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Studying the brand policy of any entity is a primary step in the development of the activity, the more the brand
becomes known, the more the number of consumers increases. The brand policy implemented by any company aims to
make the brand recognizable among customers, based on the availability of financial resources. The purpose of this article
resides in the research of the brand policy implemented by Magdalena Woodbag products, based on the economic-financial
situation of the BM Public company. The results of this paper, expressed graphically, schematically, and tabularly, constitute a
case study of a brand policy, the legal aspect of their implementation, the role and importance, as well as strategic aspects
regarding their use, taking into account the economic-financial situation of the company. The conclusions of the study
are aimed at designing a brand policy that could be used by the entity to increase brand awareness.
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PROMOVAREA POLITICII DE MARCA A ENTITATII ECONOMICE

REIESIND DIN SITUATIA SA ECONOMICO-FINANCIARA

Studierea politicii de marca a oricdrei entitéti este un pas primordial in dezvoltarea activitdtii; cu cat marca devine
mai cunoscutd, cu atdt mai mult creste numarul de consumatori. Politica de marca implementata de orice companie are
rezida in cercetarea politicii de marcad implementate la produsele Magdalena Woodbag, reiesind din situatia economico-
financiard a companiei BM Public. Rezultatele acestei cercetari, exprimate grafic, schematic si tabelar, constituie un
studiu de caz al unei politici de marca axat pe aspectul legal de implementare a acesteia, rolul si importanta, precum si
pe aspecte strategice privind utilizarea ei, tinindu-se cont de situatia economico-financiara a companiei. Concluziile studiului
vizeaza proiectarea unei politici de marca care ar putea fi utilizata de entitate, pentru a creste notorietatea brandului.

Cuvinte-cheie: strategie de marketing, indicatori financiari, politica de marca, produs inovativ, politica de promo-
vare, branding, nisa de piata.
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