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Abstract

Brand value creation is one of the importance marketing strategy to develop brand recognition
to focused customers leads to acceptance and purchasing decision. Brand value creation strengthen
brand and also the business. To develop brand value creation online, marketer and executive shall
have skills different from the traditional marketing. For example, an ability to connect or collaborate
with researcher, digital media producer, content creator or influencers to apply technology as a tool to
enhance brand value creation development efficiently and sustainably for achieve target of the

organization.
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