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35 A Product andBrand Management
Course Content:

Module I: Introduction : Role of Brands, Brand elements, Scope of Branding, ; Strategic Brand Management
process; Role of Brand Manager : Budgeting& Plan@iodg3randing in Brand Management

Module II: Brand Building: Sources, brand positioning, role of brand elements, IMC,riP@ama Secondary brand
association in building brandRple of Packaging in building brands.

Module Ill: Measuring Brand Equity: Brand equity concept, Role of Brand equity in Marketing Metrics system,
Brand equity models; Brand asset valuator, Customer deal brand equity, Brand Dynamics Pyramid, Brand
resonance Pyramid, Brand Value chafiarketing Performance Management for Brands, CR/Cbrporate Design

and Corporate Identity Guidelines, Branding Services, ROI of a brand.

Module 1IV: Growing & Sustaing Brands: Branding strategies®roduct Brand matrix, Brand hierarchies, Brand
extension, Reinforcement and Revitalization

Module V: Global Branding : Rationale for Going International, Global Branding strategy, Challenges &
opportunities for globalizingthe Brand, Standardization versus Customization, Emerging versus Developed
Markets, Building Global CustomBased Brand Equity, Legal Issues in Brangirage marks

Text Book:
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MODULE 1

Brand management is a function of marketing that uses techniques to increase the perceived
value of gproduct lineor brand over time. Effective brand management enables the price of
products to go up and builds loyal customers through positive brand associations and images or
a strong aweeness of the brand.

Developing a strategic plan to maintain brand equity or gain brand value requires a
comprehensive understanding of the brand,tasget market and the company'swerall vision

Requirements of a Brand Manager:

A brand manager is tasked with managing the tangible and intangible properties of a brand. The
GFry3arotsS FaLlSoda 2F I O2YLI yeQa oNl}yR AyOf dzRS
colors, andettering format.

Il ONJYR YIYylFI3ISNRa NRtS Aa G2 FylLrtelS K2g | 0N
intangible elements of a brand into account. Intangible factors include the experience that the
consumers have had with the brand and their emotiboannection with the product or

service. The intangible characteristics of a brand Huiéchd equity

NI}y R SldzAade Aa 0GKS LINAOS I 02 @ifing fb Kay to bi®Br&k dzO G Q &
the brand. Brand equity is an internally generated intangible asset in which its value is
dzf GAYlIGSteé& RSOARSR o0& O2yadzYSNEQ LISNOSLIiAzZ2Yy 2
for a brand than ayeneric brandhat performs the same functions, the brand equity will
increase in value. On the other hand, the value of brand equity falls when consumers would
rather purchase a similar product that costs I#ssn the brand.

Role of Brands

A brand is a product or service which help the organisation differentiate their products or
services from others. The role of brand come in critical for the organisation as it translates into
loyalty and higher margins in¢hong run.
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The differentiation of a brand can be:

1. Related to Product Performance.g. Gillette, Merck, Sony, 3M
1. Functional

2. Rational
3. Tangible
2. Related to Brand ldentitye.g. Coca&Cola, Calvin Klein, Gucci, Tommy Hilfiger,

Marlboro
1. Symbolic

2. Emotional

3. Intangible
Building a Brand helps both the consumer and the manufacturer creating-aviwisituation
for both the parties.

Benefits of Brand for the consumer
1. It helps to identify the source of manufacturer of the product amtiultaneously
assigns a responsibility towards an organization for the branded product.

2. Experience of customers with products of same brand help them to quickly decide
whether they will want to go with their purchase decision or not making their
decisioneasier.

3. Brands bring with them a certain level of quality assurance.

Benefits of Brand for the firm
1. For afirm, the brand provides legal protection towards unique features or aspects of
the product.

2. Brand loyalty helps organization to retain thekisting customers when diversifying
from one line of products to other. It provides security of demand and creates
barrier for other manufactures to easily tap existing customers.

3. Firms can charge a premium for owning a brand boosting profit on every sale
4. t N2 RdzOG OlFly ©6S O2LIASRI o6dzi oN}XYyR Olyy2(o
invaluable asset for an organization.

5. A well established brand adds towards the overall value of the firm while calculating
its net worth.
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Scope of Branding:

A brand is a perceptual entity that is rooted in reality but reflects the perceptions and perhaps
even the idiosyncrasies of consumers. Ultimately a brand is something that resides in the minds
of consumers. Therefore the scope of branding expands beyonddaries.

To successfully brand a product it is necessary to teach consumers:

1. Who the product is.
2. What the product does.

3. Why consumers should choose that particular brand.
A branding strategy shall be considered successful only when the consumers hanaeemn to
the above three questions which is strong enough to make them believe that there are
significant differences in the products or services provided by a brand than others. Making sure
the above three takes deep understanding of consumer and theegfte scope of branding
becomes critical

The concept of branding can be applied to:

Physical Goodse.g. ParleG biscuits, Tata Tea, Maruti SX4-etc
Serviceg; e.g. Indigo Airlines, ICICI Bank-etc

Storesg e.g. Future Retail, Central, 99 Store, Amazion e
Persong e.g. Sachin Tendulkar, Amitabh Bacchhan etc
Placeg e.g. Gujrat Tourism, Incredible India etc

Organizatiorg e.g. The Rolling Stones

N o o A~ N BE

Ideag e.gabortion rights, free trade, or freedom of speech
8.
Strategic Brand ManagemenProcess

Thestrategicbrand managemenprocessnvolves the design and implementation of marketing
programs and activities to build, measuesd message brand equity. Developing a strategy
that successfully sustains or improves brand awareness, strengthens brand associations,
emphasizes brand quality and utilization, is a part of brand management.
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StrategicBrandManagementProcess

It isimportant for creating and sustaining brand equity. Developing a strategy that successfully
sustains or improves brand awareness, strengthens brand associations, emphasizes brand
quality and utilization, is a part of brand management.

Strategic Brand Managnent Process has four main steps:

Identify and EstablishBrandPositioningand Values
Designingandimplementing brand marketingprograms
Measuringand interpreting brand performance
Growingand sustainingbrand equity

STEPS KEY CONCEPTS

PwbhPE

Mental maps

Competitive frame of reference

Points-of-parity and points-of-
difference

Core brand associations

Brand mantra

Mixing and matching of brand
< elements

Identify and Establish
Brand Positioning and Values

Plan and Implement

Brand Marketing Programs Integrating brand marketing activities

Leveraging secondary association

Brand value chain

Brand audits

- Brand tracking

Brand equity management system

Measure and Interpret
Brand Performance

Brand architecture

Brand portfolios and hierarchies

- Brand expansion strategies

Brand reinforcement and
revitalization

Grow and Sustain
Brand Equity
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Identify and EstablishBrandPositioningand Values

The first step of thestrategic brand management process starts with a clear and concise
understanding of what the brand is to represent and how it should be positioned with respect
to competitors.
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The role of a brand manager:
A Brand Manager is responsible for adapting a brand strategy for a company's target market.

As the 'brand guardian’, brand magers maintain brand integrity across all company marketing
initiatives and communications, and may manage a portfolio of products.

What activities argoart of the brand manager role?

Brand strategy, including the setting of style guides, brand guidelines, brand vision and value
proposition for short as well as long term

Planning and execution of all communications and medi#gons on all channels, including
online and social media

Assisting with product development, pricing and new product launches as well as developing
new business opportunities

Creating and managing promotional collateral to establish and maintain prdwlacting
Managing the budget for advertising and promotional items

Competitor and customer insights analysis

Analysis of sales forecasts and relevant financials and reporting on product sales

What qualifications are needed to become a brand manager?

Brandmanagers tend to be degree qualified with a relevant major and/or have several years'
demonstrable marketing experience in a similar environment.

To achieve this position employers might expect you to have a degree in Business, Advertising
and Marketing, Eonomics or Engineering from a first line school, be fluent in English and have
a postgraduate qualification or MBA.

Brand managers have strong communication skills and need to maintain good relationships

with colleagues and external contacts. They hamaiads on attitude, and are analytical and
ambitious. Possession of these qualities will assist you to obtain a brand manager position.

10| Page
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What key attributes do brand managers typically have?
Key personal attributes for a successful brand manager include:

Brand awarenessa clear understanding of brands and the marketing mix
Determination and perseverance

Relationship management skills

A strong focus on results

A high degree of business acumen

Cobranding- Meaning, Types and Advantages abdsadvantages:

What is Cebranding

Cobranding is the utilization of two or more brands to name a new product. The ingredient
brands help each other to achieve their aims. The overall synchronization between the brand
pair and the new product has to bept in mind. Example of daranding- Citibank cebranded
with MTV to launch a cbranded debit card. This card is beneficial to customers who can avail
benefits at specific outlets called MTV Citibank club.

Types of Cdoranding
Cobranding is of two typs:Ingredient cebrandingand Composite cebranding

1. Ingredient cebrandingimplies using a renowned brand as an element in the production
of another renowned brand. This deals with creation of brand equity for materials and
parts that are contained withi other products. The ingredient/constituent brand is
subordinate to the primary brand. For instancBell computers has ebranding
strategy with Intel processors. The brands which are ingredients are usually the
O2YLIl yeéQa oAIISAG iedssdideSrgiediedtMiaridIstiBuid e/ uiniqud. dzLILIE
It should either be a major brand or should be protected by a patent. Ingredient co
branding leads to better quality products, superior promotions, more access to
distribution channel and greater profits. Thdlse of ingredient brand enjoys loAgrm
customer relations. The brand manufacture can benefit by having a competitive
advantage and the retailer can benefit by enjoying a promotional help from ingredient
brand.

2. Composite cebrandingrefers to use of twaenowned brand names in a way that they
can collectively offer a distinct product/ service that could not be possible individually.
The success of composite branding depends upon the favourability of the ingredient
brands and also upon the extent on commpientarities between them.
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Advantages and Disadvantages of-G@anding

Cobranding has various advantages, such rsk-sharing, generation of royalty income, more
sales income, greater customer trust on the product, wide scope due to joint advertising,
technological benefits, better product image by association with another renowned brand, and
greater access to new sources of finance. Bubi@nding is not free from limitations. €o

branding may fail when the two products have different market and ateady different. If

there is difference in visions and missions of the two companies, then also composite branding
may fail. Cebranding may affect partner brands in adverse manner. If the customers associate
any adverse experience with a constituent bdathen it may damage the total brand equity.
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MODULE 2

Brand Building:

Brandbuildingisthe processof generatingawarenessand promotion of the servicesf a
companythroughdirect advertisingcampaign®r through sponsorshipBrandbuilding
strategiesbring consumerscloserto the brandand providevaluefor them sothat they can
know, feelandexperiencethe brand.

There is no one definition that actually captures the essend®arid buildingin its

entirety. Many people think that brand building is albout communicatingind exposing your
brand. That is just one side of it. The best way we can define it is thatprexassof creating
valueto consumers It encompasses all things that consumers know, faedl experience
about your business in its entirety.

Having defined brand building, we shall now look at 3 popular types of brands and what they
stand for.

1 Servicebrand- this brand is built on knowledge, culture, and experience that one has
with the servce delivering agency/company/people. Think of Geek Squad or Molly
Maid.
1 Retailbrand- this brand is built on a mixture of products and service experience. Think
of Chickfil-a, Kroger, or KFC
1 Productbrand- is built on the experience that one has with asjfic product. Think of
Nike, Ford, or Sony.
Having looked at the 3 popular types of brands, we shall now proceed to look at steps involved
in brand building.

1.) Define Your Brand

The first stage in brand building is defining your brand. Thisésyacritical step as it ultimately
determines what your brand truly stands for. When defining your business brand, you should
ONBIFGS | OKSOltAaild 2F Ada O2NX adNBy3aIdKaod {AY
look at the skills and expese that you possess especially those which stand out. On the same

token, you also need to know what your brand stands for and what is important for your brand

(brand values). Your values should in one way or another show that you are contributing to
envronmental, social, and economic wking of consumers. You may not realize some of

these important aspects of brand building immediately, until you look at them objectively.

2.) Differentiate and Position YourBrand

Before embarking on brand building,lybave to take time to differentiate it so that you
canattract attentionand stand out from competitorsTo differentiate your brand, you have to
create a unigue advantage in the mind of consumers not merely getting attention by brand
building colors otogos or other superficial elements. Once you come up with a unique value
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proposition, you should use a good branding strategy to position your brand in a way that will
help consumers see and appreciate the greater value of your brand over competingndhes i
market.

3) Build and Exposeyour Brand

As | indicated earlier, brand building is not a one off thing. Building a unique and powerful
personal or business brand takes time and consistendo build your personal brand, you

have to keep reinforcingour values and skills by taking up new roles and assignments that will
give you more exposuréilternatively, you can use promotional channels, blogs, forums,
andsocial medigLinkedIn;Twitter and Facebook) to create a voice for your personal or l@ssin
brand.

When building your brand, you should also endeavor to develop brand personality (what
people know, think, and say about you). This is what drives or motivates people to identify with
and engage with your brandlhe truth is; if you execute yotrand building strategies
consistently, then you will easily establish a pattern that will forever be associated with your
brand name.

4.) Personalizeyour Brand

If you want youtbrandbuildingcampaignor brand to be successful, then you have to
personaize it. It is important to give your brand an identity. Let consumers see and experience
the personality of your brand in its entirety. Look at your brand as something that a consumer
wants to identify with pretty much as they would with their favorite sacellphones, or
computers.

As you engage in brand building, you should also invite customers to-treators of brand
values so that they can feel that they also own it and relate witi@p brands encourage
consumerbrand interaction by personalizgy products to meet the needs and preferences of
consumers.When you personalize your brand, you give consumers reason to participate and
engage with your brand for a lifetime.

5.) Review Your Brand

Your brand is not static; it will go through a rangeraftions in its lifetime. Depending on your
brand strategies, your brand will either grow in strength, or remain dormant, or recede with
time. In the brand cycle, new events, changes, and circumstances bring challenges and
opportunities to enhance the valugf your brand or reestablish it. All these possibilities should
give you the impetus to take charge of your brand building activities.

As your brand name grows, so do the responsibilities and expectations to continue with brand
building. The best way oénsuring brand growth is reviewing your activities and evaluating

your successes through metrics such as levels of brand awareness and levels of engagements.
Regular reviews will help you seize and exploit new opportunities while upholding your
commitmentto remain true to your vision and brand strategy. It will also help you steer your
brand in the right direction and keep it relevant as you move into the future.

14| Page



As you can sed@randbuildingis not a one off thing. You have to define your brand,

differentiate, present it, and review what your brand stands for from time to time. It is very
AYLR2NIOFYG G2 0SS Of SFNJFo2dzi @2dzNJ 6 NI YRAY 3 aid N
them. You should also adopt brand strategies that will add value to your consuanel help

them develop the right impression of your company and what it truly stands for.

Brand positioningg a simple definition:

N} YR LRaAGAZ2YAY3I KIFIa 0SSy RSTAYSR o0& Y20t SNJ
and imageto occupyRA A G Ay OGA GBS LI I OS Ay IoéterwolsytRan® F (K S
positioning describes how a brand is different from its competitors and where, or how, it sits in
O0dzai2YSNEQ YAYR&aO®

A brand positioning strategy therefoievolves creating brand as2 OA I G A2y a Ay Odza i 2
to make them perceive the brand in a specific way.

Why is brand positioning important?

By shaping consumer preferences, brand positioning strategies are directly linked to consumer
loyalty, consumebased brand equity anthe willingness to purchase the brand. Effective

brand positioning can be referred as the extent to which a brand is perceived as favorable,
RAFFSNBY(G FyR ONBRAOGES Ay O2yadzYySNEQ YAYRao®

How to find a powerful brand positioning (3 simple steps)?

Step 1:1n order to create a unique and successful positioning for your brand, you need to
analyze the following:

1. Understand what youconsumersvant
2. YRSNBUOIYR gKI( &2 dzhphblitRsalel y& Qa FyR 0NF YR
3. Understand how eacbhompetitor is positioning their brand

Sep22hy OS @2dzQ@S R2yS GKI G @&2dz gAff ySSR OK2243

1. Will resonate with youconsumers
2. Can be delivered by your compamapabilities)
3. That is different from youcompetitors

An easy way to define a brand positioning statememisummarize it in three words. For
SEFYLX S a@S3lys UNIRAGAZ2YIE 9 FTSYAYAYSEéd ¢ NE
LINP RdzOG A dzyAljdzSE &dzOO0OSaaFdzZ ¢ 060SOldzasS GKAa Aa

Step 3The remaining challenge is to then reflect thistd positioning in everything that you
do (brand personality, packaging design, product, service, visual identity design,
communications, etc).
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IMPORTANCE OF BRANDING:

Branding is absolutely critical to a business because of the overall impact it majkesron
company. Branding can change how people perceive your brand, it can drive new business and
increase brand awareness.

Branding Gets Recognition

The most important reason branding is important to a business is because it is how a company
getsrecognition and becomes known to the consumers. The logo is the most important

element of branding, especially where this factor is concerned, as it is essentially the face of the
company.

This is why a professional logo design should be powerful ang easihorable, making an
impression on a person at first glance. Printed promotional products are a way of getting this
across.

Branding Increases Business Value

Branding is important when trying to generate future business, and a strongly established

brandOl'y AYONBI &S | o0dzaAySaaQ @Ftdz2S o6& AAGAYy I GF
makes it a more appealing investment opportunity because of its firmly established place in the
marketplace.

Branding Generates New Customers

A good brand will have nibouble drumming up referral business. Strong branding generally

means there is a positive impression of the company amongst consumers, and they are likely to

do business with you because of the familiarity and assumed dependability of using a name
they @n trust. Once abrand hasbeenw8lB (G 6t AAKSRZ g2NR 2F Y2dziK ¢
best and most effective advertising technique.

Improves Employee Pride And Satisfaction

When an employee works for a strongly branded company and truly stands behibdathe,

they will be more satisfied with their job and have a higher degree of pride in the work that
they do. Working for a brand that is reputable and help in high regard amongst the public
makes working for that company more enjoyable and fulfilling.iktaa branded office, which
can often help employees feel more satisfied and have a sense of belonging to the company,
can be achieved through using promotional merchandise for your desktop.
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Creates Trust within The Marketplace

A professional appearance @nmvellstrategised branding will help the company build trust with
consumers, potential clients and customers. People are more likely to do business with a
company that has a polished and professional portrayal.

Being properly branded gives the impressairbeing industry experts and makes the public
feel as though they can trust your company, the products and services it offers and the way it
handles its business.

Branding Supports Advertising

Advertising is another component to branding, and advertisingtegies will directly reflect
the brand and its desired portrayal. Advertising techniques such as the use of promotional
products from trusted companies such@ststanding Branihg make it easy to create a
cohesive and appealing advertising strategy that plays well into your branding goals.

The Role of Packaging in Brand ldentitilot Just for Consumer Brands

t Ol 3Ay3 RSAAIAY Aa I ONMR G imége aind @entfty.JB8nyoBe/ i A Y
marketing to consumers already operates from this paradigm. The same holds true though
F2NJ 6KS O2YYSNOAFE YINJSGLI I OS dgalok@ilidt SNI A (1 Qa
commercial paint, the packaging offers a huge opporiudi G2 L2 aAGA @GSt & AYL
image. But what we frequently hear from many busings@ n 6 dza Ay Saa O2Y LI} yA S
LI O1 1 3Ay3 R2SayQid NBIffte YIFIGGdSNE 2dzNJ Odzad2YS
g2NRasz (GKSe& R2y Qi y&@dluctiok Sretallskelf.l 3S G2 asStft

But selling is only one function that a package offers. In addition to selling, packaging
serves four other purposes, all of which influence how a brand is perceived:

1. Brand Identity Expressionf a product or brand is a leler in the industry or category,
the design of the packagimgfrom sleek health & beauty products to utilitarian chemical
drumst should reflect that position. Higlquality printing, distinctive design that
supports the brand strategy and unique materialideelp engage users and differentiate
I 0Nl YR Ay G2RI&Qa ONRGRSR YINjJSGao

2. Relationship BuildingPackaging is a core part of building a relationship between a
brand and the end user, in some cases, long after the sale has been made. For example,
packagng for products like toothpaste or commercial office supply products will impact
how the brand is perceived every time the product is used. Is it aesthetically pleasing?
Does the package make life easier (or more difficult)? A positive user experience can
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encourage loyalty and even increase the amount end users are willing to pay for a
product.

3. CommunicationGood package design makes information easy to find. If necessary
information is difficult to locate, read or otherwise use, the package is liketyliming up

to the expectation of the end user. Consider commercial cleaning produtis

LI O1 1 3Ay3a R2SayQid ySSR G2 aStft GKS LINRRdzOG 2
O2YYdzyAOFGS OFNBIldzSyidte Ay Y2NB GKIy 2yS Iy
different from other products in the line and how it should be used. Creating an

experience with your brand that makes life easier and minimizes frustration will go a long

way toward building loyalty.

4. Selling If your products are marketethrough consumer channels, you know the

package is your last opportunity to convince someone to buy your product. But when it

comes to commercial packaging, the role of selling is more sul#l@ dzQNKX aStf Ay 3
purchase. If the primary package is ot end users interact with regularly, you have an
opportunity to build favorability between your brand and the user every time they use

your product.

5. Protection.The appearance and condition of a product when it reaches the customer
impacts their pereption of your brand. If the package is torn, crushed or otherwise
RSTFSOGADGS AlG 62yQl o0dzAifR O2yFTARSYOS® ¢KAA
FNUzA G (GdzoS 2F I RKSaA@S 2N I G2y SN OF NI NAR
the repackaging and shipping of products sold online. So, in the quest to design unique

LI O1F3Ay3 GKIGO adlryRa 2dzi FNRY GKS O2YLISGAGA
for the sake of aesthetics. Both are critical.

K 2
38

Packaging design offers a unique opparity in both the consumer and business-
business markets to influence end user and customer brand perceptions. Leveraged to its
Fdzf £ SadGx AG OFy ©2NJ] KIFEINR G2 ONBIFGS FYR YIFAY
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MODULE 3

Brand Equity:

Brandequityd | YIF NJ SGAy3a GSNY (GKIFIG RSEZONAROGSE | 06 NI
consumer perception of and experiences with the brand. If people think highly of a brand, it has
positive brand equity. When a brand consistently undefivers and disappoint® the point

where people recommend that others avoid it, it has negative brand equity.

Positive brand equity has value:

1 Companies can charge more for a product with a great deal of brand equity.

1 That equity can be transferred to line extensiansroductsrelated to the brand that include
the brand name; so a business can make more money from the brand.

9 LG OFry KStLI 622480 | O2YLIyeéQa aiz20] LINAROSO®

How Brand Equity Develops

NI YR SljdzAaGe RS@St2LJa yR 3INRga | drad TNS adzZ G 2
LINEPOSaa GeLAOlrffe Ay@2t@dSa GKIFIG Odzad2YSNI 2N O
unfolds following a predictable model:

T Awarenesg; The brand is introduced to its target audiengeften with advertising in a
way that gets it nticed.

1 Recognitiorg Customers become familiar with the brand and recognize it in a store or
elsewhere.

1 Trial¢ Now that they recognize the brand and know what it is or stands for, they try it.

1 Preference; When the consumer has a good experience with binand, it becomes the
preferred choice.

1 Loyaltyg After a series of good brand experiences, users not only recommend it to others, it
becomes the only one they will buy and use in that category. They think so highly of it that
any product associated witthe brand benefits from its positive glow.

Examples of Positive Brand Equity

I LI S NIY{1SR 6@ 2yS 2NBFYyAT FGA2Y a adKS 42N
example of a brand with positive equity. The company built its positive reputatitnMac
computers before extending the brand to iPhones, which deliver on the brand promise

A 2 4 oA

SELISOGSR o0& ! LI SQa O02YLJzi SNJ Odzai2YSNA D
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On a smaller scale, regional supermarket chain Wegmans has so much brand equity that when
stores open in new territories, thierand reputation generates crowds so large that police have
to direct traffic in and out of store parking lots.

Examples of Negative Brand Equity

Financial brand Goldman Sachs lost brand value when the public learned of its role in the 2008
financial criss, automaker Toyota suffered in 2009 when it had to recall more than 8 million
vehicles because of unintended acceleration, and oil and gas company BP lost significant brand
equity after the U.S. Gulf of Mexico oil spill in 2010.

Achieving positive brandquity is half the job; maintaining it consistently is the other half. As
/| KALRGE SQa wnmp F22R LIR2Aaz2yAy3d ONRaAa AYyRAOLFG
of favorable brand equity.

The Brand Pyramid:
Building Customer Loyalty

When youshop in your local grocery store, there may be some brands that you don't feel any
connection with.

On the other hand, you might be really passionate about other brands. For example, perhaps
you drink only a certain brand of coffee, cook with a particbl@nd of olive oil, or use a

certain brand of cell phone because, perhaps subconsciously, these products help to define
"who you are."

If you're in marketing, then you'll know how important it is that your brand speaks to your
customers on an emotional lel When someone feels a strong positive emotional tie with a
product, that emotion creates brand loyalty, and this inspires repeat purchase.

You can use the metaphor of a journey to describe how customers move from just knowing
about your brand to feelingpyal to it. So, how do you know where your customers are on this
journey, and how do you encourage them along it? Do most of your customers just recognize
your brand and drop it as soon as competitors put similar products on sale? Or, does your
brand crate a sense of personal identity and loyalty with your customers?

The "Brand Pyramid" is a useful tool that can help you identify where your customers are on
this journey to loyalty. In this article, we'll explore how you can use it to increase people's
loyalty to your brand, product, or organization.

Note:
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According to marketing expert Seth Godin, a brand is a "set of expectations, memories, stories,
and relationships that, taken together, account for a consumer's decision to choose one
product orservice over another."

Brands can distinguish products, services, and even entire organizations.

Overview

There are several different versions of the Brand Pyramid, but most are based on the model
originally created by Millward Brown, a global marketiegaarch and consulting firm, in the
mid-1990s.

The firm spent 30 years tracking brahdalth studies from thousands of organizations. It then
used this research to create its original model.

While Millward Brown is now part ¢fantar and has since updated and simplified its brand
equity framework, the original model is still a useful way to think about building customer
loyalty.

The pyramid, as shown in figure 1, illustrates the five key stages thatoaest@o through with
a brand, starting with basic awareness and finishing with complete loyalty.
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-a———— Revenue Potential ——

Bonding

Advantage

Performance
Relevance

Presence

Clearly, your goal is to get as many of your customers as possible to the higher levels of the
pyramid. After all, the higher people are up the pyramid thore money they're likely to
spend with your brand. (This is why the pyramid is inverted.)

Let's look at each level in more detail:
Level 1: Presence

At this level, customers are aware of your brand, but little else. They may have tried your
products andservices before, but they have little or no emotional attachment to them.
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Level 2: Relevance

At this level, customers start to think about whether the brand meets their wants and needs.
It's here that they begin comparing the cost of your products wipeet to the value these
provide.

Customers begin asking questions like:

1 "Does this brand fit my needs?"

1 lsitin the right price bracket for me?"
T "ls it worth it?"

1 Level 3: Performance

Here, customers begin comparing the brand with others, tovgkether it delivers on its
potential.

They're also starting to associate the brand with a specific identity, and they're beginning to
recognize it and associate with it.

By now, the brand is on the customer's "short list" of brands to choose from.
Level 4Advantage

At this level, customers have determined that there is a distinct advantage to using the brand,
compared with others. They're also beginning to associate the brand with their emotions and
with their sense of self.

Level 5: Bonding

Here, customes have established a bond with the brand. They've determined that cost,
advantage, and performance are all at levels that they're happy with.

They've also formed a strong emotional attachment to the brand; the brand has become an
integral part of their sélimage, and helps represent who they are. This, in turn, encourages
them to exclude other brands in favor of this one.

Customers at this level are also likely to be vocal advocates of the brand, which helps build
further awareness within their family, siat, and professional circles.
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BRAND VALUE CHAIN:

The Brand Value Chain

Value
Stages
&
*Product *Awareness :;n": grm:?es
*Communication *Associations
*Market share

*Trade +Attitudes «Expansion sucoe
*Employee ‘Ailachment *Cost structure
L howdy *Profitability

Multiplier

*Stock prices

*Market capitalization

’Claﬁ . )

ks «Competitive reactions Market dynamics
elevance *Growth potential
T *Channel support

*Distinctiveness «Cust 20 and aroll * Risk Profile

*Consistency NI IR NS P *Brand contribution

Brand Value Chaiis a structured approach to assessing the sources and outcomes of brand
equity and the way marketing activities create brand value. It is based on several

premises#brandvalue #marketing #brandbuilding

FIRST:

Brand value creation begins when the firm targets actual or potential customers by investing in
a marketing program to develop the brand, including product research, development, and

design; trade omtermediay support; and marketing communications.

SECOND:

2S [ aadzyS Odzald2YSNRQ YAyRaSida:z

of the marketing program; the question is how.

THIRD:

0dz2Ay3a 0SKI GA?2

The investment community will consider market performan@placement cost, and purchase
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price in acquisitions (among other factors) to assess shareholder value in general and the value
of a brand in particular.

The model also assumes that three multipliers moderate the transfer between the marketing
program ard the subsequent three value stages.

'y ¢KS LINPINI Y Ydzf GALI ASNI RSGSNX¥AYySEa GKS YI NJ
mindset and is a function of the quality of the program investment.

B) The customer multiplier determines the extent to whiethue created in the minds of
customers affects market performance. This result depends on competitive superiority (how
effective the quantity and quality of the marketing investment of other competing brands are),
channel and other intermediary support (vanuch brand reinforcement and selling effort
various marketing partners are putting forth), and customer size and profile (how many and
what types of customers, profitable or not, are attracted to the brand).

C) The market multiplier determines the exteto which the value shown by the market
performance of a brand is manifested in shareholder value. It depends, in part, on the actions
of financialanalysts and investors.

BRANDING SERVICES

Dedicated brand agencies can provide a wide variety of servi8as)lS Yy RAy 3 2y G KSA NI (
particular needs.

6 MOST IMPORTANT TYPES
OF BRANDING SERVICES:

ONCONED

1. Logo Design 2. Brand Messaging 3. Brand Positioning
4. Brand Voice 5. Style Guide 6. Social Media

Branding
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Branding agency offerings can include:

Building a brand identity from the ground up.

Rebranding established businesses.

Establishing brand positioning and messaging.

Creating a branding strategy.

Designing company logos.

Formulating brand guidelines for design, style and tone.

al LAY 3 2dzi + a20AFf YSRAF adaNraS3aae aGkKFG A3

Writing copy for websites and other digital assets that accurately reflect the brand voice.

LGQa + €20 2F 3INRBdzyR (2 O20SNE |yR (GKS 2yte ¢
Fdzf £t @8 AYYSNERS (KSYaSt@Sa Ay SOSNE [alLlsSod 2F &

core values, mission statements, messaging, voice and more.

Not all businesses have a firm grasp on who they are as a brand, or even where to begin
figuring that out. Branding agencies need to define the key principles and intangible qualities
that set those companies apart from the competition. What makes theferdifit and special?

How can they sell that vision to their target audience? Those are the questions a brand agency

can help answer.

Top branding services that support marketing efforts

Branding agencies approach branding services from numerous anglesghelisinesses

establish, maintain or expand their brand in every possible way. These six, in particular, can
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elevate your marketing strategy with a clearer focus on who you are and what you have to

offer.

1. Logo design

First impressions are important, drior many potential customers, your logo will provide the
initial glimpse of your brand. A company logo is essentially the face of the organization, and it
should tell prospective customers everything they need to know about your business right up

front.

A welldesigned logo supports marketing efforts in a variety of ways:

Brand awareness

Think of virtually any consumerbragds K & A YYSRALF St e LRLA Ayi2 &2
their logo. For the top brands, logos cross cultural boundariesraedhational borders,

becoming readily recognizable around the globe.

TakeCocd 2f I = F2NJ AyadlyoSo .& Fff I 002dzyidas AlGQa
g2NI R® LG R2SayQd YI (0S Norttatitiisesiakc@siviegpaat A & 6 N
reached peak popularity 150 years ag80% of people around the world knowwhen they

see it

That may be an extreme example, but it shows howarntgnt a good logo is to catching the

eye of customers in crowded markets.
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Brand identity

Logos can tell potential customers a great deal about your business without having to say

anything. Cocd 2 f I Qa { LISYOSNA I Yy { ONXR LJi andmEdredOdud G KS O
that has remained virtually unchanged for more than 100 years. People choosé€Glaca

0SOlIdzaS AGQa | RSLISYRFIo6fS LINPRdAzOG® ¢KSe (y2o

mess with the formula have become cautionary tales abegahd mismanagement.

Sticking with an oldashioned logo year after year helps sell the message that the product has

aG22R GUKS GSad 2F GAYS IyR (KIGd GKSNBQa y2 yS

FedEx is another good example of a logo that subtly tells cuseomete a bit about the brand.
The logo famously hides an arrow within its second syllable suggesting speed, accuracy and

reliability in delivering packages to their destinations.

{ K2NISYyAy3a G§KS O2cFedergl Exprassta ditiipl RedHx &s algo-aY S
deliberate move to appeal more to consumers rather than government agencies and

organizations.

NI} yYRAY3 | 3SyOASa Oly KSfLI RSaAady f@mga GKI I
establish a clear identity and demonstrate core businessagalWhether a company wants to
stress its historic legacy, cuttireglge and disruptive ideas or amnsense professionalism, logo

design services can craft a perfect visual representation of those principles.

2. Brand messaging

What can you offer custome?PsHow do your services or brand experience compare with the
O2YLISGAGA2YyQaK 2KI0d R2 0Odzad2YSNAR IS0 FTNRY &2dz
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Your brand messaging should account for these questions and more. It defines what your
company is, permdang everything from marketing materials to tag lines to product

descriptions.

There a lot of factors that are wrapped up in brand messaging, including:

Value proposition.
Key differentiators.
Brand principles.
Organizational culture.
Target audience.

Product positioning.

Everything your company says should have meaning, and that meaning should always reflect

your brand messaging.

Look at Subway. For decades, it ran a fairly popuilunremarkableg fastfood business.
¢2RI&3 Al Qa&foad 8h&in if theNdlIBy, iepréskndinigp.5% of the total marketA
OA3 NBlFazy FT2N) {dogl eQa adz00Saa Kl-cnsdo8sSy Al a

consumers.

Every branding change and development that has come about over the past couple of decades
KFra aiNBaaSR FTNBaK F22R FyR KSFHfOKe SIFiAy3ao ¢
SEFYLX S 9SSy NBRSTAYAYZ RBIMEYEENA (1S&E & a IO oA

quality.
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Working with a brand agency, businesses can receive expert guidance on how to craft the right

message for their audience, their industry and their organization. In some cases, an existing

approach may only need slight tweak, whereas in others, a fatlalerebranding is necessary

Subway essentially rebranded itself as the healthy alternative to the most pofadtfood

OKI Ayas &adzOK a aO52ylfRQa YR 2SyRe&Qad b2gsx

{dzogl eQa fSIFIRZ LlzaKAYy3 KSIFfOGKASNI F22R AdSYya A

3. Brand positioning

Brand positioning could easily be considered a subsetof byaSc& & F 3 A y 3> 06 dzi

enough to warrant its own discussion.

In short, brand positioning is how you set yourself apart from the competition. What do you
ONAY3 (G2 GKS GroftS GKIFIiIQa ¢gK2ffeé RAAGAYOD
Of SINJ FyasgSNI G2 GKIFG [dzSadAazys AGQa 3I2Ay3

choose your business over another one.

Branding agencies can help with that, though. Through market research and organizational
FylFfearas KS=eaeWnd custanerSwaitAvhaRy®ur Busidedsytan realistically

provide and how those offerings compare with your competitors.

Creating an effective branding strategy is all about matching your capabilities with your

Odza 12 YSNBR Q SELISOI I éigkneigsare hoyldoking ® &xadg@ateddr . NI y R

Al Qa

T NB

overpromise. They simply want to drill down into what makes your business unique, and find an

effective way to showcase those strengths.
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4. Brand voice

Brands are like people: Each one has its own particular waypréssing itself. Some are
friendly, some are irreverent, some are unflaggingly professional and some are
aspirational Establishing a brad voiceand adhering to it across all touch points, marketing

campaigns and customer interactions is extremely important. Having a strong brand voice

P

A2f ARATASA &2dNJ O2YLIhyeQa ARSyGAGRET FyR Fye

your organization.

Many companies need help identifying what exactly their brand voice should be, and how to
create it. Again, branding agencies thoroughly analyze your industry, customer base and

company culture to determine what the right approach should be.ikgiance, a playful,

O2y OSNEI GA2yLFf ONIYR @2A0S LINRolofeée g2dzZ RyQi

where customers are looking for expert support and guidance.

5. Style guide

hy OS @2dz2Q@3S RSTAYSR @& 2dzNJ o NdryymRplogeg andSakehalderdz y S S
1y26a K2g (2 F2tt2¢6 @&2dz2NJ 0N} yREoyhé&s inbgrdyRSt Ay Sa o

Style guidesan lay out your brand voice, messaging, design principles and more in precise
detail. They instruct your staff members and business partners on the exact language to use in
different scenarios, what color schemes to incorporate into design layouts anddowst

effectively communicate with your core audience.

Ly aK2NIzX AdQa &2dz2NJ 6N} YRAY3I 6A0fSod . NFXYyR |3S

never any confusion about how to best represent your business.
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6. Social media branding

Many compaies struggle with social media branding. On one hand, you want to have the same
consistent branding across all channels. On the other hand, social media platforms like Twitter

often lend themselves to more irreverent and playful content.

Businesses neea ffind a way to stay true to their brand messaging, voice and values while still
taking advantageci 2 OA I £ Y SRA I Qad Alydckyakiycing aktjlaNdSayolal K &

organizations wind up falling flat on their faces.

CKFEGIQa 6Ké 62Nl AYy3a 6AGK 'y SELISNI O6NIyRAy3I |13
understanding of what content works on different social media networks and hafféatively

use those platforms without sacrificing brand integrity.

. 2dz NB @2dz2NJ 6Nl yYR® LT @2dz OFyQi Of SFNI & I NIA
probably going to struggle to convince prospective customers to buy from your business over
the competition. Branding services can help you identify your core principles and package those

values in a message that resonates with your audience.

The ROI of Branding:

Some business leaders think that building a strong brand is an unnecessary luxudy.(Taé

enough to focus on tactical marketing initiatives alone, without consideringtemg brand

0dzAf RAYy3 &GN GS3IASad/ 9ha fA1S GKAanothwdys G2 | LI
easy to draw a short, straight line between branding ang lblottom line.Ignoring branding in

favor of marketing may work in shetérm, isolated cases, but the fact is every modern

company that has driven aboxaeserage profitable growth has invested heavily in building their

brand.As we often say, your brand B¢gzNJ O2 YLJI ye Qa Yz2aid @l fdz2 otS | 3
tools that drive commercial value. A strong brand increases the chances of customers choosing
82dzNJ LINP RdzOG 2NJ AaSNBAOS 2@0SNJ 82dzNJ O2YLISUA(2NR
acquisition who are happy to pay a little more, and will buy a little more often.

32| Page


https://www.brafton.com/blog/social-media/the-content-marketers-guide-to-social-media-branding/

The backbone dofult-like customer loyaltya strong brand will deliver more revenue and fitro
more efficiently, year after year, generating more shareholder value along theAvstyong

brand will also help attract, motivate and retain your second most valuable asset: employees.
And it can work as a barrier to entry for future competitorseffect creating a legal monopoly.

MODULE 4
BRAND STRATEGY:

A brand strategy can be hard to define but encompasses:
1 What your brand stands for.
T  What promises your brand makes to customers.
1 What personality your brand conveys throughntarketing.

As you can see, many of these things are intangible. How do you measure how successful you
FNE Fd O2y@SeéAy3a || OSNIIFAY LISNAR2YFfAGEK |26 R
what your brand represents, or if you could be doing it beter

¢KS 2yS YIFIAY YSOUNRO F2N) adz0O0Saa¥FdzZ oNIFyR &aiN
KFENR (G2 YSIFadaNBZ AG R2SayQu YSIy GKFEG @2dz aKz
odzi AGQa G22 Stkaé TF2NI Iyl fokinkolédfin blfalingiAsi 2 RAAY
Airbnb CEO Brian Chesky made so clear:

The designing of experience is a different part of your brain than the scaling [of] your
SELISNASYOSd LGQE || RAFTFSNByG aijatt asSio ¢KS a
oriented, and technologyriented problem. The designing of experience is a more intuition

based human, empathetic, erd-end experience.

It seems almost trivial, but in a larger company, these two different skill sets would be handled

by two entirely difS NSy i (Sl Ya (GKIG LINRPolofé R2y Qi 2FaGSy
SOSNEGIKAYIDP ¢KIFIGQa K2g &2dz gl aidsS G4AYSE Y2ySe
YAdaAy3a I aONBlFIGAGSE Fy3IES FEG23STKSNWD
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Types of Branding Strategi€3 Types)

There areseveral types of branding that may add value to your company depending on your
target audience, industry, budget, and marketing campaigns. Here are seven types of branding
strategies that have the potential to build brand equity for your business.

PersonalBranding

Personal branding describes branding that is used for an individual person, instead of branding
F2N) I gK2tS o0dzaAAySaad ¢KAA (LIS 2F OoNIYyRAy3I A
personality, or work as a brand.

Celebrities, politicianghought leaders, and athletes often use this form of branding to present
the best version of themselves to the public.

For example, Seth Godin, entrepreneur and author of over 20 marketing books, positioned
himself as a business and marketing experth$ets a recognizable personal brand, and
individuals now associate him with his shblbg postghat pinpoint one idea at a timd?eople
want to hear from Seth Godin rather than a company or organization due to the effectiveness
of his personal brand.

Product Branding

This is one of the most popular branding types. Product branding focuses on making a single
product distinct and reagnizable. Symbols or designs are an essential part of product branding
to help your customers identify your product easily.

For example, Monster Energy drinks have distinct packaging and logos that make it easily
distinguishable from Red Bull energy drinks

Corporate Branding

Corporate branding is a core value of business and a philosophy that a business develops to

present itself to the world and its own employees.

9FFSOGADS O2NLIR2NIGS ONIXYyR& 2F0SYy aSStorei2 RA AL
valuesin each point of contact it has with prospective customers, current customers, and past
customers.

C2NJ SEI YL S b AnniSiosare@eoydizab@ ladrods&kiof thejf Ratforms and
LINE RdzOGa® bA1SQa YAdaarzy atGhaSYSyd Aa ac¢z oNA
GKS g2NIRdPE YR AGa atz23rys ySEG G2 GKSANI FLY
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As a corpoate brand, Nike positions themselves as a brand for athletes, sports enthusiasts, and
anyone who is passionate about fitness. They also make it clear that they believe anyone can be
an athlete.

Service Branding

Service branding leverages the needs ofthstomer. Companies that use service branding
seek to provide their customers with worttdass service. They aim to usecellent customer
serviceas a waya provide value to their customers.

For example, Chield-A is known for its excellent customer servemaking it now
synonymous with its brand.

CoBranding

Cobrandingis a form of branding that connects companies together. Essentiallyrasaling is

a marketing partnership between two or more businesses. This helps brands impact each other
positively, and it may result in one growing its besis, spreading brand awareness, and

breaking into new markets.

For example, Frito Lay and Taco Bell came together and made the Doritos Locos Taco that
appealed to both audiences.

Online Branding

Online branding, also known as internet branding, hélpsinesses to position themselves as a
LI NI 2F GKS 2yEAYS YIFENJSGLI I OS® ¢KA&a GeLlsS 27
media platforms, blogs, and other online content.
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No-Brand Branding

This type of branding is also known as minimalist branding. These brands are often generic
brands that seek to let their products speak for themselves without all the extras many others
provide their consumers with.

Some of thanost noteworthy nebranding branding examples include Brandless and m/f
people. As you can see @mandles¥ ¢ S0 AaAA 0SS GKSANI LI O1F3IAy3as O2f
very simple. This aligns with theirigsion of providing fairly priced food to people without a

typical brand.
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Despite the fact that Brandless recently announced its closure, it is an excellent exampie of no
brand branding that saw great success for several years.

m/f peopleadopts simplicity in everything, from their branding and packaging to their product
designs. For example, their skincare products are packaged in bottles with black and white
colors and a simple font.

This deaion to opt for simplicity aligns with their commitment to making gendeutral
LINE RdzOG A YR LlzNERdZAy3d GKSANI 208SNFff YA
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appeal.
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Product¢ Brand Matrix:

Tocharacterizéhe productandorandingstrategyof afirm, oneusefutool isthe brandproducimatrix agraphicalepresentation
ofalithe brandsandproductssolcbythefim. Inthe brandproduct matrixalproductsofferedunderdifferentbrandsare
representedbycolumnsThihelpsmarketersinderstandhe curentbrandineand exploref urther opportunityinexpanding
the productiine.Inthe brandproduct matrdal curentexisindorandarerepresentedhformofrowsreferredto asorand
portfolio. Thebrandportiolio analysissessentiao desigranddevelomewmarketingstrategiedo targetagiverproduct
category

Brand hierarchy:

It means of summarizing the brand strategy by displaying the numbers and nature of common
and distinctive brand elements across the firms product revealing the explicit ordering of brand
elements.

Abrand hierarchyis a useful means of graphically portigyd | FANNX Qa O N} YRAY A ¢
RAALE Fe@Ay3a (GKS ydzYoSNI FyR Yyl ddz2NE 2F 02YY2y |y
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product in different ways dependingn how many new and existing brand elements we use

and how we combine them for any one product.

For example, a Dell Inspiron 17R notebook computer consists of three different brand name
St SYSyitasx Ga5Sftf>é daLYyaLANRY S Eby maghRdiffarent woé { 2YS
products; others are limited. Dell uses its corporate name to brand many of its products, but
Inspiron designates a certain type of computer (portable), and 17R identifies a particular model
of Inspiron (designed to maximize gaming pemiance and entertainment and including a
17inch screen).

We can construct a hierarchy to represent how (if at all) products are nested with other

products because of their common brand elements. Figuré tlisplays a simple
OKIF NI OGSNRART A2y 2F 9{tbQad OoN}YyR KASNIWODKe®d b
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a brand hierarchy can include multiple levels.

There are different ways to define brand elements and levels of the hierarchy. Perhaps the
simplest represetation from top to bottom might be:

1.Corporate or company brand (General Motors)

2.Family brand (Buick)

3.Individual brand (Regal)

4 Modifier (designating item or model) (GS)

5.Product description (midsize luxury sport sedan automobile)

BRAND EXTENSION:

A brand extensiomis when a company uses one of its established brand names on a new
product or new product category. It's sometimes known as brand stretching. The strategy
behind a brand extension is to use the company's already establlsfaed equityto help it
launch its newest product. The company relies on the brand loyalty of its current customers,
which it hopes will make them more receptive to new offerings from the same biaind.
successful, a brand extension can help a company reach new demographics, expand its
customer base, increase sales, and boost ovpralfit margins
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How Brand Extension Works:

A brand extension leverages the reputation, popularity, &amdnd loyaltyassociated with a
well-known product to launch a new product. To be successful, there must be a logical
association between the original product and the new item. A weak or nonexistent association
can result in the opposite effect, brand dilution. This can even harnpaénent brand

Successful brand extensions allow companies to diversify their offerings and inoredss
share They can give the compangampetitive advantagever its rivals that don't offer similar
products.The existing brand serves as an effective and inexpensarieting tool for the new
product.

Apple(AAPL) is an example of a company that has a history of effectively using a brand
extension strategy to propel growth. Starting with its popular Mac computers, the company has
leveraged its brand to sell productsmew categories, as can be seen with the iPod, the iPad,
and the iPhone.

Real World Examples of Brand Extension:

Brand extension can be as obvious as offering the original product in a new form. For example,
the Boston Market restaurant chain launchetiree of frozen dinners under its own name,
offering similar fare.

Another form of brand extension combines two wielown products. Breyers ice cream with
Oreo cookie chunks is a matchup that relies on consumers' loyalty to either or both original
brands.

Brand extension also may be applied to a different product cate@adopgle's core businessa
search engine, but it has an assortment of other famlvertising redted products and services
including the Play Store, Chromebooks, Google Apps, and the Google Cloud Platform.

In the best examples, the brand extension is natural and arises from a recognized positive
guality of the original product. Arm & Hammer produ@edeodorizing cat litter under its brand
name. Black & Decker makes a line of toy tools for children. Ghirardelli Chocolate Company
sells a brownie mix. The creation of complementary products is a form of brand extefik@n.
many varieties and flavors @focaColaare an example.
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MODULE 5

GLOBAL BRANDING:

Global brands arbrandsthat are recognizedhroughout muchof the world. Companies
intending to createglobalbrandsneedto do the following:

Identify the relative attractiveness of each market for your brand

Conduct attitude and usage studies in each country in which you are consieetgrng

Identify the sequence of brand launch by country/region of the world

Know the category and brand indices in each country in which your brand operates
Establish a branding scorecard that can be applied country by country

Agree to which decisions@made centrally and which ones are made locally

¢ KNRdzAK NB &SI NOKZ dzy RSNBUOFYR AF GKSNB | NB
work in a given country or for a give language. Consider the name itself, the symbols, the
colors, the tagline, etc.

= =4 4 -4 —a -8 -

To some small degree, with the pervasiveness of the Internet, all brands that are in
cyberspacdéravethe potential to becomeglobalbrands howvever being on the Internet does
not guarantee topof-mind awareness or distribution ease. A comprehensive -fuallied and
well-executed global marketing plan is required for successful global brands.

Strategies of Global Branding:

1. Understand customer behavior.

Just because consumers have certain buying preferences or habits in one culture, doesn't mean
that such preferences are universal. "It's astonishing how many retailers haven't made it
because they haven't studied how consumshep,” she says.

In her bookGlobal Brand PowgiWharton Digital Press, 2013), Kahn cites Walmart's mistake in
choosing locations in China that warear industrial parks when consumers were used to
shopping closer to home instead of near work.

2. Position yourself properly.

Good brand positioning includes truly understanding your competition and then looking at your
competitive advantage. Who are thmoviders of similar products and services that you sell in
this country? They may not be the same providers as in the U.S.

For example, if you sell athletic clothing, look at where people are buying their athletic clothing.
It could be from specialty stes, online retailers, or sporting goods stores. If you have a high
end brand and you're going into a market where the preferred buying location is discount
retailers, it may take a different strategy from the one you use in the U.S. "You need to
understandhow people shop and how your brand will fit into that mix," she says.
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3. Know how your brand translates.

A clever brand or product name in one language may translate into an embarrassing misstep in
another. For example, the French cheese brand Kiri ctahitg@ame to Kibi in Iran because the
F2NNXSNI VI YS YSIya aNRdek&yythe asddtiatiddlyoyi vantfok y C | NE A
cheese.

In addition to ensuring that your brand translates well into other languages, consider which
colors are favored in varus markets. In the U.S., blues and greens are favored, while reds and
yellows are frequently used in some Latin American countries and may be appealing and
familiar to audience members from those areas.

4. Think broadly.

Since your company may need to exyl into offering new products based on regional market
demands, it's important that your company name be broad enough to accommodate those
changes.

"Boston Chicken changed its name to Boston Market because it had expanded into other
foods," Kahn says.ybur company name is Brian's Computers for example, consider whether
that will be limiting in other markets if you also sell peripherals and services, she says.

5. Find good partners.

Work with your attorney to protect your intellectual propertywerseas, filing the appropriate
trademark and patent protections in the U.S. and elsewhere, if applicable. Find trade
representatives who come recommended from colleagues or state or federal trade offices,
since they're more likely to be reputable.

If youdecide to license your product or service name to a manufacturer or provider overseas,
exercise tight controls to make sure that the provider is reputable and won't misuse or
misappropriate your name and will adhere to your quality control standards. Wioe put

your brand name on [a product or service], you want a consistent experience so that every
time, people have it, they understand the values of the brand,"” Kahn says.

Globalization:

Before discussing the benefits and challenges of globalizatR@ it Saa Sy dAlt (2 Kl @
understanding of what the term means.

¢CKS 2FFAOAIE RSTFAYAGA2Y 2F a3It20FfATFOA2YE AA
organizations develop international influence or start operating on an international scale.

More simgy, globalization refers to an open flow of information, technology, and goods among
countries and consumers. This openness occurs through various relationships, from business,
geopolitics, and technology to travel, culture, and media.

Becausetheworldis f NS Reé &2 O2yySOUSRI Yz2ail LIS2LX S R2y
every single day. But the world is getting smaller, and companies need to understand what this
YSIFya F2NJ 0KS FdzidzNB 2F R2AyYy3 odzaAySaang / 2YLI
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a competitive advantage, which allows other businesses to take over new opportunities in the
global marketplace.

Benefitsof Globalization:

Globalization impacts businesses in many different ways. But those who decide to take on
international expansion find several benefits, including:

1. Accesgo New Cultures

Globalization makes it easier than ever to access foreign culture, including food, movies, music,
and art. This free flow of people, goods, art, and information is theoregsu can have Thai

food delivered to your apartment as you listen to your favoriteldised artist or stream a
Bollywood movie.

2. TheSpreadof Technologyand Innovation

Many countries around the world remain constantly connected, so knowledge and

techmological advances travel quickly. Because knowledge also transfers so fast, this means that
scientific advances made in Asia can be at work in the United States in a matter of days.

3. LowerCostsfor Products

Globalization allows companies to find lowarst ways to produce their products. It also
increases global competition, which drives prices down and creates a larger variety of choices
for consumers. Lowered costs help people in both developing and ahaBloped countries

live better on less money

4. HigherStandard=of LivingAcrosshe Globe

Developing nations experience an improved standard of hvithgnks to

globalization Accordingo the World Bank extreme poverty decreased by 35% since 1990.
Further,the target of the first Millennium Delopment Goal was to cut the 1990 poverty rate
in half by 2015. This was achieved five years ahead of schedule, in 2010. Across the globe,
nearly 1.1 billion people have moved out of extreme poverty since that time.

5. Accesgo New Markets

Businesses gain a great deal from globalization, including new customedésvanserevenue
streams Companies interested in these benefits look for flexible and innovative ways to grow
their business overseakternationalProfessionaEmployerOrganizéions (PEOs) make it

easier than ever to employ workers in other countries quickly and compliantly. This means that,
for many companies, there is no longer the need to establish a foreign entity to expand
overseas.

6. Accesgo New Talent

In addition to nev markets, globalization allows companies to find new, specialized talent that
is not available in their current market. For example, globalization gives companies the
opportunity to explore tech talent in booming markets suctBaslinor Stockholm rather than
Silicon Valley. Again, International PEO allows companies to compliantly employ workers
overseas, without having testablisha legalentity, making global hiring easier than ever.
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Challenge®f Globalization:

While globalization offers’ y & o6SySTAGA&Z Al QalockR i 2 @R RRedki OKIE £ £ Sy
GlobalExpansiom wSLE2NIY ¢SOKy2f238 LyRdzaAGNE NB@SIta az2ys
tech leaders face when taking their companies global, and leaders of other caapikely face the

same obstacles.

Some of the hurdles companies face when going global include:
1. International Recruiting

LGiQa y2G adz2NLINAaAy3d (KF (O icenfatiordlfecrditidgsitheir ot | Y G SOK
common challenge. Recruitimgross borders creates unknowns for HR teams. First, companies create a

plan for how they will interview and thoroughly vet candidates to make sure they are qualified when
thousands of miles separate them from headquarters. Next, companies need to knoithg S i Q &
demands for salaries and benefits to make competitive offers. To ensure successful hires, HR teams

must factor in challenges like time zones, cultural differences, and language barriers to find a good fit for

the company.

2. Managingemployeemmigration

Immigration challenges cause a lot of headaches internally, which is why 28% of U.S. and UK tech
leaders agreed it was one of their top challenges. Immigration laws change often, and in some countries,
it is extremely difficult to secure visas fmployees that are foreign nationals. The U.S., for example, is
getting stricter withgrantingH-1Bvisas and Brexit makes the future of immigration to the UK uncertain.

3. IncurringTariffsand ExportFees

Another challenge both U.S and UK tech leadaid they face in the report is incurring tariffs and
export fees 29% agreed this is a challenge for their global businesses. For companies looking to sell
products abroad, getting those items overseas can be expensive, depending on the market.

4. Payrolland ComplianceChallenges

Another common global expansion obstaclen@nagingoverseagayrolland maintaining compliance
gAOGK OKIFy3aAy3d SyLwftzevySyid yR GIE flégad ¢KA& YIyl 3
to manage operations in multip markets.

5. Lossof Culturalldentity

While globalizatiorhasmadeforeigncountrieseasierto accessit has also begun to meld unique
societies together. The success of certain cultures throughout the world caused other countries to
emulate them. Butvhen cultures begin to lose their distinctive features, we lose our global diversity.
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6. ForeignWorker Exploitation

Lower costs do benefit many consumers, but it also creates tough competition that leads some
companies to search for cheap lalsmurces. Some western companies ship their production overseas
to countries like China and Malaysia, whéaeregulationsmake it easier to exploit workers.

7. GlobalExpansiorDifficulties

For businesses that want to go global and discover the bendfgkbalization, setting up a compliant
overseas presence is difficult. If companies take the traditional route of setting aptay, they need
substantial upfront capital, sometimes tp $20,000,and costsof $200,000annually to maintain the
business. Additionally, global businesses must keep up with different anetkaaging labor laws in

new countries. When expanding into new countries, companies must besanfdnow to navigate new

legal systems. Otherwise, missteps lead to impediments and severe financial and legal consequences.

8. Immigration Challengesnd LocalJobLoss

The political climates in the United States and Europe show that there are diffeesvpaints
on the results of globalization. Many countries around the globe are tightening their
immigration rules, and it is harder for immigrants to find jobs in new countries. This rise in
nationalism is mainly due to anger from the perception that fgnars fill domestic jobs or at
companies moving their operations abroad to save money on labor costs.

For example, the Economic Policy Institute reports that the U.S. trade deficit with China (or the
amount by which our imports exceed our exports) costeficans3.4 million jobssince 2001.

How GlobalizationChange ourDaily Businesse®perations

Both the benefits and challenges of globalization change how a business operates in different
ways. When companies decide to go global, they musebey and willing to change internal
processes. This helps to accommodate new markets and make their global workforce feel
comfortable and accepted at work.

Companies see many aspects of their businesses change once they enter the global
marketplace. Forxample, globalization makes the workforce more diverse. This diversity is an
overall positive change, but it creates some challenges, such as language barriers and
differences in cultural expectations.

Some operational changes companies should expect fimimalization include:

1. GlobalCommunicationChallenges

Before starting to branch out from headquarters, firms have to put an established internal
communication plan in place since global employees likely work in a different time zone and
have a differat native language.

Software and other digital tools help smooth global communication hurdles and allows teams
to connect easily. Zoom, Slack, and Google all provide valuable tools for companies trying to
manage employees in multiple offices, countriesg &ime zones.
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2. International EmployeeExpectations

Foreign employees have different expectations when it comes to things like salary and benefits,
as well as how they manage their daily work schedules. Companies that want to take advantage
of globalization and hire foreign workers need to accommodate them as much as possible. HR
teams must also ensure their offers are competitive anepanwith local expectations during

the hiring process.

3. SupportingForeignCustomers

Similar to communicatin changes with employees, companies must also plan for how they run
customer service and support in new countries. Customers in the new market where you offer
your products or services might not speak your native language or be close to your time zone.
4. IncreasedCompetition

International companies have to adjust more than internal operations. Going global opens up
new revenue streams and increases availability to talent. Because of these attractive benefits,
and the ease of going global duegervices like International PEO, the global marketplace is
competitive. As globalization becomes the norm, many companies often seek the same foreign
markets, which increases competition for businesses.

5. Marketing and CommunicationChanges

Just like hing employees in different countries creates internal communication challenges,
marketing your products or services to a completely new audience creates obstacles for
companies. Businesses need to adjust their marketing strategies to communicate the $enefit
of their product in a way that resonates with a foreign audience. You cannot assume that a
marketing campaign targeting an American audience (or wherever your HQ location is) attracts
consumers in Europe, Asia, or any other popular market, as the comsuhexe have very

different wants and needs.

NOTE:

GoGlobalwith the RightPartner

In the past, cost and regulatory challenges were massive barriers to companies going global in
search of the benefits of globalization.

Now, partnering with a globalizain expert helps firms navigate any challenge that comes their
wayt while successfully setting up an overseas presencel@emational PEQolution helps
organizations establish a presence in new international markets, without the time and costs
associate with entity establishment.
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EMERGING Vs DEVELOPED MARKET (DIFFERENCES)

Specific characteristic

Emerging markets

Developed markets

Aggregate-level Population
market differences
Economic growth rate (GDP at
purchasing power parity)
Heterogeneity of population

Individual consumer Price sensitivity

differences Brand importance
Social norms
Age
Institutional Legal system

environment
differences

Political environment

Hard infrastructure

Business to business
relationships

Business context
differences
Busimess to government
relationships

Legal Issues in Branding:

Larger populations, estimated at 40 %60 % of the
global population

Fast (6 %12 % per annum since 2000)

Large income disparity, very heterogeneous in income,

education, individual buying behavior

Relatively high

Very high for higher income segments, but intense
unbranded competition at lower end

Collectivist purchasing behavior, but wide variation
across population in level of influence

Relatively younger consumers

Evolving, opaque, slow legal system

Volatile, not always democratic

Poor hard infrastructure (transport, roads, connectivity,

banking, etc.)
Large number of informal business relationships

I_'.ngu:.ﬂ hu}-'-:l'.\a are often government-ow ned
enterprises

Smaller population, estimated at
15 % of the global population

Slow or negative (—3 to 3 % per
annum since 2000)

Relatively homogenous population

Relatively low
Relatively less brand importance
disparity across consumers

Individualistic purchasing behavior

Aging population
Stable, transparent, fast legal system
Stable, democratic

Well-developed hard infrastructure

Relatively formal contractual
relationships
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As important as it is to use a strategic business model, it is equally as critical to debedowl.aA

brand can convey many thingguality, consistency, reliability, aspirations, identification with a lifestyle,

or values. A weltleveloped brand will tell a compelling story about your company in an instant.

Many business owners know how important branding is to their business. Theyggeat lengths to

develop a great name, taglines, signage, packaging, and design of websites and storefronts to build a
brand. Yet all of that investment is often for naught if designers, developers, and the other architects of

a brand fail to work haneh-hand with experienced intellectual property attorneys.

Investing in legal advice during brand development can be inexpegsivgared to retaining an

attorney to clean up the legal mess caused by legally sloppy branding. So what legal issues should

businesses consider when developing or building a brand?

Trademarks

Trademarks, and their related cousin, trade dress, are the core of an effective brand protection strategy.

| have never seen an effective trademark portfolio put together or enfoveititout the advice and
assistance of good attorneys with trademark experience.

Doa clearancesearch

Begin by finding out whether a brand name, symbol, logo, tagline, or image you intend to use in

commerce is not already being used by a competitor or teged as a trademark at the federal or state

level. You also need to ensure that your intended branded material is not confusingly similar to
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an expeienced attorney to do this search.

Filetrademark registrationsto protect your brands

Once you perform a search on each item of your core brand identity, file for trademark registration. In
most cases you will want a federal registration to maximizeeigel defensibility of your brand.

Skipping to this step first, without an adequate clearance search or the advice of counsel can often lead
to the waste of hours and thousands of dollars spenton-refandable registration fees with nothing to
show for it

Protectyour portfolio

Registering your trademark is a great start, but ensure that your name is also protected in the most
value channels of commerce, including getting your social media handles secured at Facebook,
Instagram, Twitter, Pinterest, and &rchat. Keep securing your handles as new social networks become
popular. Attempt to secure the best .com domain name for your brand as possible, as .com extensions
continue to convey the greatest level of trustworthiness to consumers even as hundredsafrd

name extensions (.guru, .lawyer, and so on) continue to be added. If someone buys your .com name
after you have registered your trademark, you may be able to get it back from them through litigation or
a process through ICANN, the domain hame reapistr

Obtainassignments

Did a creative agency, logo designer,foend help to devise one of your brand assets? Do not make the
mistake of thinking that your payment for services or even your continued friendship means that the
asset is now all yours. Fevery piece of creative work someone creates for you, have an attorney draw
up a simple assignment agreement form to secure 100% of the intellectual property rights in that asset.

Enforceyourtrademarks

If you have a word, symbol, or sound indicating éhigin of your goods or services that you use in
commerce, you have a trademark whether it is registered or not. To maintain the full strength of your
trademark, you must take steps to stop others from infringing: such as issuing@easdesist letters

and filing litigation when appropriate. A good trademark protection lawyer can often find creative ways
to protect your brand without you incurring outtf-pocket expenses along the way.

Considettrade dress

2 KSYy @2dz GKAY]|l 2F CAFRPEY®Aa08UdS SEEORPNAEA YHE SQRAOK K
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subset of trademark law that protects the characteristics of a product or its packaging that signify the

source of the product to consumers. While developing your brand, first consider the importance of

developing beautiful, visually appealing, and distinctive packaging design (whether you sell goods or
services). Then ensure that your proposed packagioge shterior design, or website does not infringe
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on any other wetknown trade dress, and discuss with a trademark lawyer how you can best protect
your own trade dress.

Copyrights

While trademarks succinctly convey your brand identify, copyrighplatects the way you speak your
message to the world. Although many businesses assume copyright only applies to musicians,
filmmakers, and book authors, its impact on your brand selling goods and services, if you make the most
out of your branding, can hest as important.

Mark your ownership

For anything published on the web or more generally in print, mark your ownership with a copyright

YIEN] SNI 2NJ GKS $92NR aO2LBRNARIKGE f2y3a gAGK GKS &St
copy, such sguides, maps, articles, or designs, consider with the advice of a lawyer the registration of

the copyright with the U.S. Copyright Office. Each individual work can be filed for about $35.

Avoidinfringementby defining ownershipand liability

Similar totrademarks, you must ensure anyone with input into or ownership in the development of
photography, writing, music, sounds, or anything similar used by your business has given you the right to
use that creative work. You can do so with assignment or licegeements, among other options.

When an agency or design firm is producing materials for your business, such as a website, ensure that
they are contractually liable and will indemnify you (pay you back) for any damages caused by copyright
infringement de to their work. A good practice is to have an attorney quickly review any agreement

you sign when developing creative materials or a website.

Patents

Think patents are just for scientists and engineers? Think again. Have you developed a product with a
unique design as part of your branding? You may be eligible for a design patent. You may wish to speak
to attorney about protecting your novel design before you release it to the public.

Before you build a shining, towering brand, ensure that it is not baila shaky legal foundation.
Consider engaging an experienced intellectual property attorney and brand counselor that could save
your business tens of thousands, or even millions of dollars in legal liddiiityn.
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