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Abstract

Brand, it's not only marketing tool, is a concept for long-term investment and
strategy. Enterprises have significant influence on the level at brand; the brand is
considered a strategy. Brand management has become an important research topic in
the field of brand marking management. From the perspective of competitive
advantages, brand-oriented is the future competitive dynamics of the key factors. In
this study, brand consultancy and marketing scholars viewpoint. How do use and
distribute enterprises to which the ability to become a brand-oriented company.
Through literature review, this study will be brand-oriented corporate capacity divided
into: the distinctive capabilities, symbolic capabilities, functional capabilities and the
organizational capabilities. Then survey and analytic hierarchy process (AHP) of the
application, and analysis of various elements of the capacity of the weight. As a
brand-oriented companies should focus on the development of the capacity to become
the brand-oriented enterprises follow-up empirical research.

This research question survey collected 19 brand consultancy and brand
marketing scholars of the effective sample, and use AHP of this study are the
following conclusions:

Brand should have arich and clear brand identity, the role of brand value which
is to be distinguished from other competitors. The distinctive capabilities of the brand
position and brand identity become to an important brand-oriented business. The
"distinctive capabilities’ may be the future of brand marketing, an important research
topic.

Keywords: brand, branding, brand orientation, analytic hierarchy process
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