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I'll tell you why I 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 

Objectives
Products and Brands
Building and reinforcing a brand
Multibranding, line and brand extensions 

Product to Brand
Decommoditization
Increasing corporate value
Attracting & retaining customers

World’s most powerful brands

Source: www.interbrand.com (07/03/2004)

Product
A product is anything that meets the functional needs of 
customers. 
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Brand
A brand can be defined as a specific name, symbol or 
design – or more usually, some combination of these –
that is used to distinguish a particular seller’s product. 

Branding levels
Company brands
Individual brand names
Company & Individual brand names
Range branding

How brands add value?
Experience of use
User associations
Belief in efficacy
Brand appearance
Manufactures’ name and reputation

Brand Represents…

Attributes Benefits Values

Culture

User

Personality

Brand Identity Brand Prism
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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 

Product and Brand Levels

Potential product

Augmented product

Expected product

Basic product

Core benefit

Building Brands 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

Branding Strategy
Line extension
Multibranding
Brand extension

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
Market attractiveness
Relative cost of acquisitions
Acquisition’s potential synergy
Brand’s strategic opportunity
Corporate situation

Product advantage research

Product advantage


