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“We cannot predict the future, but we can invent it” 

(Dandridge M. Cole) 

 

The fundamental principle of strategic planning:  

hope for the best, plan for the worst 

(George Friedman) 

 
Introduction:-  The purpose of this publication is to outline the key components of strategic corporate brand 

planning (vision, mission, values and strategies) and to consider management cycle of the corporate brand 

strategy as a set of steps, processes, functions which should be done to achieve the goal (obtain the results).  

 

Methodology.   

Traditional methods of deduction and induction, scientific classification and grouping, as well as empirical 

methods are used.  

 

Research results and discussions. In general, strategic brand management includes seven aspects: it may be 

considered as a concept, people, art, science, unit, process, work (performance). Strategic brand management 
process is a higher form of informational interaction and reflects the performance of the strategic management 

system.  

In organizations, planning is a process of management, aimed at defining goals for the company’s future 

direction and determining the mission and resources to achieve them. 

Strategic planning is an organization's process of defining its strategy or direction and making decisions on 

allocating its resources to pursue this strategy. To determine the direction of the organization, it is necessary to 

understand its current position and possible ways to pursue a particular sequence of actions. Generally, strategic 

planning deals with at least one of three key questions [1]:  

 

 "What do we do?",  

 "For whom do we do it?",  

 "How do we succeed?". 

 

In many organizations this is viewed as a process of determining where an organization is going over the next 

year or—more typically—3 to 5 years (long term), although some extend their vision up to 20 years.  

The key components of strategic corporate brand planning include understanding the company's vision, mission, 

values and strategies [2]. 

Vision outlines what the organization wants to be, or how it wants to see the world where it performs (an 

"idealized" view of the world). It is a long-term view, and it concentrates on the future. It can be emotive, and it 

is a source of inspiration. For example, a charity organization working with the poor might have a vision 

statement: "A World Without Poverty." 
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Mission defines the fundamental purpose of an organization or an enterprise, succinctly describing why it exists 

and what it does to achieve its vision. For example, a charity organization might have such a mission statement 

as "providing jobs for the homeless and unemployed".  

Values are the beliefs, shared among the stakeholders of an organization. Values drive an organization's 
culture and priorities, and provide a framework in which decisions are made. For example, "knowledge and 

skills are the keys to success" or "give bread to a man and feed him for a day, but teach him to farm and feed 

him for life". These example maxims may set the priorities of self-sufficiency over shelter [3]. 

Strategy, narrowly defined, means "the art of the general", a combination of the results (goals) for which the 

firm is striving and the means (policies) with the help of which it is seeking to get there. A strategy is sometimes 

called a roadmap – which is the path chosen to plow towards the end vision. The most important part of 

implementing the strategy is ensuring that the company is going in the right direction which is towards the end 

vision. 

Organizations sometimes summarize goals and objectives into a mission statement and/or a vision 

statement. Others begin with a vision and mission and use them to formulate goals and objectives. 

For an organization's vision and mission to be effective, they must become assimilated into the organization's 

culture. They should also be assessed internally and externally. The internal assessment should focus on how 
members inside the organization interpret its mission statement. The external assessment, which includes 

business stakeholders, is valuable since it offers a different perspective. The discrepancies between these two 

assessments can provide insight into their effectiveness [4,5]. 

There are many approaches to the strategic plan process, and this is one of them (figure 1).  

 

Figure 1. Strategic plan process [2,9,10] 

 

Strategic corporate brand management process consists of a sequence of specific steps and phases. In content 

analysis of strategic corporate brand management process, we can define certain functions, activities and tasks. 

While analyzing strategic corporate brand management process in terms of management technology, we usually 

determine operations, subprocesses (partial processes), algorithms and procedures.    

Management cycle of the corporate brand strategy implementation (figure 2) is a set of steps, processes, 
functions which should be done to achieve the goal (obtain the results), and may be represented with the 

following partial processes: providing means of goal achievement for the strategy target program; developing 

the strategy target program; implementing the strategic program. Each stage of strategic management process is 

implemented by means of the dependent management procedures [6,7]: 

 

- setting the goals;  

- informing (includes information search, systematization and processing); 

- analytical activity (includes operations concerning the estimation of the state of the object of 

management and its environment, the determination of key success factors etc., and "serves" all stages of the 

management process); 

- alternatives (in difficult situations we should take into account many options, so the alternative is 

required, but it doesn’t always lead to the selection of the best solution); 
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- implementing strategic decisions (strategic management process is completed with practical 

implementation of the solution; if not, then strategic management process has no reason, and the 

resources for the preceding procedures should not be wasted). 

Partial processes, in their turn, may be decomposed into operations (action or set of actions to fulfill 
management tasks), and operations may be decomposed into the elements – logical relationship of management 

categories which determine what strategic management process is fulfilled for, what is the reason of strategic 

management process, and what kind of impact is produced in strategic management process [8].   

 

  

         

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Management cycle decomposition in strategic management  
 

Conclusions. Thus, strategic corporate brand planning is a management tool which helps an organization to 

focus its energy to ensure that members of the organization are working toward the same goals, to assess and 

adjust the organization's direction in response to a changing environment [3].  

So, to get your business to where you want it to be, start with the determination and drive to develop a useful 

and living strategic planning process. Give it strong support and leadership from the top down. Develop and 

evolve it with participation and buy-in from the bottom up. Strategic planning is your company’s road map to 

your vision [4]. 
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