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Course Contents at a Glance
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Why It Matters: Branding

Why analyze elements of a brand and explain how the brand-building process
contributes to the success of products or services?

Learning Outcomes

• Describe the elements of brand and how brands add value to an organization’s
products and services

• Define brand equity and its role in measuring brand strength

• Explain the how marketers use brand positioning to align marketing activities and
build successful brands

• Explain the importance of name selection in the success of a brand

• Discuss the role of packaging in the brand-building process

• Explain key strategies for developing brands including brand ownership, brand
and line extensions, co-branding and licensing
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The Power of Brand

Brands are images that exist in your mind–and in the minds of other
consumers–about the things around you: products, services, places,
companies, people, entertainment, and so on. In a modern world that offers
many choices, brands help simplify the decisions you make about what to
buy, where to go, and how to spend your time.
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What Creates a Brand Experience?

Marketers use these tools and many others to create the total experience
with a product, service, or company that turns it into an actual “brand.” In
this module, you’ll learn how a brand starts and discover what it takes to
coordinate all the different parts of the unique brand.
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Outcome: Elements of Brand

What you’ll learn to do: describe the elements of brand and how brands add value to an
organization’s products and services.

Brands are much more than just logos and names. Brands also encompass everything else that
contributes to your perception of that brand and what it represents.

The specific things you’ll learn in this section include:

• Define brand

• Explain elements that contribute to a brand and the brand-building process

• Explain how brands contribute value to organizations and consumers

• Describe different types of brands

Learning Activities

• Reading: Elements of Brand

• Video: REI Builds Brand by Closing on Black Friday

• Reading: Types of Brands

• Self Check: Elements of Brand
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Elements of Brand

What Is a Brand?

Brands are interesting, powerful concoctions of the marketplace that create
tremendous value for organizations and for individuals. Because brands
serve several functions, we can define the term “brand” in the following
ways:

1. A brand is an identifier

2. A brand is a promise

3. A brand is an asset

4. A brand is a set of perceptions

5. A brand is “mind share”
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Elements of Brand

Brands are a combination of tangible and intangible elements, such as the
following:

• Visual design elements (i.e., logo, color, typography, images, tagline,
packaging, etc.)

• Distinctive product features (i.e. quality, design sensibility, personality, etc.)

• Intangible aspects of customers’ experience with a product or company
(i.e. reputation, customer experience, etc.)
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History of Branding

The word “brand” is derived from the Old Norse
brand meaning “to burn,” which refers to the
practice of producers burning their mark (or
brand) onto their products. Italians are
considered among the first to use brands in the
form of watermarks on paper in the 1200s.
However, in mass-marketing, this concept
originated in the nineteenth century with the
introduction of packaged goods.
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Brands Create Market Perceptions

A successful brand is much more than just a name or logo. As suggested in
one of the definitions above, brand is the sum of perceptions about a
company or product in the minds of consumers. Effective brand building can
create and sustain a strong, positive, and lasting impression that is difficult
to displace. Brands provide external cues to taste, design, performance,
quality, value, or other desired attributes if they are developed and managed
properly.
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5-minute break
711 we stoppred here 27-11-2023
A brand can convey multiple levels of meaning, including 
the following:
1. Attributes: specific product features.

2. Benefits: attributes translate into functional and emotional benefits.

3. Values: company values and operational principles.

4. Culture: cultural elements of the company and brand.

5. Personality: strong brands often project a distinctive personality.

6. User: brands may suggest the types of consumers who buy and use the
product.
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Brands Create an Experience

Effective branding encompasses everything that shapes the perception of a
company or product in the minds of customers. Names, logos, brand marks,
trade characters, and trademarks are commonly associated with brand, but
these are just part of the picture. Branding also addresses virtually every
aspect of a customer’s experience with a company or product: visual design,
quality, distinctiveness, purchasing experience, customer service, and so
forth. Branding requires a deep knowledge of customers and how they
experience the company or product. Brand-building requires long-term
investment in communicating about and delivering the unique value
embodied in a company’s “brand,” but this effort can bring long-term
rewards.

12



Brands Create Value

Brands create value for consumers and organizations in a variety of ways.

• Benefits of Branding for the Consumer

• Benefits of Branding for Product and Service Providers

• Benefits of Branding for the Retailer
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Video: REI Builds Brand
by Closing on Black Friday

Organizations build their brands through all the ways they communicate and
interact with consumers. Sometimes a company takes specific actions to
demonstrate what a brand stands for, attract attention, and hopefully deepen
customer loyalty because of what their brand represents.
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Video: REI Builds Brand
by Closing on Black Friday
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Types of Brands

There Are Many Types of Brands

Many kinds of things can become brands. Different types of brands include individual products,
product ranges, services, organizations, individual persons, groups, events, geographic places,
private label brands, media, and e-brands.

• Individual Brands

• Service Brands

• Organization Brands

• Personal Brands

• Group Brands

• Event Brands

• Geographic Place Brands

• Private-Label Brands

• Media Brands

• E-Brands
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Self Check

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class

17



Outcome: Brand Equity

What you’ll learn to do: define brand equity and its role in measuring brand
strength

When most people see the Nike swoosh, what makes them think

The specific things you’ll learn in this section include:

• Explain the concept of brand equity

• Discuss why and how marketers measure brand equity

Learning Activities

• Reading: Brand Equity

• Self Check: Brand Equity
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Brand Equity

In marketing, brand equity refers to the value of a well-known brand that
conjures positive (or negative) mental and emotional associations.

Brand equity is what exists in your mind (or doesn’t yet exist) to help you
recognize these branded images and phrases. Brand equity is also the set
of positive, negative, or neutral thoughts, beliefs, and emotions you
associate with each of the brands. Brand equity can manifest itself in
consumer recognition of logos or other visual elements, brand language
associations, consumers’ perceptions of quality, and consumers’ perceptions
of value or other brand attributes.
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Measuring Brand Equity

Brand equity is strategically important but also difficult to measure (or
“quantify”). As a result, many experts have developed tools or metrics to
analyze brand equity, although there is no universally accepted way to
measure it. For example, while it can be measured quantitatively using
numerical values such as profit margins and market share, this approach
fails to capture qualitative elements such as prestige and mental and
emotional associations.
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What to Measure
The following are ten attributes of a brand that can be used to assess its strength, or equity

1. Price premium: the amount a customer is willing to pay for one brand in comparison to other comparable
brands

2. Customer satisfaction/loyalty: whether a customer would buy the brand at the next opportunity, or remain loyal
to that brand

3. Perceived quality: perceptions about whether a brand is of high, average, or inferior quality

4. Leadership/popularity: being in market leadership position as a leading brand, a leader in innovation, and/or
growing in popularity

5. Value: perceptions of whether a brand has good value for the money and whether there are reasons to
choose it over competitors

6. Brand personality: distinctive, interesting, emotional, and self-expressive benefits associated with a brand

7. Organizational associations: the people, values, and programs associated with the brand

8. Brand awareness: the degree to which customers are familiar with and have knowledge about a brand

9. Market share: share of sales among the competitive set

10. Market price and distribution coverage: measures of average selling price relative to competitors and how
many people have access to the brand
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Brand Asset Valuator

Young & Rubicam (Y&R), a marketing communications agency, has
developed the “brand asset valuator,” a tool used to diagnose the power and
value of a brand. The agency uses this tool to survey and measure
consumers’ perspectives along the following four dimensions:

1. Differentiation: the defining characteristics of the brand and its
distinctiveness relative to competitors

2. Relevance: the appropriateness and connection of the brand to a given
consumer

3. Esteem: consumers’ respect for and attraction to the brand

4. Knowledge: consumers’ awareness of the brand and understanding of
what it represents
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Brand categories

There are several different categories of brands, sorted by their differentiation,
relevance, esteem, and knowledge. Note that we’ll also discuss their brand
strength (which is their differentiation and relevance) and their brand stature (which
is their esteem and knowledge).

• New/Fading Brands have low brand stature and low brand strength. They can be
sorted into two categories:

• Aspiring Brands have low brand stature and high brand strength. They have high
differentiation, medium relevance, slightly less esteem, and slightly less
knowledge.

• Power Brands have high brand stature and high brand strength. They can be
sorted into two categories:

• Eroding Brands have low brand stature and high brand strength. They have low
differentiation, slightly higher relevance, slightly higher esteem, and medium
knowledge.
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Other Methods for Measuring Brand Equity

Brand equity can also be measured using other methods, such as the
following:

• As a financial asset

• As a price differential

• As consumer favorability and preference

• As consumer perceptions
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Building Brand Loyalty

One of the most important reasons for building brand equity is to win brand-
loyal customers. In marketing, brand loyalty refers to a consumer’s
commitment to repurchase or otherwise continue using a particular brand by
repeatedly buying a product or service.

The American Marketing Association defines brand loyalty in the following
ways:
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5-minute break
Philip Kotler identifies the following four customer 
types that exhibit similar patterns of behavior:

• Hard-core Loyals, who buy the brand all the time

• Split Loyals, who are loyal to two or three brands

• Shifting Loyals, who move from one brand to another

• Switchers, who have no loyalty (are possibly “deal-prone,” constantly
looking for bargains, or are “vanity prone,” looking for something different)
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Benefits of Brand Loyalty

The benefits of brand loyalty are longer tenure, or staying a customer for
longer, and lower sensitivity to price. Recent research found evidence that
longer-term customers were indeed less sensitive to price increases.

According to Andrew Ehrenberg, consumers buy “portfolios of brands.” They
regularly switch between brands, often because they simply want a change.
Thus, “brand penetration” or “brand share” reflects only a statistical chance
that the majority of customers will buy that brand next time as part of a
portfolio of brands. It does not guarantee that they will remain loyal.
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Self Check

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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5-minute break
Outcome: Brand Positioning and Alignment

What you’ll learn to do: explain how marketers use brand positioning to align
marketing activities and build successful brands

The specific things you’ll learn in this section include:

• Explain the concept of brand positioning

• Discuss techniques marketers use to achieve strong brand positioning and
alignment: Brand promise, Brand voice and personality, Brand positioning
statement

Learning Activities

• Reading: Brand Positioning and Alignment

• Video: Red Bull’s Extreme Brand Alignment

• Self Check: Brand Positioning and Alignment
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Brand Positioning and Alignment

Building Strong Brands: Consistency Matters

In order to make an impression in a market, brands need to stand for
something. Inconsistent brands and messages fail to make a lasting
impression because it is difficult for customers to trust them or register what
these brands represent. On the other hand, when a brand is both consistent
and relevant to customers, it builds recognition, credibility, trust, and
ultimately loyalty. And loyalty, as you’ve learned, translates into sales.
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Brand Positioning: A Tool for Achieving 
Consistency

The Brand Platform

The brand platform begins with the organization’s mission statement, since
the ultimate purpose of a brand is to help the organization achieve its
mission. It also incorporates the value proposition for whatever the brand
promotes. Remember that brands may operate at the company level
(needing a company-level value proposition) or at the product or service
level (needing an offering-specific value proposition). In addition to the
mission statement and value proposition, the basic elements of any brand
platform are a brand promise, core values, a brand voice or personality, and
a brand-positioning statement. These are discussed below.

31



The Brand Promise

The brand promise is, in effect, the singular experience your brand promises
to provide to your customers. It expresses what you want them to feel when
they interact with your products and services. Year in, year out, the brand
promise is what your customers count on and, ideally, it’s the reason they
keep coming back to you. The brand promise should be unique and linked to
your competitive advantage: something other brands do not and cannot
deliver in the way you do. It describes the most salient benefits your brand
provides, including benefits that create an emotional connection with
customers.
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Core (Brand) Values

Core values are guiding principles for how an organization does business.
These values express a perspective on the world, and they govern both
internal conduct and external behavior. While the brand promise explains
what consistent experience a brand will deliver, the core values describe
how the company will behave as it delivers that experience.
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Brand Voice and Personality

strong brands have an outlook, tone, and personality that help reinforce the
consistency of what and how the brand gets communicated to customers,
employees, and other stakeholders. The brand voice and personality are
rooted in the brand promise and values, but they help flesh out the brand’s
distinctive image and presence. A useful template for defining brand voice
and personality is the “is/is never” template. Using this template, marketers
define the voice and personality attributes of the brand, almost as if it were a
person. For example:

Brand X is strong, authentic, independent, resourceful, and classic.

Brand X is never frivolous, trendy, or fake.
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Task
Use the formula to generate the Brand-Positioning 
Statement

Brand positioning follows the same process for product and service positioning
outlined in the positioning module: understanding market and competitive
dynamics, confirming competitive advantages, defining the market niche and
positioning strategy, and delivering on that strategy. Fortunately, the brand promise
should provide strong guidance around the competitive advantages and market
niche that should be represented in the positioning statement.

Brand managers may develop brand-positioning statements according to the same
formula used for product positioning (discussed in the positioning module):

To [target audience], Brand X is the only

[category or frame of reference] that

[points of differentiation/benefits delivered] because

[reasons to believe].

蜜雪冰城
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Aligning to Deliver the Brand
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Video: Red Bull’s Extreme
Brand Alignment

The energy drink Red Bull has developed a fun, edgy, maverick identity to
match the young male adult segment it targets. To stay true to this brand
identity, Red Bull’s leadership decided not to go with business as usual and
sponsor another sporting event like the Coca-Colas. Instead, they set out to
control the entire brand experience in a different way by producing the
events themselves—and even by inventing a completely new sport!
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Video: Red Bull’s Extreme
Brand Alignment
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Self Check

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Name Selection

What you’ll learn to do: explain the importance of name selection in the
success of a brand

How important is naming in the success of a brand? Very important.

Consider the function of a brand name: It identifies a product, service, or
company and differentiates it from competitors. It can evoke positive or
negative feelings and emotions. It can make a remarkable or unremarkable
first impression.

BMW宝马

Nokia诺基亚

Coca-Cola可口可乐

Starbucks星巴克
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Name Selection

What’s in a (Brand) Name?

A brand identifies a company, product, or service as distinct from the
competition. The brand is comprised of all the things that create this identity.
A brand’s name is an essential part of the package. A brand name may be a
product name (like Windows or Gmail), or it may be the name under which
the entire organization operates (like Microsoft or Google). Because the
name is so central to identity, naming a brand is an integral part of creating
the brand’s reputation, development, and future success.

Apple苹果

Microsoft微软 （微micro+软soft）
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Naming a Brand

Selecting a brand name is one of the most important product decisions a
seller makes. A brand name reflects the overall product image, positioning,
and, ideally, its benefits. A successful brand name can enable a product to
be meaningfully advertised and distinguished from competitors; tracked
down by consumers; and given legal protection. At its best, a brand can
provide a carryover effect when customers are able to associate quality
products with an established brand name. Attention to naming also helps
customers associate products within the same brand family. For example,
Apple names its mobile products with a lowercase i—for example, iPad,
iPod, iPhone. Starbucks names its coffee sizes in Italian.
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Selecting a Naming Strategy

Before you start brainstorming new brand names and registering domain names,
the company should evaluate which naming/branding policy to pursue for the new
offering and choose one the following three viable options. This process helps
determine whether you even need a new brand name.

• Strategy 1: Own Brand. A strict branding policy under which a company only
produces products and services using its own brand. In this scenario, you need a
new brand name.

• Strategy 2: Private-Label Brand. An exclusive distributor’s brand policy in which a
producer does not have a brand of his own but agrees to sell his products only to
a particular distributor and carry that distributor’s brand name (typically employed
by private brands). In this scenario, the new offering will carry the distributor’s
brand name, so you don’t need to create your own new brand.

• Strategy 3: Mixed Brand. A mixed-brand policy allows both own-branded and
private-label versions of the offering. In this scenario, you need a new brand
name for the own-branded product, and the distributor’s version of the product
will carry the distributor’s brand name.
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We stopped here with 200716 on 28-11-2023
Steps to Develop a New Brand Name

1. Define what you’re naming.

2. Check the landscape.

3. Brainstorm ideas.

4. Screen and knock out problematic names: Perceptual screening, Legal screening, Linguistic
screening:

5. Check domain name and social media availability (www.NIC.ru)

6. Customer-test your final short-listed names.

7. Make your final selection

8. Take steps to get trademark protection for your new brand
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How to check the whether the domain name is available 
for registration www.YourCompany.com
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How to check the whether the domain name is available 
for registration www.YourCompany.com
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Self Check

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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5-minute break
Outcome: Packaging

What you’ll learn to do: discuss the role of packaging in the brand-building
process

In this section, we’ll explore how packaging can play a powerful role in
shaping consumer perceptions of brands and influencing buying decisions.

Learning Activities

The learning activities for this section include the following:

• Packaging

• Self Check: Packaging
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Packaging

Creating the Perfect Package

Packaging provides an opportunity for a product to jump out and
differentiate itself on the crowded, viciously competitive shelves of
supermarkets, drugstores, department stores, and other retailers. Every
single customer who buys a product inevitably interacts with the packaging,
which is what makes it such a potentially powerful touch point.
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The Roles Packaging Can Play

• Quality

• Safety

• Instruction

• Legal compliance

• Distinction

• Affordability

• Convenience

• Aesthetic beauty

• Improved utility

• Sustainability
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Matching the Package to the Product and the
Consumer

Packaging designers can be extremely creative when it comes to
incorporating multiple requirements into the container design. The key is to
understand what factors most influence customer decisions about what to
buy. For a given purchase situation, any of the factors above–or a
combination of them–might help a consumer settle on which product to buy.
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5-minute break
Packaging and Brand Loyalty

Packaging is one dimension of a brand that can contribute to customer
loyalty. The package is a clear extension of the brand, and brands with
strongly loyal fans (or “tribes,” as they are sometimes called) may create
significant brand equity associated with the package.
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Packaging
and Brand
Loyalty
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Self Check

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Outcome: Brand Development Strategies

What you’ll learn to do: explain key strategies for developing brands
including brand ownership, brand and line extensions, co-branding, and
licensing

Branding strategies are different approaches for expanding the reach of a
brand, reinforcing its value, and finding advantageous ways to coexist with
other brands. It’s a crowded marketplace for brands today, and in the future
it will only grow more crowded. As you’ll discover, carefully selected and
wisely executed branding strategies can multiply the benefits of the brands
you build.

Learning Activities

• Reading: Brand Development Strategies

• Self Check: Brand Development Strategies
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Brand Development Strategies

Managing Brands As Strategic Assets

As organizations establish and build strong brands, they can pursue a
number of strategies to continue developing them and extending their value
to stakeholders (customers, retailers, supply chain and distribution partners,
and of course the organization itself).
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Brand Ownership

When an organization truly owns its brand, its efforts are unified around a
common symbol of the value it provides to customers. These organizations
use their resources wisely to produce marketing that is targeted and
effective because they have a sophisticated understanding of the
marketplace; they know how their brand and offerings fit into it, which
audiences they are targeting, and they have a strategy for successful
growth.
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04-12-2023 we stopped here
Branding Strategies

A branding strategy helps establish a
product within the market and to build a
brand that will grow and mature. Making
smart branding decisions up front is crucial
since a company may have to live with their
decisions for a long time. The following are
commonly used branding strategies:

• “Branded House” Strategy

• “House of Brands” Strategy

• Competitive Multi-Brand Strategy

• Brand Families, or “Umbrella Branding”

• Attitude Branding and Iconic Brands

• Component Branding

• Private-Label or Store Branding

• “No-Brand” Branding

• Personal and Organizational Brands

• Crowd-Sourced Branding

• Place Branding and Nation Branding

• Co-Branding
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Self Check

Check Your Understanding

Answer the question(s) below to see how well you understand the topics
covered in the previous section. This short quiz does not count toward your
grade in the class
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Putting It Together: Branding

As noted earlier in this module, every year organizations conduct analyses
and publish lists of the world’s top brands. Forbes publishes a list of the
most valuable brands in terms of dollar value. Interbrand analyzed what
Business Insider called the most powerful brands in terms of the companies’
“financial performance, their role in purchasing decisions, and their
competitive strength.” The results are summarized in the following table:

62



Thank you for your attention
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