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Product Branding
1.	One of the brands that have done a great job with relationship marketing is Starbucks. In this case, relationship marketing refers to strategies employed by a business to nurture long-term connections between the brand and its customers, increasing customer retention, satisfaction, and engagement (Steinhoff et al. 2019, p 373). Starbucks made helped hype the craving for a cup of coffee through the use of social media platforms for instance Twitter, Instagram, Pinterest, and Facebook. The most captivating aspect is its tagline on its social media platforms. The line reads, “Inspiring and nurturing the human spirit-one person, one cup, and one neighborhood at a time.” (Istiyani, 2017 p 6) Another positive step that Starbuck engages in is the sending of emails to their customers to inform them about the launching of a new product or the available offers. To add, Starbucks shares content from customers on their media. The strategy has proven to be effective for it enabled the business to enhance customer retention and loyalty. Most customers comment that they are delighted to be part of the Starbuck community. The comments and compliments have also enabled Starbuck to attract other customers. Other businesses can learn from Starbuck by ensuring a stable relationship with customers through frequent communication to enhance engagement and appreciation. Also, such a move pinpoints the area of weaknesses that need to be polished.
2.  	The technology product that I own is a 42-inch digital series 7 Samsung smart TV. The television has a higher definition of 10+ and a capable real resolution of 4K HD. Its screen displays a fully colored and vibrant display. If I consider after marketing efforts of the brand, the seller did an exemplary job explaining to me how the TV works. She explained more complex features and usability. I liked the way she explained how to connect a smartphone with the TV. Other substantial explanations included the need to feel free to contact them whenever I have an issue with the smart TV. Currently, I am not aware of all the capabilities of the television.  I am told the Samsung smart TV can be used for surveillance purposes and also for surfing the internet. I am yet to get hold of such uses. The product that I feel underutilized in my life is my Apple laptop. I mostly use it for assignments and watching movies. One of the improvements that I need to indulge in is undergoing training in other complex computer applications for instance computer programming to be able to utilize the laptop more.
3. 	In the contemporary world, the internet plays a vital role in the building of brands. One of its major roles in creating a variety of channels that enable a product to reach a vast customer base (Scholz &Smith, 2019 p1112). Customers use electronic devices for instance smartphones and computers to access the internet. Online branding creates an artificial emotional connection with customers that eventually builds a solid relationship that makes the product to be on top of their minds. Such brand recognition gives a company a competitive advantage. If I evaluate a Web site for a major brand for instance Nike, I find it more interesting and professional based on its top-notch functionality and high levels of user engagement. The site has the latest sportswear with drop tabs and also hyperlinks to enable the user to explore a rich variety of options. The site also uses simple slogans that resonate well with the user. The slogan, "Just do it" makes grows optimism in the user of the intended product (Briggs & Janakiraman, 2017 p99). Givenchy is one of my favorite brands.  Even though the company is among the top sellers in terms of annual revenue, there is a need to improve its Web site experience. The site uses fonts inappropriately especially overlapping black text against a grey background. Such a color combination lacks an element of class.
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