‘ Brands and branding

4 brand is a name given to a product or group of products so that it can be casily
ricoenized. “The most distinctive power of professional markerers is rheir abiliry o create,
maintain. protect and enhance (sirengrhen the power ot brands,” says Philip Kotler'.

This is reflected n the value that companics pur on their brands. For example, BMW paid
Sai) million for the Rolls Rovee name alone. not including any marterial assets such as
manufacturing plant.

‘Brand’ ofren occurs m these combinarions:
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| familiarty the degree 1o which people know a brand
recognition

| promise whar people expect from a brand

brand ¢ -

preference when consumers like one brand more than another
image all the ways thar people think abour a brand
cquity the value of a brand ro its owners, as sometimes

shown on a firm's halance sheet

These combinations are some of the issues in branding. the art and science of using
brands,
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A firm can position a brand by emphasizing its characterisnies

- - . - High price per ounce
and benefits i relation to orher brands — this is brand gh price per ounce

positioning. which can be represenred on a positioning map. Brand C
Here is an example of a positioning map for different brands low| @ High
of breakfast tood. in in
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Differentiation is when a company designs a product ina way Brand A .
that distingwishes it from competitors” brands and communicares B
the comparative benefits to customers in its sales documenration. Low price per ounce

advertising cte. For example, a UK mobile phone company ran
a campaign addressed to the “hard-nosed busmessman’. This was
an effort wo difterentiare its:

m business scrvices from those for privare users

= husiness services from the less-rargeted services offered by other maobile phone companies,

A flagship brand is the most important one owned hy an organization - for example
‘Coke” is the most famous of the many soft drinks brands owned by Coca-Cola. A
generic brand is one used on a variety of different products. TFor example, the brand name
‘Neste is wsed on all the food products the company owns, oven if another brand name
is also used on some of the products,

Brand stretching or brand extension is when a company uscs an exisring brand name for
new tvpes of product, Some markerers say that there are limits to this. They say that
brand stretching can lead to brand dilution, making the brand less powertul.
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