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Branding

* Content to support Level 3 Business
Qualifications

e Drlan Harris —



1872 PRIFYSGOL

ERYSTWYTH -
ABERBIWYI Learning Outcomes

e Qutline Brand Definition

* Explain the Historical Development of Brands
* Discuss why marketers love brands

e Compare brand image and brand identity

* Discuss how brands align to “personality”

 Describe the difference between Functional
and Symbolic Brands

* Compare and Contrast Emotional Selling
Proposition with Emotional Selling Proposition
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A brand is:

“a name, term, sign, symbol or design or a
combination, intended to identify the goods, or
services of one seller or group of sellers, and to

differentiate them from those of competitors”.

Kotler and Keller (2006)
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2700 BC — Egypt, owners “branded” cattle

— The brand outlined the owner — theft happened regularly
in those days

A result of a fundamental need to identify property if

it is traded — remember most were illiterate thus

“symbols” were used rather than words

Large urban environments (towns) (2500 BC) needed
brands to distinguish provenance of commodities

Since then, and particularly in the previous 30 years
the sophistication of brands has matured to include
broadly the following realms of influence
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Components

Brand ldentity

Brand Communication
Brand Awareness
Brand Loyalty

Brand Management
Strategy



AservstwytH - Why do Marketers Love
Brands?

* There are many advantages to having a strong
brand:
— Competitive edge in marketplace
— Allows simple line extensions
— Promotes customer loyalty
— Improves customer recognition
— Enhances credibility and ease of purchase
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THE CONSUMER DECISION-MAKING PROCESS

NEED RECOGNITION

INFORMATION SEARCHING %
AND PROCESSING

oo

COMPLEX SIMPLE
DECISION MAKING IDENTIFICATION DECISION MAKING

AND EVALUATION
OF ALTERNATIVES

PURCHASE DECISION

POST-PURCHASE
BEHAVIOR
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« Successful brands create strong, positive and lasting
Impressions:

« through their communications and associated
psychological feelings and emotions,

 not just their functionality through use.

Microsoft

-
« ¢t Google amazon
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i PARADISE PAPERS

promise

-

|

Communication

Brand < > Brand
positioning performance

Figure 13.1

The triangulation of the 3 brand Ps
Source: Marketing Communications (7th edn) Hil, C. and Turnball, 5. {2016). Reproduced with the kind permission of Pearson
Education Limited. € Pearson Education Limited 2016.
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enjoy brands because it...

Enables premium pricing.

Helps differentiate the product from competitive
offerings.

Encourages cross-selling to other brands owned by
the manufacturer.

BTQ

Develops customer loyalty/retention and repeat-

purchase buyer behaviour.
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la Flavour Yogurt

ASD

Vanil
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Vanilla Flavoured Yogurt

Celebrity—lendorsed Vanilla Yogurt

VARKS
SPENCER

Madagascan Vanilla Yogurt with
Organic Wholegrain Wheat &
Honey from Posh Bees

Waitrose

You can’t afford and you're not
good enough for this Vanilla Yogurt

Consumers
help co-create

brand
meaning
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n “We are really living open source and sharing our
communication stories, experiences and products, and
then allow them to feedback.”

Florian Alt, senior director of global brand communications, Adidas

ENTER NEDDIN o

TANGO LEAGUE '\

Currently 70% of global brand
referrals happen on dark social not
via Twitter or Facebook.
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* Simply something that can be spoken or
written and through this identifies the brand,
and differentiates it against any competition

* Brand names may include
— Words
— Phrases
— Signs
— Symbols
— Designs
— Or combinations of the above
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* Probably better known as Brand ldentity is

— The name, trademark, communications, and visual
appearance

— It is what the brand owner wishes the customer to
perceive the brand to be

— Image/ldentify is a fundamental component for
Brand Recognition and Brand Recall

— Recognition separates it from other brands in the
same category, recall measures what
benefits/message the consumer’s remember
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Corporate Brand Identity

* Kotler et al (2009) — Four levels of meaning for brand
identity:
— Attributes
* Aset of labels with which the company seeks association with

— Benefits
* Emotional translations for these labels

— Values
* What does a company seek to be in the eyes of the consumer

— Personality
* Associating a brand as a person
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This is content that we test in the...

* Aberystwyth University Entrance Exam

e Successfully complete an exam (

) and earn yourself an
unconditional or reduced offer for the Business
School

— More details here (use short link):
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* Kapferer (2003)

— “the set of human personality traits that are both
applicable to and relevant for brands”
e To imbue the brand with “human-like”
characteristics

— The personality traits allow the brand to become
“unique” symbolically (in the mind of the
consumer)

* Personalities have been “categorised” (aaker, 1997)

— Sincere; exciting; competent; sophisticated;
rugged
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* When consumers consume it is considered
that they associate the psychological aspect
(feelings, perceptions, experiences, beliefs)
with the “actual function of consumption” to
create a "brand experience”

* |n simple English. If | decant prosecco into a
champagne bottle the consumer will project
what they feel about the symbolism of

champagne to a very inferior wine and believe
it is FANTASTIC
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Manufacturer brands

 Manufacturers try to create brand recognition and
name recall through their marketing communications

activities with end users.

« The goal is to help customers identify the producer of a
particular brand at the point of purchase. For example,

Persil, Heinz, Cadbury’s and Coca-Cola.
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Distributor brands

« refers to the identities and images developed by the wholesalers,
distributors, dealers and retailers who make up the marketing
channel. Also known as ‘own label’ brands.

°
Ald I. Like brands. Only cheaper.
Smoking clogs I N | The only difference is the price.

your arteries : ‘
Get help to stop smoking at nhs.uk/quit r Rﬁ

: 2

#C0

Smokmg clogs
your arteries
\ help 0 s0p oking atwwwihsuk/quit || 2

Generic brands

- are sold without any promotional materials or any means of
identifying the company. The only form of identification is the
relevant product category, for example, plain flour.
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Every brand has a functional element; the things that

deliver the core benefits

— E.g. The functional element of toothpaste is that it cleans
your teeth

e Butt

equa

* Supp

nere are other toothpastes that clean teeth
ly as well (it’s not a magic substance)

y certainly exceeds demand; therefore the

functional component has no intrinsic value

To maintain sales consumers need to believe

something symbolic about the brand/something
other than functional benefit
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* To overcome market oversupply issues, brands

typically try to deliver an emotional (symbolic)
benefit

* Even toothpaste shows evidence of the need of this
emotional bond

— Do your parents/guardians typically buy the same
brand/type..?

* But why might an emotional bond exist?
— Familiarity, family well-being, safety

* Symbolism works because other brands find it
difficult to replicate (mimic)
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RIRRY<:. Ha breath ongnatng mm oral cavity, Based on iabaratorny studies, Vish your denlis
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* Symbol-intensive brands are able to maintain
a relationship with their customers that
typically surpasses brand loyalty

* Symbolic brands may be further sub-divided:
— Authority Brands
— Solution Brands
— Icon Brands
— Cult Brands
— Lifestyle Brands
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0 @

REVION

Do n-to-earth
Honest
Wholesome /
Cheerful

Daring
Spirited
Imaginative
Up to date

Dutdoors
Tough

Ruggedness

Brand
personality

Reliable
Intelligent
Successful

Upper class
Charming

Figure 13.2

Five dimensions of psychosocial meaning
Sowrce: Reprinted with penmission from J. Aaler (19971, ‘Dimensions of brand personality’, Jowmnal of Marketing Res . 80 _ ..

347-5E, published by the Amencan Markesting Association,
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 Term was created to try to understand the
basis of successful advertising in the 1940s

* Unique propositions aimed at the centre of
the mass market

* Such propositions quickly persuaded
consumers to switch supply. Was the
precursor to
— “Differentiation is one of the most important

strategic and tactical activities in which companies
must constantly engage” (Levitt, 86)
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e Thus a USP differentiates a

product/service/brand because it possesses a
unique benefit

* “one feature (attribute) of the product that
stands out as being different from the
competition” (Blythe, 2005)

* A “clear” USP helps consumers understand
differences between brands, and leads to

positive attitude and intention towards the
brand
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* To find this USP requires a great deal of
research

* To promote this USP requires a great deal of
promotion

* To secure this USP requires considerable focus

* |t has taken BMW decades to reinforce “The
Ultimate Driving Machine” most recently

rolling it out to challenge Tesla (Electric vs
Hybrid)
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@ The BMW i8 | Embrace Curiosity.

THE NEW BMW i8 &
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This hair product positioned it’s USP as

“Clinically proven to reduce dandruff”

Can you guess who it is..?

Head and Shoulders — now think about how the name of the
product (dandruff is mostly found on your shoulders)
reinforces the efficacy of Pyrithione Zinc — thankfully they did
not call the product this...
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S Proposition (ESP)

* Whilst USP deals with “logical benefits” or
functions of a product

* Emotional Selling Proposition seeks to
“differentiate” against emotional responses

* |n a marketing degree you’d be aware of the
Tricomponent Model which simply translates
to:

— Think — Feel — Act
* USP maps to “thinking” or cognition
 ESP maps to “feeling” something or affective
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* Some ways in which promotion targets you via
ESP
— That you feel important
— That you feel remembered
— That you feel attractive

— That you feel trendy

* |t's about “feeling something about the
brand”
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* Branding, brand personality, brand image,
unique selling point (USP), implications of
business size for marketing activity, budgetary
constraints, availability of specialist staff
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Brand can account for 10% change in stock price.
The value of the Most Valuable Global Brands 2018 is $S4.4bn,
21% up on 2017.

* |Important to differentiate between ‘product’ and ‘brand’....“products are created

in the factory, but brands are created in the mind.” Walter Landor.

|‘1

!

b




BrandZ™ Top 100 Most

Brand Value

Brand Value Brand %Change  Rank Country

Brand Category 2018 SMil. Contribution 2018vs.2017 Change of Origin

i Google Technology 302,063 4 +23% 0 Q
2 ‘ Technology 300,595 4 2% 0 £
3 amazon Retal 207594 4 oy 1 8
4 ¥ Microsoft Technology 200,987 4 e 1 &
5 Tencent B Technology 178,990 5 +65% 3 .
6 facebook Technology 162,106 4 25 1 &
7 VISA Payments 145611 5 A% 0 &
8 || McDonalds Fast Food 126,044 4 2% 2 8
T2 — Retal 113401 3 w% 5 @
10 %AT&T Telecom Providers 106,698 3 7% -4 %
1 + Technology 96,269 4 &% 2 &8
2 yerizon’ Telecom Providers 84,897 3 A
13 m Tobacco 81914 3 % 1 £
u  (beatslh Soft Drinks 79964 5 2% 1 8
15 (@ mastercard Payments 70,872 4 4% 5 £
16 U Logistics 60412 5 s 0 &
v @7 Technology 55,366 3 2% 4 @
18 . Regional Banks 54,952 3 -6% 3 £
1 Dlewep Entertainment 53833 5 B o1 8
2 R Retal 47229 3 a4 B
a Loy Telecom Providers 46,349 4 8 -4 @
2 KBC@ FEIHAT Regional Banks 45853 2 +45% 6 @
P @ Fast Food 44503 4 A% 1 &
2 xfinity Telecom Providers 43,056 3 3% 1 &
25 Pas Telecom Providers 41499 3 82 0o M

Source: BrandZ™ / Kantar Millward Brown (including data from Bloomberg)

Valuable Global Brands 2018

Brand Value Brand ar;ngh\;;::; Rank Country

Brand Category 2018SMil.  Contribution 2018vs. 2017 Change of Origin

26 ﬂ Luxury 41138 5 % 3 )
27 Spectrums Telecom Providers 39,372 2 NEW (=
28 @ Conglomerate 39,041 2 -22% 9 Q
% Apparel 38,479 4 w3 &
30 [P PayPal Payments 35,440 5 8% » &
31 Walmart: - Retail 34,002 2 s 0 &
2 accenture Technology 33723 3 2% 0 &
33 SAMSUNG Technology 3219 4 34 4 @
34 @ Alcohol 32113 4 8% 30 @
35 E Payments 30,046 4 +24% 1 %
3% () TOYOTA Cars 29987 4 %6 W
37 ovodafone Telecom Providers 28,860 3 9% -10 @
38 @ Technology 28,316 2 +29% 6 %
39 Hzﬁas Luxury 28,063 5 2r 2 )
0 gy Beer 27031 4 w 7 8
4 Bal'«‘:!.fEl Technology 26,861 5 +4% -2 .
2 ZARA Apparel 26,860 3 7% 8 @
a S Insurance 26,141 3 s 18 @
44 UQE‘IE'AL Personal Care 26,107 4 9% -6 0
45 ORACLE Technology 25,802 2 +21% 1 g
46 (A oot Cars 25,684 5 9 -6 M
7 @ Cars 25624 4 w2 M
45 Y4 HUAWEI Technology 24922 3 %1 @
w @ oERERG Regional Banks 23,047 2 2% 5 @
so. HSBC €2 Global Banks 23633 3 asy 2 g

The Brand Value of Coca-Cola includes Lights, Diets and Zero
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because it...

* Helps us to identify our preferred products.

* Reduce levels of perceived risk and in doing
so improve the quality of the shopping

experience.

* Helps people to gauge the level of product

quality.
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because it...

 Reduces the amount of time spent making
product-based decisions and in turn decrease
the time spent shopping.

* Provides psychological reassurance or
reward, especially for products bought on an
occasional basis.

 |Informs consumers about the source of a
product (country or company).
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Crosby (2012) Relationship orientated buyers

appreciate and seek: _ _
Information sharing

Recognition
Customisation

Appreciation
Exceptional customer service

Personalisation
Reciprocity

] Fairness
Harmonious

interactions
Cooperative problem solving
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" P@ERYDSTWYTH Manufacturers and Retaollers enjoy
i brands because it...

* Assists the development and use of integrated

marketing communications.
» Can deter competitors from entering the market

* Provides some legal protection.

John Lewis
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John Lewis

John Lewis Christmas 2016:

Exercise in pairs/groups:

 What is the message communicated?

— Functional benefit?

— Emotional benefit?

* Whois the target audience?

e Does it DRIP?
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campaign

The two-minute ad is first distributed through the personal social accounts of John
Lewis partners, who are posting it from 6am. It will appear on the brand’s official

channels at 8am and first air on TV at 9.15pm during Dark Hearts on ITV.

On Wednesday, the theme tunes of five of ITV's top shows — Coronation Street,
Emmerdale, This Morning, Lorraine and The Chase — were replaced with solo piano

versions, recorded with John’s input.

At 4pm today, the Oxford Street store will open a "behind the scenes" experience
allowing shoppers to explore some of the sets (below) used in the ad that were
moved over from Black Island Studios in west London.

1972 | PRIFYSGOL Impact and some nice touches:

9.,30 a.m.

John Lewis
14.1K Tweets

#EltonJohnLewis
It's a very Elton John Lewis Christmas advert

Dominic Raab
Brexit Secretary Dominic Raab resigns from the
Cabinet

Esther McVey
11.1K Tweets

#BrexitAgreement
5,736 Tweets

Brexit Secretary
31.2K Tweets

#BrexitShambles
8,740 Tweets

1.00 p.m.

United Kingdom trends - change

#BrexitChaos
35.4K Tweets

John Lewis
It's a very Elton John Lewis Christmas advert

#BrexitShambles
17.6K Tweets
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campaign

The front of the store will feature a sound and light show that will take place every §
30 minutes from 4pm until closing time (and from 2pm at weekends) every day until j ‘
Christmas Eve. Other sections of the store will have installations inspired by the |
campaign, such as a giant piano created in partnership with Google.

Closer to Christmas, John Lewis will run additional product-led spots featuring a
series of other John songs. The brand has not confirmed whether these will include

Tiny Dancer, another track that has previously been used in a John Lewis ad.

Why change? Needed to improve on Moz

"In terms of our key metrics — views, engagement, sharing, ROI — it actually did
really well," he said. "Commercially, it drove what we needed, but in terms of

emotional resonance it hadn't quite got to the level we'd reached before. We needed

a bit of a left turn."

The script for the final spot — one of 300 considered by the brand — did not change

from how it was originally presented, Inglis said, and no other musician was in
consideration for the role.
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Stages of brand Building Blocks Branding cbjective at
development each stage

4. RELATIONSHIPS = RESOMNAMNCE IMTEMSE,
What about you & me? ACTIVE LOYALTY

e Y

3. RESPOMSE = POSITIVE, ACCESSIBLE |
what aboutyou? ‘ JUDGMENTS FEELINGS REACTICING

2 MEANING = POINTS-OF-PARITY

What are you? ‘ FEREESHIANGE IFSAGER L & DIFFERENCE

T IDENTITY = CEEF, BROAD
Who are you? ‘ SLIERCE BRAMD AVWAREMESS

Figure 13.1
Typology of brands in real and virtual worlds

Sowrce: "Building strong branda in a modern marksting cormmunications ervircnment’, Kaller, KL L., dournal of Maretng Commumcations,
by 2000, Tavdor & Franciz, Beprinted by permission of the publisher (Tagdor & Francis Litd, bttpoSsesestandf.coukdjournals).
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« Brand salience - how easily and often do customers think of a particular brand?

« Brand performance - how well do customers believe a particular brand
performs?

» Brand imagery - describes the extrinsic properties of a brand (the colour, the
packaging, the product consistency, associations) and level to which these satisfy
customers’ psychological or social needs.

« Brand judgements — a customers’ own personal opinions and evaluations
about a brand.

« Brand feelings - customers’ emotional responses and reactions with respect to
the brand when prompted by communications or by friends.

* Brand resonance - the nature of the relationship customers have with the
brand and the extent to which they feel loyal to the brand.
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 Brands can be used to trigger associations in the
minds of customers. These associations may
enable customers to construe a psychosocial
meaning which they learn to associate with a

particular brand.

« Aaker (1997) developed a Brand Personality Scale
to reflect the main human characteristics that she

found people associate with brands.



exercise
 In groups, pairs or individually

 List meanings of your favourite brand

» Repeat the exercise with your least
favourite brand How the brand owner

(management) defines what the How consumers perceive
brand is the brand

>
&

Goal: as much overlap as
possible
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* Apple ($302 billion)

Innovative W 4
Reliable '
Supportive

Easy to Use
Generous

Happy to be part of the
family.

Solid

* EE

Example

Nags
Unhelpful
Annoying
Unreliable
A hassle to pronounce
Website is poor poor
poor

>
®
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Individual Branding — requires that each product offered
by an organization is branded independently of all the

others.
* Unilever (e.g. Knorr, CiF and Dove)

* Procter and Gamble (e.g. Pampers, Head and
Shoulders)

‘Used to’ typify this approach, but both are cutting back on
their brand portfolio.
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= = BRIGHT FUTURE

- PROJECT
alleaes
Moving towards ‘family branding’ %

Corporate branding for CSR purposes



1872 PRIFYSGOL

“$ABERYSTWYTH Brand Policies

- — ——— UNIVERSITY

Family Branding

*Products use the organisation’s name, either entirely or
in part.

*Microsoft, Heinz and Kellogg’s all incorporate the

company name as it is hoped that customer trust will W‘? ’

develop across all brands.
Corporate Brands

*Single umbrella brand, based on the name of the
organization.

Brand name used at all locations and is a way of
identifying the brand and providing a form consistent ®
differentiation, whether on the high street or online. For cAl

example, Tesco, IBM and Caterpillar.
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Cadbury brand is a good example of:
a) distributor brand.

b) manufacturer brand.

C) generic brand.

d) niche brand.
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Is a strategic activity and is used to
differentiate and distinguish a brand, so that a
consumer understands the brand, not just
remembers it.

a) Brand heritage
b) Brand anatomy
c) Brand positioning €O

d) Brand extension
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« Fournier (1998) stresses the importance of understanding how
brands add value to peoples’ lives, including the personification of

brands.

 Increased use of user generated content enables consumers to

redefine what brands mean to them.

* Customers attach a name, term, or other feature that enables
them to identify one seller’s good or service as distinct from those of
other sellers (AMA 2012 ). This is commonly referred to as co-

creation.
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User generated content allows for greater
consumer contribution to creation of brand
associations.

*Paddy Power ‘mischief makers’ .Random
items shared across the internet.

ABERYSTWYTH Brand co-creation
through UGC

ALDI
Looks like Vanilla Yogurt

Vanilla Flavour Yogurt

Vanilla Flavoured Yogurt

Celebrity-endorsed Vanilla Yogurt

MARKS
SPENCER

Madagascan Vanilla Yogurt with
Organic Wholegrain Wheat &
Honey from Posh Bees

Waitrose

You can’t afford and you're not
good enough for this Vanilla Yogurt
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TANGO §G LLAD o i

WESOIMNE LA TANGD SSUAD

Groups of socially savvy 16-19-year-old football content creators in 15 key
cities

Each group is managed by an Adidas in-house team,

All content is mobile optimised and shot in portrait selfie-style to add to the
authenticity.

squad members are invited to to take part in experiences like meeting
players.

Currently 70% of global brand referrals happen on dark social not via Twitter

or Facebook.
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n “We are really living open source and sharing our
communication stories, experiences and products, and
then allow them to feedback.”

Florian Alt, senior director of global brand communications, Adidas

ENTER NEDDIN o

TANGO LEAGUE '\

Currently 70% of global brand
referrals happen on dark social not
via Twitter or Facebook.
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@

2 ° S I
Hilton B

Global
Brands

Ceetoty

B2B
Brands

Internal
Brands

% BARCLAYS
John Lewis
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ACTION ON _—
ebranding
HEARIN

Wl e S

Brand

extensions

Co-branding

Hem, de Chernatony and Iversen, (2003)
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A brand with a strong equity is more likely to
preserve its customer loyalty and fend off

competitors

Feldwick suggests there are three elements
associated with brand equity:

*Brand Value — a financial base

‘Brand Strength — a consumer’ s attachment to a brand

*Brand Description — specific attitudes consumers have towards a
brand.

Google
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» Best brands in the world built on distinctive but solid values.

« Values guide our decisions and behaviour — fundamental to
business.

« A combination of distinctiveness, authenticity and a
compelling story.

 Don’t be too obvious or bland e.g. honest, innovative.

(source: Simon Middleton, Build a Brand in 30 days)

Google P&G
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Committed Iceland shoppers will continue to shop at the frozen food giant this
Christmas regardless of any TV ad, but changing perceptions among potential new
customers will be what gives the chain real longevity.

Whether it was a deliberate ploy for publicity or an innocent attempt to raise
awareness, Iceland has proved itself to be a retailer with genuine ethical credentials
prepared to put its money where its mouth is. And long term that is way more
powerful than Jason Donovan devouring a prawn ring.

Bonus Card Store Locator W Shop Online
Bursting with benefits Find your nearest store Start shopping today
@ Shop Now Bonus Card Home Delivery  Our Company  Slimming World Environment

As Not Seen on TV

Watch Our Banned TV Ad

As NOT Seen On TV Christmas Free Delivery Bonus Card
Watch our banned TV advert Shop Now Shop in store Save for Christmas
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A measure of the value and strength of a brand,
including an assessment of a brand's wealth is
known as:

a) brand stretching.
b) brand heritage.
c) brand name.

d) brand equity.
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