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What a brand ‘,'\'
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How it started

e 200 to 300 years ago, Branding came from
the word Old Norse Brandr meaning to ‘burn

’

e owners stamped their cows to distinguish
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Brand Generation | Brand-Customer Key Marketing Driver
Function

Trademark (until “Something you Identify business Brand awareness
1860) buy” ownership

Brand Mark (1860-  “Something you Buildnew marketsat  Brand satisfaction
1920s) trust” good value

Mass Market Brand  “Something you Instill new Brand association
(1920s-early 1980s) want” wants/desires

Post Mass-market “Something you Establish ownable Brand equity
Brand (1980s-late prefer” positioning

1990s)

Love mark (early “Something you Inspire brand Brand affinity
2000s) love” values/stories/design

Wiki Brand (the “Something you Createand hostbrand Brand

future) participate in” conversations engagement
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Reputations
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Mission \. - 2 —

Vision>|) Brand < Trust

N
Valve e / [\ Connections

ldentity .
P
Marketing ositioning
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=
* A model, in the context of science, is a simplified representation of some “real”
phenomenon.
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Figure 1: Relation between Brand, Brand Equity and Branding

Source: model proposed by the authors.
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BRAND IDENTITY DEFINITION

A unique set of brand associations that the
brand strategist aspires to create or maintain.

These associations represent what the brand
stands for and imply a promise to customers
from the organization members. Brand identity
should help establish a relationship between
the brand and the customer by generating a
value proposition involving functional,
emotional, or self-expressive benefits”
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How the brand owner

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

Goal: as much ovetlap as
possible

Figure 1: Brand Identity and Brand Image

Brand Image Brand Identity

passive and looks Should be active and look to
to the past the future, reflecting
associations aspired for brand

Tends to be tactical Should be strategic, reflecting
a business strategy leading to
sustainable advantage

Might not be salient Should reflect brand’s
enduring qualities
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The anatomy of a brand

gdle Ly (SIS ]I Jle

Red roof

Red and white
graphic

packaging

User imagery-

Marlboro !::r:l-: ness and

Marn independence
{cowbaoy)

Strength
dangd
flavour
of blend

Sense of

Stron
freedom Strength and - au-::-ugr
and independence P
strength .
American
imagery omtemporary
Marl :_l:l: Masculine Brown
Country

Filter

Endorsement of male/

sports activities



BRAND IS NOT JUST A
PRODUCT

Brand

Organizational
associations

Product

Country «Scops
of origin « Attributes
* Uses
« Quality/Value
« Functional
isor benefits Brand{Custgmer
relationships

imagery

Self-expressive
benefits

Emotional
benefits
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BRAND IDENTITY

Brand as
Product

Product scope
Product attributes
Quality/value
Uses

Users

County of origin

Brand as Brand as

Organization Person
7. Organization attributes 9. Personality
(e.g. Innovation, consumer, (e.g., genuine,
concern, trustworthiness) energetic, rugged)
8. Local vs Global 10. Brand-customer

relationships (e.g.,
friends, adviser)

Brand as
Symbol

11. Visual imagery and
metaphors
12. Brand heritage
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VW Brand Identity PRISM

Physique:

Personality:

e Productspectrum e Masculine
ranges from ¢ Reliable
motorcycles to low- e Mature
consumption small e Family-orientated
ars and luxury e Concernedabout the
vehicles. environment

¢ Recognisable through
the blue and white VW
logo, keeping the
traditional icon Culture:

e German
o  Worldwide
Relationship: ¢ Family values

e Personal anecdotal
experiences

e Family orientated

e Trust

Offer attractive, safe,
environmentally
sound vehicles

Reflection:
e Reliable .
e Suited for everyone .
e Personwho feels .

concerned aboutthe
environment

Self Image:

Confident
Safe

Stylish
Self-assured
In control
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S el
Topology of logos

e The Wordmark
e The Symbol (icon)
e The Combination Mark
e The Emblem
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e The Wordmark

Canadi Ceatyzy;, Go gle

The Word Mark is the most common style of
logo—39 % of the top 100 global brands use
this approach.

This type of logo turns the word itself into the
graphic representation of the brand.
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e The Symbol (icon)

No words necessary.

QUESTION: What are the benefits of this approach?

ANSWER:

1. Your brand transcends language

2. It creates an iconic presence

3. Opportunity! Only 3% of the top brands in the world are
strictly symbol brands
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e The Combination Mark

o ) (
BlackBerry. = at&l g

ROLLS
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An emblem is typically a metallic (or metallic-looking) version of the logo, the term is associated
most with the automotive industry, one of the few remaining manufactured goods that use such
physical manifestations, these days. Also, an emblem can represent a specific division of an
automaker (i.e. Lexus and Scion are emblems of Toyota, but use their respective emblems).

MOTOR?
RV

\}l L
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P

Mercedes-Benz

1976-1998 1998-2000 2001-2007 2007 -7
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IRRELEVANT

DEVIANT

APPLE
AMAZON

NEOLOGISTIC

NON-
WORD SPOTIFY

KODAK

RELEVANT

DESCRIPTIVE

GENERAL MOTORS
ELECTRONIC ARTS

ASSOCIATIVE

FACEBOOK
LINKEDIN



Q\ALA)K}&T,M;MJJA |J‘-")-’¢‘,’,J:’,J"‘w_)-’

N yr oU glgsl

Founder: named after person or people The Bill Gates Foundation
Descriptive: convey the nature of the business Match.com
Fabricated: a made up name Kodak, Xerox
Metaphor: a noun used to allude to quality Puma
Acronym: of the full name. Initials only (AGO) M&M :Mars & Murrie
Magic Spell: altered spelling that is unique and memorable Netflix

Combinations of above: Citibank (descriptive & magic spell)
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IMPERATIVE: commands action starts with a verb

DESCRIPTIVE: describes the product, brand or service

SUPERLATIVE: positions the company as best in class

PROVOCATIVE: makes you think; typically a question

SPECIFIC: reveals the business category
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Brand integrity is a fragile thing, so it needs to be treated as such. Brand guidelines are, in essence, your
owner’s manual on how to “use” your brand. These guidelines will be referenced by everyone who touches
your brand, internally or externally, and will often be partially reused in future brand identity revisions.

18 pt 18 pt

At the size shown here,
the height of the
pagoda is still 1 inch,
thus determining the
area of isolation as
1/4-inch; however, it
extends below the Improving Home Improvement’
tagline. This application

also applies to division

names.
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Samsung's color system is davelopad for each businass unit to projact its bestimage and charactanstics

Color System  ‘mwneseiors ; eSS preEt s s mae A reeE
in tha most afficient way. The color system, devisad for unifying the visual imeges of each business unit or
sales anvironmant, is to promota the imtemal unity and to foster consistant identty axtamally.

Home Entertainment
Brand Logo Color

Mahile Home Information
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VW Logo Brand Guidelines
03 Logo Padding / Protected Zone

Protected Zone Equalto 1/2 X

ne of at least 1/2 X must t

Das Auto.

1/2X

1/2X

VW Logo Brand Guidelines

g o % > 3 ‘ ///
B o o

VW Logo Brand Guidelines

Dus A

VW Headline
ABCDEFGHIJKLMNOPQRSTUVWXYZ
obcdefghijkimnopqrstuvwxyz

Das Auto. 1234567890
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Just because it fits, doesn’t mean il work.

Choose Volkswagen Genuine Parts.

Das Auto.
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Father and Sun




BUY 2 OR 4 MICHELIN
Buy 4 MICHELIN tyres to fecetve: WINTER TYRES
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In communications the Ambition to Lead is
verified by four brand experiences:

Qur aim:
To be the leaders for brand, product and communications.

PUT INTO CONCRI

The integrative guiding theme for brand communicasions:
“The best or nothing".

VERIFIABLE BY:
Holis fic
sustainabilty

L -
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Success Lies in Aligning Business & Brand Strategy

Partners

Customers
Distributors Bra nd

Employees Strategy

Sales
Marketing
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Finance
HR
]
/ Sal
_x Sales
BUSINESS . o
STRATEGY Marketing
\ ~~ Operations
1 IT
R&D

Name

Logo

Visual ldentity
stationary
Website

Signage

Vehicles

Retail Environment
Email / Newsletter
Brochures
Facebook / Twitter
Linkedin

Apps

TV Ad

Online Banner Ad
Online Microsite
Word of Mouth
store bxterior
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BRAND EQUITY MODELS

1. BRAND ASSET VALUATOR
2. AAKER MODEL

3. BRANDZ

4. BRAND RESONANCE



Emerging potential
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BRAND ASSET VALUATOR

Leadership brands

Pl 9 &KL (55!
andlln o 8 55 4 o3I A9A [l B1R4Y Ol
o5 5o 4 Al ys s Ls S Ol mhaw 5 Slkes

s ool dry 93 ) JSCize Lok
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Low - )
D R E K Four PRIMARY ASPECTS

Brand stature

KNOWLERGE
ESTEEM
RELEVANCE

DIFFEREMTIATION

Understanding of the
product/service

Regard for the brand

Personal appropriateness

of the brand

Perceived distinctiveness

of the brand




Brand Equity
Ny 059 o5yl 53 ST

David Aaker’s Brand Equity Model

KPI:

* Product—quality, functions , exterior etc

* Comporate—biz nature, op scale, culture elc
* Symbol—logo, ad skogan, ad etc

Perceived Brand Quality

S,
Other Brand Assets Brand Loyalty
KPI: KPI:
* Market shares / * Brand reputation
* Channel coverage * Brand satisfaction
* Premium potential yl » Sales generation from new

* Trademark value customers from okd patrons

Brand Equity

Brand Association Brand Awareness
KPI: KPI:
* Brand impression * Aided awareness
* Key association * Unaided awarenass
* No. of brand extensions \ * Familianty & liking
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4. BRAND RESONANCE
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4. BRAND RESONANCE

CBBE Pyramid

Regular

& repeat i,m IOVin, it®

Purchase

Loved Fun,
Brands stands Warmth,
for quality service Excitement

Widely Spread
Across Locations,  Serves All age group,
Convenient & Serves Quick  Pleasant Experiences
Burgers.

Famous International Fast food chain, Mostly
Sells Burgers.
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Strategic Brand Management Process

The Strategic Brand Management Process a5 aei S (=8 {e]| o1Vl aF-8 (] S (=T o 1K

& > >
QOQQ {b(\ 6} Q’)é.
P Q 0/. 0ol ’},
‘-j 0\}\?\0@&)\ %Q-I%%QQOQ’
\ ‘O
&Y s Strategic %,
2 Brand
3 Management
2%

Process

-

Ny
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Brand Personality .,, coass
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Understanding Archetypes Stability
(emotional) A

The “Ruler The “Sage

The “Caregiver The “Explorer

The “Creator The “Innocent

o
o
? Providing structure to the world Yearning for paradise _§
=)
§E S |
@ No man (or woman) is an island Leaving a mark on the world §
The “Regular Guy
or Gal' The “Outlaw

The “Lover The “Magician

The “Hero

The “Jester

Change



Seeking Structure

m? Names: ) /E_ =
o IAY |cooge [FAST| DG | @& D',

Visionary

Other Names: <_7
_4 Ambassador BRITISH
e AIRWAYs | Consumer
‘Sovereign o, m
I l. m / Trechs / /':f."///i)
Other Names: Creator
Angel : 1% \)
Guardian a q \.\’:l{”l‘f’ D OVQ
Healer y -3 N\ : innovation
Semaite) unicef <

&
Allstate
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Other Names:

(Nintendo) method sb\/ﬂ_\] 0 ]% &% Child

Dreamer

WII ‘ a 'M Idealist

Muse

Other Names:
PN Mentor

% < Rosetta . b
dl

Y| Stones Hanaeios

' Smithsonian

Other Names:
Adventurer
Generalist
Pioneer
Seeker

Yearn for Explorer
paradise
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it 2

mark on i Outlaw
the world

Magician

ICTORINO

SWISS ARMY

Seeking Change




Other Names: Connect

Advocate TALK TO : with
Citizen CHUCK K 4 2
Networker R, others

RENR &

IS EOUIS

mam:

Seeking Connection
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MEASURING BRAND PERSONALITY

Jennifer Aaker’s paper, “Dimensions of Brand
Personality”(1997),contributes a way to measure the
much talked- about and interesting notion of brand
personality.

The objective of her study is to identify brand
personality dimensions as perceived in the consumers
mind.

Her study of 631 subjects rated 37 brands on 114
personality traits. She presents a valid and reliable
framework, which measures brand personality from.
The construct exists via five core dimensions, each
divided into a set of facets.

’
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Brand Personality

[

[

[

|

Sincerity Excitement Competence Sophistication Ruggedness
—‘ Down to earth| —{ Daring | —| Reliable | «I Upper Class | «I Outdoorsy ‘
o  Down to earth > Daring o Reliable Upper class o  Outdoorsey
Family oriented Trendy Hard working Glamorous Masculine
Small town Exciting Secure Good looking Western
—{ Honest | —| Spirited | —l intelligent | —| Charming ] —| Tough ]
>  Honest o Spirited o Intelligent o Charming > Tough
Sincere o Cool Technical Feminine o  Rugged
Real o Young Corporate Smooth
—| Wholesome | —| Imaginative | % Successful | Legenda
o Wholesome Imaginative Successful
Original o Unique Leader Factor names
Confident |—
—| Cheerful | —-I Up-to-date | Facet names
> Cheerful Up-to-date o Trait1
Sentimental Independent o Trait2...
Friendly Contemperary
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VALIDITY OF DIMENSIONS

» Sincerity Dimension

The items—realistic, sentimental, and down to earth
under the Sincerity dimension are more relevant for
colgate.

But sincere and wholesome are not applicable for
colgate.
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» Exciting Dimension

The items—cool, contemporary and
imaginative—are not applicable to Colgate brand

» Competence Dimension

The item—successful—under Competence
dimension is not applicable to Colgate brand.
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» Ruggedness dimension

The item—masculine—under the

Ruggedness dimension is not applicable to
this brand.

> Sophistication dimension

The items - charming, smooth and glamorous
under sophisticated dimension are morerelevant
for colgate.

Also the items- upper class , good looking and
feminine are not applicable to this brand.
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Aaker’s Model for Brand Personality

i b i - F k

Down to : .
earth Daring Reliable Upper class Qutdoor
i ) i % - ) r .
=  Honest = Spirited = |ntelligent = Charming = Tough
% r ¥ F N r . F
.. The Green filled cells are th iated
= Wholesome = |Imaginative = Successful ® are the assoclate
characters for Amazon as a person
( ) Even though Amazon is functioning in an
| Cheerful | Upto date online market, due to its low price strategy
it has avoided to bring a sophisticated

image to itself



Comparison between the Brand Personality Dimensions in Brazil and in Other Contexts

Brazil

USA

Japan

Spain

CREDIBILITY

Traits (e.g.): loyal,
consistent, correct,
confident, respectable,
etc.

JOY

Traits (e.g.): happy,
extrovert, festive, funny,
etc.

AUDACITY

Traits (e.g.): daring, up-

to-date, modern, creative.

SOPHISTICATION
Traits (e.g.): chic, upper-
class. elegant,
sophisticated, etc.
SENSITIVITY

Traits (e.g.): delicate,
sensitive, romantic,

COMPETENCE

Traits (e.g.): trustworthy,
intelligent, technical,
successful, leader,
confident, hard-working.
SINCERITY

Traits (e.g.): realistic,

familiar, honest, cheerful,

friendly, sincere.
EXCITEMENT

Traits (e.g.): daring,
modern, exciting, young,
spirited, imaginative.
SOPHISTICATION
Traits (e.g.): upper-class,
glamorous, attractive,
feminine.

RUGGEDNESS

Traits (e.g.): adventurous,

masculine, firm, rugged.

COMPETENCE

Traits (e.g.): consistent,
responsible, confident,
masculine, patient.

SINCERITY
Traits (e.g.): kind, warm,
attentive.

EXCITEMENT

Traits (e.g.): fun, talkative,
optimistic, friendly,
spirited, contemporary.
SOPHISTICATION
Traits (e.g.): elegant,
romantic, chic,
sophisticated, extravagant.
PEACEFULNESS

Traits (e.g.): shy, sweet,
naive, dependent, childish.

PASSION

Traits (e.g.): fervent,
intense, spiritual,
mystical, bohemian.

SINCERITY

Traits (e.g.): correct,
attentive, sincere,
realistic.
EXCITEMENT

Traits (e.g.): cheerful,
extrovert, daring, young,
imaginative.

SOPHISTICATION

Traits (e.g.): glamorous,
chic, elegant, confident,
leader
PEACEFULNESS
Traits (e.g.): affectionate,
sweet, kind, naive,
peaceful.

Note. Source: Aaker, J. (1997). Dimensions of brand personality (p. 352). Journal of Marketing Research, 34(3), 347-356,



Archetype Archetype Manifestation Personality Trait Brand Personality Dimension
Stability Reliable Competence
Ruler Tough Ruggedness
Upper Class Sophistication
Stability Imaginative Excitement
Creator Independence Unique Excitement
Upper Class Sophistication
Stability Embraced Sincerity
Caregiver Belonging Welcoming Sincerity
Genuine Sincerity
Belonging Genuine Sincerity
Jester Mastery Charming Sophistication
Imaginative Excitement
Belonging Welcoming Sincerity
Lover Stability Charming Sophistication
Embraced Sincerity
Belonging Welcoming Sincerity
Regular Guy Reliable Competence
Genuine Sincerity
Mastery Adventure Excitement
Outlaw Independence Tough Ruggedness
Charming Sophistication
Mastery Embraced Sincerity
Magician Belonging Reliable Competence
Imaginative Excitement
Mastery Adventure Excitement
Hero Genuine Sincerity
Tough Ruggedness
Independence Unique Excitement
Sage Stability Reliable Competence
Imaginative Excitement
Independence Adventure Excitement
Explorer Unique Excitement
Tough Ruggedness
Independence Genuine Sincerity
Innocent Mastery Unique Excitement
Reliable Competence
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(REATING BRANDED (ONTENT WITH BRAND ARCHETYPES
A CASE STUDY

The target consumers were male teens between the ages of 18 and 25
Through extensive international consumer research, Snickers had clearly
identified three motivators inthis target

The need to achieve
The need to explore
and most of all, the need to belong

We selected 4 archetypes to create the brand story:

The Outlaw

The Explorer
The Regular Guy
The Jester

So, going back the the elements of the story, we had to define the message
conflict, characters, and the plot

The Message:

Our story was a story of belonging. A story of how being part of a group
makes you larger than yourself and how having friends and leaming from
them enables you to achieve things that you alone could never achieve
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