Brand Equity
 It is a set of assets ( or liabilities) linked to a brands name and symbol that adds to ( or subtracts from ) the value provided by a product or service to a firm and /or that firm’s customer.

The assets categories are:

· Brand Name Awareness

· Brand Loyalty

· Perceived Quality

· Brand Associations

Brand  Name Awareness
 Strength of a brand presence in the customer’s mind. 

If consumer’s mind were full of mental billboards- each one depicting a single brand- than a brand awareness would be reflected in the size of billboard. 

Brand Awareness has the following attributes

a. Recognition: Have you been exposed to this brand before

b. Recall: What brand of the product class do you recall

c. Top of Mind Awareness: First Brand recall

d. Dominant brands: Only brands recalled

Why: Consumers instinctively respond preferably to an item- if they have previously seen. 

Rationale: If recognize- co. spends more money- cannot spend it on an inferior product.







Graveyard theory says that customer knows about the brand, will not come to mind when considering a purchase. 
Remember: High recognition is not a mark of strong brand

Brand Awareness leads to 

· Achor to which other associations can be attached

· Familiarity 

· Signal of substance / commitment

· Brand to be considered

Brand Loyalty lead to 

· reduced marketing costs

· trade leverage

· attract new customers

· time to respond to competitors threat

Perceived Quality leads to 

Rem: only perceived quality has been shown to drive financial performance.

· Reasons to buy

· Differentiation/ position

· Price

· Channel member interest

· Extension

Brand Association 

They are driven by brand identity- what the organization wants the brand to stand for in the customer’s mind. 

· Helps retrieve information

· Reasons to buy

· Creative positive attitude/feeling

· Extension

Why it is difficult to build strong brands
1. Pressure to compete on price- private labels.

2. Proliferation of Competitors- competition leaves fewer holes
3. Fragmenting markets and media- so many media- coordinating messages across media without weakening brands is a real challenge

4. Complex brand strategies and relationships- Difficult to manage subbrands, brand extensions. Etc..

5. Bias towards changing strategies

6. Bias against innovation

7. Pressure to invest elsewhere.

Brand Identity
It is a unique set of 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.

BI should help to establish a relationship between the brand and the customer by generating a value preposition involving functional, emotional or self-expressing benefits.

BI has twelve dimensions organized around four perspectives

1. Brand as Product- ( Product scope, product attributes, quality/value, users, uses, country of origin)

2. Brand as Organisation- Organisational attributes, local vs. global

3. brand as person- brand personality, brand-customer relationship

4. brand as symbol- visual imagery, brand heritage

BI structure includes a core and extended identity. The core identity- the central , timeless essence of the brand is likely to be constant as the brand travels to new markets or products. The extended identity includes BI elements, organized into cohesive and meaningful groupings, that provide texture and completeness.

Brand Identity Traps

Consider brand image as an input to brand identity and not brand image become the brand identity.

Brand identity trap says that customers dictate what you are. While B image is passive and past-looking, brand identity should be active  and looking to the future.

Brand Position Trap

Brand position is just a part of brand identity

Brand Image- how the brand is now perceived

Brand Identity- how strategist want the brand to be perceived

Brand Position- the part of brand identity and value preposition to be actively communicated to target audience.

External Perspective Trap
Brand identity is not something that gets customers to buy a product or service. It should be used as a vehicle to enthuse internally.

Product Attribute Fixation Trap

A brand is more than a product.

It includes much more.

Brand Users ( Charlie Woman) , country of origin (Audi has German Craftsmanship), Org.  association (3M is an innovative co) Brand personality ( NIKE is a brand with energy), symbols ( the stragegoat rep Walls Fergo Banks) , Brand-customers relationship  ( Gateway is a friend), Emotional Benefits (Saturn users feel pride), Self Expressive Benefits ( a Hobart user uses only the best)
Remember: Brand Identity Generates

1. Value preposition

2. Credibility

Value Preposition

A brand VP is a statement of the functional, emotional and self expressive benefits delivered by the brands that provide value to the customer.

An effective VP should lead to a brand –customer relationship and drive purchase decision.

The Value Preposition



.


Functional Benefits

That based on functionality. Volvo is safe. Because of its weight  and design. Challenge- Select Functional Benefits that ring a bell with customers.

Emotional Benefits

That give customer a positive feeling.  “Safe in a Volvo”

Self Expressive benefits

Eg. Sophisticated by using Ralph Laurene Perfume

Providing Credibility

· By playing an endorser role

· By organizational attributes

Brand Personality

Can be defined as the set of human characteristics associated with a given brand- thus it includes such characteristics as gender, age and socio-economic class as well as such classic human personality, traits as warmth, concern and sentimentality.

Brand Personality (How to Create a Brand Equity)






BI implementation
How to Implement

· Make a brand position statement

· Execute the communication program

· Track

Brand position is the part of the brand identity and value preposition that is actively communicated (means does the current image needs to be augmented, strengthened, reinforced and exploited or differently used or deleted) to the target audience and that demonstrates an advantage over competing brands.

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	


	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	


Why Change identities, executions or positions

· The identity/ execution was poorly conceived
· The I/E approach to a limited market

· The I/E is not contemporary

· The I/E is tired

Why consistency is better

· Ownership of a position

· Ownership of identity symbol

· Cost efficiencies

· A no brainer

When a new Brand Name should be used

· As the brand sufficiency different to merit a new name

· A new name is usually worthwhile where there is a need to signal that the product is not just a variant of what went before.

· Will the new name really add value

· Will an existing brand be placed at risk if it is used on a new product.

· Will the business support a new brand name

Niche





Recognition





Recall





Graveyard





Functional Benefits





Emotional Benefits





Self Expressive Benefits





Relative Price





Value preposition





Self expression Model





Relationship Basis Model	





Functional Benefit Representation Model





Self expression Model


feelings generated by BP


Brand as a badge


Brand becomes a part of self





Relationship Basis Model


The brand as a friend


What if the brand speaks to you





Self expression Model


The symbol


Country or regional association





Create Advantage�- Points of superiority�- points of parity 





Actively Communicate�- Augment the image�- reinforce the image�- diffuse the image 





Subset of identity/ value preposition�-core identity�- point of leverage�- key benefits 





Target Audience�- primary �- secondary 





Brand Position





Strategic Brand Analysis 





Competitor Analysis�- Brand Image/ Position�- Strength/ vulnerability 





Customer Analysis�- Trends�- Motivation�- Segments�- Unmet needs 





Self Analysis�- Existing brand image�- Brand Heritage�- Strength/ weaknesses�- the brand's soul�- links to other brands








