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Abstract 

 

The rapidly evolving global economy, driven by technological advancements and climate change challenges, calls for 

innovative approaches to collaboration and competition. In this context, the “decentralised brand” concept has emerged 

from our research as a potential game-changer. This study explores the various facets of decentralised branding. It 

examines its application and implications for different organisational contexts, including individuals, co-creation, 

crowdfunding, small and large companies, public institutions, and NGOs engaged in social causes. 
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The analysis delves into decentralised brands' 

unique characteristics and advantages, such as 

adaptability, resilience, and sustainability. The 

study also investigates the potential challenges and 

drawbacks of implementing these branding 

strategies. By presenting a comparative analysis of 

case studies from each organisational context, the 

article uncovers insights into the impact of 

decentralised branding on stakeholder engagement, 

resource allocation, and decision-making processes. 

Ultimately, this research contributes to 

understanding decentralised branding's role in 

fostering effective human collaboration and 

competition and its influence on the future of 

diverse organisational landscapes. By highlighting 

both the opportunities and limitations of 

decentralised branding strategies, the study offers 

valuable guidance for stakeholders seeking to 

navigate the complex interplay between 

collaboration and competition in an increasingly 

interconnected world.  

 

MATERIAL AND METHOD 

 
Within the paper, different approaches to 

decentralised branding are analysed, taking into 
consideration the newest studies on the topic and 

investigating the previous literature and studies, 
identifying the main directions of development and 
the limits that need to be recognised.  
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RESULTS AND DISCUSSIONS 

 

Decentralised brands for individuals. 

Decentralised brands could help the 

development of better personal brands for a single 

individual or a small co-creating group (Calandra 

C., 2022). Personal brands can leverage 

decentralised decision-making processes by 

involving their audience or community in shaping 

the brand's direction, values, and goals. Personal 

involvement in brand governance can create a sense 

of ownership in the community and lead to a 

stronger and more engaged fan base. Personal 

brands can create digital tokens, enabling their 

supporters to participate in the brand's growth and 

success. 
Token holders can be rewarded for their 

loyalty, given access to exclusive content or 

experiences, or granted voting rights on key 

decisions. Personal brands can benefit from 

decentralised content creation and distribution 

platforms like blockchain-based social media 

networks or content-sharing platforms. These new 

social media networks could allow creators to 

control their content, retain a larger revenue share, 

and build stronger connections with their audience. 

By using decentralised technologies like 

blockchain, personal brands can establish a 

transparent and verifiable record of their 

accomplishments, endorsements, and feedback 

from their community. A transparent record can 


