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Abstract: Internet as medium enables business activity of the company in virtual 
space. Companies nowadays cope with greater difficulties arising from challenges of 
growing e-markets and rapidly changing factor of customers’ behaviour. With 
increase of number of Internet users, branded products are constantly being 
attributed growing significance, when compared with other media, channels and 
surroundings. Internet should be considered from the right point of view as medium 
for realisation of strategic marketing goals, used for strengthening of the brand 
recognition, which finally results in acquiring of new customers, higher loyalty, 
greater market quotas and increase of sale revenues. The authors of this paper give 
review of theoretical views of product brands and brand value concept. Finally, 
strategic marketing model for the process of creation of brand equity has been 
reconsidered. 
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