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SUMMARY OF THE PHD THESIS 

 

Innovation through design and brand management based on this direction currently 

represent a less extensive area of research, with limited possibilities to quantify their impact on the 

competitiveness and profitability of the companies in the services sector. In this context, the 

current paper seeks to contribute to a better understanding of how these factors can contribute to 

the success of service companies and, at the same time, to provide an instrument aimed at 

streamlining brand management, suited to modern companies, oriented towards obtaining 

competitive advantages in an extremely dynamic market. 

The proposed business model was built, in the absence of other information that could be 

used in this regard, starting from the analysis of the elements that ensure the success of some top 

companies and from the validation of the common factors identified by conducting an opinion poll 

among consumers. The research has shown the existence of certain correlations between the tested 

elements and the consumers’ preferences, so that any company that wants to apply the proposed 

model, knowing the impact that certain elements have on the consumer behavior of existing and 

potential customers, will be able to take the best and most cost-effective decisions regarding brand 

management. 
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