6. Creating Brand Equity
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N Steps In
Strategic Brand Management

dentifying and establishing brand
pDositioning
Planning and implementing brand
marketing

. Measuring and interpreting brand
performance

. Growing and sustaining brand value
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What Is a Brand?

A brand is a name, term, sign, symbol or
design, or a combination of them, intended
to identify the goods or services of one seller
or group of sellers and to differentiate them
from those of competitors.
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N The Role of Brands

ldentify the maker

Simplify product handling
Organize accounting

Offer legal protection

Signify quality

Create barriers to entry

Serve as a competitive advantage
Secure price premium
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What is Branding?

Branding is endowing
products and

services with the
power of the brand.

 It’s all about creating differences between
products.

 Marketers need to teach consumers “who”
the product is—by giving it a name and other
brand elements to identify it—as well as what the
product does and why consumers should care.
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K What is Brand Equity?

Brand equity is the added value endowed
on products and services, which may be
reflected in the way consumers, think, feel,
and act with respect to the brand.

Hrand Mercrived
Association Quinlin
’ Brand
Equity
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Advantages of Strong Brands

Improved perceptions of

product performance - Larger margins
Greater loyalty . More inelastic
Less vulnerability to consumer response
competitive marketing - Greater trade
actions cooperation
Less vulnerability to - Increased marketing
crises I~ communications
%\@ effectiveness
<" "%_ Possible licensin
oM e, " J
S pportunities
g %
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N Brand Equity Models

Brand Asset Valuator (BAV)

Brandz
Brand Resonance
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1. BAV (Brand Asset Valuator)
Model

ENERGIZED
DIFFERENTIATION
The brand’s point
of difference RELEVANCE
and cultural currency brand is to you
Relates to consideration
and trial ESTEEM
How you regard the KNOWLEDGE
brand An intimate
Relates to perceptions understanding
of quality and loyalty understanding
of the brand
Relates to awareness and
consumer experience
| |
BRAND STRENGTH BRAND STATURE
Leading Indicator Current Indicator
Future Growth Value Current Operating Value
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STRENGTH
Energized Differentiation and Relevance

These brands have low brand strength but high
potential. They have built some energy and
relevance, but are known to only a relatively
small audience. Consumers are expressing
curiosity and interest.

A
= Crocs Wikipedia
AMD -
Mini Cooper
Pom . Tive
Tazo Lindt SanDisk
Glaceau Palm
Vitami
Lenove® wator NICHE/MOMENTUM
Method Patagonia
G Bank
rameen Ban ("Facebook  Sil'Soymilk
Lara
Shiseido Moet & Chandon \ Absolut
Red Bull Autotrader
Garnier
Kayak.com Lacoste NBA
) NEW/UNFOCUSED .
Flickr . Michelob
BitTorrent Kia
_ Napster | \fiacom
Second Life Vespa Finesse
Vonage Taster’s Choice
Joocztmper Dristan
Schlitz Diners Club Efferdent

LOwW

These brands have become irresistible,
combining high brand strength with high brand
stature. They have high earnings, high margin
power, and the greatest potential to create
future value.

Pixar
LG Ninetendo Wii

Nike, Microsoft

- Target
“GE

Toyota

IKEA Dr. Pe r;:-pt;:*ﬂrl

pple
Harley-Davidson
Amazon

Adidas

iPhone
Netflix Xerox
BlackBerry . Tylenol
Verizon
DirecTV .
MNikon ]
Burger King

Kodak

S oo
NASCAR LEADERSHIP Adivil

Nordstrom Blockbuster

Bausch & Lomb

D .
nnYQ Bank of America

Sprint

American Airlines Gerber

ERODING/DECLINING

Midas

H&R Block

Century 21 Greyhound

Prudential
Alpo

HIGH =

STATURE
Esteem and Knowledge

These brands, with both low brand stature
and low brand strength, are not well known
among the general population. Many are new
entrants; others are middling brands that have
lost their way.

These brands show why high brand stature by
itself is insufficient for maintaining a leading
position. They struggle to overcome what
consumers already know about and except
from them.



2. Brandz

Brand Dynamics Pyramid

Strong relationship/

Nothing else beats it Bonding High share of category expenditure
Does it offer something Advantage
better than the others? g
Can it deliver? Performance
Does it offer
) Relevance
me something?
Do | know 4 '
about it? D Weak relationship/
Low share of category expenditure
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3. Brand Resonance Pyramid

Branding Objective at
Stages of Brand Development Brand / ' Brand Building Each Stage

Blocks
4. Relationships = Intense,
What about you and me? active loyalty
/ Resonance
3. Response = Y Positive,
What about you? / Judgments | Feelings accessible reactions
2. Meaning = Points-of-parity
Performance Image .
What are you? gery & difference
1. Identity = Salience Deep, broad
Who are you? brand awareness
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Brand Building Blocks

Brand / \ BrandBuilding « Brand resonance describes the

\ Block : : -
\ PO relationship customers have with the
brand
/ Resonance \ « Brand judgments focus on customers’ own

— personal opinions and evaluations.

\ * Brand feelings are customers’ emotional
/Judgments | Feelings \  responses and reactions with respect to the
\  brand.

 Brand Performance: how well the
product or service meets customers’
~ functional needs.
Brand imagery describes the extrinsic
\ properties of the product or service,

EEEE \ - Brand salience: how often and how
| easily customers think of the brand

Performance Imagery
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MasterCard
Created An
Emotional
Bond to its
Brand

« Rational advantages of
the credit card—its
acceptance at
establishments worldwide

« Emotional advantages,
“There are some things
money can'’t buy; for
everything else, there's B .
MasterCard”

Copyright © 2011 Pearson Education, Inc. Pub



Drivers of Brand Equity

1. The initial choices for the brand
elements or identities making up
the brand

2. The product and service and all
accompanying marketing activities
and supporting marketing programs

3. Other associations indirectly
transferred to the brand by linking
It to some other entity (a person,
place, or thing)
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N Brand Elements

. Brand names . Symbols
. Slogans . Logos
. Characters . URLSs
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N Brand Element Choice Criteria

[ Memorable ]
[ Meaningful ]
[ Likeable ]
[ Transferable ]
[ Adaptable ]

[ Protectable ]
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N Slogans

Like a good
neighbor, State
Farm is there

. Justdo it

Nothing runs like a
Deere

. Save 15% or more

IN 15 minutes or
less
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. We try harder
. We'll pick you up

Nextel — Done

. Zoom Zoom

I’'m lovin’ it
Innovation at work

. This Bud'’s for you
. Always low prices
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Secondary Sources of Brand
Knowledge

Ingredients Company
Alliances \\ // Extensions
Other
Brands Country
Emipl
mployess —
People BRAND Places
Endorsers Channels
Things
Events Third-party
endorsements

Causes
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N Measuring Brand Equity

Brand audits
Brand tracking
Brand valuation
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The 10 Most Valuable Brands

Rank Brand 2009 Brand Value (Billions)
1 Coca-Cola B68.7
2 IEM $60.2
3 Microsoft 306.6
4 GE 347 8
B Mokia $34.9
i McDonald's $32.3
7 Google $32.0
8 Toyota $31.3
9 Intel 530.6

10 Disnay $28.4
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Managing Brand Equity

Brand reinforcement
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N Devising a Branding Strategy

. Develop new brand elements
. Apply existing brand elements
. Use a combination of old and new
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