed towards growth through the
internationalization of their business (Rus and Rebernik 2015). Innova-
tion, growth, risk, uncertainty, agility are all words that describe startups
well. However, it is important to stress that not all new companies are
startup companies.
Aulet and Murray (2013) distinguished between two types of enter-

prises. As the first type, they refer to ‘innovation-driven enterprises’
(ides) that pursue global opportunities based on bringing to customers
innovations that have a clear competitive advantage and high growth po-
tential. ides can be a synonym for startups. The second type refers to
‘small- and medium-sized enterprises’ (smes), which are serving local
markets with traditional, well-understood business ideas and a limited
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competitive advantage. smes generally have low growth potential and
linear growth rate, while ides have high growth potential and if they
are successful, an exponential growth rate. The main characteristics of
ides and smes are presented in table 1 (Aulet and Murray 2013). The
distinction between these types of companies is the key to understanding
the differences between companies and their potential for job creation
and value added. Non-discrimination between entrepreneurs and their
companies, which differ in innovation, ambitions, target markets and
other characteristics, is impermissible, as it leads to a generalization of
entrepreneurship. The distinction is particularly important in the light
of developmental government policies that seek to promote long-term
sustainable economic growth and development, and consequently social
well being (Rebernik at al. 2016).
Numerous studies, especially global ones within the oecd, as well as

many at the country level, have shown that new enterprises are the driv-
ing force behind job creation (Calvino, Criscuolo, and Menon 2015). For
example, Criscuolo, Gal, andMenon (2014) explored the growth dynam-
ics of jobs in 17 oecd countries and Brazil, confirming the key role of
newly created small businesses in job creation. Similarly, this was also
confirmed by Haltiwanger, Jarmin, and Miranda (2013).

Branding in Startups

importance of branding in startups

Strong brands are well accepted among their consumers, who have a
unique and positive image of them (Keller 1993). The power of the brand
occurs because these consumers have been exposed to clear business and
marketing strategies implemented by the founders and other employ-
ees. These business and marketing strategies need to reflect the views of
the founders and other employees in the startup. Internal stakeholders
(founders, other employees) develop, co-create and live the brand, thus
enabling external stakeholders (customers) to experience it. The previ-
ously described approach represents the main ideas of the so-called bal-
anced or two dimensional perspective on branding (De Chernatony and
McDonald 2001; Konecnik Ruzzier and Ruzzier 2009; Konecnik Ruzzier,
Ruzzier, and Hisrich 2013) in a dynamic environment, and incorporates
the idea of brand co-creation, where all stakeholders have a role in brand
development (da Silveira, Lages, and Simões 2013).
The changing conditions in the market, more sophisticated and de-
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manding customers as well as a higher level of knowledge about branding
strategies require a more systematic approach to branding than ever be-
fore. Branding plays an important role in smes (Krake 2005; Merrilees
2007; Spence and Essoussi 2010; Konecnik Ruzzier, Ruzzier, and Hisrich
2013), especially among those young companies that are innovative and
have strong growth potential. As we highlighted earlier, the latter are
called startups (Bresciani and Eppler 2010; Konecnik Ruzzier and Ruzzier
2015), where branding activities should be treated as strategic ones (Gard-
ner and Cooper 2014; Busche 2014).
In the past, brand development models (i.e. De Chernatony 2010;

Kapferer 1998; Aaker and Joachmisthaler 2000) were quite static, proba-
bly in line with changes, which accrued quite slowly. Da Silveira, Lages,
and Simões (2013) seeks to advance the established conceptualization of
brand identity by proposing brand identity as dynamic concept, con-
structed over time through mutually influencing inputs from managers
and other stakeholder (e.g., consumers). Similarly, the startup brand-
ing funnel model, proposed by Ruzzier and Ruzzier (2015), represents
a dynamic branding process that incorporates the current dynamics of
the market, which is especially evident among startup companies. In its
essence, the startup branding funnel model is the idea that the brand is
an evolving entity (Ruzzier and Ruzzier 2015). This idea of a brand as an
evolving entity was already stressed by previous authors (e.g. De Cher-
natony and Dall’Olmo Riley 1999; Burmann, Jost-Benz and Riley 2009;
da Silveira, Lages, and Simões 2013; Gardner and Cooper 2014) in brand-
ing literature, while the idea of lean methodology (Ries 2011; Blank 2013)
is presented mostly within entrepreneurship literature.

startup branding funnel: dynamic branding process
Ruzzier and Ruzzier (2015, 30–3) explain the branding process through
four phases and eleven building blocks. The branding process starts with
the vision, the building block zero, because it is the starting point of ev-
ery entrepreneur’s journey. In the first investigation phase, entrepreneurs
need to investigate the industry, competitors, customers and key re-
sources within the startup. During the second, development phase, the
entrepreneurs start developing what Ruzzier and Ruzzier (2015, 71) in-
dicate as the ‘minimum viable brand,’ which includes a story and visual
elements. In the third, implementation phase, internal branding, mar-
keting channels as well as communication strategy need to be developed.
The last phase of validation and evaluation includes the process of brand

Volume 16 · Number 1 · Spring 2018



84 Matej Rus, Maja Konecnik Ruzzier, and Mitja Ruzzier

validation and evaluation, which is done by the brand’s customers but
managed by the entrepreneurs. The validation and evaluation phase thus
complements the first three phases, while some building blocks (like
story, communication) can be validated with the help and feedback of
customers. The last phase result in brand equity.
The startup branding funnel building blocks consist of (Ruzzier and

Ruzzier 2015, 32):
• Building block zero: vision
• Context building blocks: industry, competitors, customers, myself
• Development building blocks: story, visual elements
• Implementation building blocks: internal branding, communica-
tion, channels

• Validation and evaluation building block: brand equity
‘All new companies and new products beginwith an almostmythologi-

cal vision – a hope of what could be, with a goal few others can see’ (Blank
and Dorf 2012). A vision is a forward looking statement that sets the di-
rection for the future development of a brand (De Chernatony 2010). As
an example, take the Apple or Amazon brands and their leaders. We can
describe Steve Jobs or Jeff Bezos with different superlatives in the process
of their brand building, but what was probably the most important was
their visionary role in brand development. Both had visions of what was
to come.
Selecting the future industry of a startup is one of the first strate-

gic decisions entrepreneurs need to make. The industry characteristics,
specifics and potential significantly influence the success of a startup;
therefore, its analysis and selection require considerable attention. The
most important aspects related to the industry analysis are: estimated
future industry growth; main trends; industry size; maturity of the in-
dustry; industry structure in terms of competition; entry barriers; capital
intensity; and industry dynamics. The success of the startup brand is
highly related to the target group of customers and the innovative way
the startup addresses their perceived pains. In addition to knowing their
target customers, the startups need to be aware of what others are do-
ing in order to know how to develop, build, and strengthen their own
brand. The focus should not only be on direct competitors who sell sim-
ilar brands, but also indirect competitors who satisfy the same need of
target customers with different brands. Knowing and understanding your
competitors gives you the ability to position your brand uniquely in front
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of the competition. During the ‘myself ’ building block, financial and hu-
man resources need to be evaluated (Ruzzier and Ruzzier 2015, 46).
Previously described context building blocks are all prerequisites for

starting the development of a brand, starting with the brand story as the
invisible part of the brand. In addition to brand vision, additional ele-
ments should be stressed: attributes, benefits, values, culture, personality,
relationships and/or community. Attributes are those descriptive features
that characterize a brand, such as what the consumer thinks the brand
is or has and what is involved with its purchase or consumption. Bene-
fits are personal values that consumers attach to the brand, namely what
consumers think the brand can do for them (Keller 1993). A value is an
enduring belief that a specific mode of conduct or end-state of existence
is personally or socially preferable to an opposite or converse mode of
conduct or end-state of existence (Rokeach 1973). Values provide guid-
ance about a desired behavior. A set of agreed-upon brand values or prin-
ciples can help employees to know how to behave in the company and
consequently fulfill and deliver the brand’s promises to target customers
(De Chernatony 2010). Culture considers the way a brand can achieve
a unique position through a particular type of staff behavior related to
the brands’ values, which characterize the organization’s culture. Brand
personality is described as a set of human characteristics associated with
a brand (Aaker 1997). These human characteristics should be applicable
to and relevant for brands. By using the metaphor of brand as person-
ality, which can be manifested through a celebrity or people from ordi-
nary life, customers find it easier to relate with and appreciate a brand
(Ruzzier and Ruzzier 2015). The relationship between the customer and
a brand helps the customer to better understand what the brand offers
(De Chernatony 2010) and co-create the brand (Cova, Ford, and Salle
2009). Dynamic branding, in addition to the idea of listening to your cus-
tomer, incorporates the idea of inviting customers to talk and to express
their thinking about the brand (Busche 2014; Ruzzier and Ruzzier 2015).
As dynamic branding evolves into brand-building relationships, brand
communities are becoming common practice among startups, which are
able to form and build communities even before the official launch of the
brand (Ruzzier and Ruzzier 2015).
Visual elements include those elements that make the brand most vis-

ible and through which the consumers can better understand the brand.
They often include elements such as name, symbol (logo, packaging), slo-
gan and domain. When choosing the visual elements of a brand, Keller

Volume 16 · Number 1 · Spring 2018



86 Matej Rus, Maja Konecnik Ruzzier, and Mitja Ruzzier

(1998) suggests that they should be: memorable, meaningful, likable in
the eyes of target customers, transferable, adaptable and protectable, both
from the legal and competitive point of view.
Spreading brand knowledge within the company is the main idea of

internal branding, which can be achieved through internal communica-
tion, training and qualification (Miles and Mangold 2004; Terglav, Kaše,
and Konecnik Ruzzier 2012). Burmann, Jost-Benz, and Riley (2009) ar-
gue, that only the integration of an internal perspective through the em-
ployee’s attachment to the brand enables an accurate assessment of the
entire brand. In startups, most activities are done very informally at the
beginning, on a personal basis and as part of a special culture in the com-
pany. ‘ceos and co-founders are surely the best startup brand ambas-
sadors, but they are not the only ones. Turning other members of the
team into brand ambassadors is of great importance for the startup and
its journey in brand building’ (Ruzzier and Ruzzier 2015, 117). The rules
of cost-effectivemarketing communications (Kotler andKeller 2012) par-
ticularly come to the forefront for startups. Ruzzier and Ruzzier (2015,
121) therefore proposed further marketing communication tools for star-
tups: word-of-mouth marketing, interactive marketing, public relations,
advertising, personal selling and direct marketing. The goal is to find
the most suitable and cost-effective mix, which will result in marketing
the brand in a more innovative and attractive way to target consumers
as compared to its competitors. The basic task of marketing channels
is to reach the target customers, either directly (direct marketing chan-
nel) and/or with the help of intermediaries (indirect marketing channel).
Many startups use both approaches, while some start with one approach
only (in many cases with direct marketing channels).
The validation and evaluation building block finally results in brand

equity, as a concept of how customers perceived the brand. In general,
a customer’s evaluation of a brand can be measured with brand aware-
ness, image, perceived quality and loyalty (Keller 1993; Konecnik Ruzzier
and Gartner 2007). To the previous four elements, some authors add oth-
ers, such as market share (Aaker 1996). Because startups need to have
immediate feedback on their brand, these traditional measures should
be upgraded and combined with other relevant key metrics (Croll and
Yoskovitz 2013).

Research Methodology
Data were collected with the help of online survey. The questionnaire
was addressed to founders or ceos of legal and formally established
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young Slovenian innovative companies with a strong growth potential.
The companies needed to be up to 6 years old. The study instrument
can be divided into three parts in terms of content. The first part of the
questionnaire contains entrepreneurial questions. In the second part of
the questionnaire, marketing questions, with a specific focus on brand-
ing perspective, were posed. The third part of the questionnaire included
characteristics of startup companies as well as sociodemographic char-
acteristics of participants.
Branding questions, which are in the focus of this paper, were pre-

pared according to previously analyzed literature, mainly according to
the recently proposed startup branding funnel methodology (Konec-
nik Ruzzier and Ruzzier 2015). For each startup branding funnel build-
ing block (Konecnik Ruzzier and Ruzzier 2015), several statements were
posed. Statements were measured on a 5-point Likert Scale anchored by
1 – strongly disagree to 5 – strongly agree.

Results
sample

The online mail survey resulted in 195 usable responses from Slovenian
startups. Almost half of the interviewed startups (49.2) were under two
years old, with 27.2 of them under one year and 22.1 under the age of
two. 15.4 were under three years old and 11.8 younger than four years.
The rest of them were younger than five or six years. Most, namely 41
of startups, had two co founders, 23.6 one founder and 19 had three
co-founders. The rest of them were founded by four (9.2), five (5.1) or
even more co-founders.
Among 195 startups, 26.7 of them are in the so-called ‘seed stage,’

where they are dealing with the challenges of developing and testing the
concept of a product, and developing and testing a business model on the
market, but not yet generating revenue. The next phase, i.e. the ‘startup
stage,’ was the most numerous, as 41.5 of participating startups have al-
ready completed the development of their first selling product and are
generating the first revenue. The third, so called ‘growth stage,’ consisted
of 27.7 of startups, which in fact are already being transformed into es-
tablished companies and leaving the status of a startup company. In the
third group of startups, the market potential of the product and business
model have been successfully validated on the market. At this stage, they
are already ripe for an enhanced investment in market performance and
the rapid growth of sales. 4.1 of startups did not identify the develop-
ment stage in which they were currently.
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table 2 The Most Important Business Strategies

Business strategy m sd

Brand development . .

Product development . .

Organization development (processes, structure, communication . . .) . .

Strengthening employees’ motivation and their development . .

Fast growth . .

Strengthening the organizational culture (norms, standards, values . . .) . .

Profitability . .

notes m – mean, sd – standard deviation. N = 195.

Startup companies are predominantly, but not exclusively, related to
high technologies, so it is not surprising that as many as 17.4 of ana-
lyzed startups work in the field of industrial technology and hardware or
software. Software development is followed by 10.8, software as a ser-
vice model (SaaS) by 9.7 and 6.7 by green technologies. 5.6 of star-
tups deal with online or mobile applications or solutions. It is clear from
the data that significantly more than half of all startups work in ict or
ict-related fields. An important share of 4.6 of the startups operate in
the fields of bio- or nanotechnology and medical technologies, which are
among the more demanding and promising sectors of the economy. The
same percentage (4.6) of startups operate as consulting companies.

startup branding funnel building blocks

The various ‘development’ startup stages within the branding funnel re-
quire the entrepreneur to focus on some kind of business strategies or key
activities. We asked respondents to evaluate the most important business
strategy for their startup. Among all proposed business strategies (table
2), brand development was chosen as the most important one (m = 4.16,
sd = 0.969) and was closely followed by product development (m = 4.11,
sd = 1.034). In third place, the organization development was chosen (m
= 3.86, sd = 1.024) and was followed by strategies for strengthening em-
ployee motivation and their development (m = 3.70, sd = 1.164). Due to
the relatively small share of enterprises in the growth stage, it is quite un-
derstandable that fast-growing activities in the sample of surveyed star-
tups are only in fifth place (m = 3.61, sd = 1.127). The least important
strategy for startups was profitability (m = 3.36, sd = 1.114).
As can be seen from table 3, startup founders agreed that they had a
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table 3 Vision Statements

Building block : Vision statements m sd

When we founded the startup, we had a clear vision. . .

Throughout our business, our vision is being upgraded and cleaned. . .

notes m – mean, sd – standard deviation. N = 195.

table 4 Context Building Block Statements

Context building blocks statements m sd

We knew the industry we entered well. . .

At the time of entering the market, we did not have direct competition. . .

When we entered the market, we knew who our customers would be. . .

Our customers today are different from those we anticipated when
entering the market.

. .

Our team covered diverse knowledge (tech., business, marketing, . . .). . .

We outsource the lacking knowledge. . .

notes m – mean, sd – standard deviation. N = 195.

clear vision when they founded their startups (m = 3.93, sd = 1.008) and
even more so that their vison is being upgraded and cleaned throughout
their business (m = 4.45, sd = 0.697).
Among context building blocks statements (table 4), participants most

agreed with the statement that their team covered diverse knowledge (m
= 4.22, sd = 0.872) and partly also that they outsource the knowledge
they lack. As can be seen, the majority of startups agreed that they knew
quite well who their customers would be (m = 3.83, sd = 0.978) and the
industry (m = 3.68, sd = 1.198) when they entered the market. Partici-
pants had a diverse opinion about competition (m = 3.03, sd = 1.416),
also seen from the high standard deviation, as some thought that they
had direct competitors, while others believed, that they didn’t have any
direct competition at the time of entering the market. Even less agree-
ment and more diverse opinion is recognized in the customers they have
today versus those they anticipated.
Participants strongly agreed that for market success, more than just a

technically advanced product is needed (m = 4.76, sd = 0.555) as well as
that they created a product with the help of their prospective users (m =
4.10, sd = 0.966). They understand the brand primarily as a good story
(m = 4.44, sd = 0.819) and not as visual elements (m = 2.79, sd = 1.253).
This was the only development building block statement (table 5) that had
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table 5 Development Building Block Statements

Development building blocks statements m sd

For market success, more than just a technically advanced product is
needed.

. .

We understand brand primarily as visual elements (name, logo, slogan,
domain, . . .).

. .

We also understand brand as a good story. . .

Our story seems to be important and crucial to our success. . .

The values and culture we live contribute to our success. . .

We created a product (or service) with the help of our prospective users. . .

notes m – mean, sd – standard deviation. N = 195.

table 6 Implementation Building Block Statements

Implementation building blocks statements m sd

We know how to fulfill our promise to our customers. . .

We carefully fulfill our promise to our customers. . .

Communication is an important part of our success. . .

We adapt the communication according to the target group of cus-
tomers.

. .

Communities are important for our success. . .

Mostly we combine direct (our website) and indirect (through the
intermediaries) market channels.

. .

notes m – mean, sd – standard deviation. N = 195.

a mean value below 3, while others were evaluated above 4. Their brand
story seems to be important and crucial to their success (m = 4.04, sd =
1.009), also with a combination of values and the culture that they live in
the company (m = 4.16, sd = 0.876).
Similarly, high agreement was recognized among implementation

building block statements (table 6). Participants agreed, that they know
how to fulfill their promise to their customers (m = 4.29, sd = 0.725)
and that is important that they fulfill the promise carefully (m = 4.32,
sd = 0.807). Communication seems to be a very important part of their
success (m = 4.45, sd = 0.760), and they adapt it according to the target
group of customers (m = 4.36, sd = 0.802). It looks like communities are
also important for their success (m = 4.02, sd = 1.030). However, some
startups combine direct and indirect markets channels, while others use
only either the direct or the indirect approach to reach their customers.
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Conclusion

As can be seen from recent academic and practical literature, branding is
also becoming an important topic among newly established companies
that are entering today’s hyper competitive market. This is especially evi-
dent in companies that are innovative and have high growth potential or
so-called startup companies.
Our empirical research, conducted among 195 Slovenian startups, con-

firmed that branding is very important among newly established compa-
nies. Startup founders/ceos evaluated brand development as the most
important business strategy in their startup, followed by product and or-
ganization development.
In addition to understanding the current circumstances on the market

(industry, competitors) as well as target customers, startup founders and
ceos are convinced thatmore than just a technically advanced product is
needed for market success. In addition, they understand brand primarily
as a good story and not so much as visual elements. This understand-
ing goes in line with modern brand conceptualization (De Chernatony
2010; Konecnik Ruzzier and Ruzzier 2013). In this regard, the brand story
should originate from product or services uniqueness, but should be up-
graded with emotional appeal, which invites potential customers to be
not only buyers of a brand, but also its co-creators. Treating customers as
co-creators was confirmed as an important issue in our research.
Startup founders/ceos are convinced that correct and appropriate

implementation is necessary for today’s success on the market. Inno-
vative and target oriented communication becomes a must for startups:
it doesn’t only raise awareness among their target customers but also con-
sequently leads to the customers’ emotional involvement, and hopefully
ends with the purchase of a brand.
The above presented research findings guide many practical implica-

tions not only for startup companies, but also for other companies that
operate in today’s fierce competition. Today,we arewitnessingmany cases
when larger or multinational companies are buying startups in order to
gain new knowledge, including in the areas of brand development and
its innovative marketing. In addition, brand building activities should be
incorporated in the supporting activities on the policy level to support
startup development not only in regards to development of innovative
products, but also in support of other marketing and brand related activ-
ities. Firstly, good brand development and its maintenance on the market
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require a holistic approach toward brand building, where a unique and
emotional brand story represents the core of brand building. Secondly,
branding in startups is a dynamic activity that requires daily activities,
but it should be also strategically driven with a clear focus on a long term
vision. Thirdly, appropriate and up to date implementation of a brand is
a must among companies. Understanding the brand inside the company,
innovative, cost-efficient and targeted communication as well as the com-
bination of appropriate market channels play an important role in brand
development. Fourthly, potential target customers should not be treated
only as buyers, but also as brand co-creators and its ambassadors.
The presented study is not free of limitations. As a new research topic,

startup branding phenomena should be further investigated, from a the-
oretical as well as empirical point of view. More replications of the study
are needed to confirm the importance of brand building activities of star-
tups among other countries.We suggest also replications of the model on
other companies, as model presents a dynamic approach to brand build-
ing. From the empirical point of view, additional statements should be
added to separate funnel building blocks.
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