Mgt 105
1/9/2019 Lecture 
“Product Promotion & Brand Management”
Paper: Have a cover page with name and don't double space. Citation page at the end of document page. Writing style doesn't matter. 
Volkswagen Case: Defeated device: NOx trap enhance unburnt fuel;  The laboratory or testing station is meet, but during normal operation, emit nitrogen oxides, at up to 40 time the standard. They turn on the prep to pass the pollution test, and turn it off when the car is on road. They designed the car to signal when is the testing stage. The software were able to detect whether it is the testing stage through temperature, steer wheel position, etc. They thought people would not find out about this terrible decision, but it turns out that it leaked and the brand image was destroyed. Because the destruction of trust people car were able to be sell, and stockholder were hurt too. 
“people making choice under pressure is unethical.”
If the news leak out the brand image will be destroyed.  
Volkswagen’s apology: Michael said VG was dishonest to the ETA. “This type of behavior is inconsistent with the core value”: then why did you do it. 
Hyundai: Genesis was separated from Hyundai because of this incident. They lied about gas mileage. To avoid the suit, they offered to take back the car and give 3000$ compensation to the owner of the car. People keep track on how much the car can go with the fuel filled in order to see how well the car performs. It could not perform the mileage it promised to perform on the advertisement. 
“Overstated fuel economy” 
How can you restore trust when it is destroyed??
Product promotion’s optimal objective is to consistently be the first choice in the category for your target market. The first product, the first service, the first brand, first 
B rand management’s optimal objective is to create valuable asset to support pp.
Optimal goad for branding is to become the genre of the category. “people would ask if you have kleenex rather than asking if you have facial tissue.” When people say your brand name rather than the product’s original name.  To replace the genre name with product name.

“The main value of coca cola is the branding, not the syrup or flavor or anything…”
Product promotion is very important for maintaining the sales and brand image consistently.
People all around the world use UCSD’s brand, elements, etc. UCSD created a guideline about how to use the brand UCSD. 
Video: What is brand name?
What people feel about the organization, the product. “New coke destroyed the brand name through creating a new formula. They cancel new coke to restore the brand name”
Focus create a strong brand. Starbucks create their own language, create new words, “macchiato”. 
Brand nurturing: Be different, make the brand name stand out. be vigilant, and be relevant, keeps up with the trend of market. 
Brand is intangible, it is what people think of you. Great brand stands for something. 
Listen to your customers, respect them; earn their trust.

Lecture 1/14/2019
Master care logo changed
People don't realize that it is master card. Can’t recognize it. Visa was called bank of America card. everything was called bank of America something.
Video: History of Branding 
-At the beginning there is very few brands in each category, little competition.
-Every product needs a unique selling proposition.
-WOM: world of mouth. 
-Mass media was created during baby-boomer age. It is important to use television to create the most sales. 
-1965:  an overate of 80% established with only three 60s television. 
-Communication principle: sender-receiver monologue. The communication is one way, there is no feedback, they just need the consumers to know about the products and buy it the next day. 
Television was the king of advertising back at that time; they were worrying that television will take away the affect of radio. 
Germany 2008: 600,000 brands flout because they couldn't get enough attraction in the market. 
Later the it becomes more of a dialog than a monologue of communication form.
Advertising rejection: People started rejecting advertising as they learn more about advertisement. 
Video: What is branding?
-Brand is confidence, passion, belonging, action, security, and a set of unique values.
The functional purpose of the product. Branding isn't about the elements but about the personality put together by the elements. 
Branding represent not merely just a name. 
Branding is the total experience a customer has with your company. it includes personality, positioning, consistency, and promise.
Lecture 1/16/2019
Branding can be used in many categories.
Pepsi is more popular among kids because kids like sweets. However, when people become mature, there taste bud is not inclined to sweet anymore, they prefer coca cola.


Lecture 1/23/2019
Gillette Ads: brand manager has to be very careful to decide where they wanna take a stand. Otherwise you might offend some group or be seen as biased accidentally.
McDonald’s big mac trademark: Supermac was introduced. Big mac is no longer available. Everyone can sell big mac now. McDonald’s big mac was imprinted in customers’ head. Bringing in big mac is destroying the branding and value of the business. It is wasting time and money to introduced Supermac.
https://www.theguardian.com/business/2019/jan/15/mcdonalds-loses-big-mac-trademark-legal-battle-supermacs  
The Color Blue: Blue is associated with intelligence, integrity, wisdom, truth, loyalty..etc. 
Chapter 1 :
Brand Elements: 
- Different components that identifies and differentiates a brand(Name, logo, symbol, package design, or other characteristics)
- Can be based on people, places, things, and abstract images.
Brands versus Products:
- Brand: Has dimensions that differentiate it in some way from other products designed to satisfy the same need; can be differentiated on the basis of packaging, services provided, customer advice, financing, delivery arrangements, warehousing, other things valued by the customer.
- Product: anything available in the market for use or consumption, that may satisfy a need or want. Can be categorized into five levels namely.

Through branding, organizations:
Create perceived differences amongst products; develop loyal customer franchise; create value that can translate to financial profit.

Why do brand matters?
Consumers: 
· Encompass all types of customer, including individuals as well as organizations.
· Functions provided by brands to consumers: identify the source or maker of the product; simplify product decisions; lower the search costs for products internally and externally; Helps set reasonable expectations about what consumers may not know about the brand.
· Siginal product characteristics and attributes: On the basis of attributes products can be classified as: search good, experience goods, credence goods.
· Reduce risks in product decision: these risk can be…
Firms:
· Brands provide valuable functions: simplify product handling and tracing: simplify product handling and tracing; help organizing inventory and accounting records; offer the firm legal proection for unique features or aspects of the products’ provide predictability….
Branding in universial in different product categories. 
Applicable to both tangible and intangible offerings of an organization
Technological developments have impated the way firms market their offering 
….
Brand equity:
Lecture 1/28/2019
The Color Green:
Growth, nature, rebirth, optimism, spring, fertility, relaxation, youth, luck, healing, environment. Color of nature. 
Business rivalries: Business competition between two companies with similar products: Budweiser and miller. Visa and mastercard. (original name of visa: bank america card) Ford and GM. DC and marvel. Adidas and Puma. Microsoft and Apple. McDonald’s and burger king. Coke and Pepsi. 
  Brand equity: principles of branding and brand equity
-  differences in outcomes arise from the “added value” endowed to a product.
-  The added value can be created for a brand in many different ways
-  Brand equity provides a common denominator for interpreting marketing strategies and assessing the value of a brand
-  there are many different way in which the value of a brand can be exploited to benefit the firm.
Brand equity video: if the brand equity is positive, it will help increase the sales of new product lines. 
Brand equity could be borrowed from other company. Ipod and Nike running shoes; Apple and Nike cooperate with each other, the tracker on the shoe. This help both companies increases their sales. If two companies do not compete with each other, they could cooperate and therefore borrow brand equity from each other.
Strategic Brand Management Process
1.Identifying and developing brand plans
2.Designing and implementing brand marketing programs
3.Measuring and interpreting brand performance 
4.Growing and sustaining brand equity.
Identifying and developing brand plans
Designing and implementing brand marketing program
-  Choosing brand elements
-  Integrating the brand into marketing activities and the supporting marketing program.
-  Leveraging secondary association.
Measuring and interpreting brand performance
· To manage brands profitably, managers must implement a brand equity measurement system
· Brand equity measurement system involves: brand audits, brand tracking studies, brand equity management system.
Growing and sustaining brand equity:
Defining brand architecture
Managing brand equity over time 
Managing brand equity over geographic boundaries
***Figure 1.12***
Brand planning:
You have to defining your competitor; all brands have certain image in consumer’s mind. Competitor frame reference. 
Create brand differences from your competitors. Target what your competitors are potentially vulnerable for. Points of parity and points of difference with your competitor.   
Desirable, deliverable and differentiating. 
Fedex and USPS 
 To emphasize the points of parity; recognize your vulnerability; 
Personal branding 
5 steps
1. Values 
2. Attitude (glass half full)
3. Passion (do what your love)
4. Purpose (Plan your future)
· Stand out : stand for something, stick your neck out a little bit. Have a thought that others don’t agree, you need to stand out and let others recognize you.
· Be your own boss: manage your own career; what is it I need to accomplish to get me to the next step of my career. 
· Forget the ladder: manage your career every single day; every step you take help you advance forward. How is everything I do today will help me get to the next step
· Build your brand: integrating brand strategies into everything they do. Thinking about if everything you do is helping you build your brand. 
You need to make sure you are using the right resources.
Lecture 1/30/2019
Figure 2.1 Marketing advantages of strong brands
-Improved perceptions of product performance
-Great loyalty
-Less vulnerability to competitive marketing actions
-Less vulnerability to marketing crises
-Larger margins 利润
-More inelastic consumer response to price increases 
-More elastic consumer response to price decreases
-Greater trade cooperation and support
-Increased marketing communication effectiveness
-Possible Licensing opportunities 
-Additional brand extension opportunities (e.g. Google making Automobiles)
Brand equity as a bridge
· Brand as a reflection of the past 
· Brand as a direction for the future
To sum up…
· Consumers perception of the brand plays a key role in determining the worth of the brand.
· Brand equity offers guidance to interpret past marketing performance and design future marketing programs
· Other factors that influene brand success and equity are 
    Employees, suppliers, and channel members
    Media and government
· Favorability of brand associations
       Is higner when a brand possesses relevant attributes and benefits that satisfy consumer needs and wants 
· Uniqueness of brand associations
       “Unique selling proposition” of the product. 
       Provides brands with sustainable competitive advantage
To Sum up…
· To create brand equity, marketers should:
       Create favorable consumer response i.e. brand awareness
		   Create positive brand image though brand associations that are strong, favorable, and unique.
Identifying and establishing brand positioning 
· Basic concept
· Target Market
· Nature of competition
· Points-of-parity and points-of-difference
Basic concept
· Brand positioning 
Act of designing the company’s offer and image so that it occupies a distincet and valued place in the target customers’ minds 
Finding the proper “location” in the minds of consumers or market segment
Allows consumers to think about a product or service in the “right” perspective
Target Market 
· Market Segmentation: divides the market into distinct groups of homogeneous consumers who have similar needs and consumer behavior
· Invovles identifying segmentation bases and criteria.
Criteria:identifiability, size, accessibility, responsiveness
Figure 2.3 Consumer segmentation bases 
· Behavioral 
Usage rate 
Usage status 
Usage occasion
Brand loyalty
Benefist sought 
· Demographic 
Income, age, sex, race, family
· Psychographic
Values, opinions, and attitudes
Activities and lifestyle
· Geographic
International
Regional 
Figure 2.4 Business-to-business segmentation bases
· Nature of good
Kind
Where used 
Type of buy
· Buying condition
Purchases location
Who buys 
   Type of buys
· Demographic
SIC code
Number of employees 
Number of production workers
Annual sales volume
Number of establishments
Figure 2.5 hypothetical example of Funnel stages and trainsitions
· E.g. 95% of people know the brand Tide, 68% try it, 31% use recently, only 5% often use;
· Your goal is to increase the blue segment and decrease the green part.
Points of parity and points of difference
· Points-of-difference associations
· Points-of-parity associations (e.g. Peet’s coffee stresses they are similar to starbucks but cheaper)
· Points-of-parity verses Points-of-difference
To sum up…
· To appropriately position a brand, marketers should:
Identify their target customers
Analyze the type of competiton they might face in identified market base
Identify product features and associations that are different or similar to their competitors
Positioning guidelines 
· Defining and communicating the competitive frame of reference
· Choosing points-of-difference
· Establishing points-or-parity and points-of-difference
· Straddle positions
· Updating position overtime
· Developing a good positioning 
Brand mantra
· Designing a brand mantra
· Implementing a brand mantra
A good brand mantra should:
· Communicate the category of the business to set the brand boundaries and clarify what is unique about the brand
· Be simple, crisp, and vivid (e.g. just do it)
· Stake out ground that is personally meaningful and relevant to as many employees as possible 
Class video “Ch2- Scoop of positioning”
· The methodology to differentiate your brand in the market and the consumer’s mind 
· The art and science of fitting the product or service to one or more segments of the broad market in such a way as to set it meaningfully apart from competition
· Dimensions to differentiate your product:
Benefits, awareness, geographic, psychographic, behavior, usage, demographic, socioeconomic 
· Positioning options:
Product attributes, Price quality, Use Application, Product class, product user, main competitor, culture symbols, lifestyle.
· Brand is better than competiton for target because it buying incentive/benefit as a result of product support
     WHO AM I  attributes
     Who buy me? Target
     What do I do that others don’t? Benefit
     Why should you believe me? Support
Class Video: “positioning examples”
· Competitive positioning
· Brands: only thing that can be sustainable, go from giving stuff to giving meaning
· Products: can be knocked-off.
Lecture 2/4/2019
The apple ad:
The brand that is being advertising is not obvious; people thought it was an apple ad, but it turned out to be Nokia. The brand is not effectively advertised. 
The Color Purple:
 Competition, royalty, ambition, wealth, mystery, spirituality, mysticism, magic, inspiration, luxury, dignity. 
 Purple as a dye for clothing is very expensive back in the days, only royalty could afford it. There for purple represents wealth.
Mental map:
 portrays brand associations and responses for a target market. Shows how it is actually perceived.
Ask consumers “What comes to mind when you think about V8?”
Then brand associations are grouped into categories. 
Core Brand Values:
Set of abstract concepts or phrases that characterized the five to ten most important dimensions of the mental map of a brand
Relate to points of parity and points of differences
Mental map -> core brand value-> brand mantra
Brand mantra: an articulation of the “heart and soul” of the brand, similar to “brand essence” or “core brand promise”, short three- to five-word phrases that capture the irrefutable essence or spirit of the brand positioning and brand values.
Considerations: -communicate, simplify, inspire.
Designing the brand mantra: the brand function describes the nature of the product or service or the type of experiences or benefits.
Used internally to guide decisions. What the brand should and should not be associated with. 
Brand mantra consideration: short, simple, inspirational. 
Chapter 3:
Brand Resonance Model:
Emphasized the customer, resonance is the goal of branding.
Four steps of brand building: 
Brand salience(salience means important): Broad Awareness. Identity. Who are you? the brand becomes relevant to us; we know it is out there; you can’t achieve the next steps without brand salience. 
Brand performance & brand imagery: Points of parity and points of difference. What are you? form an imagery for your brand. Perform your brand mantra. Describe how well the brand meets customer’ more functional needs. Rate on objective assessments of quality; satisfied utilitarian.
Brand judgements & brand feelings: Positive accessible reaction. What about you? the consumers make judgements about the brand and how the consumers feel about the brands; judgement is in large relation in performance. Feelings go along with the imagery. User profile/ imagery, purchase and usage situations/imagery. Brand personality and values. Brand history, heritage, and experiences. 
Brand Resonance: loyalty. What about you and me? when somebody remembers you when they have some problem that you could solve; your brand come up to their mind when they have the needs that your brand could provide. Behavioral loyalty, attitudinal attachment, sense of community, active engagement.
When you have brand resonance, consumer will continue make the choice of your brand.
All steps build among each other; you have to complete the model step by step.
All steps are relying on the customers.
Building a Strong Brand: the four steps of branding building 

Brand value chain: Value creation begins with the marketing program investment. Value creation requires more them the initial marketing investment. Provides a detailed road map for tracking value creation that can make marketing research and intelligence efforts easier.
Marketing program investment (product, communication, trade, employee, other) > customer mind-set (awareness, associations, attitudes, attachment, activity) > market performance (price premiums, price elasticities, market share, expansion success, cost structure, profitability > shareholder value(Stock price, p/e ratio, market capitalization).
Lecture 2/6/2019 
The color red: 
Action power potency love energy desire passion determination courage 
Criteria for choosing brand elements:
Memorable: ez to recognize, meaningful: persuasive , likable: fun and interesting, transferable: within and across product categories, adaptable: flexible , protectable: legally, competitively.
Brand names, Urls, logos and symbol, characters, slogans, jingles, packaging
Names for new start-ups
New businesss need their own websites and most re

Lecture 2/11
The Color Yellow:
Energy, joy, sunshine, warmth, happiness, caution, warning, vision, intellect, creativity, light
New perspectives on marketing:
As firms are dealing with enormous shifts in their external marketing environments: 
The marketing strategies
New Approaches Embraced by Marketers:
-Rapid technological developments 
-Greater customer empowerment
-Fragmentation of traditional media 
-Growth of interactive and mobile marketing options 
-Channel transformation and disintermediation 
-Increased competition and industry convergence 
-Globalization and growth of developing markets
-Heightened environmental, community, and social concern
-Severe economic recession
Licensing 
-Creates contractual arrangements whereby firms can use:
  Names, logos, and characters of other brands to marter their own brands for some fixed fee.
-Can also provide legal protection for trademarks 
-Risk- A trademark may become overexposed if marketers adopt a saturation policy. 
Product Stategy 
-Perceived quality
-Aftermarketing
Ingredient Branding
-Creates brand equity for materials, components, or parts that are contained within other branded products
-Branded ingredients are often a signal of quality
-Uniformity and predictability of ingredient brands can reduced risks and reassure consumers. 
Personalizing Marketing:
Experiential Marketing, Relationship marketing. 
Sporting Cultural or other events:
-Have their own set of associations that may become linked to a sponsoring brand under certain conditions
-Contribute to brand equity by:
 Becoming associated to the brand and improving brand awareness
 Adding new associations
 Improving the strength, favorability, and uniqueness of existing associations.
Conceptualizing the Leveraging Process:
-Linking the brand to some other entity may:
Create a new set of associations from the brand to the entity 
Affect the existing brand associations.
To Sum Up:
-Implication of the new approaches:
The traditional “marketing mix” concept and the notion of the “4 Ps” of marketing may not fully describe modern marketing programs.
Firms must still devise product, pricing, and distribution strategies as part of their marketing programs. 
Advertising:
-Any paid form of non-personal presentation and promotion of ideas, goods, or services by and identified sponsor 
-Powerful means of creating strong, favorable, and unique brand association and eliciting positive judgments and feelings 
-Specific effects are difficult to quantify and predict.
Marketing Communication:
-Means by which firms attempt to inform, persuade, and remind consumers about the brands they sell:
Can contribute to brand equity by:
Creating awareness of the brand
Linking pointes of parity and points of difference associations to the brand in consumers’ memory
Eliciting positive brand judgements or feelings 
Facilitating a stronger consumer-brand connection and brand resonance. 
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Reconciling the Difference Marketing Approaches
-The four approaches can build stronger consumer-brand bands
-Firms must still devise product, pricing, and distribution strategies as part of their marketing programs.
The New Media Environment:
-Has changed dramatically in recent years
Traditional advertising media seem to be losing their grip
Digital revolution has changed the way consumers learn and talk about brand 
Changing media landscape has forced markters to re-evaluate how they should best communicate with consumers.
Celebrity Endorsement
-Rationale:
A famous person can:
Draw attention to a brand 
Shape brand perceptions, by virtue of consumers perceptions of the famous person
Celebrity endorsers should have:
A high level of visibility
A rich set of potentially useful associations, judgements, and feelings
Integrating Marketing 
-Personalizing Marketing 
-Reconciling the different marketing approaches
Relationship Marketing 
-Mass Customization
-One-to-One Marketing 
-Permission Marketing 
Creation of New Brand Associations
-Secondary brand associations are most likely to affect evaluations of a new product when:
 Consumers lack either the motivation or the ability to judge product-related concerns
Co-branding:
When two or more existing brands are combined into a joint product or are marketed together in same fashion. 
Example: Betty Crocker paired with Sunkist Growers to markter a lemon chiffon cake mix. 
Country of Origin or Geographic Location:
-Can be linked to the brand to generate secondary associations
-Consumers choose brands originating in different countries based on: Their beliefs about the quality of certain types of products from certain countries
 The image that these brands or products communicate.
-Can create strong points-of-difference. 
Brand Amplifiers
-Efforts made to engage consumers and the public via word-of-mouth and public relations and publicity
-Amplify the effects created by other marketing activities through:
Public relations and publicity
Word-of-mouth
-Public relations and publicity 
-Word-of-mouth
To sum up…
Other entities include:
The company that makes the product.
Where the product is made 
Where the product is purchased
Related people, place, or things
The extent to which an entity can be leveraged as a source of equity depends on: Consumer knowledge of the entity.
How easily the appropriate associations or responses to the entity transfer to the brand.

Week 8 Lecture 1


Chapter 9
1. Brand personality and value
· Brand personality: human characteristics or traits that consumers can attribute to a brand
· The big five: brand personality scale used to measure:
· Sincerity, excitement, competence, sophistication, ruggedness


2. To sum up…
· Qualitative research techniques ascertain consumer perceptions that are difficult to uncover
· disadvantages
· Small sample size may not necessarily generalize to broader populations
· Due to qualitative nature, data is open to varied interpretations


3. Quantitative research techniques
· Brand awareness
· Brand image
· Brand responses
· Brand relationships


4. Brand awareness
· Recognition
· Recall
· Corrections for guessing
· Strategic implications
· Yields insight into how brand knowledge is organized in memory
· Identifies cues or reminders necessary for consumers to retrieve the brand from memory


5. Brand image
· Associations that consumers hold for a brand
· Useful for marketers to make a distinction between:
· Lower-level considerations (performance and imagery) and higher-level considerations (judgements and feelings)
· Beliefs: descriptive thoughts that a person holds about something
· Multidimensional scaling


6. Figure 9.8 - Hypothetical restaurant perceptual map


7. Brand responses
· Purchases intentions
· E.g. Will you buy a new car in the next 6 months?
· Likelihood to recommend


8. Brand relationships
· Characterized in terms of brand resonance and measures for following key dimensions
· Behavioral loyalty
· Attitudinal attachment
· Sense of community
· Active engagement
· Fournier’s brand relationship research


9. Comprehensive models of consumer - based brand equity
· Figure 9.12 - Brand Dynamics from Millward Brown
· Bonding
· Advantage
· Performance
· Relevance
· presence
· Relationship to the CBBE model
· Five sequenced stages of Millward Brown’s Brand Dynamics model to the four ascending steps of the CBBE model


10. Figure 9.13 - summary of qualitative and quantitative measure
· Qualitative research techniques (Can’t use qualitative research in general market, it’s statistically unreliable)
· Free association
· Adjective ratings and checklists
· Projective techniques
· Photo sorts
· Bubble drawings
· Story telling
· Personification exercises
· Role playing
· Experimental methods
· Quantitative research techniques
· Brand awareness:
direct and indirect measures of brand recognition
Aided and unaided measures of brand recall
· Brand image:
Open-ended and scale measures of specific brand attributes and benefits (strength, favorability, uniqueness)
Overall judgments and feelings
Overall relationship measure (intensity, activity) 


6. Class video: “How to build your personal brand”
· Want to stand up, need more than qualification to set you apart. E.g. Nobel Prize
· Branding collateral: Resume, cover letter. strongest information first (should be measured information, quantify the work you did), one resume for every endeavor, sightly changes at least, be more related to the specific position.
· Networking: join organization and be active, never have 2nd chance to change your first impression, not too casual dressing
· use professional photograph in Linkedin, clean up on Facebook


7. Class video: “Designing a purposeful personal brand”
· Personal brand lies between perception and reality
· Part of personal branding is your voice, Project voice that everyone can hear you, Led by your voice, supported by you
· How: embrace your identity / diversity, share your backstory; create value for your audience, carrying good content, position yourself in top of mind; grow, engage with your mentor


8. Class video: “Step to start personal brand”
· Have great professional headshot
· Solid linkedin profile
· Origin story
· Elevator pitch 
· Signature piece


9. Class video: “Comprehension of personal branding”
· Make sure the Image right, message clear
· Product features, target audience


10. Class video: “elevator speech - pitching your brand”
· Who are you
· Little background
· Explain: provide content
· Connection 
· Ask 
· Close out





Week 8 Lecture 2


1.Class video: “X8 - rebranding yourself”
· Who don’t YOU want to be? 
· Work out what you don’t like about yourself before you can change
· Who do YOU want to become?
· Where are your passion?
· Be bold and be brave
· Create mission statement, vision, logo
· Change everything else
· 
· Stick with it
· Defend your right and rebrand


2. Class Video: “X9 - TED: Own your personal brand”
· Personal and professional life
· How people think about you: Tone of voice, first impression, body language, etc.
· Personal brand: intellectual and emotional in unspoken instance, differentiate yourself out of the market. What’s your strongest attribute?
· Professor: during an interview you should be yourself, but have to stand out and different. we spend so much time to fit in a certain group and be accepted by others, we generally discard our competitive advantage. If you wanna be a captain of a ship, uniqueness matters, self-awareness, product differentiation
· Likert scale: how the world see you?
· Shakespeare - “the world 's a stage, and we are all players”


3. Class Video: “X10 - Importance of personal branding, Brian Tracy”
· A brand is a promise. When you have a brand, it’s a promise that you make and are known for keeping to the person who you are asking or trying to influence.
· A brand always begins with values. (e.g. leadership), everything you do counts.
· The 8 laws of branding
· Back from the future thinking
3/4/2019 Lecture 
Awareness: If more people have “heard” of the brand it must be stronger 
Penetration: If more people “use” the brand it must be stronger 
Likeability: If more people “like” the brand… it must be stronger 
TOM and Unaided Awareness: If more people “mention” the brand it must be stronger 
Retention of Loyalty: If more people “return” to buy the brand again.. it must be stronger.
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Consumers
Can wield substantially more customer power.

Can purchase a greater variety of available goods and services.

Can obtain a great amount of information about practically anything.

Can more easily interact with marketers in placing and receiving orders.

Can interact with other consumers and compare notes on products and services.

Companies
Can operate a powerful new information and sales channel with augmented
geographic reach to inform and promote their company and its products.

Can collect fuller and richer information about their markets, customers,
prospects, and competitors.

Can facilitate two-way communication with their customers and prospects, and
facilitate transaction efficiency.

Can send ads, coupons, promotion, and information by e-mail to customers and
prospects who give them permission.

Can customize their offerings and services to individual customers.

Can improve their purchasing, recruiting, training, and internal and external
communication.




