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I'll tell you why 1 like the cigarette business. It cost a penny
to make. Sell it for a dollar. It's addictive. And there's a
fantastic brand loyalty.

Warren Buffet
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Objectives

= Products and Brands
m Building and reinforcing a brand
= Multibranding, line and brand extensions
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Product to Brand

m Decommoditization
m Increasing corporate value
m Attracting & retaining customers

World’s most powerful brands
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Product

A product is anything that meets the functional needs of
customers.
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Branding levels

A brand can be defined as a specific name, symbol or m Company brands

design — or more usually, some combination of these — m Individual brand names

that is used to distinguish a particular seller's product. = Company & Individual brand names
m Range branding

How brands add value?

m Experience of use

m User associations

m Belief in efficacy

m Brand appearance

m Manufactures’ name and reputation

Brand Represents...

Culture
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Brand Identity

Brand
core

Culture
Brand
style

Personality Self-image

Physical Reflection

Relationship

Brand
themes
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Brand Prism

Big business, East Coast
Culture
Confident, square ‘lam a pro’
Personality Selfimage
IBM

Physical Reflection

Those who take
Al data systems =

Barsingss seriously

Relationship

Security, reassurance

New humanism, California

Creative, cool Self-enhancement
Apple
Microcomputers, Young-minded,
all purposes AUNONDMOUS

Liberation. friendly
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How does brand pyramid & prism help?

Understanding of brand’s strengths and opportunities
Brand strategy formulation and brand positioning
Consistency of message in various communications
Brand extension and its limits
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Product and Brand Levels

Potential product

Augmented product

Expected product

Basic product

Core benefit
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Building Brands
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Benefits of a Brand

Market share and profits
Brand leverage

The value of niche brands
Loyalty and belief association
Brand barrier

Avenues for growth
Motivating stakeholders
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Branding Strategy

m Line extension
= Multibranding
= Brand extension
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Brand Repositioning

Real repositioning
Psychological repositioning
Competitive depositioning
Reweighing values
Neglected values
Changing preferences
Augmenting the brand
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Buying vs. Building Brands

m Market attractiveness

m Relative cost of acquisitions

m Acquisition’s potential synergy
= Brand’s strategic opportunity
m Corporate situation
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Product advantage research

Product advantage

Launch variables Low High
Protocol
Objectives Detensive Growth-oriented

Time to market Longer time tomarket  Shorter time to market
Number of competitors  More competitors Fewer competitors
Market growth Lower Higher

PLC stage Late Early

Targeting strategy Mass marketing Nichefselective
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Product advantage

Marketing mix
Branding
Product assortment

Promotion expenditures

Push versus pull

Types of communication

Mix of communication
Salesforce input
Pricing strategy

Price level
Distribution intensity

Distribution expenditures

Quality of distributors

Current/new distributors

Targets for distributors

No specific brand
Narrower

Lower

Pull

Pull oriented

Fewer types mixed
Non-intensive
Penetration

Equal or lower
Intensive

Lower

Fewer factors considered
Current distributors
Fewer targets used

Brand name

Broader

Higher

Push

Push oriented

More types mixed
Highly intensive
Skimming

Higher than competitors
Selective/exclusive
Higher

More factors considered
New distributors

More targets used i !




