Chapter 1: Brands and Brand management
WHAT IS A BRAND?
Is way to short cut target market. Differentiate, represent, defending and total experience themselves. 

Create good brand: 
- be consistent
With every 
Customer
Touch point

Brand Elements
name, logo, symbol, package design, or other characteristic that identifies a product and distinguishes it from others. As human being.

Brands versus Products
A product is anything we can offer to a market for attention, acquisition, use, or consumption that might satisfy a need or want. Brand: has dimensions that differentiate it in some way from other products designed to satisfy the same need. 

We can define five levels of meaning for a product:4
1. The core benefit level is the fundamental need or want that consumers satisfy by consuming the product or service.
2. The generic product level is a basic version of the product containing only those attributes or characteristics absolutely necessary for its functioning but with no distinguishing features. This is basically a stripped-down, no-frills version of the product that adequately performs the product function.
3. The expected product level is a set of attributes or characteristics that buyers normally expect and agree to when they purchase a product.
4. The augmented product level includes additional product attributes, benefits, or related services that distinguish the product from competitors.
5. The potential product level includes all the augmentations and transformations that a product might ultimately undergo in the future.

Trough brand, organization:
Create pervrived difference among products
Develop loyal customer franchise
Create value that can translate to financial profits.

WHY DO BRANDS MATTER?
Consumers: Brands identify the source or maker of a product and allow consumers to assign responsibility to a particular manufacturer or distributor. Most important, brands take on special meaning to consumers. Because of past experiences with the product and its marketing program over the years, consumers find out which brands satisfy their needs and which ones do not. As a result, brands provide a shorthand device or means of simplification for their product decisions.

Roles That Brands Play
Brands can also play a significant role in signaling certain product characteristics to consumers. Researchers have classified products and their associated attributes or benefits into three major categories: search goods, experience goods, and credence goods.11
· For search goods like grocery produce, consumers can evaluate product attributes like sturdiness, size, color, style, design, weight, and ingredient composition by visual inspection.
· For experience goods like automobile tires, consumers cannot assess product attributes like durability, service quality, safety, and ease of handling or use so easily by inspection, and actual product trial and experience is necessary.
· For credence goods like insurance coverage, consumers may rarely learn product attributes.

Brands can reduce the risks in product decisions. Consumers may perceive many different types of risks in buying and consuming a product:13
· Functional risk: The product does not perform up to expectations.
· Physical risk: The product poses a threat to the physical well-being or health of the user or others.
· Financial risk: The product is not worth the price paid.
· Social risk: The product results in embarrassment from others.
· Psychological risk: The product affects the mental well-being of the user.
· Time risk: The failure of the product results in an opportunity cost of finding another satisfactory product.


Firms Brands also provide a number of valuable functions to their firms.14 Fundamentally, they serve an identification purpose, to simplify product handling or tracing. Operationally, brands help organize inventory and accounting records. A brand also offers the firm legal protection for unique features or aspects of the product. A brand can retain intellectual property rights, giving legal title to the brand owner.15 The brand name can be protected through registered trademarks; manufacturing processes can be protected through patents; and packaging can be protected through copyrights and designs. These intellectual property rights ensure that the firm can safely invest in the brand and reap the benefits of a valuable asset.



CAN ANYTHING BE BRANDED?

Physical Goods
Physical goods are what are traditionally associated with brands and include many of the bestknown and highly regarded consumer products, like Mercedes-Benz, Nescafé, and Sony. More and more companies selling industrial products or durable goods to other companies are recognizing the benefits of developing strong brands. Brands have begun to emerge among certain types of physical goods that never supported brands before. Let us consider the role of branding in industrial “business-to-business” products and technologically intensive “high-tech” products.
Services: Although strong service brands like American Express, British Airways, Ritz-Carlton, Merrill Lynch, and Federal Express have existed for years, the pervasiveness of service branding and its sophistication have accelerated in the past decade.
Retailers and Distributors: To retailers and other channel members distributing products, brands provide a number of important functions. Brands can generate consumer interest, patronage, and loyalty in a store, as consumers learn to expect certain brands and products. To the extent “you are what you sell,” brands help retailers create an image and establish positioning. Retailers can also create their own brand image by attaching unique associations to the quality of their service, their product assortment and merchandising, and their pricing and credit policy. Finally, the appeal and attraction of brands, whether manufacturers’ brands or the retailers’ own brands, can yield higher price margins, increased sales volumes, and greater profits.
Retailers can introduce their own brands by using their store name, creating new names, or some combination of the two. Many distributors, especially in Europe, have actually introduced their own brands, which they sell in addition to—or sometimes even instead of—manufacturers’ brands. Products bearing these store brands or private label brands offer another way for retailers to increase customer loyalty and generate higher margins and profits.

Online Products and Services
Some of the strongest brands in recent years have been born online. Google, Facebook, and Twitter are three notable examples. That wasn’t always the case. At the onset of the Internet, many online marketers made serious—and sometimes fatal—mistakes. Some oversimplified the branding process, equating flashy or unusual advertising with building a brand. Although such marketing efforts sometimes caught consumers’ attention, more often than not they failed to create awareness of what products or services the brand represented, why those products or services were unique or different, and most important, why consumers should visit their Web site.
Online marketers now realize the realities of brand building. First, as for any brand, it is critical to create unique aspects of the brand on some dimension that is important to consumers, such as convenience, price, or variety. At the same time, the brand needs to perform satisfactorily in other areas, such as customer service, credibility, and personality. For instance, customers increasingly began to demand higher levels of service both during and after their Web site visits.

People and Organizations
When the product category is people or organizations, the naming aspect of branding, at least, is generally straightforward. These often have well-defined images that are easily understood and liked (or disliked) by others. That’s particularly true for public figures such as politicians, entertainers, and professional athletes. All these compete in some sense for public approval and acceptance, and all benefit from conveying a strong and desirable image.

Sports, Arts, and Entertainment
A special case of marketing people and organizations as brands exists in the sports, arts, and entertainment industries. Sports marketing has become highly sophisticated in recent years, employing traditional packaged-goods techniques. No longer content to allow win–loss records to dictate attendance levels and financial fortunes, many sports teams are marketing themselves through a creative combination of advertising, promotions, sponsorship, direct mail, digital, and other forms of communication. By building awareness, image, and loyalty, these sports franchises are able to meet ticket sales targets regardless of what their team’s actual performance might turn out to be. Brand symbols and logos in particular have become an important financial contributor to professional sports through licensing agreements.

Geographic Locations

Ideas and Causes


BRANDING CHALLENGES AND OPPORTUNITIES
Savvy Customers
Increasingly, consumers and businesses have become more experienced with marketing, more knowledgeable about how it works, and more demanding. A well-developed media market pays increased attention to companies’ marketing actions and motivations. Consumer information and support exists in the form of consumer guides (Consumer Reports), Web sites (Epinions .com), influential blogs, and so on.

Economic Downturns
A severe recession that commenced in 2008 threatened the fortunes of many brands. One research study of consumers at the end of 2009 found the following sobering facts

Brand Proliferation
Another important change in the branding environment is the proliferation of new brands and products, in part spurred by the rise in line and brand extensions. As a result, a brand name may now be identified with a number of different products with varying degrees of similarity. 

Media Transformation
Another important change in the marketing environment is the erosion or fragmentation of traditional advertising media and the emergence of interactive and nontraditional media, promotion, and other communication alternatives. 
Increased Competition
One reason marketers have been forced to use so many financial incentives or discounts is that the marketplace has become more competitive. Both demand-side and supply-side factors have contributed to the increase in competitive intensity. On the demand side, consumption for many products and services has flattened and hit the maturity stage, or even the decline stage, of the product life cycle. As a result, marketers can achieve sales growth for brands only by taking away competitors’ market share.

Increased Costs
At the same time that competition is increasing, the cost of introducing a new product or supporting an existing product has increased rapidly, making it difficult to match the investment and level of support that brands were able to receive in previous years. 
Greater Accountability
Finally, marketers often find themselves responsible for meeting ambitious short-term profit targets because of financial market pressures and senior management imperatives. Stock analysts value strong and consistent earnings reports as an indication of the long-term financial health of a firm. As a result, marketing managers may find themselves in the dilemma of having to make decisions with short-term benefits but long-term costs (such as cutting advertising expenditures). 
THE BRAND EQUITY CONCEPT
One of the most popular and potentially important marketing concepts to arise in the 1980s was brand equity. Its emergence, however, has meant both good news and bad news to marketers. The good news is that brand equity has elevated the importance of the brand in marketing strategy and provided focus for managerial interest and research activity. The bad news is that, confusingly, the concept has been defined a number of different ways for a number of different purposes. No common viewpoint has emerged about how to conceptualize and measure brand equity.

What is brand equity: differences in outcomes arise from the added value end owed to product.  

Strong brands: brands that have been market leaders in their categories of decades. 




STRATEGIC BRAND MANAGEMENT PROCESS
Strategic brand management involves the design and implementation of marketing programs and activities to build, measure, and manage brand equity. In this text, we define the strategic brand management process as having four main steps (see Figure 1-12):
1. Identifying and developing brand plans
1. Designing and implementing brand marketing programs
1. Measuring and interpreting brand performance
1. Growing and sustaining brand equity
Let’s briefly highlight each of these four steps.40

Identifying and Developing Brand Plans
The strategic brand management process starts with a clear understanding of what the brand is to represent and how it should be positioned with respect to competitors.41 Brand planning, as described in Chapters 2 and 3, uses the following three interlocking models.
· The brand positioning model describes how to guide integrated marketing to maximize competitive advantages.
· The brand resonance model describes how to create intense, activity loyalty relationships with customers.
· The brand value chain is a means to trace the value creation process for brands, to better understand the financial impact of brand marketing expenditures and investments.
Designing and Implementing Brand Marketing Programs
As Chapter 2 outlines, building brand equity requires properly positioning the brand in the minds of customers and achieving as much brand resonance as possible.
Choosing Brand Elements. The most common brand elements are brand names, URLs, logos, symbols, characters, packaging, and slogans. The best test of the brand-building contribution of a brand element is what consumers would think about the product or service if they knew only its brand name or its associated logo or other element. Because different elements have different advantages, marketing managers often use a subset of all the possible brand elements or even all of them.



Measuring and Interpreting Brand Performance
To manage their brands profitably, managers must successfully design and implement a brand equity measurement system. A brand equity measurement system is a set of research procedures designed to provide timely, accurate, and actionable information for marketers so that they can make the best possible tactical decisions in the short run and the best strategic decisions in the long run. As described in Chapter 8, implementing such a system involves three key steps— conducting brand audits, designing brand tracking studies, and establishing a brand equity management system.
The task of determining or evaluating a brand’s positioning often benefits from a brand audit. A brand audit is a comprehensive examination of a brand to assess its health, uncover its sources of equity, and suggest ways to improve and leverage that equity. A brand audit requires understanding sources of brand equity from the perspective of both the firm and the consumer.
Once marketers have determined the brand positioning strategy, they are ready to put into place the actual marketing program to create, strengthen, or maintain brand associations. Brand tracking studies collect information from consumers on a routine basis over time, typically through quantitative measures of brand performance on a number of key dimensions marketers can identify in the brand audit or other means.Chapters 9 and 10 describe a number of measures to operationalize it.
A brand equity management system is a set of organizational processes designed to improve the understanding and use of the brand equity concept within a firm. Three major steps help implement a brand equity management system: creating brand equity charters, assembling brand equity reports, and defining brand equity responsibilities.

Growing and Sustaining Brand Equity
Defining brand architecture, managing brand equity over time, managing brand equity over geographic boundaries. 


Chapter 2: Customer-based brand and Equity and brand positioning

CUSTOMER-BASED BRAND EQUITY
Defining Customer-Based Brand Equity
We formally define customer-based brand equity as the differential effect that brand knowledge has on consumer response to the marketing of that brand. (1) “differential effect,” (2) “brand knowledge,” and (3) “consumer response to marketing.” First, brand equity arises from differences in consumer response.
Brand Equity as a Bridge


MAKING A BRAND STRONG: BRAND KNOWLEDGE
The associative network memory model views memory as a network of nodes and connecting links,

Brand awareness is related to the strength of the brand node or trace in memory, which we can measure as the consumer’s ability to identify the brand under different conditions.8

brand image is consumers’ perceptions about a brand, as reflected by the brand associations held in consumer memory.10

SOURCES OF BRAND EQUITY
Brand Awareness
Brand awareness consists of brand recognition and brand recall performance:
· Brand recognition is consumers’ ability to confirm prior exposure to the brand when given the brand as a cue. In other words, when they go to the store, will they be able to recognize the brand as one to which they have already been exposed?
· Brand recall is consumers’ ability to retrieve the brand from memory when given the product category, the needs fulfilled by the category, or a purchase or usage situation as a cue. In other words, consumers’ recall of Kellogg’s Corn Flakes will depend on their ability to retrieve the brand when they think of the cereal category or of what they should eat for breakfast or a snack, whether at the store when making a purchase or at home when deciding what to eat.

Brand Image
Creating brand awareness by increasing the familiarity of the brand through repeated exposure and forging strong associations with the appropriate product category or other relevant purchase or consumption cues is an important first step in building brand equity. Once a sufficient level of brand awareness is created, marketers can put more emphasis on crafting a brand image. Strength of broad associations, favorability, unique
Brand attributes are those descriptive features that characterize a product or  service. Brand benefits are the personal value and meaning that consumers attach to the product or  service attributes.


IDENTIFYING AND ESTABLISHING BRAND POSITIONING
Basic Concepts
Brand positioning is at the heart of marketing strategy.
Target Market
A market -Market( consumer) segmentation
Nature of Competition
Points-of-Parity and Points-of-Difference

POSITIONING GUIDELINES
Defining and Communicating the Competitive Frame of Reference
Choosing Points-of-Difference
Establishing Points-of-Parity and Points-of-Difference
Straddle Positions
Updating Positioning over Time
Developing a Good Positioning



DEFINING A BRAND MANTRA
Brand Mantras




Chapter 3: Brand Resonance and the Brand Value Chain
BUILDING A STRONG BRAND: THE FOUR STEPS  OF BRAND BUILDING
1: Brand salience 
2: Brand performance and brand imagery
3: brand judgement and feelings
4: brand resonance


Brand Salience
Brand salience measures various aspects of the awareness of the brand and how easily and often the brand is evoked under various situations or circumstances. To what extent is the brand top-of-mind and easily

Brand Performance
Meet customers’ need
Rate on objective assessments of quality 
Satisfies 

Brand Imagery
1. User profiles
2. Purchase and usage situations
3. Personality and values
4. History, heritage, and experiences
Brand Judgments
Brand judgments are customers’ personal opinions about and evaluations of the brand, which consumers form by putting together all the different brand performance and imagery associations. Customers may make all types of judgments with respect to a brand, but four types are particularly important: judgments about quality, credibility, consideration, and superiority.
Brand Feelings
Brand feelings are customers’ emotional responses and reactions to the brand. Brand feelings also relate to the social currency evoked by the brand. What feelings are evoked by the marketing program for the brand or by other means? How does the brand affect customers’ feelings about themselves and their relationship with others? These feelings can be mild or intense and can be positive or negative.

Brand Resonance
1. Behavioral loyalty
2. Attitudinal attachment
3. Sense of community
4. Active engagement
Brand-Building Implications
Customer own the brand, don’t take short cut with brands, duality, richness, brand resonance provides important focus. 

THE BRAND VALUE CHAIN
The brand value chain is a structured approach to assessing the sources and outcomes of brand equity and the manner by which marketing activities create brand value.

Value Stages
Marketing Program Investment
Program Quality Multiplier.
Customer Mind-Set.
Marketplace Conditions Multiplier.
Market Performance
Investor Sentiment Multiplier.
Shareholder Value.


Customer Equity
Blattberg and Colleagues






Chapter 4: Choosing Brand Elements to Build Brand Equity

CRITERIA FOR CHOOSING BRAND ELEMENTS
[bookmark: _Hlk497673548]Memorability
Meaningfulness
Likability
Transferability
Adaptability
Protectability

OPTIONS AND TACTICS FOR BRAND ELEMENTS
Brand Names
Differentiated, Distinctive, and Unique
[bookmark: _Hlk497674002]Familiarity and Meaningfulness.
Brand Associations
URLs
URLs (uniform resource locators) specify locations of pages on the Web and are also commonly referred to as domain names.
Logos and Symbols
Characters
[bookmark: _Hlk497674121]Slogans： Slogans are short phrases that communicate descriptive or persuasive information about the brand.
Jingles： Jingles are musical messages written around the brand.
Packaging Packaging is the activities of designing and producing containers or wrappers for a product.


[bookmark: _Hlk497674247]Chapter 5: Designing Marketing Programs to Build Brand Equity
4 Ps, customer value, cost to the customers, convenience for buyers, communication. 
NEW PERSPECTIVES ON MARKETING
INTEGRATING MARKETING
Personalizing Marketing
Reconciling the Different Marketing Approaches
Perceived Quality
Aftermarketing
Summary

PRICING STRATEGY
Consumer Price Perceptions
Setting Prices to Build Brand Equity

CHANNEL STRATEGY
Channel Design: 
Direct channels mean selling through personal contacts from the company to prospective customers by mail, phone, electronic means, in-person visits, and so forth. Indirect channels sell through third-party intermediaries such as agents or broker representatives, wholesalers or distributors, and retailers or dealers.
Indirect Channels
Direct Channels

Position and targeting 
Gender, age, income, education, location, culture

Marketers: rapid technological developments, Greater customer empowerment, fragmentation of traditional media, increased competition. 

Personalizing marketing: experiential marketing, relationship marketing

Brand experience scale: sensory, affective, behavioral, intellectual. 

Relationship marketing: mass customization, one to one marketing, permission marketing 

People, process and physical ( 3Ps) 

Chapter 6: Integrating Marketing Communications to  Build Brand Equity
THE NEW MEDIA ENVIRONMENT
Challenges in Designing Brand-Building Communications: skillfully designed and implemented marketing 
Role of Multiple Communications: optimal utilization of monetary and other resource. Different communication options. 
Marketing communication: firms attempt to inform, persuade, and remind consumers about seem to be losing their grip. 
FOUR MAJOR MARKETING COMMUNICATION OPTIONS
Advertising: it about money, but public relation try to free. 
Promotion
Online Marketing Communications
Events and Experiences
Mobile Marketing

BRAND AMPLIFIERS
Public Relations and Publicity
Publicity is nonpersonal communications such as press releases, media interviews, press conferences, feature articles, newsletters, photographs, films, and tapes. Public relations may also include annual reports, fund-raising and membership drives, lobbying, special event management, and public affairs.
[bookmark: _Hlk497675564]Word-of-Mouth

DEVELOPING INTEGRATED MARKETING  COMMUNICATION PROGRAMS
Criteria for IMC Programs
Using IMC Choice Criteria

Information processing model of communications: For a person to be persuade by any form of communication the following steps must occur: AIDCA: Attention, interest, desert, conviction, action. 

Chapter 7: Leveraging Secondary Brand Associations to

CONCEPTUALIZING THE LEVERAGING PROCESS
Creation of New Brand Associations
[bookmark: _Hlk497676213]Effects on Existing Brand
Guidelines

COMPANY

COUNTRY OF ORIGIN AND OTHER GEOGRAPHIC AREAS

CHANNELS OF DISTRIBUTION

CO-BRANDING
An existing brand can also leverage associations by linking itself to other brands from the same or different company. Co-branding—also called brand bundling or brand alliances—occurs when two or more existing brands are combined into a joint product or are marketed together in some fashion

Guidelines
Ingredient Branding
A special case of co-branding is ingredient branding, which creates brand equity for materials, components, or parts that are necessarily contained within other branded products.

LICENSING
Licensing creates contractual arrangements whereby firms can use the names, logos, characters, and so forth of other brands to market their own brands for some fixed fee.
CELEBRITY ENDORSEMENT
Potential Problems

SPORTING, CULTURAL, OR OTHER EVENTS
THIRD-PARTY SOURCES


Celebrity endorsement: Rationale, high level, of visibility.


Yellow Color Meaning: Meaning of The Color Yellow. ... On one hand yellow stands for freshness, happiness, positivity, clarity, energy, optimism, enlightenment, remembrance, intellect, honor, loyalty, and joy,

 Orange represents enthusiasm, fascination, happiness, creativity, determination, attraction, success, encouragement, and stimulation. To the human eye, orange is a very hot color, so it gives the sensation of heat. Nevertheless, orange is not as aggressive as red.

Green: Green is the color of nature. It symbolizes growth, harmony, freshness, and fertility. Green has strong emotional correspondence with safety. Dark green is also commonly associated with money.

Blue is the color of the sky and sea. It is often associated with depth and stability. It symbolizes trust, loyalty, wisdom, confidence, intelligence, faith, truth, and heaven.

White is associated with light, goodness, innocence, purity, and virginity. It is considered to be the color of perfection.

[bookmark: _GoBack]Black is associated with power, elegance, formality, death, evil, and mystery.

Red. Red is the color of fire and blood, so it is associated with energy, war, danger, strength, power, determination as well as passion, desire, and love. Red is a very emotionally intense color. It enhances human metabolism, increases respiration rate, and raises blood pressure.

Purple combines the calm stability of blue and the fierce energy of red. The color purple is often associated with royalty, nobility, luxury, power, and ambition. Purple also represents meanings of wealth, extravagance, creativity, wisdom, dignity, grandeur, devotion, peace, pride, mystery, independence, and magic. 

1
.  Identity
Who are you?
Intense,
active loyalty
Positive,
accessible reactions
Points-of-parity
and -difference
Deep, broad
brand awareness
4
.  Relationships
What about you and me?
Branding Objective at
Each Stage
Stages of Brand
Development
3
.  Response
What about you?
.  Meaning
2
What are you?
Resonance
Feelings
Judgments
Performance
Imagery
Salience
Resonance
Loyalty
Attachment
Community
Engagement
Judgments
Quality
Credibility
Consideration
Superiority
Feelings
Warmth
Fun
Excitement
Security
Social Approval
Self-Respect
Performance
Primary Characteristics and
Secondary Features
Product Reliability,
Durability, and Serviceability
Service Effectiveness,
Efficiency, and Empathy
Style and Design
Price
Imagery
User Profiles
Purchase and Usage
Situations
Personality and
Values
History, Heritage,
and Experiences
Salience
Category Identification
Needs Satisfied

