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Abstract: Professional brand building as a challenge for the Polish furniture industry. Professional brand 

althou

purpose of the article has therefore bee
well as to specify the role and gist of a brand in communicating with marketing environment of a firm.

n the processes of creating a 

played an increasingly important role in making a buying decision.
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INTRODUCTION

Furniture business is one of the most buoyantly developing industries in Poland. Over 
e been improved in terms of 

a
numerous group of domestic family businesses. Foreign corporations’ investments thanks to 
which know-how has been transferred and opening of foreign markets to Polish furniture have 
been of much significa
has become to be ranked among the top furniture export 

Despite the fact that Polish manufacturers have earned the trust of many Western 
consumers

lish furniture business 

for Polish manufacturers.

THE ROLE AND THE GIST OF A BRAND ON THE FURNITURE MARKET

of creating a notable value for a customer. A significant role is to be attributed to intangible 

multidimensional process.

brings up positive sentiments. Brand is a name, term, symbol, design or a combination of 
these, created in order to identify goods or services of a seller or a group thereof and 
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differentiating them from competitors These days
has a considerable impact on social and cultural reality and has long expanded beyond its 

well as to be identifiable and distinct from others. Brands enable our self-identification since 
they are a type of an associative-information abbreviation which is immediately 
comprehensible for the outside world

ch constitute a symbol 
a

brand indicates a set of characteristics which, in a subjective perception of market 
participants, make up an emotional added value ensured by an entity symbolized by the 
brand. Due to this brands earn a loyal group of customers (...). A brand may consist of a 
verbal part (a name expressed in words) and a visual part (a characteristic mark which is a 
combination of colours and letter fonts

players.

reputation. A brand is also a ritual, legend, metaphor, legacy, tradition and a sense of the 
present, but first and foremost, a specific culture new 

brand. A specific nature of the furniture industry lies in the fact that furniture is exchanged by 
a car. Therefore experts describe the

furniture market in Poland as a so-called 
whereas the consumers make their choices once in a number of years. It is estimated that they 
make their buying decisions as

It is all the more important as very often

and in creating valuable relationships with them. This forms an indispensable condition for a 
company to be able to earn people’s trust and get a constant hold of the furniture industry. 
One can assume that 

since it simply facilitates making a decision.
Since a brand emerges due to publicity rather than advertising

public relations sector that builds and manages it. It is the application of appropriate PR tools
that enables to create an atmosphere of trust and makes a brand to become reliable. 

esent a product 
or a business in such a way that buyers would themselves consider the brand to have specific 
features. Philip Kotler holds an opinion that positioning denotes first and foremost all the 
actions concerning shaping the offer and image of a given organization leading to occupy an 
explicit, significant place in the memory of final consumers
assumed that it is a process whose goal is to make it possible for a brand to make it through 
the information buzz prevailing on the market and occupy a definite and important place in 
the target customer’s mind
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POLISH FURNITURE MANUFACTURERS’ APPROACH TO THE CONCEPT OF 
BRAND

Brand building and management is a highly significant issue in the furniture industry. 

is the manufacturers which have their own characteristic brand that are

several leading brands in Poland have begun to conduct dynamic promotional campaigns in 
they lack a planned -term strategy to 

the detail anyway.
rofessional brand building in the 

furniture industry invol

tion is 
on

brand promotion 
household appliances industry's expenses on the same purpose amounted t
million PLN during the same period and within the same territory. It is notable that both 
sectors' specificity is a period of six to seven years period after which products are usually 

that they need to make an investment in order to be successful. Businesses should apply the 
same reasoning as during investin
the return on investment is only possible after a period of time.

build their own brand’s prestige

to their emotional level – prestige
implied by

One has to 

events. What’s important here is appropriate creativity and a consistent vision – one should 
-

idea.
on an ad hoc basis. This 

process must always involve -
which is of much significance not only to to an 
enterprise. If enterprises ignore this facet the actions taken may either be meagre or even turn 
out ineffective.

the internet. What's particularly important here is that this medium may be made use of also 
by businesses which have limited promotion capabilities and can advertise their products only 
on a low-cost basis. It is increasingly frequent for potential customers to search for creative 

since the beginning of 
the -st century a huge part 
with PR actions responsible for brand building. Enterprises which will make use of the 
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-
into a growth 

The research has shown that the share of e-
marketing in the amount of money spent on brand promotion has been on a constant increase

a standard for a firm to have a website in each 
the very fact of having it is not always sufficient. One should keep track of the 

development of new technologies which create brand-new communi
as make an update of an ability to express 

-
related actions online. Firms may make use of a wide range of techniques for online brand 

are already available a

own flat whose design can be modified by a hand’s gesture. A considerable role is played here
by some schemes of web users’ conduct who more and more often precede their buying 
decisions by visiting a forum or a chat room skimming through websites in search of 
opinions by persons who have already made use of the offer or have already dealt with a 
given furniture brand.

-
products which have been recommended to them by their vir

gradually be superseded by the 
internet advertising. 

Furniture businesses ought to be ready to satisfy the customer’s needs and show him that they 
quickly respond to any 

dynamic cooperation with talented designers and engineers. One should make an assumption 
that while we already do have a quality – – we 

demanding and it is the design that will determine the sales.

CONCLUSIONS

In the present days being successful depends to a great extent on marketing and image-

to fast and long- s of reaching a relevant target 
gro

-
eractions with many 

groups and enables the creation of relationships in which both trust and transparency matter.

global markets. There are already some Polish enterprises in 

percentage of the entire market. Many Polish enterprises have continuously not brought 

this is
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simply indispensable achieve increase in 
sales.
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