


Brand Management
(As per New Syllabus 2018-19 of Mumbai University for T.Y. BMS, Semester - VI)

Shobha Venkatesh
B.Com., Diploma in Taxation, PGDM (Brand Management)

Visiting Faculty,
Various Colleges in Mumbai.

Dr. Rinkesh Chheda
BMS (Marketing & International Finance), M.Com. (Management),

MMS (Finance), NET (Management), Ph.D. in Commerce
Assistant Professor, BMS Department,

SIES College of Commerce & Economics,
T.V. Chidambaram Marg, Sion East, Mumbai - 400 022.

ISO 9001:2015 CERTIFIED



© Authors
No part of this publication may be reproduced, stored in a retrieval system, or transmitted in any form or by any
means, electronic, mechanical, photocopying, recording and/or otherwise without the prior written permission of the
authors and the publisher.

First Edition : 2019

Published by : Mrs. Meena Pandey for Himalaya Publishing House Pvt. Ltd.,
“Ramdoot”, Dr. Bhalerao Marg, Girgaon, Mumbai - 400 004.
Phone: 022-23860170/23863863, Fax: 022-23877178
E-mail: himpub@vsnl.com; Website: www.himpub.com

Branch Offices :

New Delhi : “Pooja Apartments”, 4-B, Murari Lal Street, Ansari Road, Darya Ganj, New Delhi - 110 002.
Phone: 011-23270392, 23278631; Fax: 011-23256286

Nagpur : Kundanlal Chandak Industrial Estate, Ghat Road, Nagpur - 440 018.
Phone: 0712-2738731, 3296733; Telefax: 0712-2721216

Bengaluru : Plot No. 91-33, 2nd Main Road, Seshadripuram, Behind Nataraja Theatre,
Bengaluru - 560 020. Phone: 080-41138821; Mobile: 09379847017, 09379847005

Hyderabad : No. 3-4-184, Lingampally, Besides Raghavendra Swamy Matham, Kachiguda,
Hyderabad - 500 027. Phone: 040-27560041, 27550139

Chennai : New No. 48/2, Old No. 28/2, Ground Floor, Sarangapani Street, T. Nagar,
Chennai - 600 012. Mobile: 09380460419

Pune : “Laksha” Apartment, First Floor, No. 527, Mehunpura,
Shaniwarpeth (Near Prabhat Theatre), Pune - 411 030.
Phone: 020-24496323, 24496333; Mobile: 09370579333

Lucknow : House No. 731, Shekhupura Colony, Near B.D. Convent School, Aliganj,
Lucknow - 226 022. Phone: 0522-4012353; Mobile: 09307501549

Ahmedabad : 114, “SHAIL”, 1st Floor, Opp. Madhu Sudan House, C.G. Road, Navrang Pura,
Ahmedabad - 380 009. Phone: 079-26560126; Mobile: 09377088847

Ernakulam : 39/176 (New No. 60/251), 1st Floor, Karikkamuri Road, Ernakulam,
Kochi - 682 011. Phone: 0484-2378012, 2378016; Mobile: 09387122121

Bhubaneswar : Plot No. 214/1342, Budheswari Colony, Behind Durga Mandap,
Bhubaneswar - 751 006. Phone: 0674-2575129; Mobile: 09338746007

Kolkata : 108/4, Beliaghata Main Road, Near ID Hospital, Opp. SBI Bank,
Kolkata - 700 010. Phone: 033-32449649; Mobile: 07439040301

DTP by : Sunanda

Printed at : Rose Fine Art, Mumbai. On behalf of HPH.



Preface
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subject matter in this book is complied after extensive reading and comprehending
various sources prescribed by the University of Mumbai

Branding is an art and science while brand management is nothing but an art of
creating and sustaining the brand. Brand management is an interesting subject and
receives lots of attention. Our objective is to aid students comprehend various topics
related to brand management in a simple and lucid language with suitable examples and
case studies.
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Syllabus

S.N. Modules No. of Lectures

1. Introduction to Brand Management 15

2. Planning and Implementing Brand Marketing Programs 15

3. Measuring and Interpreting Brand Performance 15

4. Growing and Sustaining Brand Equity 15

Total 60

S.N. Objectives

1. To understand the meaning and significance of Brand Management

2. To Know-how to build, sustain and grow brands

3. To know the various sources of brand equity

S.N. Modules/Units

1. Introduction to Brand Management

(a) Introduction to Brand Management:
 Meaning of Brand, Branding, Brand Management, Importance of Branding to
Consumers, Firms, Brands v/s Products, Scope of Branding, Branding Challenges
and Opportunities, Strategic Brand Management Process, Customer Based Brand
Equity model (CBBE), Sources of Brand Equity, Steps of Brand Building
including Brand Building Blocks, Brand Positioning: Meaning, Importance, Basis

2. Planning and Implementing Brand Marketing Programs

(a) Planning and Implementing Brand Marketing Programs:
 Brand Elements: Meaning, Criteria for choosing Brand Elements, Types of Brand
Elements

 Integrating Marketing Programs and Activities
 Personalising Marketing: Experiential Marketing, One to One Marketing,
Permission Marketing

 Product Strategy: Perceived Quality and Relationship Marketing
 Pricing Strategy: Setting Prices to Build Brand Equity
 Channel Strategy: Direct, Indirect Channels
 Promotion Strategy: Developing Integrated Marketing Communication Programs
 Leveraging Secondary Brand Associations to Build Brand Equity: Companies,
Countries, Channel of Distribution, Co-branding, Characters, Events.



3. Measuring and Interpreting Brand Performance

(a) The Brand Value Chain

(b) Measuring Sources of Brand Equity:
 Qualitative Research Techniques: Projective Techniques: Completion,
Comparison, Brand Personality and Values: The Big Five, Free Association

 Quantitative Research Techniques: Brand Awareness: Recognition, Recall,
Brand Image, Brand Responses

(c) Young and Rubicam’s Brand Asset Valuator

(d) Measuring Outcomes of Brand Equity
 Comparative Methods: Brand based Comparative Approaches, Marketing Based
Comparative Approaches, Conjoint Analysis

 Holistic Methods: Residual Approaches, Valuation Approaches: Historical
Perspectives and Interbrand’s Brand Valuation Methodology

4. Growing and Sustaining Brand Equity

(a) Designing & Implementing Branding Strategies:
 Brand Architecture: Meaning of Brand Architecture, The Brand-Product Matri,
Breadth of a Branding Strategy, Depth of a Branding Strategy

 Brand Hierarchy: Meaning of Brand Hierarchy, Building Equity at Different
Hierarchy Levels

 Cause Marketing to Build Brand Equity: Meaning of Cause Marketing,
Advantages, Green Marketing

(b) Brand Extensions:
 Meaning, Advantages, Disadvantages, Brand Extension and Brand Equity

(c) Managing Brands over Time:
 Reinforcing Brands, Revatilising Brands

(d) Building Global Customer Based Brand Equity
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Questions to be Set: 05
Duration: 2½ Hours.
All questions are compulsory carrying 15 Marks each.

Question No. Particulars Marks
Q.1 Objective Questions

(A) Sub-questions to be asked (10) and to be answered (any 08)
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Full Length Question
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Full Length Question
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15 Marks
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Q.4

Full Length Question
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Q.5

(A) Theory Questions
(B) Theory Questions
OR
Short Notes
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To be answered 03

08 Marks
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15 Marks

Note:

Theory questions of 15 Marks may be divided into two sub-questions of 7/8 and 5/10 Marks.
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Unit 1

Introduction to Brand
Management

Meaning of Brand, Branding, Brand Management, Importance of Branding to Consumers,
Firms, Brands v/s Products, Scope of Branding, Branding Challenges and Opportunities, Strategic
Brand Management Process, Customer Based Brand Equity model (CBBE), Sources of Brand
Equity, Steps of Brand Building including Brand Building Blocks, Brand Positioning: Meaning,
Importance, Basis of Brand positioning.

The unit is broadly classified into the below mentioned chapters:

Chapter 1: Introduction to Brand Management
Meaning of Brand, Branding, Brand Management, Importance of Branding to Consumers, Firms,
Brands v/s Products, Scope of Branding, Branding Challenges and Opportunities.

Chapter 2: Strategic Brand Management
Strategic Brand Management Process, Customer Based Brand Equity model (CBBE), Sources of
Brand Equity, Steps of Brand Building including Brand Building Blocks.

Chapter 3: Brand Positioning
Meaning, Importance, Basis of Brand positioning.
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Chapter 1: Introduction to Brand Management
Meaning of Brand, Branding, Brand Management, Importance of Branding to Consumers, Firms,
Brands v/s Products, Scope of Branding, Branding Challenges and Opportunities.

Branding Evolution
Brands have been around for many years. Italians were the first to use brands, in the form of

watermarks on paper since from the 12th century. In olden times the Greeks, the Romans and
people before them employed various ways to promote their wares such as wines, pots or metals
etc. They had special messages inscribed on them informing details such as time, place, address
etc. The Greeks also used their own criers to announce the arrival of ships with particular cargo.
Tracing the etymology of the word ‘BRAND’ to its origin in the Old Norse word ‘brandr’. It
means to burn. In earlier times, farmers used to mark or stamp a symbol on their animals to
identify their livestock from others – a process called Branding.

Branding in modern context has always been an important aspect of marketing. In the
sixteenth century whiskey distillers branded their names on KEGS or CASKS for identification
which also prevented cavern owners from substituting cheaper versions. Branding was more
extensively used in the 19th century, following the industrial revolution, and the development of
new professions like marketing, manufacturing and business management formalised the study of
brands and branding as a key business activity.

In the mid-twentieth century branding started getting its boost. Industrialisation dawned and
slowly production was mass and homogenous. Same technology and same products. Consumer
goods industries especially non-durables such as detergents, soaps, coffees, teas, chocolates etc.
were the first ones to be influenced by this phenomenon. This phenomenon made BRANDING
compulsory for manufactures.
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1.1 Meaning of Brand
Brand is a specific term and includes a name, symbol, sign or design given to a product for

easy identification. It provides distinct identity to a product.

So Brand is
The sum of the expectations that a customer or stakeholder has when purchasing a

product or dealing with an organisation. A brand is an expectation or a promise waiting to be
fulfilled. Brands are shorthand for trust.

1.1(a) Definition

According to the American Marketing Association (AMA)
A name, a term, a symbol or a design or a combination of these, that is intended to

identify the products or services of one business or group of businesses and to differentiate
them from those of competitors.

Technically speaking, then, whenever a marketer creates a new name, logo, or symbol for a
new product, he or she has created a brand.

Few examples

Coca Cola - Name

Nike – Swoosh (Symbol) and tagline Just do it

McDonald – M (Golden Arc)
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1.2 Branding
Branding is the act of creating a brand. The process involves positioning your company or

product in the market (carving out your own place), devising brand strategy (how you will reach
your goals), creating your name (your verbal identity), designing corporate identity or product
identity (your visual identity), writing brand messaging (verbal and written tone), and setting
brand standards (how you keep your brand consistent and strong). Branding has become one of
the most important aspects of business strategy. Yet it is also one of the most misunderstood.
Branding is sometimes considered to be merely an advertising function.

To put it in a nut shell:

 Branding is a strategic point of view, not a select set of activities.
 Branding is central to creating customer value, not just images
 Branding is a key tool for creating and maintaining competitive advantage.
 Brands are cultures that circulate in society as conventional stories.
 Effective brand strategies must address the four distinct components of brand value.
 Brand strategies must be “engineered” into the marketing mix
In other words it’s the marketing practice of creating a name, symbol or design that identifies

and differentiates a product from other products.

1.3 Brand Management
Brand management begins with having a thorough knowledge of the term “brand”.

An application of marketing techniques to a specific product, product line or brand is known
as brand management. Brand management play a significant part in maintaining company’s
reputation and ensuring consumer experience it in the way it’s intend to be. E.g. if a customer
likes Amul butter he or she will try other products of Amul because the customer gets value
and trusts the brand.

Brand management is a series of techniques used to increase the perceived value of a product
or service. Effective brand management builds loyal customers through positive brand association.
Brand management includes managing the tangible and intangible characteristics of brand.
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In case of product brands, the tangibles include the product itself, price, packaging, etc. E.g.
Paper boat packaging, A sleek, pear-shaped standee pouch make them stand out from
ordinary drinks, with a look and feel like paper. Drinking from a pouch gave the feeling of
squeezing a fruit straight into your mouth, just like you did as a kid; The caps of the
pouches were boat inspired, unique in their appearance. Paperboat clearly stands out with
its beautiful packaging. While in case of service brands, the tangibles include the customers’
experience. The intangibles include emotional connections with the product/service. For example
swiggy, UBER eats, Zomato, Dr Batra’s, VLCC etc.

1.4 Importance of Branding

(a) To Consumers
Brands play an important role and occupy a unique position in consumer’s lives. Brands are

important to consumers in different ways. They are:

1. Identification of source of product: Brands allow the identify the source of the maker.
It helps the consumers to know who the manufacturer e.g. Philips Air fryer, Philips Iron,
Philips Led light bulb often consumers make their buying decision on the basis of the
name of the manufacturer.

2. Allow consumers to assign responsibility to a particular manufacturer or
distributor: Brands have special meaning to consumers. Because of past experiences

Design
Marketing

Identity

Trust

Strategy

Value

Advertising
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with the product and its marketing programme over the years, consumers find out which
brands satisfy their needs and which ones do not. E.g. TATA – Trust. This enhances the
responsibility of the manufacturers to constantly keep the consumer’s interest in mind.

3. Risk reducer: Brands can reduce the risks in product decisions. Often consumers buy
products of a well-known brand due to their positive past experience. The risk is high
when the brand is unknown.

4. Search cost reducer: When consumers identify the brands or have experienced the
brand it becomes easy for them during product decision and don’t need any extra
information. Both internally as well as externally.

5. Promise, bond, or pact with maker of product: Brands share a great relationship of
trust with consumers. They in turn expect brands to provide them with consistency in
product/service. When consumers are satisfied with brand they will continue buying it.

6. Symbolic device: Brands can serve as symbolic devices, allowing consumers to project
their self-image. Consuming such products is a means by which consumers can
communicate to others or even to themselves the type of person they are or would like
to be. E.g. I phone user or Mercedes owner considers themselves as classy, elite.

7. Signal of quality: Brands indicate the quality of product the consumer is buying.
Buying a branded product means a consumer is guaranteed a consistent quality, e.g.
Lays v/s unbranded potato chips.

(b) To Firms
Brands also provide a number of valuable functions to their firms. They are:

1. Means of identification: Brands basically, serve as an identification purpose. It
simplify product handling or tracing for the firms. Brands also help organise inventory
and accounting records.

2. Means of legally protections: A brand also offers the firm legal protection for unique
features of the product. The brand name can be protected through registered trademarks;
manufacturing processes can be protected through patents; and packaging can be
protected through copyrights and designs. E.g. Dove bar of Soap unique curve shape
with iconic Dove bird logo.

3. Signal of quality level: Brands can indicator a certain level of quality so that satisfied
buyers can easily choose the product again. This brand loyalty provides predictability
and security of demand for the firm and creates barriers of entry that make it difficult
for other firms to enter the market.

4. Endowing products with unique associations: Investments in the brand can endow a
product with unique associations and meanings that differentiate it from other products
e.g. Nike – swoosh, Thumps up, a stronger cola.

5. Competitive advantage: Manufacturing processes and product designs can be easily
copied or duplicated but years of marketing activities and product impression lasts in the
minds of consumers E.g. Colgate toothpaste, Cadburys, Bisleri, Raymonds, Maggie etc.
are some of the brands that consumers have literally grown up.
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6. Financial returns: Strong brands generate profit for the firm which in turn creates
value to shareholders. Hence strong brands are profitable to firms.

1.5. Brand v/s Product
It is important to contrast a brand and a product. According to Philip Kotler, well-regarded

marketing academic, a product is anything that can be offered to a market for attention,
acquisition, use, or consumption that might satisfy a need or want.

Thus, a product may be a physical good (e.g. a cereal, tennis racquet or automobile), service
(e.g. an airline, bank, insurance company), retail store (e.g. a department store, specialty store, or
supermarket), person (e.g. a political figure, entertainer, or professional athlete), organisation (e.g.
a non-profit organisation, trade organisation or arts group), place (e.g. a city, state, or country), or
idea (e.g. a political or social cause).

A brand is, therefore, more than a product, because it can have dimensions that
differentiate it in some way from other products designed to satisfy the same need.

These differences may be rational and tangible related to product performance of the brand
or more symbolic, emotional, and intangible related to what the brand represents.

E.g. branded product may be a physical good like Kellogg’s Corn Flakes cereal, Audi
automobiles; service Bank of Baroda, Spice jet, LIC, Supermarkets – BIG Bazar, D mart, a
person Narendra Modi, Amitabh Bachchan, place Incredible India, Australia an organisation Red
cross or an idea Swatch Bharath. Following are the point of differences between brand v/s product.

Product Brand
Term used to describe all goods, services, and
knowledge sold.

A term, sign, symbol or design or a combination of
them intended to identify the products or services of
one’s business or group of businesses and
differentiate them from those of competitors.

Products are bundles of attributes (features,
functions, benefits, and uses) and can be either
tangible, as in the case of physical goods, or
intangible, as in the case of those associated with
service benefits, or can be a combination of the two.

Brands are bundles of functional benefits, emotional
benefits and self-expressive benefits. It is the sum of
the expectations that a customer or stakeholder has
when purchasing a product or dealing with an
organisation.

Product = Commodity Brand = “Mind Set”
A product is a produced item always possessing these
characteristics: tangibility, attributes and features.

In essence, the brand is a piece of real estate you
occupy in a person’s mind, and the related
impressions it leaves behind.

A product can be outdated quickly. A brand if properly managed can be timeless.
A product which is distinct from others in its
category.

Something available to the consumer undistinguished
from others in the category.

The physiological response to a product is important. The psychological response to a brand can be as
important as the physiological response.

A product example Toothpaste. Brand example Colgate, Pepsodent, Close-up,
Meswak etc.
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1.6 Scope of Branding
The scope of branding is indeed very vast. They are:

1. Physical goods: Physical goods are what are traditionally associated with brands and
include many of the best known and highly regarded consumer products, like
Mercedes-Benz, Nescafé, Sony, Parle-G etc.

2. Services: Although strong service brands like American Express, British Airways,
HDFC Bank, LIC, Airtel, Dominos, Big Bazaar etc. have existed for years, branding
of services is important as it helps customers to distinguish one service from another.

3. Retailers and Distributors: To retailers and other channel members distributing
products, brands provide a number of important functions. Brands can generate
consumer interest, patronage, and loyalty in a store, as consumers learn to expect certain
brands and products Retailers can introduce their own brands by using their store name,
creating new names, or some combination of the two e.g. Future Retail, (FBB)
Central, 99 Store, Amazon etc. Brands play an important role in image building.

4. Online Products and Services: Some of the strongest brands in recent years have been
born online. Google, Facebook, and Twitter are three notable examples. Online
marketers now realise the realities of brand building. Successful online brands have
been well positioned and have found unique ways to satisfy consumers’ unmet needs

5. People and Organisations: When the product category is people or organisations, the
naming aspect of branding, at least, is generally straightforward. Some organisations
have become well-known brands such as TATA, Google, Philips etc. These brands
often have well-defined images that are easily understood and liked (or disliked) by
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others. Even public figures such as politicians, entertainers, and professional athletes are
brands in their own way and they are influencers in customer buying behaviour

6. Sports, Arts, and Entertainment: Sports marketing has become highly sophisticated
in recent years. Many sports teams are marketing themselves through a creative
combination of advertising, promotions, sponsorship, direct mail, digital and other
forms of communication. e.g. VIVO IPL, Mumbai Indians, FIFA etc. Branding plays
an especially important function in the arts and entertainment industries that bring us
movies, television, music, and books. Certain movie franchises such as Spider Man,
James Bond, Harry Potter etc. have established themselves as strong brands by
combining all these ingredients into a formula that appeals to consumers.

7. Geographic Locations: Geographic locations like country, city, place and people can
also be branded. In the recent years there is a growth in tourism industry. Kutch Ran
Mahotsav, Dubai – Shopping festival, Kerala – Gods own country promotes
Ayurveda etc. have create awareness and a favourable brand image

8. Ideas and Causes: Numerous ideas and causes have been branded, especially by
nonprofit organisations. They may be captured in a phrase or slogan and even be
represented by a symbol, such as AIDS ribbons, Swatch Bharath etc.

Thus the scope of branding is really extensive. Branding is needed in every phase.

1.7 Branding Challenges and Opportunities
Although brands may be as important as ever to consumers, in reality brand management

may be more difficult than ever. Some of the challenges and opportunities that the brand
managers have are as follows:

1. Savvy customer: In recent times, customers and business have become more and more
experienced with marketing, are more knowledgeable about how it works, and more
demanding. Today customers are savvy they can access information and support from
various resources such as websites, influential blogs, peer group and so on. One of the
key challenges in today’s marketing environment is the vast number of sources of
information consumers may consult. E.g. if we wish to buy a cell phone or clothes or
want to try a new restaurant etc. The options can be innumerous such as friends/peers,
magazines, advertisement, company websites, consumer reviews, celebrities
endorsement, parents/adults, bloggers etc. A study has shown that during economic
downturn branding is challenging. At these times consumers buy lower priced brands.
They switched to less expensive product and found them better performance than they
expected and no longer preferred higher-priced products e.g. One plus v/s I phone.
Anyway, there will always be economic cycles and ups and downs, there are strategies
that can help marketers survive or even thrive in a recession, both in the short run and
over the long haul.

2. Brand proliferation: In recent times there has been an important change in the
branding environment is the proliferation of new brands and product. There has been a
rise in line and brand extensions e.g. Earlier in 1950-1980 there was only Surf detergent;
while today there is Surf blue, Surf matic, front loading/top loading; Surf excel
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detergent bar, Surf Excel liquid. Marketers of brands such as Coke, Nivea, Dove, Maggi
and others have added a host of new products under their brand umbrellas in recent
years. There are few single (or “mono”) product brands around, which complicates the
decisions that marketers have to make. With so many brands engaged in expansion,
channels of distribution have become congested, and many brand battles are waged just
to get products on the shelf. The average supermarket now holds thousands of different
brands, three times the number 30 years ago.

3. Media Transformation: In recent times media has transformed. There is fragmentation
of media while traditional media such as Print, TV, radio etc. are wearing away at the
same there is an emergence of interactive and nontraditional media, promotion, and
other communication alternative. Today marketers are spending more on non-traditional
forms of communication and on new and emerging forms of communication such as
interactive digital media; sports and event sponsorship; in-store advertising; mini-
billboards in transit vehicles, parking metres, and other locations; and product
placement in movies. At such a situation allocation of media budget becomes a
challenge.

4. Increased Competition: One reason marketers have been forced to use so many
financial incentives or discounts is that the marketplace has become more competitive.
Both demand-side and supply-side factors have contributed to the increase in
competitive intensity. On the demand side, consumption for many products and services
has flattened and hit the maturity stage, or even the decline stage, of the product life
cycle. As a result, marketers can achieve sales growth for brands only by taking away
competitors’ market share.

5. Globalisation: Today every brand or firm has embraced globalisation, a means to open
up in new markets. Though there is a potential sources of revenue, it has also increased
the number of competitors in existing markets, threatening current sources of revenue.

6. Low-priced competitors: There is a penetration by generics, private labels, and low-
priced “clones” imitating product leaders has increased on a worldwide-basis. Retailers
have gained power and often dictate what happens within the store. The centre of focus
and weapon is “Price” which has made brands to push their brands and have demanded
a return from trade to promote their stocks and display their national brands e.g. Surf
Excel v/s RIN v/s Nirma.

7. Brand extensions: Many companies have taken their existing brands and launched
products with the same name into new categories e.g. TATA SALT, TATA SAMPAN
MASALA, TATA NANO.

8. Deregulation: Certain industries like telecommunications, financial services, health
care, and transportation have become deregulated, leading to increased competition
from outside traditionally defined product-market boundaries.

9. Increased Costs: Day by day competition is increasing the cost of introducing a new
product or supporting an existing product has increased rapidly, making it difficult to
match the investment and level of support that brands were able to receive in previous
years.
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10. Greater Accountability: Finally, marketers often find themselves responsible for
meeting ambitious short-term profit targets because of financial market pressures and
senior management imperatives. Stock analysts value strong and consistent earnings
reports as an indication of the long-term financial health of a firm. As a result,
marketing managers may find themselves in the dilemma of having to make decisions
with short-term benefits but long-term costs (such as cutting advertising expenditures).
Moreover, many of these same managers have experienced rapid job turnover and
promotions and may not anticipate being in their current positions for very long time.

Case Study: 1 Coca-Cola’s Branding Lesson
One of the classic marketing mistakes occurred in April 1985 when Coca-Cola replaced its

flagship cola brand with a new formula. The motivation behind the change was primarily a
competitive one. Pepsi-Cola’s “Pepsi Challenge” promotion had posed a strong challenge to
Coke’s supremacy over the cola market starting initially just in Texas, the promotion involved
advertising and in-store sampling showcasing consumer blind taste tests between Coca-Cola and
Pepsi-Cola. Invariably, Pepsi won these tests. Fearful that the promotion, if expanded nationally,
could take a big bite out of Coca-Cola’s sales, especially among younger cola drinkers, Coca-
Cola felt compelled to act.

Coke’s strategy
Coca-Cola’s strategy was to change the formulation of Coke to more closely match the

slightly sweeter taste of Pepsi. To arrive at a new formulation, Coke conducted taste tests with an
astounding number of consumers—190,000! The findings from this research clearly indicated that
consumers “overwhelmingly” preferred the taste of the new formulation to the old one Brimming
with confidence; Coca-Cola announced the formulation change with much fanfare. Consumer
reaction was swift but, unfortunately for Coca-Cola, negative.

In Seattle
In Seattle, retired real estate investor Gay Mullins founded the “Old Cola Drinkers of

America” and set up a hotline for angry consumers. A Beverly Hills wine merchant bought 500
cases of “Vintage Coke” and sold them at a premium. Meanwhile, back at Coca-Cola
headquarters, roughly 1,500 calls a day and literally truckloads of mail poured in, virtually all
condemning the company’s actions. Formulation would return as “Coca-Cola Classic” and join
“New” Coke in the marketplace. The New Coke debacle taught Coca-Cola a very important,
albeit painful and public, lesson about its brand. Coke clearly is not just seen as a beverage or
thirst-quenching refreshment by consumers. Rather, it seems to be viewed as more of an
American icon, and much of its appeal lies not only in its ingredients but also in what it represents
in terms of Americana, nostalgia, and its heritage and relationship with consumers. Coke’s brand
image certainly has emotional components, and consumers have a great deal of strong feelings for
the brand. The psychological response to a brand can be as important as the physiological
response to the product.
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At the same time, American consumers also learned a lesson just how much the Coke brand
really meant to them. Although coke had made several mistakes this is one of the most
memorable branding lessons

Summary

1.1 What is Brand?
 A brand is “The intangible sum of a product’s attributes: its name, packaging, and price,
its history, its reputation, and the way it’s advertised.” David Ogilvy.

 A brand is a name, term, sign, symbol or design which is intended to identify the goods
or services of sellers to differentiate them from those of competitors.

1.2 Branding
 Branding is a process involved in creating a unique name and image for a product in the
consumers’ mind, mainly through advertising campaigns with a consistent theme.
Branding aims to establish a significant and differentiated presence in the market that
attracts and retains loyal customers.

1.3 Brand Management
Brand management is a series of techniques used to increase the perceived value of a product

or service. Effective brand management builds loyal customers through positive brand association.
Brand management includes managing the tangible and intangible characteristics of brand.

1.4(a) Importance of branding to consumers
 Identification of sources and product
 Assignment of responsibility to product maker
 Risk reducer
 Search cost reducer
 Promise, bond, or pact with product maker
 Symbolic device
 Signal of quality

1.4(b) Importance of Branding To Firms
 Valuable asset
 Signal of satisfied customer and quality level
 Premium prices
 Sustainable sales and profit
 Financial returns
 Competitive advantage
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1.5 Brand v/s Product
 A product is a thing on a shelf. A brand is an idea in the mind.
 Products can be copied and replaced but Brands are unique.
 Products can become obsolete but Brands can be timeless.
 Companies make Products and Consumers make Brands.
 A product is in our minds only when we see it, or use it. But a brand exists in our minds
as a set of ideas and associations.

1.6 Scope of Branding
 Branding is empowering products and services with power of a Brand.
 Branding creates mental structures that help customers organise their knowledge about
products or services in a way that clarifies their decision making and in the process
provides value to the maker.

 Branding can be applied virtually anywhere.
 Brands can create competitive advantage through product attributes (benefits) or non-
product related means (image).

1.7(a) Branding Challenges
 Savvy customer
 Brand proliferation: no single brand available
 Media fragmentation (cost, clutter, fragmentation and technology)
 Increased competition: Globalisation, low price, brand extension and de-regulation
 Increased cost
 Greater Accountability: time taken to build the brands are not available; short term
profits

1.7(b) Branding Opportunities
 Brands build their strength by providing customers consistently superior product and
service experiences.

 A strong brand is a promise or bond with customers. In return for their loyalty,
customers expect the firm to satisfy their needs better than any other competitors.

 Brands will always be important given their fundamental purpose – to identify and
differentiate products and services.

 Good brand makes people’s lives a little easier and better. People are loyal to brands
that satisfy their expectations and deliver on its brand promise

 The predictably good performance of a strong brand is something that consumer will
always value.
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Questions
1. Define Brand. Explain Brand v/s Product
2. Explain importance of brand to customers.
3. “Brands are important to firms.” Elucidate.
4. What are the challenges and opportunities of Branding?
5. What is the Scope of branding?
6. Write a note on brand management.



INTRODUCTION TO BRAND MANAGEMENT 15

Chapter 2: Strategic Brand Management
Strategic Brand Management Process, Customer Based Brand Equity model (CBBE), Sources of
Brand Equity, Steps of Brand Building including Brand Building Blocks.

1.8 Strategic Brand Management Process
It involves the design and the implementation of marketing programmes and activities to

build measure and manage equity. There are four management processes which are explained
below:

1. Identifying and establishing brand positioning and values: The strategic brand
management process starts with a clear understanding of what the brand is to represent
and how it should be positioned with respect to competitors. Brand positioning is how a
product is perceived in the minds of customer. Philip Kotler defines positioning as an
“Act of designing the company’s offering and image to occupy a distinctive place in the
minds of target market”. Ries & Trout defines “Positioning starts with the product. But
positioning is not what you do to the product. Positioning is what you do the mind of the
prospect. For example VANISH has clearly positioned as Stain remover – TRUST
PINK FORGET STAINS. The positioning has been clearly incorporated in all
integrated marketing communication and has undoubtedly created a point of difference
which convinces consumers about the advantages and differences over the competitors.

2. Planning and implementing brand marketing programmes: Building brand equity
requires properly positioning the brand in the minds of customers and achieving as
much brand resonance as possible. The process depends on three factors:
(a) Choosing brand elements: The most common brand elements are brand names,

URLs, logos, symbols, characters, packaging, and slogans. The best test of the
brand-building contribution of a brand element is what consumers would think
about the product or service if they knew only its brand name or its associated logo
or other element e.g. Nike Swoosh. McDonalds’ M (Golden Arc) LIC zindagi ke
sath bhi, Zindagi ke badh bhi, Amul Girl, 7 up Green bottle etc.

(b) Integrating the brand into marketing activities and the supporting marketing
programme: The biggest contribution comes from marketing activities related to
the brand. It is an important step because it bridges the gap between planning and
implementation.

(c) Leveraging secondary associations: The third and final way to build brand equity
is to leverage secondary associations. E.g. the brand may be linked to certain
source factors, such as the company (through branding strategies), countries or
other geographical regions e.g. India Gate basmati rice, Gujarat tourism etc.

3. Measuring and interpreting brand performance: To manage their brand profitably,
managers must successfully design and implement a brand equity measurement system.
A brand equity measurement system is a set of research procedures designed to provide
timely, accurate, and actionable information for marketers so that they can make the
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best possible tactical decisions in the short run and the best strategic decisions in the
long run. System involves three key steps – conducting brand audits, designing brand
tracking studies, and establishing a brand equity management system.

4. Growing and sustaining brand equity: Maintaining and expanding on brand equity
can be quite challenging. Brand equity management activities take a broader and more
diverse perspective of the brand’s equity – understanding how branding strategies
should reflect corporate concerns and be adjusted, if at all, over time or over
geographical boundaries or multiple market segments.

1.9 Customer-Based Brand Equity Model (CBBE)
Two questions often arise in brand marketing: (a) What makes a brand strong? and (b) How

do you build a strong brand?

To help answer both the questions, CBBE model was introduced.

The CBBE concept approaches brand equity from the perspective of the consumer – whether
the consumer is an individual or an organisation or an existing or prospective customer. The
model understands the need and wants of customers or an organisation and devising products and
programmes to satisfy their needs and wants.

The basic premise of the CBBE concept is that the power of a brand lies in what customers
have learned, felt, seen, and heard about the brand as a result of their experiences over time. In
other words, the power of a brand lies in what resides in the minds and hearts of customers.

The challenge for marketers in building a strong brand is ensuring that customers have the
right type of experiences with products and services and their accompanying marketing
programmes so that the desired thoughts, feelings, images, beliefs, perceptions, opinions, and
experiences become linked to the brand. CBBE model has three key ingredients to this definition:

programmes

revitalisation
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(a) Differential effect: Brand equity arises from differences in consumer response. If no
differences occur, then the brand-name product can essentially be classified as a
commodity or a generic version of the product. Competition, most likely, would then
just be based on price.

(b) Brand knowledge: The differences in response are a result of consumers’ knowledge
about the brand, that is, what they have learned, felt, seen, and heard about the brand as
a result of their experiences over time. Ultimately it depends on what resides in the
minds and hearts of consumers.

(c) Consumer response to marketing: Customers’ differential responses, which make up
brand equity, are reflected in perceptions, preferences, and behaviour related to all
aspects of brand marketing, for example, including choice of a brand, recall of copy
points from an ad, response to a sales promotion, and evaluations of a proposed brand
extension.

E.g. When a customer wants to make a choice of buying a car/bike. He will look at all the
brands that are available, will search the net for information, go for test drive, discuss with friends,
reference groups and family and then finally will make decision. The decision will be strongly
influenced by knowledge he or she has accumulated about the brand from these various resources.

1.10 Sources of Brand Equity

Brand Equity
Brand equity is a marketing term that

describes a brand’s value. That value is
determined by consumer perception of and
experiences with the brand. Brand equity refers to
a value premium that a company generates from a
product with a recognisable name when compared
to a generic equivalent. Companies can create
brand equity for their products by making them
memorable, easily recognisable, and superior in
quality and reliability. If people think highly of a

brand, it has positive brand equity. When a brand consistently under-delivers and disappoints to
the point where people recommend that others avoid it, it has negative brand equity.

In other words Brand equity is the sum of all distinguishing qualities of a brand, drawn from
all relevant stakeholders, that results in personal commitment to and demand for the brand; these
differentiating thoughts and feelings make the brand valued and valuable.

Source of Brand Equity
Keller’s Brand Equity Model is also known as the Customer-Based Brand Equity (CBBE)

Model. Kevin Lane Keller, a marketing professor at the Tuck School of Business at Dartmouth
College, developed the model and published it in his widely used textbook, “Strategic Brand
Management.”
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Customer-based brand equity occurs when the consumer has a high level of awareness and
familiarity with the brand and holds some strong, favourable, and unique brand associations in
memory. While in certain cases, brand awareness alone is enough to create favourable consumer
response; for example, in low-involvement decisions when consumers are willing to base their
choices on mere familiarity.

In most other cases, however, the strength, favourability, and uniqueness of brand
associations play a critical role in determining the differential response that makes up brand
equity. If customers perceive the brand as only representative of the product or service category,
then they’ll respond as if the offering were unbranded.

Thus marketers must also convince consumers that there are meaningful differences among
brands. Consumers must not think all brands in the category are the same. Establishing a positive
brand image in consumer memory — strong, favourable, and unique brand associations — goes
hand-in-hand with creating brand awareness to build customer-based brand equity.

The sources of Brand Equity are:
(a) Brand Awareness: Brand awareness consists of brand recognition and brand recall

performance
 Brand recognition is consumers’ ability to confirm prior exposure to the brand
when given the brand as a cue. In other words, when they go to the store, will they
be able to recognise the brand as one to which they have already been exposed.

 Brand recall is consumers’ ability to retrieve the brand from memory when given
the product category, the needs fulfilled by the category, or a purchase or usage
situation as a cue. In other words consumers recall of Cadbury will depend on
their ability to recall the brand when they thinks if chocolates category or what
they should they eat for chocolates, whether at the store when making a purchasing
decision or at home when they decide eat.

Advantages of Brand Awareness
There are three elements of advantages for Brand Awareness which is as follows;

(a) Learning Advantages: The first step in building brand equity is to register the brand in
the minds of consumers. If the right brand elements are chosen, the task becomes easier
e.g. “Nimbooz” The brand name – Nimbooz – from Nimboo, Visual emphasis of fresh
lemon, Use of colours – yellow and green that associate with freshness Wooden lemon
squeezer to give the feel. All the brand elements compliment the brand.

(b) Consideration Advantages: Consumers must consider the brand whenever they are
making a purchase. Research has shown that consumers are rarely loyal to only one
brand. Raising brand awareness increases the likelihood that the brand will be a member
of the consideration set, that the consumer considers before making a purchase.

(c) Choice Advantages: The third advantage of creating a high level of brand awareness is
that it can affect choices among brands in the consideration set, even if there are
essentially no other associations to those brands.
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Establishing Brand Awareness
Creating brand awareness means increasing the familiarity of the brand through repeated

exposure, although this is generally more effective for brand recognition than for brand recall.
The more consumers experiences the brand by seeing it, hearing it, or thinking about it, the more
likely he or she is to strongly register the brand in memory. Thus the marketer must try to
establish a strong link between various brand elements and the brand. Name, symbol, logo,
character, packaging, or slogan, including advertising and promotion, sponsorship and event
marketing, publicity and public relations, and outdoor advertising should be used to the advantage
of the brand. E.g. in addition to its name, Intel uses the “Intel Inside” logo and its distinctive
symbol as well as its famous four-note jingle in TV ads to enhance awareness.

(a) Brand Image: Once a sufficient level of brand awareness is created, marketers can put
more emphasis on crafting a brand image. Creating a positive brand image takes
marketing programmes that link strong, favourable, and unique associations to the brand
in memory. Brand associations may be either brand attributes or benefits.
 Brand attributes are those descriptive features that characterise a product or service
for e.g. Close-up Red gel is different than other toothpaste in the market.

 Brand benefits are the personal value and meaning that consumers attach to the
product or service attributes, e.g. Dermicool prickly heat powder which provides
instant relief and a cooling effect removing irritation.

To create a strong brand image, marketers need to make sure that some brand associations
are made which are different from those of the competitors. Unique associations help consumers
choose the brand. E.g. Dove beauty bar with ¼¼ moisturiser, uses dove bird as its logo. Some
factors that, in general, affect the strength, favourability, and uniqueness of brand associations.

(i) Strength of brand associations: The more deeply a person thinks about product
information and relates it to existing brand knowledge, the stronger the resulting brand
associations will be. Two factors that strengthen association are its personal relevance
and the consistency with which it is presented over time. Direct associations are
particularly influential in consumers’ decisions when they accurately interpret them.
Word-of-mouth is likely to be particularly important for restaurants,
entertainment, banking, and personal services. Starbucks, Google, Red Bull, and
Amazon are all classic examples of companies that created amazingly rich brand
images without the benefit of intensive advertising programmes. Another classic
example is PULSE hard boiled candy sold over ` 100 crore within 3 months of
launch without any advertising because it was a “discovery” brand fuelled by
word-of-mouth. Marketing communication programmes should use creative
communications that get the consumer thinking about the brand. They should be
continuously expose communication to customers and ensure that they don’t forget the
brand.



BRAND MANAGEMENT20

(ii) Favourability of brand associations:
Marketers create favourable brand associations
by convincing consumers that the brand
possesses relevant attributes and benefits that
satisfy their needs and wants, such that they
form positive
overall brand judgment. E.g. the associations that come to mind when consumers
think of FedEx may be “fast,” “reliable,” and “convenient,” with “purple and
orange packages”.

(iii) Uniqueness of brand associations: Unique associations are critical to a brand’s success.
Marketers can make this unique difference explicit through direct comparisons with
competitors, or they may highlight it completely. Thus, in almost all cases, some
product category associations will be shared with all brands in the category. However,
the strength of the brand associations to the product category is an important
determinant of brand awareness.

1.11(a) Steps of Brand Building Including Brand Building Blocks
The brand resonance model looks at building a brand as a sequence of steps, each of which is

dependent on successfully achieving the objectives of the previous one. The steps are as follows:

1. Ensure identification of the brand with customers and an association of the brand in
customers’ minds with a specific product class, product benefit, or customer need.

2. Firmly establish the totality of brand meaning in the minds of customers by
strategically linking a host of tangible and intangible brand associations.

3. Bring out the proper customer responses to the brand.
4. Convert brand responses to create brand resonance and an intense, active loyalty

relationship between customers and the brand.
These four steps represent a set of fundamental questions that customers invariably ask about

brands:

1. Who are you? (brand identity)
2. What are you? (brand meaning)
3. What about you? What do I think or feel about you? (brand responses)
4. What about you and me? What kind of association and how much of a connection

would I like to have with you? (brand relationships)
There is a relationship between all steps until the former is not completed the latter will not

make sense.

(b) Brand Building Blocks
The brand building blocks have six dimensions and various sub-dimensions. Brand equity

can be achieved only if the brand reaches the top of the pyramid.



INTRODUCTION TO BRAND MANAGEMENT 21


Brand Resonance Pyramid

Sub-dimensions of Brand Building Blocks

Building blocks up the left side of the pyramid represent a more “rational route” to brand
building, whereas building blocks up the right side of the pyramid represent a more “emotional
route.” Most strong brands are built by going up both sides of the pyramid. Let’s try to
understand each of the building blocks in detail;

1. Brand Salience: Achieving the right brand identity means creating brand salience with
customers. Brand salience measures various aspects of the awareness of the brand and
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how easily and often the brand is evoked under various situations or circumstances.
Brand awareness refers to customers’ ability to recall and recognise the brand under
different conditions and to link the brand name, logo, symbol, and so forth to certain
associations in memory. The breadth of brand awareness measures the range of
purchase and usage situations in which the brand element comes to mind and depends to
a large extent on the organisation of brand and product knowledge in memory. E.g.
Let’s look at Tropicana Juice. The depth would be that whenever Orange juice is
mentioned the consumer thinks about Tropicana. The breadth would be the
various occasions the consumer thinks having Tropicana juice. Does the consumer
only think of Tropicana juice as a type of beverage to drink, especially when
seeking a “tasty but healthy” beverage? A highly salient brand is one that has both
depth and breadth of brand awareness.

2. Brand Performance: Designing and delivering a product that fully satisfies consumer
needs and wants is a requirement for successful marketing. It is important for the brand
to meet customer’s expectations. If the brand surpasses customer expectation it creates
customer delight. Brand performance describes how well the product or service meets
customers’ more functional needs. The strongest brands excel because they offer
performance advantage which the competitors cannot match up.

3. Brand imagery: Brand imagery depends on the extrinsic properties of the product or
service, including the ways in which the brand attempts to meet customers’
psychological or social needs. It is the way people think about a brand abstractly, rather
than what they think the brand actually does. Thus, imagery refers to more intangible
aspects of the brand, and consumers can form imagery associations directly from their
own experience or indirectly through advertising or by some other source of information,
such as word of mouth. E.g. Raymond the textile brand with some of its intangible
associations such as family, elegant and classic/timeless.
(a) User imagery: One set of brand imagery associations is about the type of person or

organisation who uses the brand. Celebrities, sportspersons, entertainers or
politicians may be used to create user imagery.

(b) Purchase and usage imagery: A second set of associations tells consumers under
what conditions or situations they can or should buy and use the brand. E.g. BIG
BAZAAR offers special discounts on Wednesday “SAB SE SASTHA DIN”.
thus creating an occasion for them to buy.

(c) Brand personality and values: Through consumer experience or marketing
activities, brands may take on personality traits or human values and, like a person,
appear to be “modern,” “old-fashioned,” “lively,” or “exotic”. Marketing
communication and advertising are influential in shaping the brand personality of a
product. Consumers often choose and use brands that have a personality. E.g.
Thumps Up – Ruggedness, Outdoor Dove – feminine.

(d) Brand history, heritage, and experiences: Finally, brands may take on
associations to their past and certain noteworthy events in the brand’s history.
These types of associations may recall distinctly personal experiences and episodes
or past behaviours and experiences of friends, family, or other e.g. Colgate.
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