
CDOE - ODL MBA SEMESTER - III BRAND MANAGEMENT 

1 Periyar University – CDOE| Self Learning Material 

 

 

 

 

PERIYAR UNIVERSITY 

Reaccredited by NAAC with 'A++' Grade - State University, Salem-636 011, 

Tamil Nadu, India. 

CENTRE FOR DISTANCE AND ONLINE EDUCATION 

(CDOE) 

Master of Business Administration - (MBA) 

III SEMESTER 

BRAND MANAGEMENT- (ELECTIVE) 

 

 SELF-LEARNING MATERIAL  
 

Prepared by 

Dr. S. Ravi 

Assistant Professor 

Department of Management Studies 

Government Arts and Science College, Idappadi 



CDOE - ODL MBA SEMESTER - III BRAND MANAGEMENT 

2 Periyar University – CDOE| Self Learning Material 

 

 

 BRAND MANAGEMENT  

 

 

 

COURSE 

CODE 

 

 

COURSE TITLE 

 

 

Category 

 

 

 

L 

 

 

 

T 

 

 

 

P 

 

 

 

O 

In
st

. 
H

o
u

rs
 

C
re

d
it

s 

In
te

rn
a
l 

E
x
te

rn
a
l 

T
o

ta
l 

M
a
rk

s 

24PUMBA1 

EM1 
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COURSE OBJECTIVES 

C1 Understand brand equity & assess the equity of a brand by applying brand equity models 

C2 Examine brand identity and positioning strategy by applying brand identity & positioning 

guidelines/templates/model 

C3 Ability to develop a comprehensive go to market strategy for a brand 

C4 Evaluate various architecture types & examine brand extension strategies for success 

C5 Ability to conduct brand audit & demonstrate knowledge of brand valuation and methods 

SYLLABUS 

UNIT DETAILS Course Objectives 

& No. of Hours 

 

 

I 

Introduction: 

Definition of Brand - Importance of Brands Branding Challenges and 

Opportunities Brand Equity Concept Brand Equity Models Kepler Brand 

Identity Model - Brands vs. Products Constituents of a Brand: 

Brand Elements  Brand Identity - Image and Personality  Brand DNA, 
 

 

Kernel, Codes and Promises  Point of Distribution and Point of Purchase 

 

 

C1 & 9 Hrs 

 

 

II 

Brand Positioning: 

Basic Concepts  Risks Brands and Consumers  Competitive 

Advantage through Strategic Positioning of Brands Points of Parity 

Points of Difference Brand Building: Designing Marketing Programmes 

to Build Brands Role of Social Media in Brand Building  Managing 

and Sustaining Brands Long-Term. 

 

 

C2 & 9 Hrs 

 

 

III 

Brand Image: 

Image Dimensions, Brand Associations & Image, Brand Identity; 

Perspectives, Levels and Prisms. Managing Brand Image Stages 

Functional, Symbolic and Experiential Brands Brand Audits  Brand 

 

 

C3 & 9 Hrs 
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Brand Valuation: 

Methods of Valuation Implications for Buying & Selling Brands. 

Leveraging Brands: Brand Extension Brand Licensing Co-branding 

Brand Architecture and Portfolio Management 

 

C4 & 9 Hrs 

 

 

V 

Branding in Practice: 

Handling Name Changes and Brand Transfer Brand Revitalisation and 

Rejuvenation Global Branding Strategies Building and Managing Brands 

Across Boundaries Branding Industrial Products, Services and Retailers 

Building Brands Online  Indianisation of Foreign Brands and 

Taking Indian Brands Global. 

 

 

C5 & 9 Hrs 

Total 45 Hrs 

Course Outcomes 

Course 

Outcomes 

On completion of this course, students will; Program 

Outcomes 

CO1 Understand brand equity & assess the equity of a brand by applying brand 

equity models 

PO4, PO7 

CO2 Examine brand identity and positioning strategy by applying brand 

identity & positioning guidelines/templates/model 

PO1, PO2, PO6 

CO3 Possess the ability to develop a comprehensive go to market strategy for 

a brand 

PO4, PO6,PO7 

CO4 Evaluate various architecture types & examine brand extension strategies 

for success 

PO1, PO4 

CO5 Ability to conduct brand audit & demonstrate knowledge of brand 

valuation and methods 

PO5, PO6, PO7 

Reading List 

1. Kevin Lane Keller, Mats Georgson, & Tony Aperia, Strategic Brand Management, Kindle 2nd 

Edition, 2013 

2. Brand Management, Palgrave Mcmillan, 2021 

3. Journal of brand management, Palgrave Macmillan 

4. Journal of Product & brand Management ,Emerald Publishing 

Reference Books 

1. Aaker, D., Building Strong Brands, Simon & Schuster, 2010. 
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3. Dutta, K., Brand Management: Principles and Practices, Oxford University Press, 2012. 

4. Gupta, N.R., The Seven Principles of Brand Management, Tata McGraw-Hill Education, 2011. 

5. Kapferer, J.N., The New Strategic Brand Management: Advanced Insights and Strategic 

Thinking, 5th Edition, Kogan Page, 2012. 

6. Keller, K.L., Strategic Brand Management, 3rd Edition, Pearson, 2011. 
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Unit 1 – Introduction: 

Definition of Brand - Importance of Brands Branding Challenges and Opportunities 

Brand Equity Concept Brand Equity Models Kepler Brand Identity Model - Brands 

vs. Products Constituents of a Brand: Brand Elements Brand Identity - Image and 

Personality Brand DNA, Kernel, Codes and Promises Point of Distribution and 

Point of Purchase 

Section1.1 Introduction PPT Video 

1.1.1 Meaning   

1.1.2 Definitions by Experts   

1.1.3 Key Elements of a Brand   

1.1.4 Characteristics of a Brand   

1.1.5 Types of Brands   

1.1.6 Functions of a Brand   

1.1.7 Brand Equity   

1.1.8 Brand Development Process   
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 Summary   

 Check your Progress   

Section 1.2 Importance of Brands   

1.2.1 Importance of Brands for Businesses   

1.2.2 Importance of Brands for Consumers   

1.2.3 Economic Impact of Strong Brands   

1.2.4 Examples of Successful Brands and their 

Impact 

  

 Summary   

 Check your Progress   

Section 1.3 Branding Challenges and Opportunities   

1.3.1 Branding Challenges   

1.3.2 Branding Opportunities   

 Summary   

 Check your Progress   

Section 1.4 Brand Equity Concept   

1.4.1 Meaning   

1.4.2 Definitions of Brand Equity   

1.4.3 Key Components of Brand Equity (David Aaker’s 

Model) 

  

1.4.4 Keller’s  Brand  Equity  Model  (Customer-Based 

Brand Equity – CBBE) 

  

1.4.5 Importance of Brand Equity   

1.4.6 Examples of High Brand Equity   

1.4.7 Measuring Brand Equity   

1.4.8 How to Build Strong Brand Equity   

 Summary   

 Check your Progress   

Section 1.5 Brand Equity Models   

1.5.1 Introduction to Brand Equity Models   

1.5.2 Key Elements of Aaker’s Brand Equity Model   
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1.5.3 Keller’s Customer-Based Brand Equity (CBBE) 

Model (1993) 

  

1.5.4 BrandAsset® Valuator (BAV) Model   

1.5.5 BrandZ Model (Developed by Millward Brown)   

1.5.6 Interbrand’s Brand Valuation Model   

1.5.7 Comparison of Brand Equity Models   

 Summary   

 Check your Progress   

Section 1.6 Kapferer’s Brand Identity Prism (1996)   

1.6.1 Objective of the Model   

1.6.2 Core Concept of Brand Identity   

1.6.3 The Six Facets of Kapferer’s Brand Identity Prism   

1.6.4 Importance of Kapferer’s Brand Identity Prism   

1.6.5 Application in Brand Management   

1.6.6 Brand vs Branding   

 Summary   

 Check your Progress   

Section 1.7 Brand identity   

1.7.1 Evolution of Brand   

1.7.2 Misconceptions about Brand, Branding and Brand 

Identity 

  

1.7.3 Brand for business   

1.7.4 Types of brands   

1.7.5 Brand components   

1.7.6 Logo and important components   

 Summary   

 Check your Progress   

Section 1.8 Brand vs Branding   

1.8.1 The Importance of Building Branding   

1.8.2 Difference between branding and marketing   

1.8.3 Brand Identity for Business   

1.8.4 Brand vs. Brand Identity   
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1.8.5 Brand Identity Elements   

1.8.6 Communication Approach and Tone of Voice   

1.8.7 Difference from Competitors   

1.8.8 Examples of Great Brands   

 Summary   

 Check your Progress   

Section 1.9 Brand Identity   

1.9.1 Introduction to Brand Identity   

1.9.2 Key Components of Brand Identity   

1.9.3 Developing a Strong Brand Identity   

1.9.4 Examples of Successful Brand Identities   

1.9.5 Challenges in Maintaining Brand Identity   

 Summary   

 Check your Progress – Quiz   

Section 1.10 Brand Identity Image and Personality   

1.10.1 Brand Image   

1.10.2 Key Elements of Brand Image   

1.10.3 Brand Personality   

1.10.4 Brand Image vs. Brand Personality What’s the 

Difference? 

  

 Summary   

 Check your Progress   

Section 1.11 Brand DNA, Kernel, Codes, and Promises   

1.11.1 Brand DNA The Core Identity of a Brand   

1.11.2 Brand Kernel the Inner Core of a Brand   

1.11.3 Brand Codes and the Visual and Sensory Identity   

1.11.4 Brand Promise What the Brand Guarantees to 

Customers 

  

1.11.5 Process of a Strong Brand Promise   

 Summary   

 Check your Progress – Quiz   

Section 1.12 Point of Distribution (POD)   
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 vs. Point of Purchase (POP)   

1.12.1 Point of Distribution (POD)   

1.12.2 Point of Purchase (POP)   

1.12.3 Key Differences Between POD and POP   

1.12.4 Importance of POD and POP   

 Summary   

 Check your Progress – Quiz   

1.13 Unit- Summary   

1.14 Glossary   

1.15 Self- Assessment Questions   

1.16 Activities / Exercises / Case Studies   

1.17 Answers for Check your Progress   

 Module 1   

 Module 2   

 Module 3   

 Module 4   

 Module 5   

 Module 6   

 Module 7   

 Module 8   

 Module 9   

 Module 10   

 Module 11   

 Module 12   

1.18 Suggested Readings / References   

1.19 Open Source E-Content Links   

Unit 2 – Brand Positioning: 

Basic Concepts Risks Brands and Consumers Competitive  Advantage 

through Strategic Positioning of Brands-Points of Parity Points of Difference - 

Brand Building: Designing Marketing Programmes - to Build Brands - Role of 

Social Media in Brand Building Managing and Sustaining Brands Long-Term. 

Section 2.1 Brand Positioning PPT Video 

2.1.1 Importance of Brand Positioning   
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2.1.2 Key Elements of Brand Positioning   

2.1.3 Strategies for Effective Brand Positioning   

2.1.4 Steps to Develop a Strong Brand Positioning 

Strategy 

  

2.1.5 Common Mistakes in Brand Positioning   

2.1.6 Risks of Brand Positioning   

 Summary   

 Check your Progress   

Section 2.2 Brands and Consumers   

2.2.1 Understanding Brands   

2.2.2 Elements of a Brand   

2.2.3 Types of Brands   

2.2.4 Understanding Consumers   

2.2.5 The Brand-Consumer Relationship   

2.2.6 Brand Equity and Consumer Perception   

2.2.7 Branding Strategies to Influence Consumers   

2.2.8 Future Trends in Branding and Consumer Behavior   

 Summary   

 Check your Progress   

Section 2.3 Competitive Advantage through Strategic 

Positioning of Brands 

  

2.3.1 Importance of Competitive Advantage   

2.3.2 Strategic Positioning of Brands   

2.3.3 Positioning Strategies for Competitive Advantage   

2.3.4 Building a Strong Brand Positioning Strategy   

2.3.5 Future Trends in Brand Positioning for Competitive 

Advantage 

  

 Summary   

 Check your Progress   

Section 2.4 Points of Parity (PoP) in Branding   

2.4.1 Types of Points of Parity   

2.4.2 Balancing Points of Parity and Points of 

Differentiation 
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2.4.3 Points of Difference (PoD) in Branding   

2.4.4 Types of Points of Difference   

2.4.5 Key Differences Between PoD and PoP   

2.4.6 Developing a Strong PoD Strategy   

 Summary   

 Check your Progress   

Section 2.5 Brand Building: Designing Marketing Programs to 

Build Brands 

  

2.5.1 Designing Marketing Programs to Build Brands   

2.5.2 Consumer Engagement & Brand Loyalty   

2.5.3 Measuring Brand Success   

 Summary   

 Check your Progress   

Section 2.6 Role of Social Media in Brand Building   

2.6.1 Key Roles of Social Media in Brand Building   

2.6.2 Social Media Strategies for Effective Brand Building   

 Summary   

 Check your Progress   

Section 2.7 Managing and Sustaining Brands   

2.7.1 Managing and Sustaining Brands Long-Term   

2.7.2 Key Challenges in Long-Term Brand Management   

2.7.3 Strategies for Long-Term Brand Management   

2.7.4 Customer Relationship Management (CRM) & 

Brand Loyalty 

  

2.7.5 Adapting to Market & Technological Changes   

2.7.6 Crisis Management & Brand Reputation Protection   

2.7.7 Measuring Brand Performance   

 Summary   

 Check your Progress   

2.8 Unit- Summary   

2.9 Glossary   

2.10 Self- Assessment Questions   
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2.11 Activities / Exercises / Case Studies   

2.12 Answers for Check your Progress   

 Module 1   

 Module 2   

 Module 3   

 Module 4   

 Module 5   

 Module 6   

 Module 7   

2.13 Suggested Readings / References   

2.14 Open Source E-Content Links   

    

Unit 3 – Brand Image: 

: 

Image Dimensions, Brand Associations & Image, Brand Identity; - Perspectives, 

Levels and Prisms. Managing Brand Image Stages - Functional, Symbolic and 

Experiential Brands Brand Audits Brand - Loyalty Cult Brands 

Section 3.1 Brand Image: Image Dimensions PPT Video 

3.1.1 Key Dimensions of Brand Image   

3.1.2 Building a Strong Brand Image   

3.1.3 Brand Image: Image Dimensions   

 Summary   

 Check your Progress   

Section 3.2 Brand Associations & Image   

3.2.1 Introduction to Brand Associations & Brand Image   

3.2.2 Importance of Strong Brand Associations   

3.2.3 Types of Brand Associations   

3.2.4 Brand Image Formation   

3.2.5 Strengthening Brand Image Through Positive 

Associations 

  

3.2.6 Case Studies of Strong Brand Associations & 

Image 

  

 Summary   
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 Check your Progress   

Section 3.3 Brand Identity: Perspectives, Levels, and Prisms   

3.3.1 Introduction to Brand Identity   

3.3.2 Perspectives on Brand Identity   

3.3.3 Levels of Brand Identity   

3.3.4 Kapferer’s Brand Identity Prism   

3.3.5 Strengthening Brand Identity   

 Summary   

 Check your Progress   

Section 3.4 Managing Brand Image   

3.4.1 Introduction to Brand Image Management   

3.4.2 Key Strategies for Managing Brand Image   

3.4.3 Tools for Measuring & Monitoring Brand Image   

3.4.4 Challenges in Brand Image Management   

3.4.5 Stages of Managing Brand Image   

 Summary   

 Check your Progress   

Section 3.5 Functional, Symbolic, and Experiential Brands   

3.5.1 Functional Brands   

3.5.2 Symbolic Brands   

3.5.3 Experiential Brands   

3.5.4 Comparison of Functional, Symbolic, and 

Experiential Brands 

  

 Summary   

 Check your Progress   

Section 3.6 Brand Audits   

3.6.1 Introduction to Brand Audit   

3.6.2 Objectives of Brand Audit   

3.6.3 Components of a Brand Audit   

3.6.4 Steps in Conducting a Brand Audit   

3.6.5 Tools & Techniques Used in Brand Audit   

3.6.6 Benefits of Conducting a Brand Audit   
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3.6.7 Challenges in Brand Auditing   

3.6.8 Case Example: Coca-Cola's Brand Audit   

 Summary   

 Check your Progress   

Section 3.7 Brand Loyalty   

3.7.1 Introduction to Brand Loyalty   

3.7.2 Objectives of Brand Loyalty   

3.7.3 Types of Brand Loyalty   

3.7.4 Components of Brand Loyalty   

3.7.5 Stages of Brand Loyalty (Customer Loyalty Ladder)   

3.7.6 Strategies to Build and Maintain Brand Loyalty   

3.7.7 Measuring Brand Loyalty   

3.7.8 Brand Loyalty vs Customer Loyalty   

3.7.9 Challenges in Maintaining Brand Loyalty   

3.7.10 Theoretical Models Related to Brand Loyalty   

 Summary   

 Check your Progress   

Section 3.8 Cult Brands   

3.8.1 Core Characteristics of Cult Brands   

3.8.2 Why Do People Follow Cult Brands?   

3.8.3 Strategies Used to Build Cult Brands   

3.8.4 Cult Brand vs Popular Brand   

3.8.5 Benefits of Cult Branding   

3.8.6 Risks & Challenges of Cult Branding   

 Summary   

 Check your Progress   

3.9 Unit- Summary   

3.10 Glossary   

3.11 Self- Assessment Questions   

3.12 Activities / Exercises / Case Studies   

3.13 Answers for Check your Progress   

 Module 1   
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 Module 8   

3.14 Suggested Readings / References   

3.15 Open Source E-Content Links   

Unit 4 – Brand Valuation: 

Methods of Valuation Implications for Buying & Selling Brands.- Leveraging Brands: 

Brand Extension Brand Licensing Co-branding - Brand Architecture and Portfolio 

Management 

Section 4.1 Brand Valuation PPT Video 

4.1.1 Introduction to Brand Valuation   

4.1.2 Objectives of Brand Valuation   

4.1.3 Key Principles in Brand Valuation   

4.1.4 Major Methods of Brand Valuation   

4.1.5 Inter brand’s Brand Valuation Model  (Industry 

Standard) 

  

4.1.6 Factors Influencing Brand Valuation   

4.1.7 Applications of Brand Valuation   

4.1.8 Challenges in Brand Valuation   

 Summary   

 Check your Progress   

Section 4.2 Implications for Buying & Selling Brands   

4.2.1 Introduction   

4.2.2 Objectives of Brand Transactions (Buy/Sell)   

4.2.3 Key Implications of Buying a Brand   

4.2.4 Key Implications of Selling a Brand   

4.2.5 Modes of Brand Transfer   

4.2.6 Key Considerations Before Buying a Brand   

4.2.7 Risks in Buying or Selling Brands   
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4.3.1 Introduction to Brand Extension   

4.3.2 Objectives of Brand Extension   

4.3.3 Types of Brand Extension   

4.3.4 Criteria for a Successful Brand Extension   

4.3.5 Advantages of Brand Extension   

4.3.6 Risks of Brand Extension   

4.3.7 Strategic Considerations in Brand Extension   

 Summary   

 Check your Progress   

Section 4.4 Brand Licensing   

4.4.1 Introduction to Brand Licensing   
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 Summary   
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4.5.4 Types of Co-Branding   

4.5.5 Advantages of Co-Branding   

4.5.6 Disadvantages / Risks of Co-Branding   

4.5.7 Factors for Successful Co-Branding   
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 Summary   

 Check your Progress   
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4.6.9 Best Practices in Brand Portfolio Management   

 Summary   

 Check your Progress   

4.7 Unit- Summary   

4.8 Glossary   
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4.10 Activities / Exercises / Case Studies   
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Rejuvenation Global Branding Strategies - Building and Managing Brands Across 
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Brands Online Indianisation of Foreign Brands and Taking Indian Brands Global. 
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Brand Transfer 

PPT Video 
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 Summary   
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Section 5.4 Building and Managing Brands Across Boundaries   

5.4.1 Introduction   
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Introduction 

Unit Objectives 

Brand Management 

Unit-I 

 
By the end of this unit, students will be able to: 

 
1. Define the term "Brand" and explain its relevance in the modern marketing 

landscape. 

2. Recognize the strategic importance of branding in building long-term 

consumer relationships and business value. 

3. Identify and analyze branding challenges and opportunities faced by 

organizations in dynamic markets. 

4. Understand the concept of Brand Equity and evaluate its impact on consumer 

perception and business performance. 

5. Compare and contrast major Brand Equity Models, including Kepler Brand 

Identity Model, to grasp their application in real-world branding. 

6. Differentiate between brands and products, highlighting the added emotional 

and symbolic value brands offer. 

7. Break down the constituents of a brand, such as brand elements, identity, 

image, personality, DNA, kernel, codes, and brand promise. 

8. Interpret the significance of Brand Identity and its influence on how a brand is 

perceived in the minds of consumers. 

9. Explore the role of distribution points and points of purchase in shaping brand 

experience and customer engagement. 
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1.1 Introduction 

1.1.1. Meaning 
 

A brand is a unique identity representing a business, product, or service. It 

encompasses the name, logo, design, symbol, and other distinguishing features that 

set a company apart from its competitors. A brand also reflects the perception and 

emotional connection that consumers have with the business. 

1.1.2. Definitions by Experts: 
 

1. American Marketing Association (AMA): 

A brand is a name, term, design, symbol, or any other feature that identifies 

one seller’s goods or services as distinct from those of other sellers. 

2. Philip Kotler (Marketing Guru): 

A brand is a name, term, sign, symbol, or design, or a combination of these, 

intended to identify the goods or services of one seller or group of sellers and 

to differentiate them from those of competitors. 

3. David Aaker: 

A brand is a distinguishing name and/or symbol intended to identify the goods 

or services of either one seller or a group of sellers and to differentiate those 

goods or services from those of competitors. 

1.1.3. Key Elements of a Brand: 

 

Element Description 

Brand Name The word or words used to identify a product, service, or company. 

Logo & Symbol Visual representation of the brand. 

Tagline or 

Slogan 
A catchy phrase that reinforces the brand message. 

Brand Identity The visual, emotional, and cultural image associated with a brand. 
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Element Description 

Brand 

Personality 

Human characteristics attributed to the brand (e.g., fun, 

trustworthy). 

Brand Image The perception consumers hold about the brand. 

Brand Equity The value and strength of the brand in the market. 

Brand 

Reputation 

The overall impression of the brand based on experiences and 

feedback. 

 
1.1.4. Characteristics of a Brand: 

 
 Unique – Distinguishes a product from competitors. 

 
 Consistent – Maintains uniformity in messaging and visuals. 

 
 Memorable – Easy to recall and recognize. 

 
 Emotional Connection – Creates loyalty and trust among consumers. 

 
 Adaptable – Evolves with market changes and consumer preferences. 

 

1.1.5. Types of Brands: 

 

Type Explanation Example 

Product Brand Focuses on a specific product. Coca-Cola, Nike 

Corporate 

Brand 
Represents the entire company. Apple, Google 

Service Brand 
Represents a service rather than a 

physical product. 
Uber, FedEx 

Personal 

Brand 
Built around an individual’s identity. Elon Musk, Oprah 
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Type Explanation Example 

Retail Brand Represents a chain of stores. Walmart, IKEA 

Co-Branding Partnership between two brands. 
Nike x Apple (Apple Watch 

Nike+) 

 
1.1.6 Functions of a Brand: 

 
 Identification: Helps customers identify products/services. 

 
 Guarantee: Assures quality and reliability. 

 
 Differentiation: Sets products apart from competitors. 

 
 Advertisement: Enhances promotional efforts. 

 
 Value Creation: Adds value to products, enabling premium pricing. 

 

1.1.7 Brand Equity: 

Brand Equity refers to the value a brand holds in the minds of consumers based on 

their experiences and perceptions. It includes: 

 Brand Awareness 

 
 Brand Association 

 
 Perceived Quality 

 
 Brand Loyalty 

 

1.1.8 Brand Development Process: 
 

1. Research and Analysis – Understand market, competitors, and target 

audience. 

2. Brand Strategy – Define brand purpose, values, and positioning. 

 
3. Brand Identity Creation – Design visual elements (logo, colors, typography). 

 
4. Brand Messaging – Develop a consistent message and tone. 
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5. Brand Launch – Introduce the brand to the market. 

 
6. Brand Management – Monitor and maintain the brand’s image and relevance. 

 

Summary 
 

A brand is much more than a logo or a name; it is the overall experience a customer 

associates with a product, service, or organization. Strong branding helps build 

customer loyalty, improves market positioning, and contributes to long-term business 

success. 

Check your Progress 

Module 1.1 

1. Which of the following best defines a brand? 

 
A) A symbol or logo used in advertising 

B) A promise made by the seller to the consumer 

C) A legal trademark registered by a company 

D) A product's price and packaging 

 
2. Which element is not typically included in the definition of a brand? 

 
A) Customer perception 

B) Company mission statement 

C) Name, term, symbol, or design 

D) Differentiation from competitors 

 

1.2 Importance of Brands 

Brands play a critical role in the success of businesses and have a significant impact 

on consumer behavior, market positioning, and overall business growth. The 

importance of brands can be understood from both the business perspective and the 

consumer perspective. 

1.2.1 Importance of Brands for Businesses: 
 

a) Differentiation from Competitors 
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 A strong brand helps distinguish a company’s products or services from those 

of competitors. 

 It creates a unique identity in a crowded marketplace. 

 
b) Customer Loyalty & Retention 

 
 A trusted brand builds long-term relationships with customers. 

 
 Satisfied customers are likely to return and recommend the brand to others. 

 
c) Premium Pricing 

 
 Strong brands can charge higher prices because customers perceive their 

products as higher quality or more valuable. 

 For example, Apple products often command premium pricing due to brand 

perception. 

d) Market Positioning 

 
 A well-established brand can occupy a distinct position in consumers’ minds. 

 
 It creates a competitive advantage, making it harder for new entrants to 

compete. 

e) Increased Business Value 

 
 Brands contribute to the overall valuation of a company. 

 
 Strong brands often lead to higher stock prices and attract investors. 

 
f) Easier Product Introduction 

 
 Launching new products under a reputable brand reduces marketing costs and 

increases acceptance. 

 Customers are more likely to try new products from a trusted brand. 

 
g) Trust and Credibility 

 
 A recognized brand fosters trust and credibility in the market. 

 
 Consumers are more confident in purchasing from known brands. 

 
h) Business Expansion 
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 A strong brand can support business expansion into new markets or product 

categories. 

 For example, Virgin expanded from music to airlines and mobile services due 

to its strong brand reputation. 

1.2.2 Importance of Brands for Consumers: 
 

a) Ease of Identification 

 
 Brands simplify the decision-making process for consumers. 

 
 Recognizable logos and names help customers quickly identify their preferred 

products. 

b) Assurance of Quality 

 
 Consumers associate brands with certain quality standards. 

 
 A reputable brand reduces the risk of poor quality or unsatisfactory products. 

 
c) Emotional Connection 

 
 Brands often create emotional bonds with consumers through values, culture, 

and experiences. 

 Customers feel a sense of belonging when associated with certain brands (e.g., 

Nike’s “Just Do It” inspires motivation). 

d) Convenience 

 
 Customers trust brands they know, reducing the time spent evaluating 

alternatives. 

 Brand familiarity simplifies shopping decisions. 

 
e) Symbol of Status 

 
 Certain brands symbolize prestige, success, or lifestyle (e.g., luxury brands like 

Gucci or Rolex). 

 Owning such brands often enhances social status. 
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1.2.3 Economic Impact of Strong Brands: 
 

a) Growth in Sales & Revenue 

 
 Recognizable and reputable brands consistently attract customers, leading to 

higher sales. 

 Brand loyalty ensures consistent revenue streams. 

 
b) Resilience During Crises 

 
 Established brands often withstand market downturns better than lesser-known 

brands. 

 Consumers prefer familiar and trusted brands during uncertain times. 

 
c) Reduced Marketing Costs 

 
 Once a brand is well-established, companies can spend less on aggressive 

marketing. 

 Customer advocacy and word-of-mouth contribute to organic growth. 

 

1.2.4 Examples of Successful Brands and Their Impact: 

 

Brand Key Impact Industry 

Apple Premium pricing, innovation, customer loyalty Technology 

Coca-Cola Global recognition, emotional connection Beverages 

Nike Sports culture influence, brand advocacy Sportswear 

McDonald’s Consistency, convenience, global standardization Fast Food 

Amazon Trust, convenience, customer-centric approach E-commerce 

 
Summary: 

 
Brands are invaluable assets for businesses, shaping consumer perceptions, building 

trust, and driving long-term success. For consumers, brands offer quality assurance, 
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emotional satisfaction, and convenience. Investing in brand development is, therefore, 

a strategic move toward sustainable growth and market leadership. 

Check your Progress 

Module 1.2 

1. Why are brands important to consumers? 

 
A) They increase product prices 

B) They confuse product choices 

C) They reduce the need for marketing 

D) They help in product identification and assure quality 

 
2. Which of the following is a key benefit of branding for companies? 

 
A) Decreases competition 

B) Eliminates the need for customer service 

C) Builds customer loyalty and allows premium pricing 

D) Increases production cost 

 

1.3 Branding Challenges and Opportunities 

Branding is a powerful tool for businesses, but it comes with its own set of challenges 

and opportunities. Understanding these can help organizations develop and manage 

their brands effectively. 

1.3.1 A. Branding Challenges 
 

1. Market Competition 

 
 Challenge: Increasing competition makes it difficult for brands to stand out. 

 
 Example: Numerous smartphone brands competing for market share against 

giants like Apple and Samsung. 

 Solution: Focus  on  unique  value  propositions  (UVP)  and  creating 

differentiated experiences. 

 
2. Building Brand Awareness 



SEMESTER - 3 CDOE - ODL MBA BRAND MANAGEMENT 

30 Periyar University – CDOE| Self Learning Material 

 

 

 Challenge: New brands struggle to gain visibility and recognition in crowded 

markets. 

 Example: Startups often lack the budget to match the marketing efforts of 

established brands. 

 Solution: Use social media, influencer marketing, and viral campaigns to 

boost visibility cost-effectively. 

3. Maintaining Brand Consistency 

 
 Challenge: Ensuring uniform messaging and visual identity across all platforms 

is difficult. 

 Example: Inconsistent branding on websites, social media, and offline stores 

can confuse customers. 

 Solution: Develop brand guidelines that dictate logo usage, tone, colors, 

fonts, and communication style. 

4. Adapting to Changing Consumer Preferences 

 
 Challenge: Consumer preferences evolve quickly due to technology, trends, 

and social movements. 

 Example: Demand for sustainable and eco-friendly brands has surged 

recently. 

 Solution: Stay updated with market research, embrace innovation, and 

adapt branding strategies accordingly. 

 
5. Managing Negative Publicity 

 
 Challenge: Social media amplifies negative feedback and complaints, 

potentially damaging brand reputation. 

 Example: Brand crises like product recalls or controversial advertising can lead 

to backlash. 

 Solution: Crisis management plans, quick response teams, and 

transparent communication can minimize damage. 
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6. Balancing Global and Local Branding 

 
 Challenge: Global brands must balance a consistent international image while 

catering to local tastes. 

 Example: McDonald's offers localized menus in different countries but 

maintains its core brand identity. 

 Solution: Glocalization (Global + Local) approach – maintain global 

standards while offering localized products and services. 

7. Brand Dilution 

 
 Challenge: Overextension into unrelated products can weaken the brand’s 

core identity. 

 Example: If a luxury brand starts offering low-cost products, it may reduce its 

exclusivity. 

 Solution: Focus on core strengths and ensure brand extensions align with 

the existing image. 

1.3.2 Branding Opportunities 
 

1. Digital Transformation 

 
 Opportunity: Digital platforms enable brands to reach a global audience at a 

lower cost. 

 
 Example: E-commerce platforms, social media, and digital ads offer direct 

consumer engagement. 

 Action: Build a strong online presence and leverage data analytics for 

personalized branding. 

2. Emotional Branding 

 
 Opportunity: Consumers are drawn to brands that evoke emotions and build 

personal connections. 

 Example: Nike’s "Just Do It" campaign inspires action and determination. 
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 Action: Storytelling and cause-based marketing can create emotional 

connections with consumers. 

3. Sustainability and Ethical Branding 

 
 Opportunity: Growing demand for eco-friendly, socially responsible 

brands. 

 Example: Brands like Patagonia and Tesla gained popularity by 

championing sustainability. 

 
 Action: Align branding with social values like environmental protection and 

fair trade practices. 

 
4. Influencer and Social Media Marketing 

 
 Opportunity: Collaborating with influencers and leveraging social platforms 

helps brands connect with targeted audiences. 

 Example: Instagram, TikTok, and YouTube enable brands to go viral 

quickly. 

 Action: Identify relevant influencers and create engaging content to boost 

brand visibility. 

5. Experiential Branding 

 
 Opportunity: Providing memorable brand experiences creates stronger 

consumer bonds. 

 Example: Apple’s retail stores offer hands-on product experiences and 

exceptional customer service. 

 
 Action: Create immersive brand experiences through events, pop-up 

stores, or interactive campaigns. 

6. Customer Co-Creation 

 
 Opportunity: Involving customers in product design and brand 

development fosters loyalty. 

 Example: Brands like Lego and Nike allow customers to customize products. 
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 Action: Encourage user-generated content and crowdsourcing ideas from 

customers. 

Summary 
 

While branding poses several challenges such as competition, maintaining 

consistency, and handling reputation risks, it also offers significant opportunities like 

digital branding, emotional marketing, and sustainable practices. Success lies in 

adapting to changes, engaging with customers, and staying true to the brand’s core 

values. 

Check your Progress 

Module 1.3 

1. Which of the following is a significant challenge in branding in today's digital age? 

 
A) Increasing brand awareness through traditional media 

B) Ensuring consistent brand message across multiple digital platforms 

C) Reducing product price to attract more customers 

D) Increasing dependence on offline customer feedback 

 
2. Which of the following represents an opportunity for modern brands in global 

markets? 

A) Relying solely on local advertising 

B) Ignoring cultural differences 

C) Expanding brand presence via e-commerce platforms 

D) Limiting products to regional consumers 

 

1.4 Brand Equity Concept 

1.4.1 Meaning 
 

Brand Equity refers to the value and strength of a brand that determines its worth 

in the market. It represents the perception of consumers about a brand and the 

financial value that a strong brand brings to a company. 

Simply put, brand equity is the added value a brand name gives to a product 

beyond its functional benefits. 
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1.4.2 Definitions of Brand Equity 
 

a) David Aaker (1991): 

 
"Brand equity is a set of brand assets and liabilities linked to a brand’s name and 

symbol that adds to or subtracts from the value provided by a product or service to a 

firm and/or to that firm’s customers." 

b) Philip Kotler: 

 
"Brand equity is the added value endowed on products and services. It may be 

reflected in the way consumers think, feel, and act with respect to the brand." 

1.4.3 Key Components of Brand Equity (David Aaker’s Model) 
 

David Aaker identified five core components of brand equity: 

 

Component Explanation 

Brand Awareness Extent to which consumers recognize and recall a brand. 

Brand 

Associations 

The emotional and mental connections consumers have with the 

brand. 

Perceived Quality 
Consumer’s perception of the brand’s quality compared to 

competitors. 

Brand Loyalty Customers' commitment to repurchasing from the brand. 

Other Brand 

Assets 

Patents, trademarks, and relationships that give the brand a 

competitive edge. 

 

 

1.4.4 Keller’s Brand Equity Model (Customer-Based Brand Equity – 

CBBE) 

Kevin Lane Keller introduced the CBBE Pyramid, emphasizing how brand equity is 

built in stages based on consumer perception. 

Keller’s Brand Equity Pyramid: 
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Level Key Focus Explanation 

1. Brand Identity Who are you? 
Brand awareness – ensuring customers 

recognize the brand. 

2. Brand 

Meaning 
What are you? Brand associations and perceived quality. 

3. Brand 

Response 
What about you? 

Customer judgments and emotional 

reactions. 

4. Brand 

Resonance 

What about you 

and me? 

Customer loyalty and emotional connection 

with the brand. 

 
1.4.5 Importance of Brand Equity 

 
a) For Businesses: 

 
 Increased Revenue: Strong brands can charge premium prices. 

 
 Customer Loyalty: Consumers prefer brands they trust. 

 
 Market Expansion: Easier introduction of new products under a well-known 

brand. 

 Competitive Advantage: Differentiates the brand from competitors. 

 
 Business Valuation: Brands contribute significantly to company value (e.g., 

Apple, Coca-Cola). 

b) For Consumers: 

 
 Reduced Purchase Risk: Trusted brands ensure quality and reliability. 

 
 Simplifies Choices: Consumers often choose familiar brands quickly. 

 
 Emotional Satisfaction: Strong brands create emotional connections and 

enhance self-image. 



SEMESTER - 3 CDOE - ODL MBA BRAND MANAGEMENT 

36 Periyar University – CDOE| Self Learning Material 

 

 

1.4.6 Examples of High Brand Equity 

 

Brand Key Indicators of Brand Equity 

Apple Brand loyalty, premium pricing, innovation perception. 

Coca-Cola Global recognition, emotional attachment, brand consistency. 

Nike Brand resonance with athletes, cultural influence, slogan power. 

 
1.4.7 Measuring Brand Equity 

 
a) Quantitative Methods: 

 
 Brand Awareness Surveys 

 
 Customer Preference Tracking 

 
 Price Premium Analysis 

 
 Market Share Comparison 

 
b) Qualitative Methods: 

 
 Focus Groups 

 
 Brand Perception Studies 

 
 Customer Feedback Analysis 

 

1.4.8 How to Build Strong Brand Equity 

 

Strategy Explanation 

Consistent Branding Ensure visual identity and brand message are aligned. 

High-Quality Products Build trust by offering reliable products and services. 

Customer 

Engagement 

Build relationships through marketing and customer 

service. 
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Strategy Explanation 

Emotional Connection Craft brand stories that resonate with customers. 

Innovative Marketing Stay relevant and appeal to changing consumer trends. 

Summary 

Brand Equity is a strategic asset that enhances a company’s market value, customer 

loyalty, and competitive strength. Businesses should focus on building awareness, 

delivering quality, and fostering customer relationships to develop strong brand equity. 

Check your Progress 

Module 1.4 

1. What does "Brand Equity" primarily represent? 

 
A) The financial cost of manufacturing a product 

B) The amount spent on advertising a brand 

C) The value a brand adds to a product in the minds of consumers 

D) The number of physical stores a brand owns 

 
2. Which of the following is NOT a component of brand equity as defined by 

David Aaker? 

A) Brand loyalty 

B) Perceived quality 

C) Distribution channel 

D) Brand awareness 

 

1.5 Brand Equity Models 

1.5.1 Introduction to Brand Equity Models 
 

Brand Equity Models are frameworks that help businesses understand, measure, 

and manage the value of their brand. They outline the key factors contributing to 

brand strength and customer perception, guiding businesses in building and 

enhancing their brand equity. 
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1.5.2 Aaker’s Brand Equity Model (1991) 
 

Developed by David Aaker, this model identifies five key components that contribute 

to brand equity. 

Key Elements of Aaker’s Brand Equity Model: 

 

Component Description 

Brand Awareness How well customers recognize and recall the brand. 

Brand Loyalty The tendency of customers to continuously buy from the brand. 

Perceived Quality Customers' evaluation of the brand’s product/service quality. 

Brand 

Associations 

Emotional and mental connections customers make with the 

brand. 

Other Brand 

Assets 

Patents, trademarks, and other proprietary resources that 

protect the brand. 

Diagram Representation: 

 
Brand Equity 

 
└── Brand Awareness 

 
└── Brand Loyalty 

 
└── Perceived Quality 

 
└── Brand Associations 

 
└── Other Brand Assets 

 
Application Example: 

 
Apple’s strong brand awareness, high perceived quality, and loyal customer base 

create robust brand equity. 

 

1.5.3 Keller’s Customer-Based Brand Equity (CBBE) Model (1993) 
 

Developed by Kevin Lane Keller, this model is customer-focused, emphasizing 

building a brand through customer perceptions and experiences. 
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Key Stages – Keller’s Brand Equity Pyramid: 

 

Stage Focus Explanation 

Brand Identity Who are you? 
Build brand awareness and ensure customers 

recognize the brand. 

Brand Meaning What are you? 
Communicate product performance and 

imagery. 

Brand 

Response 
What about you? 

Build customer judgments (quality, credibility) 

and feelings. 

Brand 

Resonance 

What about you 

and me? 

Create a strong emotional connection and 

loyalty. 

 

 
Diagram Representation: 

 
Brand Resonance (Loyalty & Emotional Bond) 

Brand Response (Judgments & Feelings) 

Brand Meaning (Performance & Imagery) 

Brand Identity (Awareness) 

Application Example: 

 
Nike's "Just Do It" campaign emphasizes performance and motivation, building 

brand resonance with customers. 

 

1.5.4 BrandAsset® Valuator (BAV) Model 
 

Developed by Young & Rubicam (Y&R), this model evaluates brand equity based 

on four key pillars. 
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Four Key Pillars: 

 

Pillar Description 

Differentiation The uniqueness and distinctiveness of the brand. 

Relevance The brand’s suitability to customers’ needs. 

Esteem The respect and regard consumers hold for the brand. 

Knowledge The extent of consumer familiarity with the brand. 

BAV Grid: 

 
 Strong Brand: High in all four pillars. 

 
 Declining Brand: High knowledge but low differentiation and relevance. 

 
 New Brand: High differentiation but lower knowledge and esteem. 

 
Application Example: 

 
Tesla stands out for differentiation (innovation) and esteem (sustainability), 

contributing to its strong brand equity. 

1.5.5 BrandZ Model (Developed by Millward Brown) 
 

This model focuses on the customer’s relationship with the brand and evaluates 

brand equity through five key stages. 

BrandZ Pyramid – Five Stages: 

Stage Description 

Bonding Emotional attachment and strong loyalty. 

Advantage Consumers see the brand as better than competitors. 

Performance Brand delivers on expectations. 

Relevance Brand meets customer needs. 

Presence Brand is known and recognized. 
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Brand Power: 

 
Brand equity is calculated as Brand Power, which reflects the strength of the brand 

in driving current and future consumer demand. 

Application Example: 

 
Google has achieved bonding with consumers by consistently delivering superior 

search and tech products. 

1.5.6 Interbrand’s Brand Valuation Model 
 

This model is financially driven and calculates the monetary value of a brand. It 

considers three key factors: 

 

Factor Description 

Financial Performance The revenue and profits generated by the brand. 

Role of Brand The brand’s contribution to purchase decisions. 

Brand Strength The brand’s ability to sustain future earnings. 

Application Example: 

 
Brands like Apple, Amazon, and Microsoft consistently top Interbrand’s rankings 

due to financial performance and brand strength. 

 

1.5.7 Comparison of Brand Equity Models 

 

Model Focus Area Key Strength 

Aaker’s Model 
Brand assets and 

components 

Holistic view of brand-building 

elements. 

Keller’s CBBE 

Model 

Customer perception and 

loyalty 

Strong focus on emotional 

connection. 

BAV Model 
Differentiation and 

relevance 

Competitive positioning and market 

evaluation. 
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Model Focus Area Key Strength 

BrandZ Model Customer relationship Stages of brand growth and bonding. 

Interbrand Model Financial brand valuation 
Clear financial assessment of brand 

value. 

 
Summary 

 
Brand Equity Models help businesses understand the factors contributing to 

brand value. Each model offers unique insights: 

 Aaker’s Model: Brand elements. 

 
 Keller’s CBBE Model: Customer perception and loyalty. 

 
 BAV Model: Differentiation and relevance. 

 
 BrandZ Model: Customer relationship and bonding. 

 
 Interbrand Model: Financial valuation. 

 
Combining insights from these models can help brands build strong equity, 

drive customer loyalty, and increase market value. 

It seems there might be a misunderstanding. There is no widely recognized "Kepler 

Brand Identity Model" in the field of marketing, branding, or business studies according 

to UGC guidelines or standard academic references. However, you may be referring 

to Kapferer’s Brand Identity Prism, which is a well-known and widely accepted 

model for understanding and developing brand identity. 

Check your progress 

Module 1.5 

1. Which of the following is not a stage in Keller’s Customer-Based Brand Equity 

(CBBE) Pyramid? 

A) Brand Salience 

B) Brand Performance 
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C) Brand Investment 

D) Brand Resonance 

 
2. In Aaker’s Brand Equity model, which component reflects the customer's 

commitment and repeat purchasing behavior? 

A) Brand Associations 

B) Brand Loyalty 

C) Perceived Quality 

D) Brand Awareness 

 

1.6 Kapferer’s Brand Identity Prism (1996) 

Jean-Noël Kapferer, a leading French branding expert, introduced the Brand Identity 

Prism to help businesses develop a holistic brand identity. This model is frequently 

covered in business and marketing curricula under UGC guidelines. 

1.6.1 Objective of the Model 
 

The model is designed to: 

 
 Help brands define their identity. 

 
 Ensure consistency in brand communication. 

 
 Create a strong, unique, and relatable brand image. 

 

1.6.2 Core Concept of Brand Identity 
 

Brand identity refers to the unique set of brand associations that represent what a 

brand stands for and promises to consumers. It distinguishes the brand from 

competitors and fosters customer loyalty. 

Kapferer’s Brand Identity Prism is visualized as a hexagon, representing six key 

facets that collectively shape a brand’s identity. 

1.6.3 The Six Facets of Kapferer’s Brand Identity Prism 
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Facet Description Example (Nike) 

 
1. Physique 

The tangible and physical aspects of the 

brand. Visual symbols, logo, packaging, 

design, product features. 

Swoosh logo, athletic 

shoes, sports gear. 

 
2. 

Personality 

The human characteristics and personality 

traits associated with the brand. It is 

expressed through brand tone, style, and 

communication. 

 
Energetic, bold, 

inspiring. 

 
3. Culture 

The values, principles, and culture upon 

which the brand is built. 

Performance, 

innovation, 

sportsmanship. 

4. 

Relationship 

The type of relationship the brand builds with 

customers. It signifies how the brand 

interacts and engages with the audience. 

Empowering and 

supportive relationship 

with athletes. 

 
5. Reflection 

The stereotypical image of the brand’s target 

audience. It is how the brand portrays its 

users. 

Active, youthful, sports 

enthusiasts. 

 
6. Self-image 

How customers perceive themselves when 

using the brand. It reflects their self-concept 

influenced by the brand. 

Confident, achiever, 

athlete. 

 

 
Explanation of Each Facet with Examples 

 
1. Physique (Brand’s Physical Aspects) 

 
 Represents the core visual identity. 

 
 Includes logo, color scheme, typography, packaging, and product features. 

 
 Example: Coca-Cola’s red and white logo, unique bottle design. 

 
2. Personality (Brand’s Human Traits) 
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 Brands are often personified with characteristics. 

 
 Communicated through advertisements, tone, and voice. 

 
 Example: Apple is seen as innovative and premium. 

 
3. Culture (Values and Principles) 

 
 Represents the culture the brand adheres to internally and externally. 

 
 Influences the brand’s behavior and decisions. 

 
 Example: Google’s culture of innovation and creativity. 

 
4. Relationship (Brand-Customer Bond) 

 
 Represents the type of relationship a brand fosters with its customers. 

 
 It can be emotional, transactional, or supportive. 

 
 Example: Amazon focuses on customer-centric service. 

 
5. Reflection (Customer Perception) 

 
 Represents the stereotypical image of the brand’s users. 

 
 Example: Harley-Davidson users are often seen as free-spirited and 

adventurous. 

6. Self-image (Consumer’s Self-perception) 

 
 How consumers see themselves when using the brand. 

 
 Example: Wearing Nike makes customers feel like athletes or achievers. 
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Diagram of Kapferer’s Brand Identity Prism 

 

 
Source: Nocturnal Lab 

 

1.6.4 Importance of Kapferer’s Brand Identity Prism 
 

 Helps businesses define their brand comprehensively. 

 
 Aligns internal branding efforts with external consumer perceptions. 

 
 Facilitates consistent brand messaging across touchpoints. 

 
 Strengthens brand loyalty by creating emotional connections. 

 

1.6.5 Application in Brand Management 
 

Steps to Use Kapferer’s Model: 

 
1. Evaluate Current Brand Identity: Assess each facet. 

 
2. Define Brand’s Unique Elements: Develop brand visuals, tone, and culture. 

 
3. Align Brand Communication: Ensure advertisements, social media, and 

customer experience reflect the identity. 

4. Monitor Brand Perception: Gather customer feedback to check alignment 

with brand identity. 
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Real-World Examples Using Kapferer’s Brand Identity Prism 

Example 1: Apple 

Facet Description 

Physique Sleek product design, Apple logo 

Personality Innovative, stylish, premium 

Culture Innovation, quality, user experience 

Relationship Trusted technology partner 

Reflection Creative, professional, tech-savvy users 

Self-image Confident, innovative, forward-thinking 

 

 
Example 2: Coca-Cola 

 

Facet Description 

Physique Red logo, bottle design 

Personality Fun, friendly, refreshing 

Culture Happiness, togetherness 

Relationship Social companion 

Reflection Youthful, lively individuals 

Self-image Cheerful, sociable 
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1.6.6 Brand vs Branding 
 

As known, 'brand,' 'branding,' and 'brand identity' are frequently used 

interchangeably. Despite being similar, these terms embody distinct meanings and 

nuances, a critical understanding that businesses must grapple with before carving 

out their marketing strategies and promotions. 

Brand 

 
A brand is the perception held about a company or product, an impression that resides 

in customers' minds. 

It's an abstract yet impactful sentiment that dictates how customers feel about what 

you offer. 

Branding 

 
Branding is the deliberate process through which businesses shape their brand. 

 
It is an active endeavor to build a unique image, stir emotions, and create associations, 

forging an indelible mark in the market and customers' minds. 

Summary 
 

Kapferer’s Brand Identity Prism is a comprehensive framework for defining and 

maintaining a strong brand identity. It helps brands connect with consumers 

emotionally while ensuring consistency across touchpoints. This model is a vital 

tool in marketing management, brand strategy, and consumer behavior studies. 

Check your Progress 

Module1.6 

1. Which of the following is NOT one of the six facets of Kapferer’s Brand Identity 

Prism? 

A) Physique 

B) Culture 

C) Customer Profile 

D) Self-image 
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2. In Kapferer's Brand Identity Prism, the ‘Reflection’ facet refers to: 

 
A) How the brand views itself internally 

B) The stereotypical user the brand communicates to the outside world 

C) The physical attributes of the product 

D) The values and beliefs of the company 

 

1.7 Brand identity 

Brand identity is the visual and verbal representation of the brand, the tangible 

elements such as logo, color scheme, typography, and tone of voice manifesting the 

brand's essence. 

The identity serves as the visual and verbal ambassador of the brand, communicating 

its core values and personality. 

Grasping these distinctions is vital for companies. It helps form coherent, targeted 

marketing strategies and promotions, empowering businesses to build a strong, 

resonating brand and, consequently, a lasting relationship with their customers. As we 

delve deeper into these terms in the following sections, we'll unravel their 

interconnected yet unique roles in shaping business success. 

1.7.1 Evolution of Brand 
 

The evolution of brand, branding, and brand identity has a rich and intriguing history, 

deeply entwined with the development of commerce and human civilization. 

The concept of a brand traces back to ancient times, when artisans would use marks 

to distinguish their goods. In the literal sense, brand meant "burn," from the Old Norse 

brandr, indicating how livestock was 'branded' to signify ownership. Even in antiquity, 

the core function of a brand remained: identification and differentiation. 

As commerce flourished, the Industrial Revolution in the 18th century fuelled the birth 

of branding. The mass production and distribution of goods necessitated the creation 

of unique identities for products to stand out in the burgeoning marketplace. 

Branding transitioned from merely functional to an emotional, perceptual entity - 

encapsulating the product's essence, values, and promises, leading to what we now 

perceive as 'brand identity.' 

https://99designs.com/blog/design-history-movements/history-of-branding/
https://99designs.com/blog/design-history-movements/history-of-branding/
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Brand identity came to the fore in the late 20th century with the advent of integrated 

marketing and design practices. With an explosion of choice for consumers and a 

saturated marketplace, companies realized the importance of a consistent, 

compelling, and unique identity that emotionally resonates with consumers and 

distinguishes them from their competitors. 

Thus, the notions of brand, branding, and brand identity, though deeply rooted in 

history, continue to evolve, shaping the future of how businesses communicate and 

connect with their audience. 

1.7.2 Misconceptions about Brand, Branding and Brand Identity 
 

It's crucial to clarify common misconceptions about 'brand,' 'branding,' and 'brand 

identity,' primarily due to their often-confused and misused status in business 

parlance. A significant aspect of this clarification is understanding what these terms 

are not. 

Contrary to many, a 'brand' is not just a name or a logo. It is a complex entity that 

reflects consumers' perception of a product, service, or company. 

This perception is an emotional reaction shaped by various experiences and 

associations. It's not merely a passive label but a dynamic and evolving narrative that 

lives in people's minds. 

Similarly, 'branding' is not just a one-off exercise of designing a logo or crafting a 

tagline. Instead, it's a continuous strategic endeavor that shapes and refines the brand 

perception over time. 

It involves many elements, like defining a brand's values, personality, and promise and 

consistently communicating these across all touchpoints. 

'Brand identity' is about more than aesthetics. It goes beyond creating a visually 

appealing design. It's a brand's visual and verbal embodiment, encompassing 

elements such as logo, typography, color palette, imagery, and tone of voice. 

A strong brand identity triggers an emotional resonance, leaving a lasting impression 

that sets a brand apart in the crowded marketplace. 

https://www.ramotion.com/blog/which-is-a-good-app-design-practice/
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Understanding these nuances is pivotal to unlocking the full potential of brand, 

branding, and brand identity and creating a memorable and meaningful brand 

experience. 

1.7.3 Brand for business 
 

A brand is what people perceive about a company when they encounter its name, 

logo, or affiliated symbolism. It's an amalgamation of tangible and intangible aspects 

that carve the perception and feelings in customers' minds. 

Whether one realizes it or not, every business has a brand, and understanding this 

concept is vital for a successful business strategy. In the following sections, we'll dive 

deeper into the construct of 'brand.' 

1.7.4 Types of Brands 
 

Though there are numerous types of brands, we'll focus on three principal ones: 

corporate, personal, and product brands. 

Corporate brands represent the overarching identity of a company, like Google or 

Apple. It embodies the overall image and values that resonate across all the 

company's products or services. 

Personal brands are built around individuals. This is particularly popular among 

celebrities, influencers, or industry experts. For example, Oprah Winfrey is a globally 

recognized personal brand, with her identity associated with inspiration and self- 

improvement. 

Product brands refer to specific products or services within a company's portfolio that 

hold their unique identities, like Coca-Cola within the Coca-Cola Company. 

Each type uniquely influences the brand architecture and strategy, shaping how 

customers perceive the business or individual. 

1.7.5 Brand components 
 

A brand comprises many elements, both tangible and intangible. The tangible, visual 

elements like logos, color schemes, and typography are part of what we call 'brand 

identity.' This identity is consistently presented across various touchpoints, from the 

company's website to product packaging. 

https://www.ramotion.com/blog/brand-architecture/
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Among the key components of a brand is a logo. A well-designed logo isn't just a pretty 

graphic; it visually represents a product or service, triggering instant recognition. 

1.7.6 Logo and important components 
 

The significance of a logo can't be understated. It's a vital element of branding, acting 

as a silent ambassador for your brand. A logo communicates volumes about your 

brand, from the company's background to its mission, all within a tiny symbol. 

An effective logo distinguishes your products and services from others, 

enhances brand recognition, and fosters customer loyalty. It reflects a company's 

values, ethos, and emotional component, making it a crucial element. 

As we navigate through this discourse, we'll uncover a logo's intricate role in shaping 

a brand's success. 

Branding for business 

 
Branding is the strategic process of creating, developing, and sustaining a brand. It 

involves shaping the brand's identity, defining its values, and consistently 

communicating these to the target audience. It's how you create a distinct brand 

image, foster customer loyalty, and build a reputation. 

Summary 
 

Brand identity is the visual, emotional, and cultural representation of a brand. It 

includes elements like name, logo, tagline, color schemes, and typography, which 

together form the brand’s image in the consumer's mind. It's how a brand wants to be 

perceived. 

Check your Progress 

Module 1.7 

1. Which of the following best describes Brand Identity? 

 
A. The market share of a brand 

B. The total revenue generated by a brand 

C. The visual and emotional elements that represent how a brand wants to be 

https://www.ramotion.com/blog/brand-recognition/
https://www.ramotion.com/branding/
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perceived 

D. The advertising budget allocated to branding 

 
2. Which of the following is a misconception about branding? 

 
A. Branding helps differentiate from competitors 

B. Branding is only useful for large companies 

C. Branding includes creating logos and taglines 

D. Branding builds trust and loyalty 

 

1.8 Brand vs Branding 

Often, 'brand' and 'branding' are used interchangeably, representing two separate yet 

interconnected concepts. A 'brand' is the perceived image of the company—the 

associations, expectations, and emotions evoked in customers when they encounter 

any element of the company. It's what people think about when they hear your 

company name. 

On the other hand, 'branding' is the active process that shapes this perception. The 

set of actions and strategies guides the expression of a brand's identity, core values, 

and messaging. Your brand is the result, and branding is the method to achieve it. 

1.8.1 The Importance of Building Branding 
 

Investing in branding is fundamental for any business. A well-executed branding 

strategy helps to build a robust and recognizable brand that resonates with customers, 

differentiates you from competitors, and fosters customer loyalty. It aids in creating an 

emotional connection with your audience, which is critical for customer retention and 

advocacy. 

branding isn't a short-term tactic—it's a long-term investment. It contributes to 

immediate sales and builds a solid foundation for future growth and sustainability. It's 

about ensuring that every touchpoint aligns with the brand's promise, consistently 

communicating its identity and values to establish a lasting relationship with the 

audience. 

https://www.ramotion.com/blog/what-is-branding/
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1.8.2 Difference between branding and marketing 
 

Though often conflated, branding and marketing are two distinct aspects of a business 

strategy. Branding is centered on the company—it defines who you are, what you 

stand for, and how you want to be perceived. It's the bedrock on which all other 

marketing strategies are built. 

On the contrary, marketing is product-centric—it's about promoting and selling 

products or services. While marketing strategies may change based on market 

conditions, the brand remains consistent, guiding all marketing efforts. 

Understanding this distinction is critical to crafting effective business strategies that 

resonate with your target audience and foster long-term success. 

1.8.3 Brand Identity for Business 
 

Brand identity refers to the visual and verbal expression of a brand. It is what makes 

a brand recognizable and unique. It encompasses everything from the company name 

and logo to the tone of voice used in communication. While 'brand' is people's 

perception of a company, 'brand identity' is how a business presents itself to shape 

that perception. 

1.8.4 Brand vs. Brand Identity 
 

Though often conflated, 'brand' and 'brand identity' are distinct concepts within the 

broader landscape of branding. A 'brand' is customers' holistic impression about a 

company—it's how people feel about your business based on their interactions and 

experiences. 

On the other hand, 'brand identity' is the set of tangible elements that a company uses 

to portray the right image to its audience. It's how a business wants to be perceived 

and the narrative it wants to tell. A powerful brand identity can influence brand 

perception, helping to align it with the company's values and ambitions. 

1.8.5 Brand Identity Elements 
 

A comprehensive brand identity goes beyond a catchy name, a logo, or a slogan. It’s 

elements include color palette, typography, imagery, and even the language style used 

in communication. 

https://www.ramotion.com/blog/what-is-brand-identity/
https://www.ramotion.com/blog/what-is-brand-identity/
https://www.ramotion.com/blog/brand-slogans/
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For instance, visual identity design involves creating a distinct aesthetic that can be 

applied across all marketing materials and touchpoints. It encompasses elements like 

a unique logo, specific color palette, and consistent typography that make the brand 

immediately identifiable. 

Remember, while names and logos may evolve, the core identity— the tangible 

manifestation of your brand—remains consistent. 

1.8.6 Communication Approach and Tone of Voice 
 

The ' tone of voice ' is an often-overlooked yet crucial aspect of brand identity. This 

refers to how a brand communicates with its audience, the language it uses, and the 

emotions it evokes. It's about expressing your brand's personality through words and 

interactions. 

A well-defined tone of voice helps build an emotional connection with your audience, 

making your brand more human and relatable. It reinforces in every communication, 

ensuring consistency across all platforms. 

From social media posts to customer service interactions, your voice should resonate 

with your brand values and appeal to your target audience. 

1.8.7 Difference from Competitors 
 

Branding is a critical aspect of differentiating your company in a saturated market, and 

brand identity serves as a pivotal tool in achieving that distinctiveness. It's vital to 

understand your company's unique attributes and how they set you apart from your 

competitors. 

Indeed, creating a unique and compelling brand identity should be a strategic 

endeavor at all stages of your company's formation. Understanding your similarities to 

competitors is just as crucial as recognizing your differences, as it provides a 

foundation for positioning and competitive advantage. 

Positive differentiation is vital in building a strong brand identity. Identifying and 

showcasing what makes your brand unique—the values you embody, the experiences 

you offer, or the promises you make—can make your company stand out in a crowded 

marketplace. Your brand identity should reflect who you are and accentuate how you 

are distinct from the rest. 

https://www.ramotion.com/brand-identity/
https://www.ramotion.com/blog/brand-differentiation/
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1.8.8 Examples of Great Brands 
 

Take Apple, for instance—a brand that has carved out a spot for itself as a global icon 

with its expert branding strategy. Apple's brand isn't just recognized by the bite mark 

in the apple-shaped logo; it's understood by millions worldwide thanks to its 

consistently innovative products, clean aesthetics, and distinctive user experiences. 

The emotional connection the brand engenders in its consumers is notable. Apple fans 

line up for hours, often in chilly weather, awaiting the release of new products, a 

testament to the anticipation and loyalty the brand stirs. 

Behind Apple's grandeur is a seamless brand, branding, and identity blend. Each 

element—from the minimalist design philosophy to the innovative ethos—resonates in 

every interaction, from product use to advertising. 

This triad of brand constituents contributes significantly to Apple's longevity and 

phenomenal success in a fiercely competitive market. The Apple example 

demonstrates that a well-crafted brand and a clear brand identity can be a company's 

ticket to long-lasting recognition and success. 

Summary 
 

Understanding the dynamics of brand, branding, and brand identity is critical. They 

play a pivotal role in how people perceive your company and can significantly help 

people associate positive experiences and emotions with your products or services. 

The way these elements are used is not static—it also needs to evolve with new 

trends, like the rise of social media. It's not merely about what you want to project but 

what people need to feel about your brand. 

Check your progress 

Module 1.8 

1. Which of the following statements is TRUE about the difference between a brand 

and branding? 

A. Branding is the company’s name, while brand is the act of marketing it 

B. Branding is the process; brand is the perception created in the minds of 

consumers 

https://www.crowdspring.com/blog/apple-logo/
https://www.ramotion.com/blog/brand-loyalty/
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C. Brand is the logo; branding is the tagline 

D. Brand and branding mean exactly the same thing 

 
2. Which element would typically fall under branding rather than brand? 

 
A. Customer loyalty 

B. Public perception 

C. Designing a logo and color palette 

D. The emotional connection a customer has 

 

1.9 Brand Identity 

1.9.1 Introduction to Brand Identity 
 

Brand identity refers to the visible and tangible elements of a brand that help 

distinguish it from competitors. It is how a company presents itself to its audience and 

how it wants to be perceived. This includes the brand name, logo, colors, typography, 

tagline, and overall design language. 

Why Brand Identity Matters? 

 
 Helps in differentiation from competitors 

 
 Creates a memorable impression on consumers 

 
 Builds trust and credibility 

 
 Conveys brand values and personality 

 
 Influences customer loyalty and purchasing decisions 

 

1.9.2 Key Components of Brand Identity 
 

1. Brand Name 

 
 The unique identifier of a business or product (e.g., Apple, Nike, Coca-Cola). 

 
 Should be easy to remember, unique, and relevant to the business. 

 
2. Logo & Symbol 

 
 A visual representation of the brand (e.g., the Nike swoosh, McDonald’s golden 

arches). 
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 Logos can be wordmarks (Google), lettermarks (IBM), pictorial marks (Apple), 

abstract marks (Pepsi), or combination marks (Burger King). 

3. Color Palette 

 
 Colors evoke emotions and shape perceptions. 

 
 Examples: 

 
o Red (Coca-Cola) → Energy, passion, excitement 

 
o Blue (Facebook) → Trust, professionalism 

 
o Green (Starbucks) → Growth, freshness 

 
4. Typography (Fonts & Style) 

 
 Fonts convey brand personality. 

 
 Serif fonts (Times New Roman) → Tradition, reliability 

 
 Sans-serif fonts (Arial, Helvetica) → Modernity, simplicity 

 
 Custom fonts (Coca-Cola script) → Uniqueness, creativity 

 
5. Tagline & Slogan 

 
 A short, memorable phrase that communicates the brand’s essence. 

 
 Examples: 

 
o Nike: Just Do It 

 
o McDonald’s: I’m Lovin’ It 

 
o Apple: Think Different 

 
6. Brand Voice & Tone 

 
 How a brand communicates in text and speech. 

 
 Can be formal, casual, humorous, authoritative, etc. 

 
 Example: Wendy’s Twitter → Witty & sarcastic, while Rolex → Elegant & 

sophisticated. 

7. Brand Imagery 



SEMESTER - 3 CDOE - ODL MBA BRAND MANAGEMENT 

59 Periyar University – CDOE| Self Learning Material 

 

 

 Includes photography, illustrations, icons, and other visual elements used in 

branding. 

 Should align with the brand’s core message and values. 

 
8. Packaging Design 

 
 Plays a crucial role in product-based businesses. 

 
 Example: Apple’s minimalist packaging conveys premium quality. 

 
9. Brand Consistency Across Platforms 

 
 Branding should remain consistent across all touchpoints: 

 
o Website 

 
o Social media 

 
o Advertising 

 
o Product packaging 

 
o Customer service 

 

1.9.3 Developing a Strong Brand Identity 
 

1. Understand the Brand’s Core Values & Mission 

 
o Define what the brand stands for and its purpose. 

 
2. Know Your Target Audience 

 
o Identify customer demographics, behaviors, and preferences. 

 
3. Conduct Competitor Analysis 

 
o Study successful brands in the industry to identify gaps and 

opportunities. 

4. Design a Unique and Memorable Identity 

 
o Work with professional designers to create an impactful visual identity. 

 
5. Establish Brand Guidelines 
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o Document rules for logo usage, color codes, typography, and tone of 

voice. 

6. Consistently Reinforce the Brand Identity 

 
o Ensure uniformity in branding across all marketing channels. 

 

1.9.4 Examples of Successful Brand Identities 
 

 Apple → Minimalist design, premium feel, sleek logo, and elegant packaging. 

 
 Nike → Bold, inspiring, and motivational branding with a strong logo and 

tagline. 

 Coca-Cola → Classic red branding, unique font, and a strong emotional 

connection with consumers. 

1.9.5 Challenges in Maintaining Brand Identity 
 

 Inconsistent branding across different platforms. 

 
 Adapting to market changes without losing core identity. 

 
 Copycat competitors trying to imitate brand elements. 

 
 Negative publicity affecting brand perception. 

 

Summary 
 

Brand identity is not just about a logo or color scheme; it is the overall image and 

personality of a brand. A strong brand identity builds customer trust, creates loyalty, 

and helps businesses stand out in a crowded market. To succeed, brands must 

maintain consistency, adapt to changing trends, and remain authentic to their values. 

Check your progress 

Module 1.9 

1. Which of the following is NOT a component of brand identity? 

 
A. Logo 

B. Tagline 
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C. Customer reviews 

D. Color scheme 

 
2. What is the primary purpose of brand identity? 

 
A. To increase product features 

B. To define how a brand wants to be perceived by its audience 

C. To reduce advertising costs 

D. To control customer purchasing behavior directly 

 

1.10 Brand Identity: Image and Personality 

Brand identity is not just about visuals; it also includes the brand personality, which 

shapes how customers perceive and interact with the brand. While brand image is 

how customers see the brand, brand personality is the set of human traits associated 

with it. 

1.10.1 Brand Image 
 

Definition: 

 
Brand image is the perception of a brand in the minds of consumers. It is built over 

time through experiences, marketing efforts, and customer interactions. 

1.10.2 Key Elements of Brand Image: 
 

1. Visual Identity – Logo, colors, typography, and packaging. 

 
2. Brand Associations – What customers link to the brand (e.g., Nike → 

Athleticism). 

3. Reputation & Customer Experience – How the brand treats its customers. 

 
4. Marketing & Communication – Advertisements, endorsements, and PR. 

 
5. Consumer Perception – Public opinions, reviews, and brand trust. 

 
Example of Brand Image: 

 
 Rolex: Luxury, precision, exclusivity. 

 
 Tesla: Innovation, sustainability, cutting-edge technology. 
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 McDonald’s: Fast, affordable, family-friendly. 

 

1.10.3 Brand Personality 
 

Definition: 

 
Brand personality is the set of human-like characteristics associated with a brand. It 

influences how consumers emotionally connect with the brand. 

The 5 Brand Personality Dimensions (Aaker’s Model) 

 

Dimension Traits Example Brands 

Sincerity Honest, wholesome, down-to-earth Coca-Cola, Disney 

Excitement Daring, energetic, youthful Red Bull, Tesla 

Competence Reliable, intelligent, successful Apple, Microsoft 

Sophistication Elegant, refined, prestigious Chanel, Rolex 

Ruggedness Outdoorsy, tough, strong Jeep, Harley-Davidson 

How to Define a Brand’s Personality? 

 
1. Identify Core Values – What does the brand stand for? 

 
2. Understand the Target Audience – What kind of personality appeals to them? 

 
3. Use Consistent Messaging & Tone – Formal, fun, edgy, or professional? 

 
4. Leverage Visual Elements – Colors, fonts, and imagery that align with 

personality. 

5. Engage with Customers Authentically – Create a voice that resonates. 

 

1.10.4 Brand Image vs. Brand Personality: 

 

Aspect Brand Image Brand Personality 

Definition Public perception of a brand 
The human traits associated with a 

brand 
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Aspect Brand Image Brand Personality 

Focus 
External reputation & customer 

view 

Internal values & emotional 

connection 

Examples Nike = Athletic & powerful Nike = Bold, energetic, and inspiring 

How It’s 

Built 
Marketing, PR, word-of-mouth Messaging, design, brand tone 

 

 
Why Image and Personality Matter? 

 
 A positive brand image builds trust and recognition. 

 
 A strong brand personality creates emotional connections and fosters 

brand loyalty. 

 Consistency in both ensures a brand stands out and remains memorable. 

 

Summary 
 

Brand identity refers to the visual, verbal, and strategic elements that a brand 

intentionally creates to shape how it wants to be perceived by its audience. This 

includes the logo, name, color schemes, tagline, design style, and tone of 

communication. In contrast, brand image is the actual perception that customers and 

the public hold about the brand, based on their real experiences, word-of-mouth, 

marketing exposure, and interactions. While brand identity is what the company 

projects, brand image is how the world receives it—and the two don’t always align. 

Adding depth to both is brand personality, which gives human-like traits to the brand, 

helping it connect emotionally with customers. Whether a brand comes off as sincere, 

sophisticated, adventurous, or rugged depends on its tone, messaging, and behavior. 

Together, identity, image, and personality define how a brand is presented, perceived, 

and emotionally understood in the marketplace. 

Check your progress 

Module 1.10 
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1. Which of the following best defines Brand Personality? 

 
A. The visual representation of a brand like logo and colors 

B. The revenue-generating ability of a brand 

C. The human traits associated with a brand to form emotional connections 

D. The customer’s feedback on a brand’s performance 

 
2. If a company designs a modern logo and uses a consistent tagline, which aspect 

of branding is it focusing on? 

A. Brand Image 

B. Brand Identity 

C. Brand Loyalty 

D. Brand Positioning 

 

1.11 Brand DNA, Kernel, Codes, and Promises 

A brand is more than just a logo and colors—it has a deeper core that defines its 

purpose, values, and long-term identity. The Brand DNA consists of essential 

elements like the Brand Kernel, Brand Codes, and Brand Promises, which together 

shape the way a brand is perceived and experienced. 

1.11.1 Brand DNA: The Core Identity of a Brand 
 

Definition: 

 
Brand DNA is the fundamental essence of a brand. It defines its values, mission, 

personality, and unique differentiators. Just like human DNA makes each person 

unique, Brand DNA ensures that a brand stands apart from its competitors. 

Key Components of Brand DNA: 

 
1. Purpose (Why the Brand Exists?) 

 
o Example: Tesla’s purpose is to "accelerate the world's transition to 

sustainable energy." 

2. Values (What the Brand Stands For?) 

 
o Example: Patagonia is committed to environmental sustainability. 

 
3. Mission (What the Brand Aims to Achieve?) 
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o Example: Google’s mission is to "organize the world’s information and 

make it universally accessible and useful." 

4. Brand Personality (How the Brand Communicates?) 

 
o Example: Harley-Davidson is bold, rugged, and rebellious. 

 
5. Differentiation (What Makes It Unique?) 

 
o Example: Apple differentiates itself through innovation, simplicity, and 

premium design. 

1.11.2 Brand Kernel: The Inner Core of a Brand 
 

Definition: 

 
The Brand Kernel is the deepest core of a brand, the non-negotiable principles that 

define its existence. It is unchangeable and remains constant over time. 

Elements of the Brand Kernel: 

 
1. Brand Essence: A short phrase that captures the heart of the brand. 

 
o Example: Disney → Creating Magical Experiences 

 
o Example: Nike → Inspiring Athletes Everywhere 

 
2. Core Values: The brand’s guiding principles. 

 
o Example: IKEA → Affordability, simplicity, sustainability. 

 
3. Brand Truths: What the brand fundamentally believes. 

 
o Example: Dove believes that beauty should be inclusive and authentic. 

 

1.11.3 Brand Codes: The Visual and Sensory Identity 
 

Definition: 

 
Brand Codes are the visual, auditory, and experiential elements that make a brand 

instantly recognizable. These codes ensure consistency and familiarity across all 

brand interactions. 
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Types of Brand Codes: 

 

Brand Code Description Example 

Logo & 

Symbol 

The visual representation of a 

brand 

Apple’s bitten apple, McDonald's 

golden arches 

Color Palette 
Signature colors that evoke 

brand emotions 

Coca-Cola’s red, Starbucks’ 

green 

Typography 
Font style used in brand 

communications 
Google’s clean and modern font 

Tagline 
Memorable slogan associated 

with the brand 

Nike: Just Do It, L'Oréal: Because 

You’re Worth It 

Sound & 

Jingle 
Signature audio elements 

Netflix’s "Tudum" sound, Intel’s 

jingle 

Packaging 

Style 

Unique design that sets a brand 

apart 

Apple’s minimalist white 

packaging 

Advertising 

Style 

The tone and approach used in 

marketing 

Old Spice’s humorous and quirky 

ads 

Why Brand Codes Matter? 

 
 Creates instant brand recognition (e.g., McDonald's "M" logo). 

 
 Ensures consistency across different platforms (e.g., Starbucks cups look 

the same worldwide). 

 Builds emotional connections with customers (e.g., Coca-Cola’s use of red 

& white evokes nostalgia). 

1.11.4 Brand Promise: What the Brand Guarantees to Customers 
 

Definition: 

 
A Brand Promise is the commitment a brand makes to its customers. It defines the 

expectations that customers should have from the brand. 
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Types of Brand Promises: 

 
1. Functional Promise (What the Brand Does?) 

 
o Example: FedEx → "When it absolutely, positively has to be there 

overnight." 

2. Emotional Promise (How the Brand Makes You Feel?) 

 
o Example: Airbnb → "Belong Anywhere." 

 
3. Social Promise (The Brand’s Impact on Society?) 

 
o Example: The Body Shop → "Enrich, not exploit" (Ethical & cruelty-free 

beauty products). 

1.11.5 Strong Brand Promise 
 

 Be Clear & Specific: A vague promise won’t resonate. 

 
 Make It Achievable: Don’t overpromise and underdeliver. 

 
 Stay Consistent: Deliver on the promise at every touchpoint. 

 
 Ensure Emotional Connection: Customers should feel something. 

 
Examples of Powerful Brand Promises: 

 

Brand Promise Impact 

Amazon 
"Earth’s most customer-centric 

company." 

Focused on convenience, fast delivery, 

and great service. 

BMW 
"The Ultimate Driving 

Machine." 

Communicates performance, luxury, and 

precision. 

Zappos "Delivering happiness." 
Prioritizes customer service and positive 

experiences. 



SEMESTER - 3 CDOE - ODL MBA BRAND MANAGEMENT 

68 Periyar University – CDOE| Self Learning Material 

 

 

Summary 
 

A strong brand is built on a solid Brand DNA, with an unchanging Kernel, 

recognizable Brand Codes, and a clear Brand Promise. These elements work 

together to create a consistent, memorable, and trustworthy brand that resonates 

with customers. 

Check your progress 

Module1. 11 

1. Which of the following best describes Brand DNA? 

 
A. A temporary marketing strategy 

B. The scientific method used to analyze market data 

C. The core essence and fundamental values that define what the brand 

stands for 

D. The legal ownership rights of a brand 

 
2. What is the primary function of Brand Codes in branding? 

 
A. To encrypt the brand’s internal data 

B. To serve as the pricing strategy for the brand 

C. To provide recognizable visual, verbal, or symbolic cues that make the 

brand instantly identifiable 

D. To outline employment policies of a brand 

 

1.12 Point of Distribution (POD) vs. Point of Purchase (POP) 

Both Point of Distribution (POD) and Point of Purchase (POP) are crucial concepts 

in marketing and retail, but they serve different purposes. 

1.12.1 Point of Distribution (POD) 
 

Definition: 

 
The Point of Distribution refers to the locations or channels where products are 

made available to customers. It focuses on the logistics, supply chain, and availability 

of a product in different markets. 
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Key Aspects of POD: 

 
 Ensures products reach the right markets at the right time. 

 
 Includes warehouses, wholesalers, retail stores, online platforms, and 

vending machines. 

 Involves supply chain management, logistics, and inventory control. 

 
 Can be physical (brick-and-mortar stores, warehouses) or digital (e- 

commerce, mobile apps, social media shops). 

Examples of Point of Distribution: 

 

Brand Point of Distribution 

Nike Online stores, retail outlets, sports retailers, brand-exclusive stores. 

Coca- 

Cola 
Supermarkets, vending machines, gas stations, convenience stores. 

Apple 
Apple stores, online Apple store, authorized resellers (Best Buy, 

Amazon). 

 

 

1.12.2 Point of Purchase (POP) 
 

Definition: 

 
The Point of Purchase refers to the place where a customer actually makes the 

buying decision and completes the purchase. It is typically within a retail store, 

checkout counter, or an online shopping cart. 

Key Aspects of POP: 

 
 Focuses on consumer decision-making and in-store marketing. 

 
 Includes displays, promotions, checkout counters, online "Buy Now" 

buttons. 

 Influences impulse buying through packaging, product placement, and 

advertising. 
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 Can be in-store (physical retail displays, shelf arrangements) or digital 

(website pop-ups, checkout recommendations). 

Examples of Point of Purchase: 

 

Brand Point of Purchase 

McDonald's Digital ordering kiosks, drive-thru menu boards, in-store cashiers. 

Sephora Checkout counter with small-sized products for impulse purchases. 

Amazon "One-Click Buy" button, recommended products at checkout. 

 

 

1.12.3 Key Differences Between POD and POP 

 

Feature Point of Distribution (POD) Point of Purchase (POP) 

Purpose 
Ensuring availability of products 

in various locations 

Encouraging the customer to make a 

purchase 

 
Focus 

Supply chain, logistics, and 

product placement across 

regions 

Sales conversion, customer 

engagement, and impulse buying 

Location 
Warehouses, retailers, online 

marketplaces, supermarkets 

Checkout counters, store shelves, 

digital shopping carts 

Marketing 

Role 

Distribution strategies, stocking, 

wholesaling 

In-store promotions, advertisements, 

packaging design 

 
Example 

Coca-Cola distributing to 

supermarkets and vending 

machines 

Coca-Cola's mini-fridge at the 

checkout counter prompting a 

purchase 
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1.12.4 Importance of POD and POP 
 

✔ For businesses: Maximizing availability (POD) and boosting sales (POP). 

✔ For customers: Ensuring easy access to products and enhancing shopping 

experience. 

✔ For marketing: Strategically placing products to influence purchasing behavior. 

 

Summary 
 

Point of Distribution (POD) refers to the location or channel where products are 

supplied or dispatched to reach retailers, wholesalers, or directly to consumers. It 

focuses on logistics and product availability, ensuring that goods are properly 

distributed across different regions or market segments. PODs are essential in 

managing   inventory,   supply   chains,   and   timely   delivery. 

Point of Purchase (POP), on the other hand, is the physical or digital location where 

the actual buying decision is made by the consumer. It includes retail shelves, in-store 

displays, check-out counters, or e-commerce platforms. POP focuses on influencing 

buyer behavior through strategic placement, branding, signage, and offers. 

Check your progress 

Module 1.12 

1. What is the main purpose of a Point of Distribution (POD)? 

 
A. To display promotional offers 

B. To act as a decision-making point for buyers 

C. To supply and dispatch products to retailers or consumers 

D. To promote impulse buying behavior 

 
2. Which of the following is an example of a Point of Purchase (POP)? 

 
A. A delivery truck depot 

B. A warehouse inventory room 

C. A product display stand at a retail store checkout 

D. A packaging unit in a factory 
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11.13 Unit Summary 
 

This unit lays the foundation for understanding the core concepts of branding, its 

strategic importance, and its role in building value for businesses and consumers alike. 

It begins by defining what a brand is and distinguishing it from a mere product, 

emphasizing how branding creates emotional connections and market differentiation. 

Students explore the importance of brands in today’s competitive landscape and 

delve into branding challenges and opportunities, particularly in a dynamic and 

digital-driven marketplace. A key part of the unit focuses on the concept of Brand 

Equity, exploring how strong brands drive loyalty, command premium pricing, and 

impact business growth. 

The unit also introduces prominent Brand Equity Models, including the Kepler Brand 

Identity Model, helping students understand the frameworks marketers use to build 

and measure brand strength. 

Further, the unit breaks down the constituents of a brand, such as brand elements 

(name, logo, tagline), brand identity, brand image, personality, DNA, kernel, 

codes, and brand promises. These elements form the building blocks that shape a 

brand’s perception and storytelling. 

Lastly, it highlights the importance of Points of Distribution (POD) and Points of 

Purchase (POP) in reinforcing brand presence and influencing consumer decisions 

at the retail level. 

11.14 Glossary 

 

Term Definition 

 
Brand 

A name, term, symbol, design, or a combination that identifies 

and differentiates a product or service from others in the market. 

 
Branding 

The process of creating a unique identity, personality, and 

image for a product or company in the minds of consumers. 

Importance of 

Brands 

Brands build trust, drive customer loyalty, allow premium 

pricing, and create emotional connections with customers. 
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Term Definition 

 
Branding 

Challenges 

Difficulties in managing brand consistency, standing out in a 

crowded market, adapting to digital trends, and protecting brand 

reputation. 

 
Branding 

Opportunities 

New technologies, emerging markets, social media 

engagement, and consumer co-creation that can enhance 

brand value. 

 

 
Brand Equity 

The added value a brand name gives to a product; often 

measured through brand awareness, loyalty, perceived quality, 

and associations. 

 
Brand Equity 

Models 

Frameworks used to understand and measure how brands 

create value. Includes models like Aaker’s Model, Keller’s 

CBBE, and Kepler Model. 

Kepler Brand 

Identity Model 

A strategic tool that maps a brand’s DNA, personality, and 

consumer promise to create consistent brand communication. 

 
Brand vs. Product 

A product is a tangible item; a brand is the perceived image and 

emotional association attached to the product. 

 
Brand Elements 

Visual and verbal components of a brand such as logo, name, 

color, tagline, packaging, and jingle. 

 
Brand Identity 

How a company wants its brand to be perceived — includes its 

values, mission, visual elements, and messaging tone. 

 
Brand Image 

How the brand is actually perceived by consumers based on 

experiences, advertising, and reputation. 

 
Brand Personality 

Human traits attributed to a brand (e.g., fun, trustworthy, 

adventurous) that influence how consumers relate to it. 

 
Brand DNA 

The core essence of a brand that never changes — its vision, 

values, and reason for existence. 
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Term Definition 

 
Brand Kernel 

The central idea or heart of the brand that everything else 

revolves around. 

 
Brand Codes 

Visual or sensory markers (like McDonald's golden arches or 

Nike swoosh) that consumers instantly associate with a brand. 

 
Brand Promise 

The commitment a brand makes to its customers, reflecting 

what they can expect from its products or services. 

Point of 

Distribution (POD) 

The physical or digital location where products are made 

available to consumers. 

 
Point of Purchase 

(POP) 

The location (online or offline) where the consumer makes the 

final purchase decision. Often includes product displays, 

counters, and signage. 

 
11.15 Self-Assessment Questions 

 
Short Answer Questions 

 
1. Define the term brand with an example. 

 
2. Why is branding important for companies in today’s competitive market? 

 
3. What are three common branding challenges faced by businesses? 

 
4. Explain the concept of brand equity. 

 
5. How does a brand differ from a product? 

 
6. What is brand personality? Provide an example. 

 
7. Describe the role of brand elements in brand building. 

 
8. What is the Kepler Brand Identity Model used for? 

 
9. Define brand DNA and brand kernel. How are they connected? 

 
10. What is the difference between Point of Distribution (POD) and Point of 

Purchase (POP)? 
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5 Marks Questions (Answer in about 200 words each) 

 
1. Define a brand. Why is branding considered important in modern business? 

 
2. Differentiate between Brand and Product with suitable examples. 

 
3. What are the major challenges and opportunities in branding today? 

 
4. Explain the concept of Brand Equity and mention its significance. 

 
5. Describe the brand elements that help in building brand identity. 

 
6. Write a short note on the Kepler Brand Identity Model. 

 
7. What do you understand by brand personality and brand image? 

 
8. Define brand DNA and explain its role in brand building. 

 
9. What is the difference between Point of Distribution (POD) and Point of 

Purchase (POP)? 

10. Discuss the components of brand identity with examples. 

 
10 Marks Questions (Answer in about 400–500 words each) 

 
1. Define branding. Discuss in detail the importance of branding, especially in 

competitive markets. 

2. What is Brand Equity? Explain the various Brand Equity Models with 

examples. 

3. Elaborate on the Kepler Brand Identity Model and its application in developing 

brand strategy. 

4. Compare and contrast Brands vs. Products. What are the constituents of a 

brand? 

5. Discuss in detail the elements of brand identity, image, personality, DNA, 

kernel, codes, and brand promise. 

6. Explain the challenges and opportunities in managing brands in the digital 

age. 

7. How do Point of Distribution (POD) and Point of Purchase (POP) influence 

brand experience and consumer behavior? 
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8. Describe how brand elements contribute to the formation of a strong and 

memorable brand. 

9. What role does brand promise play in building customer trust and loyalty? 

 
10. “A strong brand identity is the foundation of long-term success.” – Discuss with 

examples. 

1.16 Activities / Exercises / Case Studies / Assignments 
 

Activities 

 
1. Brand Basket 

Ask students to bring a product (actual or image) and explain the brand 

elements they observe — name, logo, colors, tagline, etc. 

2. Brand vs. Product Debate 

Split the class into two groups — one defends the idea that "Product is King", 

the other says "Brand rules the world". Let them fight it out (verbally, of course 

😉). 

 
3. Brand Personality Matching Game 

Give students a list of brand personalities (e.g., fun, rugged, sophisticated) 

and a set of popular brands (Nike, Apple, Amul, etc.). Let them match and 

justify. 

🔸 Exercises 

 
1. Brand Identity Matrix 

Create a matrix with these columns: Brand Name, Logo, Slogan, Personality, 

Image, DNA, Promise. Students fill it in for 2–3 brands of their choice. 

2. Create a Brand! 

Ask students to imagine a new product and develop: 

 
o Brand Name 

 
o Logo (draw or digitally design) 

 
o Tagline 

 
o Brand Promise 
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o Target Market 

 
o POD & POP plan 

 
3. Brand Equity Analysis 

Pick a famous brand (e.g., Tata, Pepsi, Patanjali) and ask students to break 

down its brand equity using Keller’s CBBE model. 

🔸 Case Studies 

 
1. Case Study: Amul – The Taste of India 

 
o Focus on brand identity, consistency, and personality. 

 
o Discuss how Amul’s mascot and ads built emotional connection. 

 
2. Case Study: Apple vs. Samsung 

 
o Brand Equity Comparison. 

 
o Explore how Apple built premium identity and loyal community vs. 

Samsung’s feature-driven approach. 

3. Case Study: Paper Boat’s Emotional Branding 

 
o Analyze storytelling, packaging, and nostalgia marketing. 

 
o Students identify brand DNA and codes used. 

 

🔸 Assignments 

 
1. Assignment 1: Report Writing (Individual) 

Topic: "The Importance of Branding in Indian Startups" 

– Students must pick one Indian startup, describe its brand-building efforts, 

and suggest improvements. 

2. Assignment 2: Group Presentation 

Topic Options: 

o Top 5 Indian Brands and Their Branding Strategies 

 
o Brands That Failed: What Went Wrong? 

 
o Social Media's Role in Brand Equity 
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3. Assignment 3: Creative Poster Design 

Students design a branding poster with a fictional brand using all key 

branding elements. 

1.17 Check Your Progress Answer 

Module 1.1 

1. B) A promise made by the seller to the consumer 

 
2. B) Company mission statement 

 

Module 1.2 
 

1. D) They help in product identification and assure quality 

 
2. C) Builds customer loyalty and allows premium pricing 

 

Module 1.3 
 

1. B) Ensuring consistent brand message across multiple digital platforms 

2. C) Expanding brand presence via e-commerce platforms 

 

Module 1.4 
 

1. C) The value a brand adds to a product in the minds of consumers 

 
2. C) Distribution channel 

 

Module 1.5 
 

1. C) Brand Investment 

2. B) Brand Loyalty 

 

Module 1.6 
 

1. C) Customer Profile 

2. B) The stereotypical user the brand communicates to the outside world 

 

Module 1.7 
 

1. C) The visual and emotional elements that represent how a brand wants to be 

perceived 
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2. B) Branding is only useful for large companies 

 

Module 1.8 
 

1. B) Branding is the process; brand is the perception created in the minds of 

consumers 

2. C) Designing a logo and color palette 

 

Module 1.9 
 

1. C. Customer reviews 

2. B. To define how a brand wants to be perceived by its audience 

 

Module 1.10 
 

1. C. The human traits associated with a brand to form emotional connections 

 

2. B. Brand Identity 

 

Module 1.11 

1. C. The core essence and fundamental values that define what the brand stands for 

2. C. To provide recognizable visual, verbal, or symbolic cues that make the brand 

instantly identifiable 

Module 1.12 
 

1. C. To supply and dispatch products to retailers or consumers 

 

2. C. A product display stand at a retail store checkout 

 

1.18 Suggested Readings 
 

📗 Core Textbooks 

 
1. "Strategic Brand Management" by Kevin Lane Keller 

 
o The Bible of branding! Covers brand equity models, brand identity, and 

detailed case studies. 

o Q Recommended Chapters: 1, 2 & 3 



SEMESTER - 3 CDOE - ODL MBA BRAND MANAGEMENT 

80 Periyar University – CDOE| Self Learning Material 

 

 

2. "Building Strong Brands" by David A. Aaker 

 
o Great for understanding brand equity, brand personality, and how to 

build long-term brand value. 

o Q Focus: Aaker's Brand Equity Model 

 
3. "Brand Leadership" by David A. Aaker & Erich Joachimsthaler 

 
o Offers advanced perspectives on managing brands strategically in 

competitive markets. 

4. "Principles of Marketing" by Philip Kotler & Gary Armstrong 

 
o A general marketing book but gives solid grounding on brand vs. 

product, brand elements, and brand strategies. 

o Q See chapters on Product & Branding Decisions 

 

📘 Reference Books 

 
5. "Brand Sense: Build Powerful Brands through Touch, Taste, Smell, Sight, 

and Sound" by Martin Lindstrom 

o Excellent for students exploring brand codes and sensory branding. 

 
6. "How Brands Grow" by Byron Sharp 

 
o Challenges traditional branding concepts and presents research-based 

brand growth strategies. 

7. "Positioning: The Battle for Your Mind" by Al Ries and Jack Trout 

 
o A must-read to understand the mental space branding occupies, perfect 

for brand identity/image topics. 

📰 Articles & Reports 

 
8. "Measuring Brand Equity" – Harvard Business Review (HBR) 

 
o Article gives real-world insights into how firms evaluate brand value. 

 
9. Interbrand’s Best Global Brands Report (https://interbrand.com) 

https://interbrand.com/
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o Updated annually — great for students to observe how top global brands 

manage equity and identity. 

10. Case Studies from The Economic Times Brand Equity Section 

 
o Indian branding cases and updates for real-time relevance. 

 
o (Visit: https://brandequity.economictimes.indiatimes.com/) 

 

🎥 Bonus Visual Learning 

 
11. YouTube – Branding Strategy Explained (Kevin Lane Keller’s CBBE 

Model) 

o Ideal for visual learners to grasp pyramid model and emotional brand 

building. 

12. Netflix / YouTube Brand Documentaries 

 
o “The Defiant Ones” (Apple & Beats by Dre) 

 
o “Abstract: The Art of Design – Paula Scher” (Logo design & brand 

identity) 

Other References 
 

📘 Textbooks 

 
1. Aaker, D. A. (1996). Building strong brands. New York, NY: The Free Press. 

 
2. Aaker, D. A., & Joachimsthaler, E. (2000). Brand leadership: Building assets in 

an information economy. New York, NY: The Free Press. 

3. Keller, K. L. (2013). Strategic brand management: Building, measuring, and 

managing brand equity (4th ed.). Pearson Education. 

4. Kotler, P., & Armstrong, G. (2020). Principles of marketing (18th ed.). Pearson. 

 
5. Lindstrom, M. (2005). Brand sense: Build powerful brands through touch, taste, 

smell, sight, and sound. New York, NY: Free Press. 

6. Ries, A., & Trout, J. (2001). Positioning: The battle for your mind. New York, 

NY: McGraw-Hill Education. 
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Online Academic Resources 

 
7. Banerjee, A. (n.d.). Marketing Management - I [Video lecture series]. NPTEL, 

Indian Institute of Management Calcutta. Retrieved from 

https://nptel.ac.in/courses/110105091 

8. SWAYAM. (n.d.). Consumer Behaviour and Marketing Communication. 

Government of India. Retrieved from 

https://swayam.gov.in/nd1_noc24_mg26/preview 

9. e-PG Pathshala. (n.d.). Brand Management Modules. Ministry of Education, 

India. Retrieved from https://epgp.inflibnet.ac.in/Home/ViewSubject?catid=8 

10. IGNOU. (n.d.). Marketing Management (MMPM-003). eGyanKosh. Retrieved 

from http://egyankosh.ac.in/handle/123456789/49253 

Brand Case & Reports 

 
11. Interbrand. (2023). Best global brands report. Retrieved from 

https://interbrand.com/best-global-brands 

12. Harvard Business Review. (n.d.). Branding Articles. Retrieved from 

https://hbr.org 

Web Sources 

 
13. Branding Strategy Insider. (n.d.). Insights on brand identity, equity, and growth. 

Retrieved from https://www.brandingstrategyinsider.com 

14. Study.com. (n.d.). Brand equity: Definition, importance & examples. Retrieved 

from https://study.com/academy/lesson/brand-equity-definition-importance- 

examples.html 

1.19 Open Source E-Content Links 
 

📘 1. NPTEL – National Programme on Technology Enhanced Learning 

 
 Course Title: Marketing Management – I (Prof. Arindam Banerjee, IIM 

Calcutta) 

 Topics Covered: Branding basics, Brand Equity, Brand Identity, Product vs. 

Brand 

http://egyankosh.ac.in/handle/123456789/49253
https://hbr.org/
https://www.brandingstrategyinsider.com/
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 🔗 https://nptel.ac.in/courses/110105091 

 

 📹 Video Lectures + Transcripts 

 
2. SWAYAM – Free Online Government Courses 

 
 Course Title: Consumer Behaviour and Marketing Communication 

 
 Module includes: Brand Positioning, Brand Image, Brand Personality 

 

 🔗 https://swayam.gov.in/nd1_noc24_mg26/preview 

 
3. e-PG Pathshala (MHRD - UGC Initiative) 

 
 Subject: Marketing 

 
 Modules Available: 

 
o Brand Management 

 
o Brand Identity and Brand Equity 

 
o Branding Challenges 

 

 🔗 https://epgp.inflibnet.ac.in/Home/ViewSubject?catid=8 

 
 Click "Commerce" → "Marketing" 

 
4. IGNOU eGyanKosh – Digital Repository of IGNOU 

 
 Course Material: Marketing Management (MMPM-003) 

 
 Chapters include branding, brand personality, equity, and positioning 

 

 🔗 http://egyankosh.ac.in/handle/123456789/49253 

 
5. CBSE/NCERT E-Pathshala (Senior Secondary + UG Level) 

 
 Subject: Business Studies and Marketing 

 
 Sections: Branding Basics, Brand vs. Product 

 

 🔗 https://epathshala.nic.in 

 

 📱 Also available as a mobile app 

http://egyankosh.ac.in/handle/123456789/49253
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6. Research & Case Material (Free Access) 

 
 Interbrand (Best Global Brands Report): 

https://interbrand.com/best-global-brands 

 
 Harvard Business Review Free Articles (limited): 

Search “Branding” – https://hbr.org 

 
 Brand Strategy Insider – Blog Articles: 

Branding trends, equity, models 

🔗 https://www.brandingstrategyinsider.com 

 
7. YouTube Channels – Free Learning 

 
 Khan Academy (Marketing & Branding Basics): 

🔗 https://www.youtube.com/user/khanacademy 

 
 Marketing91 – Branding Explained in Hindi & English: 

🔗 https://www.youtube.com/c/Marketing91 

 
 Study.com – Brand Equity and Brand Identity (Animations): 

🔗 https://study.com/academy/lesson/brand-equity-definition-importance- 

examples.html 

https://hbr.org/
https://www.brandingstrategyinsider.com/
https://www.youtube.com/user/khanacademy
https://www.youtube.com/c/Marketing91
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Unit-II 

Brand Positioning 

Unit Objectives 

By the end of this unit, students will be able to: 

 Understand the basic concepts of brand positioning. 

 Identify the risks associated with brand positioning. 

 Analyze the relationship between brands and consumers. 

 Examine how strategic brand positioning creates competitive advantage. 

 Differentiate between Points of Parity (POP) and Points of Difference (POD). 

 Design marketing programmes aimed at effective brand building. 

 Explore the role of social media in brand building. 

 Develop strategies for managing and sustaining brands in the long term. 

 

2.1. Introduction to Brand Positioning 

Brand positioning refers to the process of designing a brand’s offering and image to 

occupy a distinct and valued place in the minds of target consumers. It is a critical 

marketing strategy that differentiates a brand from competitors and ensures customer 

loyalty. 

Definition of Brand Positioning 

Brand positioning is the act of creating a unique impression in the consumer's mind so 

that they associate something specific and desirable with a brand that distinguishes it 

from competitors. Philip Kotler defines brand positioning as "the act of designing the 

company’s offering and image to occupy a distinctive place in the mind of the target 

market." 

2.1.1. Importance of Brand Positioning 

1. Differentiation – Helps a brand stand out in a crowded market. 

2. Competitive Advantage – Builds a strong and unique brand identity. 

3. Customer Loyalty – Enhances brand trust and long-term engagement. 

4. Value Proposition – Clearly communicates the unique benefits of the brand. 

5. Market Focus – Aligns marketing efforts with target audience needs. 
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2.1.2. Key Elements of Brand Positioning 

1. Target Audience – Understanding the specific group of consumers the brand 

aims to attract. 

2. Market Category – Defining the industry and competitive landscape. 

3. Unique Value Proposition (UVP) – Highlighting what makes the brand 

different and better. 

4. Brand Personality – The human characteristics and emotional attributes 

associated with the brand. 

5. Brand Promise – The commitment and expectations the brand sets for 

customers. 

6. Perceptual Mapping – A visual representation of how customers perceive a 

brand relative to competitors. 

2.1.3. Strategies for Effective Brand Positioning 

1. Attribute-Based Positioning – Highlighting specific product features. 

2. Benefit-Based Positioning – Focusing on the advantages offered to 

consumers. 

3. Price-Based Positioning – Competing based on affordability or premium 

value. 

4. Quality-Based Positioning – Emphasizing superior craftsmanship or 

performance. 

5. Use-Case Positioning – Associating the brand with particular situations or 

applications. 

6. Competitor-Based Positioning – Directly comparing the brand with 

competitors. 

7. Cultural Symbolism Positioning – Tying the brand to cultural values and 

traditions. 

2.1.4. Steps to Develop a Strong Brand Positioning Strategy 

1. Identify Target Customers – Conduct market research to understand 

consumer needs. 

2. Analyze Market Competition – Study competitors’ strengths and weaknesses. 

3. Define Brand’s Unique Attributes – Establish key differentiators. 

4. Develop a Positioning Statement – Create a clear and concise brand 

message. 
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5. Communicate and Reinforce Positioning – Use advertising, packaging, and 

messaging consistently. 

6. Monitor and Adapt – Continuously refine positioning based on market trends 

and feedback. 

Examples of Successful Brand Positioning 

1. Apple – Positioned as an innovative and premium technology brand. 

2. Nike – Positioned around athletic performance and the “Just Do It” motivation. 

3. Coca-Cola – Positioned as a brand of happiness and refreshment. 

4. Tesla – Positioned as a leader in sustainable and luxury electric vehicles. 

5. McDonald's – Positioned as an affordable and convenient fast-food brand. 

2.1.5. Common Mistakes in Brand Positioning 

1. Lack of Differentiation – Being too similar to competitors. 

2. Unclear Messaging – Confusing brand identity leads to weak recognition. 

3. Ignoring Customer Needs – Focusing on company goals rather than 

consumer benefits. 

4. Inconsistent Branding – Mixed messaging across platforms reduces 

effectiveness. 

5. Failing to Adapt – Not evolving with changing market dynamics. 

2.1.6. Risks of Brand Positioning 

1. Market Misalignment – Positioning that does not resonate with the target 

audience may lead to low sales and poor customer engagement. 

2. Competitive Reactions – Competitors may counteract with aggressive 

marketing, price cuts, or product improvements. 

3. Brand Dilution – Expanding the brand too broadly can weaken its original 

positioning and identity. 

4. Consumer Perception Changes – Market trends and consumer preferences 

can shift, making an existing positioning strategy obsolete. 

5. Legal and Ethical Issues – Misleading claims or cultural insensitivity can lead 

to brand damage and legal consequences. 

6. Financial Risks – High costs in rebranding or repositioning efforts may not 

always yield a profitable return. 
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Summary 

Brand positioning is a vital component of a successful marketing strategy. A well- 

positioned brand builds strong emotional connections with its target audience, fosters 

customer loyalty, and creates a competitive edge. Businesses must continuously 

assess and refine their positioning to stay relevant and effective in a dynamic market. 

Check Your Progress 

Module 2.1 

1. Which of the following best defines brand positioning? 

A) The act of placing a product on retail shelves 

B) The process of setting a product’s price 

C) The strategy of establishing a brand in the minds of consumers relative to 

competitors 

D) The process of increasing product availability 

2. One major risk associated with weak brand positioning is: 

A) Increased production costs 

B) Legal issues in advertising 

C) Customer confusion and brand switching 

D) Overstaffing in marketing departments 
 

 

2.2. Introduction to Brands and Consumers 

Brands and consumers share a complex, dynamic relationship. While brands strive to 

establish identity, loyalty, and differentiation, consumers make choices based on 

perceptions, needs, emotions, and experiences. Understanding this interplay is crucial 

for businesses to create compelling brand strategies. 

2.2.1. Understanding Brands 

A brand is more than just a logo or a name—it represents a company's identity, 

values, and promise to consumers. 

Definition of a Brand 

A brand is a unique combination of name, logo, design, symbol, and reputation that 

differentiates a product or service in the market. 

2.2.2. Elements of a Brand 

 Brand Name – The verbal identity (e.g., Nike, Apple). 
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 Logo & Symbol – Visual elements (e.g., McDonald’s golden arches). 

 Slogan & Tagline – Short, catchy phrases (e.g., "Just Do It"). 

 Brand Personality – Human-like characteristics associated with the brand 

(e.g., Apple is innovative, Coca-Cola is friendly). 

 Brand Equity – The added value a brand brings to a product, influencing 

consumer perception and willingness to pay. 

2.2.3. Types of Brands 

 Corporate Brands (e.g., Google, Microsoft) 

 Product Brands (e.g., iPhone, Coca-Cola) 

 Personal Brands (e.g., Elon Musk, Oprah Winfrey) 

 Luxury Brands (e.g., Rolex, Louis Vuitton) 

 Service Brands (e.g., Uber, Airbnb) 

2.2.4. Understanding Consumers 

Consumers are individuals or groups who purchase goods and services for personal 

use. Their behavior is influenced by psychological, social, and economic factors. 

Consumer Decision-Making Process 

1. Need Recognition – Identifying a need or problem. 

2. Information Search – Looking for solutions (online reviews, word of mouth, 

advertisements). 

3. Evaluation of Alternatives – Comparing different products/brands. 

4. Purchase Decision – Choosing a product or service. 

5. Post-Purchase Behavior – Satisfaction, dissatisfaction, or brand loyalty. 

Factors Influencing Consumer Behavior 

 Psychological Factors – Motivation, perception, beliefs, attitudes. 

 Social Factors – Family, friends, culture, social status. 

 Personal Factors – Age, income, lifestyle, occupation. 

 Economic Factors – Pricing, discounts, affordability. 

2.2.5. The Brand-Consumer Relationship 

The relationship between brands and consumers is built on trust, emotional 

connection, and perceived value. 

Brand Loyalty 

When consumers repeatedly choose a brand over competitors due to trust and 

satisfaction. It includes: 
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 Cognitive Loyalty – Based on product knowledge. 

 Affective Loyalty – Emotional attachment to the brand. 

 Conative Loyalty – Strong intention to repurchase. 

 Action Loyalty – Commitment to the brand despite external influences. 

Brand Engagement 

The degree to which consumers interact with a brand via social media, word-of-mouth, 

or loyalty programs. Strong engagement leads to better brand advocacy. 

2.2.6. Brand Equity and Consumer Perception 

High brand equity means: 

 Consumers trust the brand. 

 Consumers are willing to pay premium prices. 

 Brand extensions are easier to launch. 

Examples of strong brand equity: Apple, Tesla, Nike. 

 

2.2.7. Branding Strategies to Influence Consumers 

1 Emotional Branding 

 Connecting with consumers on an emotional level (e.g., Coca-Cola’s happiness 

campaigns). 

2 Influencer Marketing 

 Leveraging social media influencers to shape consumer preferences. 

3 Storytelling & Content Marketing 

 Sharing compelling brand stories to build authenticity. 

4 Brand Personalization 

 Customizing products/services for individuals (e.g., Spotify playlists, Nike By 

You). 

5 Sustainability & Ethical Branding 

 Consumers prefer brands with social responsibility (e.g., Patagonia, Tesla). 

 

2.2.8. Future Trends in Branding and Consumer Behavior 

1 Rise of Digital Branding 

 AI-driven marketing, AR/VR experiences, chatbots for customer engagement. 

2 Hyper-Personalization 
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 AI and Big Data enabling highly tailored marketing. 

3 Ethical Consumption 

 More consumers choosing sustainable and eco-friendly brands. 

4 Brand Activism 

 Consumers supporting brands that align with their values (e.g., Ben & Jerry’s 

social causes). 

Summary 

Brands must continuously evolve to meet consumer expectations. The strongest 

brands are those that build trust, foster emotional connections, and provide consistent 

value. By understanding consumer behavior, businesses can craft strategies that not 

only attract customers but also create lasting relationships. 

Check Your Progress 

Module – 2.2 

1. How do strong brands typically influence consumer behavior? 

A) They increase product shelf life 

B) They reduce the need for advertising 

C) They create emotional connections and foster brand loyalty 

D) They limit consumer choice 

2. Which of the following is a consumer benefit of well-positioned brands? 

A) Reduced product innovation 

B) Simplified decision-making 

C) Higher switching costs 

D) Increased dependency on promotions 
 

 

2.3. Competitive Advantage through Strategic Positioning of Brands 

Introduction 

Strategic brand positioning is the process of establishing a distinct image and value 

proposition in the minds of consumers. A well-positioned brand creates a competitive 

advantage, allowing it to outperform rivals, attract loyal customers, and achieve long- 

term market success. 

Understanding Competitive Advantage 
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A competitive advantage is a unique edge a brand has over competitors, making it 

the preferred choice for consumers. It can be achieved through: 

 Cost Leadership – Offering lower prices (e.g., Walmart, Amazon). 

 Differentiation – Providing unique products/services (e.g., Apple, Tesla). 

 Focus Strategy – Targeting a niche market (e.g., Rolex, Harley-Davidson). 

2.3.1. Importance of Competitive Advantage 

 Enhances brand loyalty and customer retention. 

 Leads to premium pricing and higher profit margins. 

 Strengthens market dominance and brand reputation. 

 Improves barriers to entry, making it difficult for new competitors to disrupt the 

market. 

2.3.2. Strategic Positioning of Brands 

Brand positioning is about defining how a brand is perceived in comparison to 

competitors. Effective positioning creates a unique space in the consumer’s mind. 

Elements of Strategic Positioning 

1. Target Market – Understanding consumer segments (age, income, lifestyle). 

2. Value Proposition – Clearly stating what makes the brand unique. 

3. Brand Personality – Defining the brand’s character and tone. 

4. Competitive Differentiation – Highlighting features that set the brand apart. 

5. Brand Messaging – Crafting a consistent and compelling brand story. 

2.3.3. Positioning Strategies for Competitive Advantage 

Brands use different strategies to gain an edge: 

1 Differentiation Strategy 

 Focusing on unique features, design, technology, or superior service. 

 Example: Apple – Known for innovation, sleek design, and premium 

experience. 

2 Cost Leadership Strategy 

 Offering products at the lowest cost while maintaining quality. 

 Example: Walmart – Competitive pricing and economies of scale. 

3 Niche Market Positioning 

 Catering to a specific, often underserved audience. 

 Example: Tesla – Targets eco-conscious, tech-savvy consumers. 
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4 Luxury & Premium Positioning 

 Positioning as a high-end, exclusive brand with superior quality. 

 Example: Rolex – Premium watches associated with prestige. 

5 Emotional & Lifestyle Branding 

 Connecting with consumers on a deeper emotional level. 

 Example: Nike – "Just Do It" campaign inspires motivation and ambition. 

6 Sustainable & Ethical Positioning 

 Aligning brand values with environmental and social responsibility. 

 Example: Patagonia – Strong commitment to sustainability. 

 

2.3.4. Building a Strong Brand Positioning Strategy 

A successful brand positioning strategy requires: 

1 Understanding Consumer Psychology 

 Studying consumer needs, aspirations, and behaviors. 

 Leveraging emotions to build deeper connections (e.g., Dove’s “Real Beauty” 

campaign). 

2 Competitive Analysis 

 Identifying market gaps and weaknesses in competitors. 

 Conducting SWOT analysis (Strengths, Weaknesses, Opportunities, Threats). 

3 Clear & Consistent Brand Messaging 

 Communicating a simple, compelling brand promise. 

 Example: FedEx – “When it absolutely, positively has to be there overnight.” 

4 Brand Experience & Customer Engagement 

 Delivering a seamless and memorable experience across touchpoints (digital, 

retail, customer service). 

 Example: Starbucks – Personalized coffee experience through mobile app & 

rewards. 

5 Leveraging Digital Transformation 

 Using AI, data analytics, and personalization to enhance customer interactions. 

 Example: Netflix – Personalized content recommendations through AI. 
 

 

2.3.5. Future Trends in Brand Positioning for Competitive Advantage 
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1 AI and Personalization 

 Brands using AI-driven marketing to tailor customer experiences. 

 Example: Amazon’s recommendation engine. 

2 Brand Activism & Purpose-Driven Marketing 

 Consumers supporting brands with strong values and social impact. 

 Example: Ben & Jerry’s social justice campaigns. 

3 Experience-Driven Branding 

 Creating immersive experiences through AR/VR and omnichannel 

engagement. 

 Example: IKEA Place app using AR for home visualization. 

4 Hyper-Local and Community Branding 

 Brands focusing on localized marketing for deeper community connections. 

 Example: McDonald’s adapts menu items for different cultures. 

Summary 

Strategic brand positioning is the key to achieving and maintaining competitive 

advantage. Brands that continuously adapt to consumer trends, differentiate 

themselves effectively, and provide a unique value proposition will remain industry 

leaders. 

Check Your Progress 

Module – 2.3 

1. Strategic brand positioning provides competitive advantage by: 

A) Reducing employee turnover 

B) Enhancing product shelf life 

C) Creating unique value in the consumer’s mind 

D) Limiting distribution channels 

2. A brand gains sustainable competitive advantage when its positioning is: 

A) Generic and cost-focused 

B) Easily copied by competitors 

C) Unique, relevant, and difficult to imitate 

D) Based on short-term trends 



SEMESTER - 3 CDOE - ODL MBA BRAND MANAGEMENT 

95 Periyar University – CDOE| Self Learning Material 

 

 

2.4. Points of Parity (PoP) in Branding 

Introduction 

In branding, Points of Parity (PoP) refer to the attributes or benefits that a brand must 

provide to be considered a legitimate competitor in its industry. These are the must- 

have features that allow a brand to be seen as a credible alternative to others in the 

same category. 

Importance of Points of Parity 

 Ensures brand legitimacy in the market. 

 Helps overcome potential barriers to entry. 

 Reduces the risk of being seen as inferior to competitors. 

 Establishes a baseline level of trust among consumers. 

2.4.1. Types of Points of Parity 

1 Category Points of Parity (CPOP) 

 Basic features and benefits that are essential for a brand to belong to a specific 

category. 

 Example: A smartphone must have a touchscreen, a camera, and internet 

connectivity to be considered a smartphone. 

2 Competitive Points of Parity (CPOP) 

 Features that neutralize competitors' advantages by ensuring parity. 

 Example: 

o McDonald's vs. Burger King – Both offer burgers, fries, and soft drinks. 

o Apple Pay vs. Google Pay – Both offer contactless payment solutions. 

3 Correlational Points of Parity (CPOP) 

 Associations that arise when a brand tries to emphasize one benefit but must 

also provide another to avoid perceived weaknesses. 

 Example: 

o Luxury cars (Mercedes, BMW) must offer both high performance and 

comfort/safety to satisfy different consumer expectations. 

o Diet sodas (Coca-Cola Zero, Pepsi Max) must be both low in calories 

and great-tasting. 
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2.4.2. Balancing Points of Parity and Points of Differentiation 

While Points of Parity help a brand stay relevant, Points of Differentiation (PoD) 

set a brand apart. A strong brand strategy balances both: 

 PoP ensures credibility → Consumers trust that the brand meets industry 

standards. 

 PoD creates preference → Unique brand benefits encourage loyalty and 

premium pricing. 

Examples of Points of Parity in Various Industries 
 

Industry Common Points of Parity 

Smartphones Touchscreen, Camera, App Store, 5G Connectivity 

Fast Food Burgers, Fries, Drive-Thru, Combo Meals 

Airlines Online Booking, In-Flight Entertainment, Baggage Allowance 

Streaming Services On-Demand Content, HD Quality, Subscription Model 

Luxury Fashion Premium Materials, Brand Heritage, Exclusive Designs 

 
2.4.3. Points of Difference (PoD) in Branding 

Introduction 

Points of Difference (PoD) refer to the unique attributes or benefits that 

differentiate a brand from its competitors. Unlike Points of Parity (PoP), which ensure 

a brand meets industry standards, PoDs create a competitive advantage by giving 

consumers a compelling reason to choose one brand over another. 

Importance of Points of Difference 

 Establishes brand uniqueness in a crowded marketplace. 

 Enhances brand loyalty and customer preference. 

 Supports premium pricing by offering exclusive value. 

 Helps in brand storytelling and emotional connection. 

2.4.4. Types of Points of Difference 

1 Functional PoD (Product/Service-Based) 

 Unique product features, superior performance, or innovative technology. 

 Example: 

o Tesla – Electric, self-driving capabilities, over-the-air software updates. 
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o Apple – Seamless integration across devices (iPhone, Mac, iPad). 

2 Emotional PoD (Brand Perception & Experience) 

 The emotional connection a brand builds with consumers. 

 Example: 

o Nike – Inspires personal achievement (“Just Do It” campaign). 

o Dove – Focus on real beauty and self-confidence instead of idealized 

standards. 

3 Relational PoD (Customer Service & Community) 

 How a brand interacts with and supports its customers. 

 Example: 

o Amazon – Industry-leading customer service & fast Prime delivery. 

o Ritz-Carlton – Ultra-luxury, personalized hospitality experience. 

 

2.4.5. Key Differences Between PoD and PoP 
 

Feature Points of Parity (PoP) Points of Difference (PoD) 

Purpose Ensures credibility & relevance 
Creates uniqueness & 

preference 

Competitive 

Impact 
Neutralizes competition Gives an edge over competitors 

Consumer 

Influence 
Helps brand qualify in the category 

Encourages brand switching & 

loyalty 

Example 
A smartphone must have a 

touchscreen & camera 

iPhones have Face ID & 

iMessage exclusivity 

 
Examples of Points of Difference in Various Industries 

 

Industry Brand PoD 

Smartphones Apple iOS ecosystem, FaceTime, iMessage 

Fast Food Subway Customizable healthy sandwiches 

Automobiles Tesla Fully electric, self-driving tech, OTA updates 
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Industry Brand PoD 

Streaming 

Services 
Netflix 

Original content like "Stranger Things" & 

recommendation AI 

Retail IKEA DIY assembly, Scandinavian design, affordable pricing 

 
2.4.6. Developing a Strong PoD Strategy 

1. Identify Consumer Needs – What do customers value most? 

2. Analyze Competitors – What gaps exist in the market? 

3. Focus on Unique Strengths – What makes your brand truly different? 

4. Deliver Consistently – Ensure the PoD remains a core part of the brand 

experience. 

5. Communicate Clearly – Use strong branding, storytelling, and advertising to 

reinforce differentiation. 

Summary 

Points of Parity are essential for a brand to compete in the market. However, brands 

must go beyond meeting industry standards by differentiating themselves through 

unique features, superior experiences, or emotional connections to gain a true 

competitive advantage. Points of Difference are what make a brand stand out in the 

market. To maintain a competitive edge, brands must continually innovate and 

reinforce their PoDs through consistent marketing and customer experience. 

Check Your Progress 

Module – 2.4 

1. Points of Parity refer to: 

A) Unique brand features 

B) Attributes shared with competitors 

C) Elements that confuse consumers 

D) Irrelevant brand traits 

2. Points of Difference are essential for: 

A) Blending in with market norms 

B) Achieving operational efficiency 

C) Differentiating the brand from competitors 

D) Increasing product costs 
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2.5. Brand Building: Designing Marketing Programs to Build Brands 

Introduction to Brand Building 

Brand building is the process of creating, strengthening, and maintaining a 

brand’s identity, awareness, and loyalty among consumers. A well-designed 

marketing program plays a crucial role in shaping how a brand is perceived, 

differentiating it from competitors, and fostering long-term relationships with 

customers. 

Elements of a Strong Brand 

Before designing marketing programs, it’s essential to establish the core elements of 

a brand: 

 Brand Identity – The visual and verbal representation of the brand (logo, 

name, tagline). 

 Brand Positioning – How the brand is perceived relative to competitors. 

 Brand Personality – The human-like traits associated with the brand (e.g., 

Nike is bold, Apple is innovative). 

 Brand Equity – The value a brand holds in the consumer’s mind based on 

trust, experience, and loyalty. 

2.5.1. Designing Marketing Programs to Build Brands 

A strategic marketing program should cover various aspects of consumer 

engagement and brand reinforcement. 

1 Product Strategy (The Core Offering) 

 Develop high-quality products that align with the brand’s promise. 

 Innovate with unique features to differentiate from competitors. 

 Maintain consistency in product performance and experience. 

 Example: Apple ensures premium quality, innovation, and seamless 

integration across its ecosystem. 

2 Pricing Strategy (Value Perception) 

 Premium Pricing – Used by luxury brands to maintain exclusivity (e.g., Rolex, 

Tesla). 

 Value-Based Pricing – Charging based on perceived customer value (e.g., 

Starbucks coffee). 

 Penetration Pricing – Offering lower initial prices to attract customers (e.g., 

Netflix’s early days). 
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 Freemium Model – Offering a free base product with paid premium features 

(e.g., Spotify). 

3 Distribution Strategy (Availability & Accessibility) 

 Omnichannel Presence – Ensuring products are available both online and 

offline. 

 Selective Distribution – Creating exclusivity by selling in limited stores (e.g., 

Louis Vuitton). 

 E-commerce & Direct-to-Consumer (DTC) – Engaging customers directly 

through brand websites (e.g., Tesla bypassing dealerships). 

4 Integrated Marketing Communication (IMC) Strategy 

A brand’s message should be consistent across all channels: 

Advertising & Mass Media 

 TV, radio, print, and online advertising campaigns. 

 Example: Coca-Cola’s “Share a Coke” campaign personalized bottles with 

names, increasing engagement. 

Digital & Social Media Marketing 

 Engaging consumers through Instagram, Facebook, YouTube, and TikTok. 

 Example: Nike’s “You Can’t Stop Us” campaign resonated with global 

audiences via digital platforms. 

Content Marketing & Storytelling 

 Blogs, videos, and podcasts that educate and engage customers. 

 Example: Red Bull produces extreme sports content to reinforce its 

adventurous brand image. 

Influencer & Celebrity Endorsements 

 Collaborating with influencers and celebrities to enhance credibility. 

 Example: Cristiano Ronaldo’s association with Nike strengthens its 

sports-centric image. 

Experiential Marketing 

 Creating live experiences, pop-up stores, and events to connect with 

customers. 

 Example: Tesla showrooms provide a hands-on experience with their 

electric vehicles. 
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2.5.2. Consumer Engagement & Brand Loyalty 

A well-designed marketing program should not only attract customers but also retain 

them. 

1 Customer Relationship Management (CRM) 

 Loyalty programs (e.g., Starbucks Rewards). 

 Personalized recommendations (e.g., Amazon’s AI-driven suggestions). 

 Excellent customer service (e.g., Zappos known for customer delight). 

2 Brand Community Building 

 Encouraging user-generated content (e.g., GoPro’s action sports videos). 

 Creating online forums and discussions (e.g., Harley-Davidson Owners 

Club). 

2.5.3. Measuring Brand Success 

Marketing programs should be continuously evaluated for effectiveness: 

1 Brand Awareness Metrics 

 Social media engagement, website traffic, and search volume. 

 Example: Google Trends to track brand mentions. 

2 Brand Loyalty Metrics 

 Net Promoter Score (NPS) – Measures customer willingness to recommend the 

brand. 

 Customer Retention Rate – Tracks repeat purchases. 

3 Brand Equity Measurement 

 Surveys & sentiment analysis to gauge consumer perception. 

 Example: Interbrand’s Best Global Brands rankings. 

Summary 

Effective brand building requires a well-structured marketing program that 

integrates product innovation, strategic pricing, distribution efficiency, and 

impactful communication. Brands that continuously evolve, engage with their 

audience, and deliver consistent value will stand the test of time. 

Check Your Progress 

Module – 2.5 

1. Which of the following is most essential in designing a marketing 

programme for brand building? 
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A) Product diversification 

B) Cost-cutting strategies 

C) Consistent brand messaging across channels 

D) Reducing supply chain partners 

2. Integrated marketing programmes help in brand building by: 

A) Reducing advertising frequency 

B) Ensuring uniform brand experience 

C) Focusing only on digital media 

D) Eliminating consumer feedback 
 

 

2.6. Role of Social Media in Brand Building 

Introduction 

Social media has transformed brand building by offering a direct, interactive, and 

cost-effective way to engage with consumers. Brands leverage platforms like 

Instagram, Facebook, Twitter, LinkedIn, TikTok, and YouTube to establish their 

identity, create awareness, and foster customer loyalty. 

Importance of Social Media in Brand Building 

1. Global Reach & Accessibility – Connect with audiences worldwide 24/7. 

2. Cost-Effective Marketing – Lower costs compared to traditional advertising. 

3. Real-Time Engagement – Immediate feedback and interaction with 

customers. 

4. Viral Potential – Rapid brand exposure through shares and trends. 

5. Enhanced Customer Relationships – Personalized interactions build trust 

and loyalty. 

2.6.1. Key Roles of Social Media in Brand Building 

1 Creating Brand Awareness 

 Consistent Posting – Regular updates keep the brand visible. 

 Hashtag Strategy – Expands reach beyond existing followers (e.g., #JustDoIt 

by Nike). 

 Viral Marketing – Engaging content spreads quickly (e.g., Ice Bucket 

Challenge for ALS awareness). 

2 Establishing Brand Identity & Personality 
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 Visual Branding – Unique logos, colors, and themes (e.g., Coca-Cola’s red & 

white aesthetics). 

 Tone & Voice – Friendly, professional, humorous, or authoritative (e.g., 

Wendy’s witty Twitter responses). 

 User-Generated Content (UGC) – Encourages customers to share 

experiences (e.g., GoPro featuring customer videos). 

3 Building Customer Relationships & Trust 

 Direct Interaction – Responding to queries and feedback. 

 Personalized Engagement – Addressing customers by name, customized 

offers. 

 Transparency – Addressing concerns openly (e.g., Domino’s Pizza turnaround 

story). 

4 Influencer & Celebrity Collaborations 

 Influencer Marketing – Partnering with social media personalities (e.g., Kylie 

Jenner’s impact on beauty brands). 

 Brand Ambassadors – Celebrities endorsing products (e.g., Cristiano 

Ronaldo for Nike). 

5 Social Commerce & Direct Selling 

 Shoppable Posts – Instagram & Facebook allow direct purchases. 

 Live Selling – Brands host live shopping events (e.g., Sephora’s live beauty 

tutorials). 

 AI Chatbots & Customer Support – Instant assistance through DMs. 

6 Crisis Management & Reputation Building 

 Addressing Negative Feedback – Quick responses to complaints prevent PR 

crises. 

 Transparency in Communication – Admitting mistakes and offering solutions 

(e.g., KFC’s UK apology campaign for supply chain issues). 

2.6.2. Social Media Strategies for Effective Brand Building 

1 Choosing the Right Platforms 

Platform Best For Example Brands 

Instagram Visual branding, influencer marketing Nike, Gucci, Starbucks 

Facebook Community engagement, ads, marketplace Coca-Cola, Amazon 
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Platform Best For Example Brands 

Twitter/X Real-time updates, customer support Wendy’s, Tesla 

LinkedIn B2B networking, thought leadership Microsoft, IBM 

TikTok Short-form viral content Gymshark, Red Bull 

YouTube Long-form storytelling, tutorials Apple, Samsung 

 
2 Content Strategies 

 Storytelling – Emotional connections through brand history, customer stories 

(e.g., Airbnb’s user experiences). 

 Behind-the-Scenes (BTS) Content – Shows authenticity and humanizes the 

brand (e.g., Tesla factory tours). 

 Educational Content – Tutorials, explainer videos (e.g., HubSpot’s marketing 

tips). 

3 Measuring Social Media Success 

 Engagement Rate – Likes, shares, comments. 

 Follower Growth – Indicates brand expansion. 

 Conversion Rate – Click-throughs leading to purchases. 

 Sentiment Analysis – Customer perception of the brand. 

Case Studies of Successful Social Media Branding 

Case Study 1: Nike’s “You Can’t Stop Us” Campaign 

 Used Instagram, YouTube, and Twitter for an inspirational campaign. 

 Focused on diversity, motivation, and athlete success. 

 Generated millions of shares and high engagement. 

Case Study 2: Wendy’s Twitter Strategy 

 Created a humorous and savage brand persona on Twitter. 

 Engaged in viral “roast” campaigns that boosted brand likability. 

 Increased Twitter engagement significantly. 

Summary 

Social media is an essential tool for brand building, offering engagement, visibility, 

and direct consumer interaction. Brands that consistently deliver valuable, 

authentic, and creative content on the right platforms will gain a competitive 

advantage and long-term customer loyalty. 
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Check Your Progress 

Module – 2.6 

1. Social media contributes to brand building primarily by: 

A) Increasing product shelf life 

B) Enabling two-way communication with consumers 

C) Controlling supply chain activities 

D) Replacing traditional branding completely 

2. A key advantage of using social media for branding is: 

A) High fixed costs 

B) Limited audience reach 

C) Real-time consumer engagement 

D) One-way promotional messaging 
 

 

2.7. Managing and Sustaining Brands Long-Term 

Introduction 

Building a successful brand is just the beginning. The real challenge lies in managing 

and sustaining the brand over time. A brand must evolve with consumer 

preferences, market trends, and technological advancements while maintaining its 

core identity and values. 

2.7.2. Key Challenges in Long-Term Brand Management 

1. Market Saturation – Increased competition can erode brand uniqueness. 

2. Changing Consumer Preferences – Shifting trends demand brand 

adaptation. 

3. Brand Dilution – Poor product extensions can weaken brand perception. 

4. Technological Disruptions – Innovations can make existing products 

obsolete. 

5. Reputation Management – Crisis or negative publicity can damage the brand. 

2.7.3. Strategies for Long-Term Brand Management 

1 Maintaining Brand Consistency 

 Keep branding elements (logo, colors, tone) consistent across all channels. 

 Ensure messaging aligns with brand values (e.g., Apple’s focus on 

innovation and simplicity). 
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 Example: Coca-Cola has maintained its brand identity for over a century 

while adapting its marketing strategies. 

2 Continuous Brand Innovation 

 Product Innovation – Introducing new features, designs, or services. 

o Example: Tesla’s software updates improve car performance over 

time. 

 Service Innovation – Enhancing customer experience through better support, 

AI integration, or personalization. 

o Example: Amazon Prime’s expansion into streaming, same-day 

delivery, and AI-powered recommendations. 

3 Building Emotional Brand Connections 

 Storytelling – Creating meaningful narratives that resonate with audiences. 

o Example: Nike’s “Just Do It” campaigns inspire perseverance. 

 Brand Purpose & Corporate Social Responsibility (CSR) – Supporting 

causes that align with brand values. 

o Example: Patagonia’s commitment to environmental sustainability. 

4 Brand Portfolio Management 

 Brand Extensions – Expanding into related categories without diluting brand 

identity. 

o Example: Dove expanded from soap to skincare while maintaining 

its beauty and self-care focus. 

 Sub-Brands & House of Brands Strategy 

o Example: Unilever owns multiple brands (Dove, Axe, Lux) catering 

to different segments. 

2.7.4. Customer Relationship Management (CRM) & Brand Loyalty 

Programs 

 Loyalty Programs – Encourage repeat purchases and engagement. 

o Example: Starbucks Rewards offers free drinks and personalized 

offers. 

 Community Building – Creating a strong brand community fosters advocacy. 

o Example: Harley-Davidson Owners Group (HOG) connects 

passionate riders worldwide. 

2.7.5. Adapting to Market & Technological Changes 
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 Leverage big data and AI for consumer insights. 

 Utilize social media trends to stay relevant. 

 Invest in e-commerce & digital experiences to enhance accessibility. 

2.7.6. Crisis Management & Brand Reputation Protection 

 Monitor brand mentions through social listening tools. 

 Respond swiftly to negative feedback or PR crises. 

 Example: Tylenol’s quick response to a product recall crisis in the 1980s 

helped regain consumer trust. 

 

2.7.7. Measuring Brand Performance 

To ensure brand sustainability, companies must track key performance indicators 

(KPIs): 

KPI Description Example Tools 

Brand Awareness How well-known a brand is Google Trends, Surveys 

Brand Equity 
Consumer perception and 

trust 

Net Promoter Score 

(NPS) 

Customer Retention Rate % of returning customers CRM Data 

Social Media 

Engagement 
Likes, shares, mentions Sprout Social, Hootsuite 

Market Share Brand’s industry standing Competitive Analysis 

 

Case Studies of Long-Term Brand Success 

Case Study 1: Apple’s Brand Longevity 

 Maintained brand consistency while innovating with new products. 

 Created a loyal customer base through the Apple ecosystem. 

 Evolved marketing strategies (e.g., “Think Different” to minimalist storytelling). 

Case Study 2: McDonald’s Global Brand Adaptation 

 Standardized core offerings while customizing menus regionally. 

 Introduced healthier menu options in response to changing consumer trends. 

 Utilized digital transformation (McDelivery, self-service kiosks). 
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Summary 

Sustaining a brand long-term requires a strategic mix of consistency, innovation, 

emotional engagement, and adaptability. Brands that stay true to their core values 

while evolving with the times remain relevant and successful. 

Check Your Progress 

Module – 2.7 

1. What is crucial for sustaining a brand in the long term? 

A) Frequent rebranding 

B) Consistent brand values and performance 

C) Isolated marketing efforts 

D) Ignoring customer feedback 

2. Long-term brand success is best ensured through: 

A) Aggressive short-term sales promotions 

B) Constant logo redesigns 

C) Continuous innovation and customer relevance 

D) Cutting down on marketing investments 

 

2.8. Unit Summary: Brand Positioning 

This unit introduces students to the strategic importance of brand positioning in today’s 

competitive marketplace. It covers the fundamental concepts of brand positioning, 

including the identification of risks and understanding consumer behavior. The unit 

explores how companies can achieve competitive advantage through well-crafted 

brand positioning strategies, focusing on Points of Parity (POP) and Points of 

Difference (POD). It also delves into designing marketing programmes for effective 

brand building, leveraging social media for engagement and loyalty, and sustaining 

brand equity over the long term. By the end, students should grasp the nuances of 

creating, communicating, and maintaining a brand’s unique place in the minds of 

consumers. 

 

2.9. Glossary 

1. Brand Positioning – The strategy to create a distinct image of the brand in 

the consumer’s mind. 
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2. Points of Parity (POP) – Attributes shared with competitors to establish 

category legitimacy. 

3. Points of Difference (POD) – Unique brand features that provide a 

competitive edge. 

4. Brand Equity – The value a brand adds to a product or service. 

5. Strategic Positioning – Long-term plan to build brand differentiation and 

advantage. 

6. Brand Loyalty – A consumer’s consistent preference for a brand. 

7. Consumer Perception – How customers view or interpret a brand’s identity. 

8. Integrated Marketing Communication (IMC) – Unified promotion strategies 

across platforms. 

9. Social Media Branding – Using social platforms to enhance brand 

awareness and engagement. 

10. Sustained Branding – Long-term strategies to maintain brand relevance and 

equity. 

2.10. Self-Assessment Questions 

A. Short Answer Questions (2 Marks) 

1. Define brand positioning. 

2. What are Points of Parity? 

3. Mention one risk in poor brand positioning. 

4. How does brand loyalty benefit a company? 

5. Define Points of Difference. 

6. State one key benefit of strategic positioning. 

7. What is brand equity? 

8. Name a social media platform widely used in brand building. 

9. What is the role of consumer perception in branding? 

10. Mention one way to sustain a brand long-term. 

B. Medium Answer Questions (5 Marks) 

1. Explain the basic concepts of brand positioning. 

2. Discuss any two risks associated with poor brand positioning. 

3. Describe how brands influence consumer buying behavior. 

4. Explain how strategic positioning leads to competitive advantage. 

5. Differentiate between POP and POD with examples. 
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6. Write a short note on designing a marketing programme for brand building. 

7. Discuss the role of social media in engaging consumers. 

8. Explain the importance of integrated communication in brand building. 

9. How does brand consistency help in long-term success? 

10. What are the key elements to manage a brand over time? 

C. Long Answer Questions (10 Marks) 

1. Discuss the role of brand positioning in competitive markets with examples. 

2. Evaluate the various risks brands face during positioning and repositioning. 

3. How do consumers influence and get influenced by brands? 

4. Analyze the importance of Points of Parity and Points of Difference in brand 

positioning. 

5. Explain with examples how strategic positioning can offer a long-term 

competitive advantage. 

6. Design a basic marketing programme to build a new brand in a competitive 

market. 

7. Assess the growing role of social media in building strong brands. 

8. What are the challenges in managing brand equity over time? Suggest 

solutions. 

9. Discuss how brands can sustain themselves through evolving market 

conditions. 

10. Create a brand strategy that integrates POP, POD, and social media 

elements for a startup. 

 

2.11. Activities / Exercises / Case Studies 

Activities: 

1. Brand Map Exercise: Students plot 5 competing brands on a perceptual map 

using two key attributes. 

2. Positioning Statement Workshop: Write positioning statements for known 

brands using the template: "For [target audience], [brand] is the [frame of 

reference] that [point of difference]." 

3. Social Media Audit: Analyze a brand’s social media presence and suggest 

improvements for engagement and consistency. 
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Exercises: 

1. Identify POPs and PODs for three major smartphone brands. 

2. Compare traditional marketing vs. social media branding efforts for an FMCG 

brand. 

Case Studies: 

1. Case: Maggi’s Repositioning in India Post-Ban 

o 

o Analyze how Maggi regained consumer trust and repositioned itself. 

2. Case: Dove’s Real Beauty Campaign 

o Study how Dove used POD and emotional branding to differentiate. 

3. Case: Patanjali’s Brand Strategy 

o Examine how Patanjali positioned itself as a “Swadeshi” brand and 

built competitive advantage. 

 

2.12 Check Your Progress Answer 

Module – 2.1 

1. C) The strategy of establishing a brand in the minds of consumers relative to 

competitors 

2. C) Customer confusion and brand switching 

Module – 2.2 

1. C) They create emotional connections and foster brand loyalty 

 
2. B) Simplified decision-making 

 

Module – 2.3 

1. C) Creating unique value in the consumer’s mind 

 
2. C) Unique, relevant, and difficult to imitate 

 

Module – 2.4 

1. B) Attributes shared with competitors 

 
2. C) Differentiating the brand from competitors 
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Module – 2.5 

1. C) Consistent brand messaging across channels 

 
2. B) Ensuring uniform brand experience 

 

Module – 2.6 

1. B) Enabling two-way communication with consumers 

 
2. C) Real-time consumer engagement 

 

Module – 2.7 

1. B) Consistent brand values and performance 

 
2. C) Continuous innovation and customer relevance 

2.13. Suggested Readings / References 

 
1. Keller, K. L. (2013). Strategic Brand Management. Pearson Education. 

2. Aaker, D. A. (1996). Building Strong Brands. Free Press. 

3. Kapferer, J.-N. (2012). The New Strategic Brand Management. Kogan Page. 

4. Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson 

Education. 

5. Ries, A., & Trout, J. (2001). Positioning: The Battle for Your Mind. McGraw- 

 

2.14. Open Source E-Content Links 
 

1. 🔗 SWAYAM – Marketing Management 

👉 https://swayam.gov.in/nd1_noc24_mg15/preview 

2. 🔗 NPTEL Lecture Series – Brand Management 

👉 https://nptel.ac.in/courses/110105143 

3. 🔗 MIT OpenCourseWare – Branding & Consumer Behavior 

👉 https://ocw.mit.edu/courses/sloan-school-of-management/15-821-listening- 

to-the-customer-fall-2002/ 

4. 🔗 Coursera – Brand Management (Free Audit) 
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👉 https://www.coursera.org/learn/brand-management 

5. 🔗 Harvard Business Review – Branding Articles 

👉 https://hbr.org/topic/branding 

https://www.coursera.org/learn/brand-management
https://hbr.org/topic/branding
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Unit-III 

Brand Image: 

Unit Objectives 

By the end of this unit, learners will be able to: 

1. Understand the Core Dimensions of Brand Image 

o Identify and describe the various dimensions that shape brand image 

including visual, emotional, functional, and symbolic aspects. 

2. Analyse Brand Associations and Their Role in Image Formation 

o Explore how consumer perceptions, experiences, and associations 

contribute to building a strong and consistent brand image. 

3. Evaluate Brand Identity through Multiple Lenses 

o Examine brand identity using different perspectives (company, 

consumer, and culture), levels (core, extended), and the Brand Identity 

Prism model. 

4. Explain the Process of Managing Brand Image Across Stages 

o Understand how brand image is developed, maintained, modified, or 

revitalized over the product or brand lifecycle. 

5. Differentiate Between Functional, Symbolic, and Experiential Brands 

o Categorise brands based on the value they offer: functional utility, 

symbolic meaning, or experiential engagement. 

6. Conduct and Interpret a Brand Audit 

o Gain the ability to systematically assess brand strengths, weaknesses, 

and opportunities through internal and external brand audits. 

7. Assess Brand Loyalty and Its Strategic Importance 

o Examine the types and degrees of brand loyalty and how it impacts long- 

term brand equity and customer retention. 

8. Explore the Concept and Characteristics of Cult Brands 

o Understand what makes cult brands stand out, how they inspire deep 

emotional connections, and their influence on consumer culture. 
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3.1 Brand Image: Image Dimensions 

 
Introduction to Brand Image 

 
Brand image refers to the perception of a brand in the minds of consumers. It is 

shaped by a combination of brand identity, communication, customer experience, and 

external influences. A strong brand image builds trust, loyalty, and differentiation 

in a competitive market. 

3.1.1 Key Dimensions of Brand Image 

 
Brand image is multi-dimensional, encompassing several aspects that influence how 

a brand is perceived: 

1 Functional Dimension (Performance & Quality) 

 
 Relates to product reliability, durability, and efficiency. 

 Consumers associate brands with specific benefits (e.g., Volvo = safety, 

Apple = innovation). 

 Example: Toyota is known for reliability, while Rolex is associated with 

luxury and precision. 

2 Emotional Dimension (Feelings & Experiences) 

 
 How a brand makes customers feel when they interact with it. 

 Strong emotional connections lead to higher loyalty and advocacy. 

 Example: Disney evokes nostalgia and joy, while Nike inspires 

motivation and determination. 

3 Symbolic Dimension (Lifestyle & Identity) 

 
 Represents status, lifestyle, and self-expression. 

 Brands act as social symbols (e.g., owning a Louis Vuitton bag signifies 

luxury). 
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 Example: Harley-Davidson represents freedom and rebellion, while Tesla 

is associated with sustainability and technology. 

4 Social Dimension (Community & Influence) 

 
 How the brand is perceived within social groups and cultures. 

 Peer recommendations, influencer endorsements, and cultural relevance 

influence this dimension. 

 Example: Coca-Cola symbolizes happiness and togetherness worldwide. 

5 Psychological Dimension (Trust & Credibility) 

 
 Linked to brand authenticity, reputation, and ethical values. 

 Brands that demonstrate transparency and social responsibility build 

stronger consumer trust. 

 Example: Patagonia is known for environmental sustainability, while 

Dove promotes body positivity. 

3.1.2 Building a Strong Brand Image 

 
To create a consistent and positive brand image, companies should: 

 
1. Define a Clear Brand Identity – Consistent messaging, design, and values. 

2. Deliver High-Quality Products & Services – Ensuring reliability and 

performance. 

3. Engage in Emotional Storytelling – Connecting with consumers on a 

deeper level. 

4. Leverage Social Proof & Community Engagement – Influencer marketing, 

customer testimonials, and social impact initiatives. 

5. Adapt to Market Changes – Staying relevant through innovation and trend 

adaptation. 

Summary 

 
A well-crafted brand image is not just about logos or taglines—it’s about creating a 

meaningful, lasting impression in consumers’ minds. Companies that successfully 

balance functional, emotional, symbolic, social, and psychological dimensions can 

achieve long-term brand equity and loyalty. 
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Check Your Progress 

 
Module 3.1 

 
1. Which of the following is not typically considered a dimension of brand 

image? 

A) Functional dimension 

B) Symbolic dimension 

C) Emotional dimension 

D) Legal dimension 

2. The symbolic dimension of brand image primarily reflects: 

A) Product durability and reliability 

B) User’s self-concept and social identity 

C) Sensory appeal of the packaging 

D) After-sales service quality 

 

3.2 Brand Associations & Image 

 
3.2.1 Introduction to Brand Associations & Brand Image 

 
Brand associations and brand image are closely related concepts that shape 

consumer perception. 

 Brand Image: The overall perception of a brand in the minds of consumers. 

 Brand Associations: The specific thoughts, feelings, and attributes 

linked to a brand by consumers. 

A strong brand image relies on positive, relevant, and unique brand associations 

that differentiate it from competitors. 

Definition 

 
Brand associations are mental connections that consumers make with a brand 

based on: 
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1. Product Attributes – Quality, design, features (e.g., BMW = luxury 

performance cars). 

2. User Imagery – Who uses the brand (e.g., Rolex = successful professionals). 

3. Usage Situations – When and how the brand is used (e.g., Red Bull = 

energy for extreme sports). 

4. Emotional & Symbolic Meanings – Values, status, and lifestyle (e.g., Nike = 

empowerment). 

3.2.2 Importance of Strong Brand Associations 

 
 Enhances Brand Recall – Customers quickly remember and recognize the 

brand. 

 Influences Purchase Decisions – Consumers prefer brands with positive 

associations. 

 Builds Brand Loyalty – Emotional and personal connections create long- 

term relationships. 

 Differentiates from Competitors – Unique associations create a strong 

market position. 

3.2.3. Types of Brand Associations 

 
1 Functional Associations (Product-Based) 

 
 Quality & Performance – Samsung = innovation in electronics. 

 Features & Benefits – Volvo = safety in automobiles. 

 Origin & Heritage – Swiss watches = precision and craftsmanship. 

2 Emotional Associations 

 
 Happiness & Joy – Coca-Cola = celebrations and togetherness. 

 Empowerment & Strength – Nike = inspiration and motivation. 

 Trust & Reliability – Amazon = customer convenience and service. 

3 Symbolic & Lifestyle Associations 

 
 Luxury & Status – Louis Vuitton = exclusivity. 

 Adventure & Freedom – Jeep = off-road exploration. 

 Health & Wellness – Fitbit = active lifestyle. 
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4 Social & Cultural Associations 

 
 Community & Belonging – Harley-Davidson = brotherhood of riders. 

 Sustainability & Ethics – Patagonia = environmental consciousness. 

 Innovation & Technology – Tesla = future of electric mobility. 

3.2.4 Brand Image Formation 

 
A brand image is built over time through consistent experiences and messaging 

 
across: 

 
 

Brand Element Impact on Image Example 

Logo & Design 
Visual identity, 

recognition 

Apple’s minimalist 

branding 

Advertising & Marketing 
Communicates values & 

emotions 

Dove’s Real Beauty 

Campaign 

Customer Experience Service quality & reliability Amazon’s fast delivery 

Social Media Presence 
Engagement & 

responsiveness 

Wendy’s humorous Twitter 

interactions 

Influencers & 

Endorsements 
Credibility & trust-building Cristiano Ronaldo for Nike 

Corporate Social 

Responsibility (CSR) 

Ethical & sustainable 

image 

Tesla’s clean energy 

initiatives 

 

 
3.2.5. Strengthening Brand Image Through Positive Associations 

 
To maintain a consistent and powerful brand image, companies should: 

 
1. Deliver on Brand Promises – Ensure quality and service meet consumer 

expectations. 

2. Maintain Consistency Across Touchpoints – Logo, messaging, and 

experience should align. 
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3. Engage in Emotional Storytelling – Create content that connects with 

consumers’ values. 

4. Leverage Influencers & Social Proof – Use testimonials, reviews, and 

collaborations. 

5. Adapt to Changing Consumer Trends – Stay relevant by evolving with 

market demands. 

3.2.6 Case Studies of Strong Brand Associations & Image 

 
Case Study 1: Nike – “Just Do It” 

 
 Associations: Performance, motivation, empowerment. 

 Brand Image: Athletes, high-quality sportswear, bold advertising. 

 Success: Partnerships with top athletes & impactful social campaigns. 

Case Study 2: Apple – “Think Different” 

 
 Associations: Innovation, creativity, premium quality. 

 Brand Image: High-end technology, simplicity, sleek design. 

 Success: Exclusive ecosystem, cutting-edge technology, brand loyalty. 

Summary 

 
A strong brand image is built through positive and consistent brand associations. 

By carefully managing the attributes, emotions, and values linked to their brand, 

companies can create a memorable, trustworthy, and influential presence in the 

market. 

Check Your Progress 

 
Module – 3.2 

 
1. What do brand associations primarily help consumers to do? 

A) Determine the legal status of a brand 

B) Calculate product cost 

C) Form perceptions and recall about the brand 

D) Evaluate supply chain efficiency 
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2. Which of the following is an example of a strong brand association? 

A) Nike – High performance and “Just Do It” 

B) Local grocery store – Unclear offerings 

C) A new brand with no market presence 

D) A brand with generic packaging 

 

3.3 Brand Identity: Perspectives, Levels, and Prisms 

 
3.3.1 Introduction to Brand Identity 

 
Brand identity refers to the unique set of brand elements (name, logo, colors, values, 

messaging, and personality) that distinguish a brand from competitors. It shapes how 

a company wants to be perceived by consumers, unlike brand image, which reflects 

how consumers actually perceive the brand. 

A strong brand identity helps build trust, recognition, and loyalty, making it a crucial 

element in long-term brand success. 

3.3.2 Perspectives on Brand Identity 

 
Different brand theorists and marketers have proposed various perspectives on 

brand identity. The most common perspectives include: 

1 Corporate Perspective 

 
 Views the brand as a strategic business asset. 

 Focuses on organizational values, mission, and long-term positioning. 

 Example: Tesla’s brand identity revolves around sustainability, 

innovation, and cutting-edge technology. 

2 Consumer Perspective 

 
 Considers how consumers perceive and interact with the brand. 

 Focuses on emotions, experiences, and expectations. 
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 Example: Nike’s “Just Do It” campaign makes consumers feel 

empowered and motivated. 

3 Cultural Perspective 

 
 Brands act as symbols of cultural and social values. 

 They gain meaning through historical context and collective identity. 

 Example: Harley-Davidson represents freedom and rebellion in American 

culture. 

4 Identity-Based Perspective 

 
 Emphasizes a brand’s core essence and personality traits. 

 Focuses on creating a consistent and authentic identity. 

 Example: Apple’s brand identity is built around simplicity, innovation, 

and premium experience. 

3.3.3 Levels of Brand Identity 

 
Brand identity operates at multiple levels, influencing various aspects of branding: 

 
1 Core Identity (Essence of the Brand) 

 
 Represents the fundamental purpose and philosophy of the brand. 

 It remains constant over time despite market changes. 

 Example: Coca-Cola’s core identity is happiness and refreshment. 

2 Extended Identity (Brand Personality & Associations) 

 Includes visual elements, slogans, messaging, and tone. 

 Helps brands connect with specific target audiences. 

 Example: Dove’s extended identity includes themes of self-love, natural 

beauty, and empowerment. 

3 Brand Elements (Tangible Components) 

 
 Name, logo, colors, typography, packaging, and sounds that reinforce 

identity. 

 Example: McDonald's golden arches, red-yellow color scheme, and “I’m 

Lovin’ It” jingle. 
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3.3.4 Kapferer’s Brand Identity Prism 

 
Jean-Noël Kapferer’s Brand Identity Prism is a widely used framework for defining a 

brand’s identity. It consists of six key elements: 

A. External Facets (Visible to Consumers) 

 
1. Physique (Tangible & Visual Elements) 

o The logo, colors, typography, and design that consumers recognize. 

o Example: Apple’s sleek, minimalist product design and bitten- 

apple logo. 

2. Relationship (Brand-Customer Interaction) 

o The way a brand engages with its audience. 

o Example: Amazon’s customer-first approach with fast delivery and 

easy returns. 

3. Reflection (Target Audience Perception) 

o The image of the typical customer in the brand’s communication. 

o Example: Nike portrays athletic, determined individuals in its 

campaigns. 

B. Internal Facets (Brand’s Core Identity) 

 
1. Personality (Brand’s Human Characteristics) 

o A brand’s tone, style, and emotions in communication. 

o Example: Coca-Cola = friendly and joyful, while Mercedes-Benz = 

sophisticated and prestigious. 

2. Culture (Brand’s Values & Ethics) 

o The beliefs and philosophy driving the brand. 

o Example: Patagonia’s commitment to environmental sustainability. 

3. Self-Image (Consumer’s Personal Connection to the Brand) 

o How consumers see themselves when using the brand. 

o Example: People who wear Rolex see themselves as successful 

and high-status. 
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3.3.5 Strengthening Brand Identity 

 
To build a strong and lasting brand identity, companies should: 

 
1. Define a Unique Value Proposition – Clearly articulate what makes the 

brand special. 

2. Maintain Consistency Across All Touchpoints – Keep messaging and 

visuals aligned. 

3. Engage in Authentic Storytelling – Create emotional connections with 

consumers. 

4. Adapt to Market Trends While Staying True to Core Identity – Balance 

innovation with authenticity. 

5. Leverage Social Media and Influencers – Reinforce brand identity through 

digital platforms. 

Summary 

 
A well-defined brand identity creates trust, recognition, and emotional 

connections with consumers. By understanding different perspectives, levels, and 

the Brand Identity Prism, businesses can strategically craft a strong and 

differentiated brand identity. 

Check Your Progress 

 
Module – 3.3 

 
1. Which of the following is not one of the six facets of Kapferer’s Brand 

Identity Prism? 

A) Physique 

B) Personality 
 

C) Brand Equity 
 

D) Culture 
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2. In brand identity, the 'company perspective' primarily focuses on: 
 

A) How consumers use the product 
 

B) How the brand is perceived by the competition 
 

C) How the company wants the brand to be seen 
 

D) How employees emotionally react to the brand 

 

3.4 Managing Brand Image 

 
3.4.1 Introduction to Brand Image Management 

 
Brand image is how consumers perceive a brand based on their experiences, 

emotions, and associations. While companies can control their brand identity (what 

they want to portray), brand image is shaped by customer interactions, marketing 

efforts, and external influences. 

Managing brand image effectively ensures long-term customer trust, loyalty, and 

competitive advantage. 

3.4.2 Key Strategies for Managing Brand Image 

 
1 Consistency Across All Touchpoints 

 
 Brand messaging, design, and tone should remain uniform across 

advertising, social media, packaging, and customer service. 

 Example: Apple maintains a sleek, minimalist brand image in products, 

stores, and marketing. 

2 Delivering High-Quality Customer Experience 

 
 Every consumer interaction (website, support, product usage) contributes to 

brand perception. 

 Example: Amazon’s brand image is built on fast delivery and exceptional 

customer service. 
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3 Engaging in Emotional Storytelling 

 
 Emotional connections strengthen brand image and customer loyalty. 

 Example: Coca-Cola’s advertisements focus on happiness, family, and 

togetherness. 

4 Leveraging Social Media & Influencers 

 
 Active engagement on platforms like Instagram, Twitter, and TikTok helps 

brands maintain relevance. 

 Example: Nike collaborates with athletes and influencers to reinforce its 

performance-driven image. 

5 Managing Public Relations & Brand Reputation 

 
 Crisis management strategies should be in place to handle negative 

publicity effectively. 

 Example: Tylenol’s crisis management in the 1980s (recalling products 

and improving safety) helped restore trust. 

6 Adapting to Market Trends & Consumer Preferences 

 
 Brands that evolve while maintaining their core values stay relevant. 

 Example: Tesla adapted to the sustainability trend and positioned itself 

as a leader in electric vehicles. 

7 Corporate Social Responsibility (CSR) & Ethical Branding 

 
 Consumers prefer brands with strong social and environmental 

responsibility. 

 Example: Patagonia’s sustainability efforts strengthen its eco-conscious 

brand image. 

3.4.3 Tools for Measuring & Monitoring Brand Image 

 
To manage brand image effectively, companies should track consumer perceptions 

using: 
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Tool/Method Purpose Example 

 
Brand Audits 

Assess brand perception through 

surveys and feedback. 

Starbucks evaluates 

customer satisfaction 

regularly. 

Social Media 

Listening 

Monitor online conversations 

about the brand. 
Hootsuite, Brandwatch 

Customer Reviews & 

Feedback 
Track ratings and testimonials. 

Amazon, Yelp, Google 

Reviews 

Net Promoter Score 

(NPS) 

Measures customer loyalty and 

likelihood of recommendation. 

Apple tracks NPS to gauge 

customer advocacy. 

Competitive 

Benchmarking 

Compare brand perception with 

competitors. 

Pepsi vs. Coca-Cola in 

market research. 

 

 
3.4.4 Challenges in Brand Image Management 

 
1 Negative Publicity & Brand Crises 

 
 Bad press can harm a brand’s image if not handled properly. 

 Example: United Airlines faced backlash after a passenger removal 

incident but recovered with improved policies. 

2 Changing Consumer Expectations 

 
 Brands must evolve to keep up with shifting trends and preferences. 

 Example: McDonald's introduced healthier options due to rising health- 

conscious consumers. 

3 Social Media Backlash & Viral Criticism 

 
 Negative trends can spread instantly, damaging brand reputation. 

 Solution: Proactive communication and transparent crisis management. 

3.4.5 Stages of Managing Brand Image 
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Managing brand image is a continuous process that involves multiple stages to 

build, monitor, and enhance consumer perception over time. Below are the key 

stages involved: 

1. Brand Image Development (Building the Foundation) 

 
At this stage, the brand focuses on establishing a strong identity and positioning in 

the market. 

Key Actions: 

 

✅ Define brand identity (mission, values, personality). 

 

✅ Develop a unique value proposition. 

 

✅ Design consistent visual branding (logo, colors, typography). 

 

✅ Establish messaging and tone of voice. 

 
Example: 

 

📌 Tesla built its brand image around innovation and sustainability, creating a 

futuristic and eco-friendly perception. 

2. Brand Image Communication (Creating Awareness & Engagement) 

 
Once the brand identity is defined, it needs to be effectively communicated to the 

target audience. 

Key Actions: 

 

✅ Launch marketing campaigns to convey brand values. 

✅ Utilize social media, influencers, and storytelling. 

✅ Establish emotional connections with customers. 

✅ Use public relations (PR) to enhance credibility. 
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Example: 

 

📌 Nike strengthens its brand image through inspirational storytelling in its "Just Do 

It" campaigns featuring athletes. 

3. Brand Image Monitoring (Tracking Consumer Perception) 

After communication, brands must monitor how consumers perceive them to 

ensure consistency. 

Key Actions: 

✅ Conduct customer feedback surveys and brand audits. 

✅ Monitor social media and online reviews. 

✅ Track Net Promoter Score (NPS) and sentiment analysis. 

✅ Benchmark against competitors. 

Example: 

📌 Starbucks uses customer feedback and social listening to adjust its services and 

maintain a premium coffee experience. 

4. Brand Image Adjustment (Reinforcing or Repositioning) 

 
If consumer perception shifts negatively or trends change, brands must adapt while 

staying true to their core identity. 

Key Actions: 

 

✅ Address negative feedback and crises proactively. 

✅ Evolve branding to stay relevant. 

✅ Rebrand or reposition if necessary. 

✅ Strengthen brand associations through new campaigns. 

 
Example: 

 

📌 McDonald's repositioned its brand image by introducing healthier menu options 

 
and focusing on sustainability. 

 
5. Brand Image Maintenance (Long-Term Sustaining & Evolution) 
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Brand image management is an ongoing process to ensure long-term consistency 

and relevance. 

Key Actions: 

✅ Keep messaging and customer experience consistent. 

✅ Innovate and evolve with changing consumer preferences. 

✅ Engage in corporate social responsibility (CSR) initiatives. 

✅ Strengthen customer relationships through loyalty programs. 

Example: 

📌 Coca-Cola maintains a strong brand image by reinventing its marketing 

strategies while keeping its core message of happiness and refreshment. 

Summary 

 
Managing brand image involves building, communicating, monitoring, adjusting, 

and maintaining consumer perception over time. By following these stages, brands 

can create a strong, trustworthy, and memorable presence in the market. 

Check Your Progress 

 
Module – 3.4 

1. Which is the correct order of the typical stages in managing brand image? 
 

A) Launch → Decline → Growth → Maturity 
 

B) Awareness → Building → Reinforcement → Revitalisation 
 

C) Pricing → Promotion → Distribution → Packaging 
 

D) Design → Manufacturing → Sales → Feedback 

 
2. Revitalising a brand image is most necessary when: 

 
A) Sales are at an all-time high 

 
B) The brand is new and gaining popularity 

 
C) The brand is losing relevance or consumer interest 

 
D) The brand is launching in a local market 
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3.5 Functional, Symbolic, and Experiential Brands 

 
Brands differentiate themselves based on the type of value they offer consumers. The 

three main types of branding strategies are Functional, Symbolic, and Experiential 

Brands. Each focuses on a different aspect of consumer needs and desires. 

3.5.1 Functional Brands 

 
These brands focus on providing practical benefits, superior performance, and 

problem-solving capabilities. Consumers choose functional brands based on their 

utility, efficiency, and reliability. 

Key Characteristics: 

 

✅ Focus on quality, features, and performance. 

 

✅ Solve specific problems or fulfill practical needs. 

 

✅ Positioning is based on superiority in function. 

 

✅ Appeals to rational decision-making. 

 
Examples: 

 

📌 Colgate – Known for its dental protection and cavity-fighting benefits. 

 

📌 Intel – Marketed as providing superior computer processing power. 

 

📌 Volvo – Builds its brand around safety and durability. 

 

3.5.2 Symbolic Brands 

 
These brands help consumers express their identity, social status, and belonging. 

Consumers choose symbolic brands to project personality, lifestyle, and values. 

Key Characteristics: 
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✅ Associated with self-image and prestige. 

✅ Offers emotional and psychological fulfillment. 

✅ Creates brand loyalty and aspirational appeal. 

✅ Strong brand storytelling and associations. 

 
Examples: 

 

📌 Rolex – Represents wealth, status, and exclusivity. 

📌 Nike – Symbolizes athleticism, motivation, and empowerment. 

📌 Louis Vuitton – Stands for luxury, sophistication, and social status. 

 

3.5.3 Experiential Brands 
 

Experiential brands focus on creating memorable and enjoyable experiences for 

consumers. They appeal to sensory and emotional engagement rather than just 

utility or symbolism. 

Key Characteristics: 

 

✅ Prioritizes customer experience and emotional connection. 

✅ Creates a unique atmosphere or lifestyle. 

✅ Focuses on sensory appeal, aesthetics, and feelings. 

✅ Encourages consumer interaction and engagement. 

 
Examples: 

 

📌 Starbucks – Offers more than just coffee; it provides a relaxing and social 

atmosphere. 

📌 Disney – Focuses on magical experiences and storytelling. 

📌 Airbnb – Promotes unique and personal travel experiences. 
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3.5.4 Comparison of Functional, Symbolic, and Experiential Brands 
 

 

Aspect Functional Brands Symbolic Brands Experiential Brands 

Focus 
Performance & 

utility 
Identity & prestige 

Experience & 

emotions 

Consumer 

Motivation 

Problem-solving, 

efficiency 

Self-expression, 

status 

Sensory & emotional 

connection 

Decision Factor Rational thinking 
Emotional & 

aspirational appeal 

Experience & 

engagement 

Example 

Brands 
Colgate, Intel, Volvo 

Nike, Rolex, Louis 

Vuitton 

Starbucks, Disney, 

Airbnb 

Summary 

 
Brands often combine elements from all three categories to create a well-rounded 

appeal. For example, Apple is a functional brand (technology), a symbolic brand 

(status & identity), and an experiential brand (seamless user experience). 

Check Your Progress 

 
Module – 3.5 

1. A brand that focuses primarily on solving practical problems and offering 

utility is known as a: 

A) Symbolic brand 

B) Experiential brand 

C) Functional brand 

D) Aspirational brand 

2. Which of the following best describes an experiential brand? 

A) Offers luxury products for status 

B) Provides unique sensory and emotional experiences 

C) Delivers the lowest price in the market 

D) Focuses on technical specifications 
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3.6 Brand Audits 

 
3.6.1 Introduction to Brand Audit 

A Brand Audit is a comprehensive examination of a brand’s current position in the 

market compared to its competitors. It assesses the brand’s strengths, weaknesses, 

performance, and opportunities for improvement. Think of it as a brand’s annual health 

check-up only, instead of blood pressure, we check brand equity! 

3.6.2 Objectives of Brand Audit 

 ◻ Evaluate brand awareness and perception in the minds of consumers. 

 📊 Analyze brand performance and market positioning. 

 🛠️ Identify gaps between brand identity and brand image. 

 💡 Discover opportunities for strategic growth and improvement. 

 🏁 Ensure brand elements (logo, tone, personality) are consistent and 

relevant. 

3.6.3 Components of a Brand Audit 

 
A. Internal Branding Audit 

 
Focuses on how the brand is presented by the organization. 

 
 Brand vision and mission 

 Core values and brand promise 

 Brand identity (logo, color scheme, typography, messaging) 

 Marketing strategies and internal communications 

B. External Branding Audit 

 
Focuses on how the brand is perceived by the outside world. 

 
 Customer perception and experience 

 Competitive positioning 

 Market trends and consumer behavior 

 Public relations and social media image 
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C. Brand Equity Audit 

 
Checks how valuable the brand is in the eyes of the consumer. 

 
 Awareness and recall 

 Loyalty metrics 

 Perceived quality 

 Associations and emotional connections 

3.6.4. Steps in Conducting a Brand Audit 

 
Step 1: Define the Scope 

 
 What do you want to audit — full brand or specific aspects? 

 Internal vs. external focus? 

Step 2: Collect Brand Data 

 
 Website, social media, advertisements 

 Sales data, customer feedback, surveys 

 Employee and stakeholder interviews 

Step 3: Conduct Market Research 

 
 Customer surveys (brand awareness, preference) 

 Competitor analysis (SWOT) 

 Net Promoter Score (NPS) 

Step 4: Evaluate Brand Touchpoints 

 
 Website, packaging, advertising, customer service 

 Consistency in tone, style, and message across all platforms 

Step 5: Analyze and Interpret Findings 

 
 Use models like Kapferer’s Brand Identity Prism, Keller’s Brand Equity 

Model, and SWOT 

 Identify misalignments, gaps, and strengths 
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Step 6: Develop Strategic Action Plan 

 
 Revamp brand strategy if needed 

 Align internal and external brand messaging 

 Update visual identity, tone, or brand positioning if outdated 

3.6.5. Tools & Techniques Used in Brand Audit 
 

 

Tool/Technique Purpose 

SWOT Analysis Strengths, Weaknesses, Opportunities, Threats 

Surveys & Interviews Customer insights 

Focus Groups Brand perception testing 

Website & SEO Audit Online presence 

Social Listening Online sentiment analysis 

Brand Asset Valuator (BAV) Measures brand strength and stature 

Keller’s Brand Resonance Model Brand building stages and relationships 

 

 
3.6.6. Benefits of Conducting a Brand Audit 

 
 ✅ Strengthens brand identity 

 ✅ Increases market competitiveness 

 ✅ Aligns brand promise with delivery 

 ✅ Enhances customer loyalty and satisfaction 

 ✅ Provides a roadmap for brand growth 

 ✅ Helps during rebranding or repositioning 
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3.6.7. Challenges in Brand Auditing 

 
 📉 Lack of clear data or consumer feedback 

 ◻ Misalignment between departments 

 ◻ Time-consuming and resource-intensive 

 ◻♂️Subjective interpretation of brand perceptions 

3.6.8. Case Example: Coca-Cola's Brand Audit 

 
Internal Audit: Strong visual identity, consistent messaging ("Open Happiness") 

 
External Audit: High global brand recall, consistent emotional connection, top-of- 

mind awareness 

Findings: High brand loyalty and equity; minor gaps in digital presence in emerging 

markets 

Actions Taken: Strengthened local campaigns, increased digital engagement in Asia 

& Africa 

Summary 

 
A brand audit is not just about checking the logo or slogans. It's a deep dive into the 

soul of the brand — asking, "Who are we?" and more importantly, "Do people see us 

the way we see ourselves?" 

It’s your brand’s moment of truth. 

 

Check Your Progress 

Module – 3.6 

1. What is the primary purpose of conducting a brand audit? 

A) To design new product packaging 
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B) To measure financial investments 
 

C) To assess brand performance and alignment with goals 
 

D) To conduct employee evaluations 

 
2. Which of the following is not typically included in a brand audit? 

 
A) Brand inventory 

 
B) Brand exploration 

 
C) Product manufacturing cost 

D) Customer perception analysis 

 

3.7 Brand Loyalty 

 
3.7.1. Introduction to Brand Loyalty 

 
Brand Loyalty is the emotional and psychological commitment a consumer has 

toward a brand, resulting in repeated purchases and positive word-of-mouth, 

regardless of competitor efforts or price fluctuations. 

It’s not just about buying often; it’s about buying only — like someone who won’t drink 

anything but Coke, even if Pepsi’s free. 

3.7.2. Objectives of Brand Loyalty 

 
 💡 Encourage repeat purchases 

 💰 Boost Customer Lifetime Value (CLV) 

 📣 Drive positive referrals and brand advocacy 

 🛡️ Create resistance to competitor marketing 

 📉 Lower marketing and acquisition costs 

 ◻ Build long-term customer-brand relationships 

3.7.3. Types of Brand Loyalty 
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Type Description 

Hard-core Loyalty Customers who buy the same brand all the time, no matter what 

Split Loyalty Customers loyal to 2–3 brands in rotation 

Shifting Loyalty Customers who move from one brand to another over time 

Switchers No loyalty — they go wherever the deal is better 

 

 
3.7.4. Components of Brand Loyalty 

 
1. Behavioral Loyalty – The act of repeat purchasing. 

2. Attitudinal Loyalty – Emotional connection, trust, and brand preference. 

3. Cognitive Loyalty – Loyalty based on logical evaluation (e.g., features, 

quality). 

4. Affective Loyalty – Loyalty due to emotional attachment. 

5. Action Loyalty – Actual effort to resist switching even under temptation. 

3.7. 5. Stages of Brand Loyalty (Customer Loyalty Ladder) 

 
1. Prospect – Potential customer. 

2. Customer – Bought once. 

3. Client – Repeats purchase. 

4. Supporter – Likes the brand. 

5. Advocate – Actively promotes the brand. 

6. Brand Champion – Defends and celebrates the brand. 

3.7. 6. Strategies to Build and Maintain Brand Loyalty 

 
A. Quality and Consistency 

 
 Deliver what you promise. Every. Single. Time. 

B. Emotional Branding 
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 Build meaningful emotional connections. (Apple users don’t buy a phone; they 

buy a lifestyle.) 

C. Loyalty Programs 

 
 Points, rewards, VIP memberships — give customers a reason to come back. 

D. Customer Service Excellence 

 
 Solve problems fast and with empathy. 

E. Personalization 

 
 Use data to offer customized experiences and recommendations. 

F. Engaging Communication 

 
 Use consistent tone, values, and branding in all touchpoints — online and 

offline. 

G. Community Building 

 
 Involve customers in your brand story — via social media, campaigns, 

contests, etc. 

3.7.7. Measuring Brand Loyalty 
 

 

Method Description 

Net Promoter Score (NPS) Measures likelihood to recommend the brand 

Customer Retention Rate Percentage of customers who stay 

Repeat Purchase Rate How often a customer comes back 

Customer Lifetime Value (CLV) Total profit a customer brings over time 

Brand Recall and Recognition How easily the brand comes to mind 

 

 
3.7.8. Brand Loyalty vs Customer Loyalty 
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Feature Brand Loyalty Customer Loyalty 

Based on Emotional connection Financial incentives 

Focus Brand-specific Best available deal 

Switching tendency Low High if a better offer comes 

Example Buying only Nike shoes Buying any discounted shoe brand 

 

 
3.7.9. Challenges in Maintaining Brand Loyalty 

 
 📱 Rise of e-commerce and comparison tools (easy to switch brands) 

 ⚔️ Aggressive competitor pricing and offers 

 😠 One poor customer experience can ruin loyalty 

 🔄 Changing trends and evolving customer preferences 

Real-life Example: Amazon 

 
 Loyalty Program: Amazon Prime (fast delivery, free videos, early access) 

 Result: Millions of loyal users who won’t even browse other platforms 

 Emotional Connect: Trust, speed, convenience 

 Brand Strategy: Seamless, personalized shopping with consistency 

3.7.10. Theoretical Models Related to Brand Loyalty 

 
A. Keller’s Customer-Based Brand Equity (CBBE) Model 

 
 Loyalty lies at the top of the pyramid: Brand Resonance (psychological 

bonding) 

B. Aaker’s Brand Loyalty Pyramid 

 
 Starts with brand awareness, moves to preference, then insistence 

C. Dick and Basu Loyalty Framework 
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 Loyalty = Positive Attitude + Repeat Behavior 

Summary 

 
Brand Loyalty is more than habit — it’s a relationship. It’s what separates one- 

time buyers from lifelong fans. Brands that nurture this bond through quality, emotional 

connections, and trust, don’t just get customers — they get advocates. 

Check Your Progress 

 
Module – 3.7 

1. Brand loyalty refers to: 
 

A) The level of advertising a brand does 

B) Customers repeatedly purchasing the same brand over alternatives 

C) The number of products a brand offers 
 

D) A brand’s social media engagement 

 
2. Which of the following is a key benefit of strong brand loyalty for a 

company? 

A) Increased tax deductions 

B) Reduced employee turnover 
 

C) Lower marketing costs and higher customer retention 
 

D) Simplified production processes 

 

3.8 Cult Brands 

 
Meaning 

 
A Cult Brand is a brand that has developed a dedicated and passionate fan base 

 
that goes beyond rational product preference. These brands create a deep emotional 
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connection with their consumers, turning customers into lifelong brand advocates — 

almost like a tribe or movement. 

Think Harley-Davidson, Apple, or Supreme — people don’t just use these products. 

They identify with them. 

3.8.1 Core Characteristics of Cult Brands 
 

 

Feature Explanation 

Devoted Community Followers feel like they’re part of a family or tribe. 

Emotional 

Engagement 

 
The relationship is driven by passion, not logic. 

Exclusive Identity Being a fan of the brand gives people status or belonging. 

Shared Beliefs Cult brands represent a set of values that resonate deeply. 

 
Brand Evangelism 

Customers actively promote the brand — unpaid and 

unasked. 

 
Mystique or Rituals 

There's a sense of mystery, tradition, or “insider 

knowledge.” 

 

 
3.8.2. Why Do People Follow Cult Brands? 

 
Because these brands offer more than products — they offer: 

 
 Belonging: A community that shares identity and lifestyle. 

 Meaning: Personal significance and emotional value. 
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 Status: Wearing or using the brand boosts self-image. 

 Rebellion: Cult brands often challenge mainstream norms. 

 Experience: Emotional and immersive engagement, not just transactions. 

Examples of Cult Brands 
 
 

Brand What Makes It Cult-Like 

Apple Sleek design + innovation + loyal tribe of creative users 

Harley-Davidson Lifestyle of freedom, brotherhood, and rebellion 

Supreme Limited drops, exclusivity, and urban street cred 

IKEA Quirky DIY culture with loyal fans around the globe 

Tesla Visionary leadership + innovation + “save the planet” vibes 

LEGO Nostalgia + creativity + passionate builder community 

 

 
3.8.3 Strategies Used to Build Cult Brands 

 
1. Build a Community, Not Just a Customer Base 

o Create platforms for fans to connect. 

o Use events, social media groups, loyalty forums. 

2. Stand for Something Bigger 

o Have a mission or philosophy that inspires people. 

o Example: Patagonia stands for environmental activism. 

3. Create Exclusivity 

o Limited editions, secret menus, invite-only features. 

4. Encourage Rituals and Traditions 

o Think: Apple’s yearly keynote = global event. 

5. Strong Storytelling 

o Create a narrative that people want to be part of. 

6. Empower Your Fans 

o Let them co-create content, share experiences, or contribute ideas. 

7. Consistency in Identity 



SEMESTER - 3 CDOE - ODL MBA BRAND MANAGEMENT 

145 Periyar University – CDOE| Self Learning Material 

 

 

o Visuals, tone, vibe — all must reinforce the brand “feel.” 

3.8.4. Cult Brand vs Popular Brand 
 

 

Factor Cult Brand Popular Brand 

Customer Relationship Emotional, tribal Transactional, rational 

Marketing Approach Word-of-mouth, storytelling Mass advertising 

Product Role Symbol of identity Functional utility 

Fan Base Passionate advocates Casual buyers 

Growth Organic, slow but deep Wide, fast, but shallow loyalty 

 

 
3.8.5. Benefits of Cult Branding 

 
 Higher Customer Retention 

 Premium Pricing Power 

 Organic Growth through Word-of-Mouth 

 Resilience to Negative PR 

 Stronger Emotional Bonds = Long-Term Loyalty 
 

 

3.8.6 Risks & Challenges of Cult Branding 

 
 Overexclusivity: Might alienate potential new customers. 

 Dependency on Fan Culture: If the community fades, the brand might too. 

 Backlash Potential: Fans feel so connected that any misstep = betrayal. 

 Scalability Issue: Hard to maintain cult intimacy at global scale. 
 

 
Case Study Snippet: Harley-Davidson 

 
 Problem: Was nearly bankrupt in the 1980s. 

 Solution: Shifted from just bikes to lifestyle branding. 

 Cult Tactics: Tattoos, biker rallies, leather jackets, community rides. 
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 Result: One of the most loyal brand fanbases in history. 

Summary 

 
“Cult brands don’t just sell — they convert.” 

 
They’re built around shared values, emotions, experiences, and purpose. It’s less 

about pushing products and more about pulling people into something meaningful. 

If traditional brands sell products, cult brands sell belief systems. 

Check Your Progress 

Module – 3.8 

1. Which of the following best describes a cult brand? 
 

A) A brand with the largest market share 
 

B) A brand that changes its logo frequently 
 

C) A brand with a highly loyal and emotionally connected customer base 
 

D) A brand that only targets older consumers 

 
2. Cult brands are known for: 

 
A) Offering the cheapest products 

 
B) Appealing to the mass market with low differentiation 

 
C) Creating a strong sense of community and exclusivity 

D) Frequently switching brand positioning 

 

3.9. Unit Summary: Brand Image 

 
This unit focuses on the multifaceted nature of brand image and its vital role in 

influencing consumer perception and behavior. It explores the dimensions of brand 

image and its development through brand associations. The unit introduces the 

various perspectives, levels, and the Brand Identity Prism for understanding brand 

identity. Learners will examine how brand image evolves through different stages and 
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how it can be managed effectively. The concepts of functional, symbolic, and 

experiential brands are discussed to highlight the emotional and utilitarian aspects of 

branding. Key topics also include brand audits for performance analysis, strategies to 

build brand loyalty, and the phenomenon of cult brands that inspire deep emotional 

engagement. This unit provides a holistic view of how brands shape, project, and 

sustain their image in a dynamic marketplace. 

3.10. Glossary 

 
1. Brand Image – The perception of a brand in the minds of consumers based 

on associations and experiences. 

2. Brand Associations – Mental connections between a brand and attributes, 

emotions, or values. 

3. Brand Identity – The intended image and positioning a brand wants to 

establish. 

4. Brand Identity Prism – A model by Kapferer that illustrates six facets of 

brand identity. 

5. Functional Brand – A brand positioned around utilitarian and practical 

benefits. 

6. Symbolic Brand – A brand that represents values, identity, and social 

belonging. 

7. Experiential Brand – A brand that emphasizes emotional, sensory, and user 

experience. 

8. Brand Audit – A systematic evaluation of a brand’s performance, image, and 

equity. 

9. Brand Loyalty – The consistent preference and repeated purchase of a 

brand by customers. 

10. Cult Brand – A brand with an intensely loyal customer base and a deep 

emotional following. 

3.11. Self-Assessment Questions 

 
Short Answer Questions (2 Marks) 

 
1. Define brand image. 

2. What are brand associations? 

3. Mention any two dimensions of brand image. 
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4. What is the purpose of a brand audit? 

5. Define symbolic brands. 

6. State one characteristic of a cult brand. 

7. What is brand loyalty? 

8. Name two elements of the Brand Identity Prism. 

9. What is a functional brand? 

10. What is the significance of managing brand image? 

Medium Answer Questions (5 Marks) 

 
1. Explain the key dimensions of brand image. 

2. How do brand associations influence consumer perception? 

3. Discuss the different levels of brand identity. 

4. Describe the six facets of Kapferer’s Brand Identity Prism. 

5. Compare functional, symbolic, and experiential brands. 

6. What are the major stages involved in managing brand image? 

7. Outline the steps involved in conducting a brand audit. 

8. Discuss the importance of brand loyalty in brand management. 

9. Explain how brands create emotional connections with consumers. 

10. Describe the characteristics of cult brands with one example. 

Long Answer Questions (10 Marks) 

 
1. Analyze the relationship between brand associations and brand image with 

suitable examples. 

2. Discuss the role and significance of the Brand Identity Prism in shaping brand 

image. 

3. Explain the three types of brands – functional, symbolic, and experiential – 

with real-world examples. 

4. Elaborate on the process and importance of managing brand image over time. 

5. Evaluate the components and significance of a detailed brand audit. 

6. Examine how brand image affects consumer loyalty and purchasing 

decisions. 

7. Critically assess the strategies used to convert a loyal customer base into a 

cult following. 
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8. How does brand identity differ from brand image? Illustrate with examples. 

9. Suggest a strategic framework for improving a weak brand image. 

10. Conduct a comparative study of two brands (e.g., Harley-Davidson vs. Hero 

MotoCorp) to highlight the traits of cult branding. 

3.12. Activities / Exercises / Case Studies 

Activities: 

1. Brand Identity Prism Activity: 

Students choose a popular brand and fill out all six facets of Kapferer’s Brand 

Identity Prism. 

2. Brand Audit Project: 

Conduct a mini brand audit of a local or digital brand using parameters like 

awareness, image, customer perception, etc. 

3. Functional vs. Symbolic Debate: 

Conduct a classroom debate on whether emotional branding or utility-based 

branding has a greater impact on customer loyalty. 

Case Studies: 

 
1. Case Study: Apple – Experiential and Cult Branding 

Analyze how Apple creates experiences and builds a cult-like community. 

2. Case Study: Dove’s “Real Beauty” Campaign 

Evaluate how Dove redefined brand image through emotional and symbolic 

branding. 

3. Case Study: Tata vs. Harley-Davidson 

Contrast a functional value brand with a symbolic cult brand. 

3.13 Check Your Progress Answer 

Module – 3.1 

1. D) Legal dimension 

2. B) User’s self-concept and social identity 

Module – 3.2 

1. C) Form perceptions and recall about the brand 

2. A) Nike – High performance and “Just Do It” 

Module – 3.3 

1. C) Brand Equity 
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2. C) How the company wants the brand to be seen 

Module – 3.4 

1. B) Awareness → Building → Reinforcement → Revitalisation 

2. C) The brand is losing relevance or consumer interest 

Module – 3.5 

1. C) Functional brand 

2. B) Provides unique sensory and emotional experiences 

 

Module – 3.6 

1. C) To assess brand performance and alignment with goals 

 

2. C) Product manufacturing cost 

 

Module – 3.7 

1. B) Customers repeatedly purchasing the same brand over alternatives 

2. C) Lower marketing costs and higher customer retention 

Module – 3.8 

1. C) A brand with a highly loyal and emotionally connected customer base 

2. C) Creating a strong sense of community and exclusivity 

 

3.14. Suggested Readings / References 

 
1. Aaker, D. A. (1996). Building Strong Brands. Free Press. 

2. Keller, K. L. (2013). Strategic Brand Management. Pearson Education. 

3. Kapferer, J.-N. (2012). The New Strategic Brand Management. Kogan Page. 

4. Holt, D. B. (2004). How Brands Become Icons: The Principles of Cultural 

Branding. Harvard Business Review Press. 

5. Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson Education. 

3.15. Open Source E-Content Links 

 
1. 🔗 NPTEL – Brand Management Course 

👉 https://nptel.ac.in/courses/110105143 
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2. 🔗 SWAYAM – Marketing and Brand Management 

👉 https://swayam.gov.in/nd1_noc24_mg15/preview 

3. 🔗 MIT OpenCourseWare – Consumer Behavior & Branding 

👉 https://ocw.mit.edu/courses/sloan-school-of-management/15-821-listening- 

to-the-customer-fall-2002/ 

4. 🔗 Coursera – Brand and Product Management (Free Audit) 

👉 https://www.coursera.org/learn/brand-product-management 

5. 🔗 Harvard Business Review – Branding Insights 

👉 https://hbr.org/topic/branding 

6. 🔗 edX – Marketing Essentials (Includes Branding Concepts) 

👉 https://www.edx.org/course/marketing-essentials 

7. 🔗 Google Digital Garage – Fundamentals of Digital Marketing (includes 

online branding modules) 

👉 https://learndigital.withgoogle.com/digitalgarage/course/digital-marketing 

https://www.coursera.org/learn/brand-product-management
https://hbr.org/topic/branding
http://www.edx.org/course/marketing-essentials
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Unit – IV 

 
Brand Valuation 

 
Unit Objectives 

 

 Understand various methods of brand valuation and their applications. 

 Analyse the implications of brand valuation for buying and selling brands. 

 Explain strategies for leveraging brands through brand extension. 

 Explore the concept and process of brand licensing as a revenue-generating 

tool. 

 Understand co-branding strategies and their impact on brand equity. 

 Examine the principles of brand architecture and its role in managing multiple 

brands. 

 Learn how to manage a brand portfolio to maximise overall brand performance 

and market presence. 

 
 

 

4.1 Brand Valuation 

 
4.1.1. Introduction to Brand Valuation 

 
Brand Valuation is the process of estimating the financial value of a brand. It 

helps businesses understand what their brand is worth as an intangible asset — like 

goodwill with a price tag. 

Brands aren’t just logos — they’re business powerhouses. Think: Apple, Coca-Cola, 

or Nike. Their brand names alone are worth billions! 

4.1.2. Objectives of Brand Valuation 

 
 💰 Understand brand’s contribution to business value 
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 📊 Facilitate Mergers, Acquisitions, or Licensing 

 ◻ Financial reporting and balance sheet representation (as intangible asset) 

 🔁 Benchmarking and performance tracking 

 🎯 Strategic decision-making (investment, repositioning, divestment) 

 ◻ Justify marketing budgets 

4.1.3. Key Principles in Brand Valuation 

 
1. Future-oriented: Based on future earnings, not just current value 

2. Brand strength matters: Stronger brands = lower risk = higher valuation 

3. Multiple methodologies: No one-size-fits-all 

4. Separable asset: Brand can be evaluated independently of the company 

4.1.4. Major Methods of Brand Valuation 

Here comes the heart of the topic — Valuation Techniques. 

A. Cost-Based Approach 

➤ Definition: 

Valuation based on the historical cost of building the brand. 

➤ Includes: 

 Advertising expenses 

 Promotional costs 

 R&D for product linked to brand 

➤ Pros: 

 Simple to calculate 

 Useful when brand has no revenues yet 

➤ Cons: 

 Ignores brand perception or market potential 

 Backward-looking 

➤ Best for: 

New or emerging brands 

B. Market-Based Approach 

➤ Definition: 



SEMESTER - 3 CDOE - ODL MBA BRAND MANAGEMENT 

154 Periyar University – CDOE| Self Learning Material 

 

 

Brand is valued by comparing it with similar brands that have been 

bought/sold/licensed. 

➤ Includes: 

 Comparable transactions 

 Royalty rates from licensing deals 

➤ Methods: 

 Market Transactions Method 

 Comparable Brand Sale Value 

 Brand Licensing Comparisons 

➤ Pros: 

 Market-driven and objective 

 Reflects current market sentiment 

➤ Cons: 

 Requires access to reliable comparable data 

 No two brand deals are ever identical 

➤ Best for: 

Legal valuation, licensing, buying/selling brand rights 

C. Income-Based Approach 

Most commonly used and the most logical for financial valuation. 

➤ Definition: 

Values the brand based on future income it is expected to generate. 

1. Royalty Relief Method (💰 Most Popular) 

 Assumes company has to pay a royalty to use its own brand 

 Calculates how much they save by owning it 

➤ Formula: 

Brand Value = Projected Revenue × Royalty Rate × (1 - Tax Rate) / Discount Rate 

➤ Example: 

If you save ₹10 crore a year in brand licensing fees over 5 years → brand value is the 

present value of that savings. 

➤ Pros: 

 Easy to justify 

 Widely accepted (used by Interbrand, Brand Finance) 
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➤ Cons: 

 Accuracy depends on assumptions (royalty rate, growth) 

2. Excess Earnings Method 

 Determines brand’s value by measuring earnings beyond normal return on 

other assets. 

➤ Formula: 

Brand Value = Brand Earnings – Earnings attributed to tangible/intangible non-brand 

assets 

➤ Best for: 

Complex businesses where brand plays a central role 

3. Discounted Cash Flow (DCF) Method 

 Projects brand-related cash flows and discounts them to present value 

➤ Requires: 

 Brand-specific revenue forecasts 

 Discount rate (usually WACC) 

 Terminal value estimation 

➤ Pros: 

 Customizable 

 Strong in valuation modeling 

➤ Cons: 

 Complex and assumption-heavy 

4.1.5. Interbrand’s Brand Valuation Model (Industry Standard) 

 
Based on 3 key factors: 

 
1. Financial Performance – Brand’s financial contribution to total earnings 

2. Role of Brand – % of purchase decision attributed to brand itself 

3. Brand Strength – Score out of 100 based on leadership, loyalty, relevance, 

etc. 

Formula: 

 
Brand Value = (Financial Performance × Role of Brand × Brand Strength Index) 
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4.1.6. Factors Influencing Brand Valuation 
 

 

Factor Explanation 

Brand Awareness Higher recall = more value 

Market Share Bigger slice = better valuation 

Customer Loyalty Predictable future cash flows 

Brand Reputation Influences price premiums 

Legal Protection Trademark & IP strength 

Brand Extension Potential More scope = more worth 

 

 
4.1.7. Applications of Brand Valuation 

 
 Mergers & Acquisitions 

 Licensing & Franchising 

 Investor Communication 

 Taxation & Transfer Pricing 

 Strategic Repositioning 

 Brand Portfolio Optimization 

4.1.8. Challenges in Brand Valuation 

 
 📉 Subjectivity in assumptions 

 ❌ Lack of transparency in brand-related cash flows 

 🔐 Difficulty in separating brand from other intangibles 

 ◻ Different values from different models 
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Summary 

 
Brand Valuation is where marketing meets finance. Whether you’re a CFO trying to 

prove ROI or a brand manager making your case for more ad budget — knowing your 

brand’s value isn't just smart, it's strategic power. 

Check Your Progress 

Module 4.1 

1. Which of the following is a commonly used method of brand valuation? 

A) Break-even analysis 

B) Historical cost method 

C) Income-based approach 

D) Supply chain analysis 

 
2. The market-based method of brand valuation primarily relies on: 

A) Brand’s packaging cost 

B) Comparable brand sales or transactions in the market 

C) Advertising expenditure 

D) Number of brand extensions 

 

4.2 Implications for Buying & Selling Brands 

 
4.2.1. Introduction 

 
Buying or selling a brand is not just a financial transaction — it’s a strategic decision 

that impacts identity, equity, operations, legal standing, and long-term value. In today’s 

world, where brand equity often outweighs physical assets, brands are treated as 

business assets that can be bought, sold, licensed, or franchised — just like property. 

But here’s the kicker: it’s not just about the logo — it’s about everything the brand 

stands for. 
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4.2.2. Objectives of Brand Transactions (Buy/Sell) 

 
 🔁 Portfolio Optimization – Sell underperforming brands or buy high-growth 

brands 

 🚀 Market Entry/Expansion – Acquire local brands to enter new geographies 

 💰 Revenue Boost – Acquire a brand with strong cash flow or customer base 

 ◻ Strategic Fit – Align with a company’s mission, customer segment, or 

product line 

 ◻ Divestment Strategy – Unload non-core or legacy brands 

4.2.3. Key Implications of Buying a Brand 

 
A. Strategic Implications 

 
 

Factor Explanation 

Market Share Gain Buying a well-known brand means instant customer base 

Competitive Advantage Block competitors from acquiring that brand 

Portfolio Expansion Enhances product mix, market segments, or price tiers 

Brand Synergy Cross-promotional opportunities with existing brands 

 

 
B. Financial Implications 

 

 📈 Increase in Company Valuation (Goodwill gets added to balance sheet) 

 💸 Upfront Investment Cost and ongoing costs of brand maintenance 

 📉 Depreciation/Amortization of brand asset in accounting 

 💰 Return on Investment (ROI) depends on post-acquisition performance 

C. Legal Implications 

 

 ✅ Trademark and Intellectual Property transfer 

 📜 Licensing rights (if it’s a partial acquisition) 
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 Q Due diligence for brand ownership, previous disputes, and domain names 

 📃 Regulatory compliance (esp. in cross-border brand acquisitions) 

D. Operational Implications 

 

 🏗️ Supply chain integration 

 ◻◻◻  HR & team transitions 

 🖥️ IT and CRM migration 

 📦 Packaging, distribution channel updates 

 📞 Customer service alignment 

E. Marketing Implications 

 

 🔄 Rebranding Decisions – Keep the old name or co-brand? 

 🎯 Positioning Shift – May need new messaging or repositioning 

 😬 Customer Backlash – Fear of losing legacy customers 

 🗣️ Communication Strategy – Clear messaging needed to inform loyal 

customers 

4.2.4. Key Implications of Selling a Brand 

 
A. Strategic Implications 

 

 ⚖️ Focus on Core Brands – Resources can be redirected to flagship 

products 

 📉 Market Presence Shrinkage – Exit from certain segments or geographies 

 ◻ Avoid Cannibalization – Selling to remove competing internal brands 

B. Financial Implications 

 

 💵 Immediate Cash Inflow 

 📊 Impact on Revenue – Loss of income from that brand 

 📉 Write-down of intangible assets in accounting 

 🔁 Reinvestment Opportunities – Use funds for R&D or marketing 
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C. Brand Equity Implications 

 

 📉 If brand was iconic, sale may impact public perception 

 ◻ Brand dilution risk (if sold to a company that mismanages it) 

 🔁 Loss of cross-brand synergy 

4.2.5. Modes of Brand Transfer 
 

 

Mode Description 

Outright Sale Full ownership, IP, and equity transferred 

Brand Licensing Temporary usage rights for a fee (e.g., Disney licensing) 

Franchising Business model and brand licensed to operators 

Joint Venture Shared brand ownership for market-specific operations 

White Labeling One company manufactures, another sells under its brand 

 

 
4.2.6. Key Considerations Before Buying a Brand 

 
✅ Brand valuation (using income, market, or cost method) 

✅ Current and historical brand equity 

✅ Legal clearance and trademark status 

✅ Cultural fit with existing portfolio 

✅ Customer perception and loyalty metrics 

✅ Future potential for scaling 
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4.2.7. Risks in Buying or Selling Brands 
 

 

Type Risk 

Reputation Risk Brand has hidden PR baggage 

Overvaluation Risk Buyer overpays based on hype 

Cultural Clash New owner mismanages brand identity 

Customer Alienation Loyal customers feel betrayed or disconnected 

Integration Risk Operational and systems alignment failures 

Real-Life Examples 

 

✅ Brand Buying – Tata Tea acquires Tetley (UK) 

 
 Entry into international markets 

 Boosted brand portfolio with a global legacy brand 

✅ Brand Selling – Unilever sells off ‘AdeS’ juice brand 

 
 Divested to Coca-Cola as part of a brand optimization strategy 

✅ Licensing Example – Disney licensing Marvel characters to multiple studios 

 
 Revenue without full brand sale 

Summary 

 
Buying or selling a brand is a multi-dimensional decision — financial, legal, 

emotional, operational, and strategic. It's not just about what’s on paper; it’s about 

what’s in the brand’s mindspace. 

If   handled   well,   buying   a   brand   =   fast-track   to   growth. 

If mishandled, it = value destruction and reputation loss. 
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Check Your Progress 

 
Module 4.2 

 
1. When buying a brand, one of the key strategic implications is: 

 
A) Reduction in staff salaries 

 
B) Immediate closure of the acquired brand 

 
C) Access to established customer loyalty and brand equity 

 
D) Mandatory name change of the parent company 

 
2. Selling a brand may negatively impact the seller if: 

A) The brand had strong market presence and synergy with existing products 

B) The brand was underperforming for years 

C) The brand name was too long 
 

D) The seller had no international market presence 

 

4.3 Leveraging Brands – Brand Extension 

 
4.3.1. Introduction to Brand Extension 

 
Brand Extension is the marketing strategy of using an existing brand name to 

launch a new product in a different category or segment. 

Instead of building a new brand from scratch, companies leverage existing brand 

equity to gain faster acceptance for a new product. 

Example: 

 
 Dove: From a beauty bar soap → to shampoo, lotion, deodorant, and even 

baby care. 

 Amul: Started with butter → now ice creams, milk, chocolates, beverages. 
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4.3.2. Objectives of Brand Extension 

 
 🚀 Launch new products faster and cheaper 

 💰 Reduce marketing and promotional costs 

 ◻ Leverage existing customer loyalty 

 📈 Expand brand reach and market share 

 🔁 Utilize the established brand identity across product lines 

4.3.3. Types of Brand Extension 

 
A. Line Extension 

Introducing new variants in the same product category 

(e.g., new flavors, sizes, colors) 

Example: Coca-Cola → Diet Coke, Coke Zero, Vanilla Coke 

B. Category Extension 

Using the brand to launch products in different categories 

Example: 

 Tata: From salt → to tea, steel, hotels, and cars 

 Colgate: From toothpaste → to toothbrushes, mouthwash 

C. Vertical Extension 

Moving upscale or downscale within the product category 

Example: 

 Toyota → Lexus (upscale) 

 Apple → iPhone SE (more affordable) 

D. Complementary Product Extension 

New product complements the core offering 

Example: Surf Excel (detergent) → Surf Excel Matic (for washing machines) 

4.3.4. Criteria for a Successful Brand Extension 
 

Criteria Explanation 

Fit/Consistency New product must align with brand values 

Customer Expectations Should not confuse or alienate loyal customers 

Brand Credibility Brand should have authority in the new category 
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Criteria Explanation 

Channel Compatibility Retailers should be able to support the extended line 

Marketing Support Strong promotion is needed to educate and attract 

 
4.3.5. Advantages of Brand Extension 

 

Advantage Benefit 

• Leverages Existing 

Equity 
Easy entry and trust from day one 

💸 Cost Efficiency Lower advertising and branding costs 

◻ Faster Acceptance Customers are already familiar with the brand 

🔁 Reinforces Brand Image Reinforces perception as innovative or diverse 

💼 Retail Leverage 
Easier placement in stores due to brand name 

strength 

 
4.3.6. Risks of Brand Extension 

 

Risk Explanation 

❌ Brand Dilution New product fails = damage to core brand 

◻ Customer Confusion Weak alignment may confuse brand identity 

⚖️ Cannibalization New product eats sales from existing products 

◻ Credibility Gap Brand lacks expertise in new product category 

 

4.3.7. Strategic Considerations in Brand Extension 

 
 ◻ Strategic Fit: Does the extension reflect the core brand promise? 

 Q Market Research: Will existing customers accept this extension? 

 📣 Brand Communication: How clearly is the extension positioned? 

 ✸ Competitive Advantage: Does it give you an edge in the new space? 
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Real-Life Brand Extension Examples 
 
 

Brand Core Product Extension 

Nestlé Instant coffee Iced coffee, chocolates, cereals 

Google Search engine Gmail, Android, Google Drive, Pixel phones 

Nike Shoes Apparel, fitness apps, accessories 

Bajaj Scooters Electric bikes, kitchen appliances 

Case Study Highlight: Patanjali 

Core Brand: Ayurvedic products 
 

Extensions: 

 
 FMCG: Toothpaste, shampoo, noodles, biscuits 

 Healthcare: Ayurvedic medicines 

 Consumer Goods: Ghee, detergent, honey 

Impact: 

 
 Leveraged Indian traditional values 

 Quick market penetration 

 Faced backlash when entering unrelated product zones like jeans 

Summary 

 
Brand   Extension   is   a   powerful   tool   —   when   done   right. 

It saves cost, speeds up entry, and boosts visibility. But it must be based on consumer 

trust, strategic fit, and brand consistency. 
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Check your Progress 

 
Module 4.3 

 
1. Brand extension refers to: 

 
A) Launching a new brand in a completely different category 

 
B) Using an existing brand name for a new product in a related category 

 
C) Creating a sub-brand under a new parent company 

 
D) Selling the brand to another company 

 
2. Which of the following is a potential risk of brand extension? 

A) Increased shelf space 

B) Brand dilution and customer confusion 

C) Higher brand loyalty 
 

D) More advertising channels 

 

4.4 Brand Licensing 

 
4.4.1. Introduction to Brand Licensing 

 
Brand Licensing is a legal and commercial arrangement where a brand owner 

(licensor) permits another company (licensee) to use its brand name, logo, symbol, 

or character in exchange for a fee or royalty. 

It’s like giving someone permission to wear your brand suit, sell it, and share the profits 

— without giving away the brand itself. 

 

4.4.2. Objectives of Brand Licensing 

 
 💰 Generate additional revenue streams 

 📣 Increase brand visibility and reach 
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 ◻ Enter new product categories or markets with low risk 

 🔁 Extend brand lifecycle 

 ◻ Strengthen brand equity and recall 

4.4.3. Key Parties in Licensing 
 

 

Role Description 

Licensor The owner of the brand (e.g., Disney, Nike) 

Licensee 
The party who pays to use the brand (e.g., toy 

manufacturer) 

Licensing Agent 

(optional) 
Middleman who helps negotiate deals 

 

 

4.4.4. Components of a Brand Licensing Agreement 

 
1. Licensed Property – What exactly is being licensed? (Name, logo, character, 

slogan) 

2. Territory – Where can it be sold? (Local, national, international) 

3. Product Scope – Which product category is included? 

4. Time Period – Duration of the license 

5. Royalty Fee – Usually a % of sales revenue 

6. Minimum Guarantee – Fixed minimum amount payable to licensor 

7. Quality Control Terms – Licensor’s rights to inspect product quality 

8. Marketing & Distribution Rights 

9. Renewal & Termination Clauses 

4.4.5. Types of Brand Licensing 

 
A. Product Licensing 

Licensing a brand name for a specific product line. 

◻  Example: Disney licenses "Frozen" characters for school bags and lunchboxes. 

B. Trademark Licensing 

Licensing of registered trademarks or logos. 
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👟 Example: Puma licensing its logo for caps or sportswear. 

C. Character & Entertainment Licensing 

Using fictional or real characters in merchandise. 

🎬 Example: Marvel characters licensed for toys, stationery, costumes. 

D. Corporate Brand Licensing 

Corporate logos/brands licensed for non-core products. 

✍ Example: Ferrari licensed its logo for perfumes and watches. 

E. Retail Brand Licensing 

Retail chains license their store brands for products made by other manufacturers. 

🏬 Example: AmazonBasics products made by third-party manufacturers. 

F. Ingredient Branding 

A component brand is licensed for visibility in the end product. 

◻  Example: Intel Inside — Intel chips in non-Intel laptops. 

4.4.6. Advantages of Brand Licensing 

For Licensor: 
 

Benefit Explanation 

💸 Revenue Earns royalty without operational cost 

🌍 Brand Expansion New categories, new markets 

◻ Brand Recall More presence = more mindshare 

🔁 No Risk on Inventory Licensee handles production and sales 

 
For Licensee: 

 

Benefit Explanation 

🚀 Quick Market Entry Ride on brand reputation instantly 

• Marketing Edge Stronger shelf appeal and consumer trust 

◻ Reduced Development Costs Skip building a new brand 

🏆 Competitive Advantage Differentiated product offering 

 

4.4.7. Challenges / Disadvantages of Brand Licensing 
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Issue Explanation 

❌ Brand Misuse Risk Poor quality = brand damage 

💸 Royalty Pressure Cuts into margins for licensee 

🕵️ Monitoring Burden Licensor needs strict quality control 

🔄 Over-licensing Can dilute brand exclusivity or value 

📉 Sales Dependence Licensee relies heavily on brand popularity 

 
4.4.8. Strategic Considerations Before Licensing 

 Q Is the licensee’s product quality and reputation up to brand standard? 

 📣 Will the extension enhance or dilute brand image? 

 ⚖️ Are the legal protections (trademarks, usage limits) watertight? 

 ◻ Does it align with long-term brand vision? 

 💰 Is the royalty model sustainable for both parties? 

Examples of Successful Brand Licensing 
 

Brand 

(Licensor) 
Licensee Product Outcome 

Coca-Cola Clothing & accessories 
Boosted lifestyle 

positioning 

Nike Sports gear & eyewear (via licensees) 
Expanded into new 

categories 

Disney Toys, games, clothes 
Billions in global 

revenue 

Patanjali Mineral water (Divya Jal by licensee) 
Broadened FMCG 

portfolio 

Kingfisher 
Kingfisher packaged drinking water 

(separate licensee) 

Maintains brand 

presence 
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4.4.9. Brand Licensing vs Brand Franchising 
 

Feature Licensing Franchising 

Control 
Low control over licensee 

operations 
High control over franchisee 

Legal 

Structure 
IP usage rights only 

Business model + brand 

usage 

Example Disney, Marvel McDonald’s, Domino’s 

Royalty % of sales Franchise fees + royalties 

 
Summary 

Brand Licensing is a smart way to leverage a brand's power without scaling 

operations. 

It’s a win-win when: 

 The licensor maintains control and brand consistency 

 The licensee delivers value without compromising on quality 

It’s not just about slapping a logo on a product — it’s about strategic alignment, legal 

protection, and mutual growth. 

Check Your Progress 

Module 4.4 

1. Brand licensing is best defined as: 
 

A) Selling the brand name permanently to another company 
 

B) Renting out a brand name or logo to another company for a fee 
 

C) Changing the ownership of the brand 
 

D) Merging two brands into one 

 
2. Which of the following is a benefit for the licensor in brand licensing? 

 
A) Loss of brand identity 

 
B) Direct control over production 
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C) Revenue generation with minimal investment 
 

D) Decrease in brand visibility 

 

4.5 Co-Branding 

 
4.5.1. Introduction to Co-Branding 

 
Co-Branding is a marketing strategy where two or more brands collaborate to 

create a joint product, service, or campaign, combining their brand equity, customer 

base, and market strength. 

It's like when Pepsi meets Lay’s, or Nike joins forces with Apple — power moves that 

create buzz, boost value, and shake up markets. 

4.5.2. Objectives of Co-Branding 

 
 🚀 Expand market reach and visibility 

 💡 Combine strengths of both brands 

 📈 Enter new markets or customer segments 

 💰 Share marketing and R&D costs 

 🛡️ Enhance perceived value and trust 

 ◻ Cross-leverage brand equity 

4.5.3. Key Features of Co-Branding 
 

 

Feature Explanation 

Dual Branding Both brand names are visible on the product or service 

Shared Responsibility Both partners contribute resources or brand assets 

Collaborative Marketing Joint promotion and messaging 
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Feature Explanation 

Mutual Benefit Each brand gains something — image, reach, revenue 

 

 
4.5.4. Types of Co-Branding 

 
A. Ingredient Co-Branding 

 
One brand is a component of another brand’s product. 

 
Examples: 

 
 Intel Inside Dell laptops 

 Dolby Digital in TVs and sound systems 

 Hershey’s chocolate in Baskin-Robbins ice cream 

Goal: Leverage the credibility and technical advantage of the ingredient brand. 

 
B. Complementary Co-Branding 

 
Two brands that naturally go together join forces. 

 
Examples: 

 
 Nike + Apple iPod sports kit 

 McDonald's + Coca-Cola combo deals 

 Uber + Spotify for in-car music control 

Goal: Enhance the customer experience by offering more value together. 

 
C. Same-Company Co-Branding 

 
Multiple brands from the same parent company collaborate. 

 
Examples: 
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 Amul Butter + Amul Bread 

 Tata Sky + Tata Play Binge 

 L'Oréal Paris + Garnier (cross-product packs) 

Goal: Reinforce umbrella brand power and boost internal synergy. 

 
D. National to Local Co-Branding 

 
A national brand teams up with a local brand. 

 
Examples: 

 
 Domino’s + Local Indian cheese brand 

 Big Bazaar + Local farm produce brand 

Goal: Add local flavor and regional authenticity. 

 
E. Joint Venture Co-Branding 

 
Two companies co-create a new, shared product line or service. 

 
Examples: 

 
 BMW + Louis Vuitton (luxury travel collection) 

 GoPro + Red Bull (joint extreme sports content) 

Goal: Build something new that neither could do alone. 

 

4.5.5. Advantages of Co-Branding 
 

 

Advantage Description 

🔄 Mutual Brand Leverage Combine brand strengths to reach wider audiences 

💸 Shared Costs Split R&D, production, or promotion expenses 

🚀 Faster Market Entry Ride on each other’s customer base and reputation 

• Innovation Spark Encourage creative products/services 

Q Enhanced Differentiation Stand out in a crowded marketplace 
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4.5.6. Disadvantages / Risks of Co-Branding 
 

 

Risk Explanation 

❌ Brand Incompatibility Mismatch in values or image can confuse customers 

💔 Reputation Damage One partner’s scandal affects the other 

🎯 Target Market 

Misalignment 
Overlap too little = failure to attract either audience 

📉 Loss of Brand Identity Too much blending dilutes uniqueness 

🛑 Complex Execution 
Legal, logistical, and marketing alignment can be 

tricky 

 

 
4.5.7. Factors for Successful Co-Branding 

 
 ✅ Brand Fit – Are the brands compatible in personality, values, and 

audience? 

 ✅ Clear Roles – Who does what? Product, promotion, supply chain? 

 ✅ Shared Objectives – Are both brands aiming for the same goals? 

 ✅ Legal Agreement – IP rights, revenue sharing, dispute resolution 

 ✅ Exit Strategy – What if it doesn’t work? Is there a clean way out? 

 

 
Real-Life Co-Branding Examples 

 
 

Co-Brands Outcome 

Nike + Apple 
Created iPod-compatible fitness kits – iconic tech- 

fitness synergy 

KFC + Pepsi 
Consistent combo meal branding across outlets 

worldwide 

Uber + Spotify 
Gave riders music control – enhanced ride 

experience 
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Co-Brands Outcome 

Maggi + Nestlé Milkmaid 

Dessert Kit 

Sold together as DIY dessert combo – culinary 

delight! 

Taco Bell + Doritos (Frito- 

Lay) 
Launched “Doritos Locos Tacos” – huge hit 

 

 
4.5.8. Co-Branding vs Ingredient Branding vs Brand Alliances 

 

 

Feature Co-Branding Ingredient Branding Brand Alliance 

Definition 
Two brands join for 

one product 

One brand is part of 

another 

Broader partnership 

between brands 

Visibility Dual logos present 
Ingredient brand is 

secondary 

May or may not show 

logos 

Example Nike + Apple Intel in HP laptops 
Starbucks inside Target 

stores 

 
Summary 

Co-Branding is a strategic marriage of brands — with all the benefits and the 

baggage. 

It can boost visibility, innovation, and market power, but only if the brands are a natural 

fit. Success depends on: 

 Strategic alignment 

 Customer value 

 Consistent brand communication 

Check Your Progress 

 
Module 4.5 

1. Co-branding involves: 
 

A) Rebranding a single product under a new name 
 

B) Using two or more brand names on a single product or service 
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C) Selling one brand and buying another 
 

D) Launching multiple products under a house brand 

 
2. A key advantage of co-branding is: 

 
A) Total brand control by one partner 

 
B) Higher legal complexity with no benefits 

 
C) Enhanced credibility and market reach 

 
D) Limiting product variety 

 

4.6 Brand Architecture and Portfolio Management 

 
4.6.1. Brand Architecture Meaning 

 
Brand Architecture is the organizational structure of a company’s brands, 

products, and services — how they are named, related, and positioned. 

Think of it as the family tree of a company’s brands — showing who’s the parent, who 

are the siblings, and who’s the rebel cousin starting their own startup. 

4.6.2. Objectives of Brand Architecture 

 
 ✅ Clarify brand roles and relationships 

 ✅ Maximize brand equity across the portfolio 

 ✅ Simplify consumer choice 

 ✅ Streamline marketing efforts 

 ✅ Support future brand extensions 

 ✅ Avoid internal competition or cannibalization 

4.6.3. Types of Brand Architecture 

 
A. Monolithic (Branded House) 

 
One master brand drives all products and sub-brands. 
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Examples: 

 
 Google: Google Maps, Google Docs, Google Drive 

 Virgin: Virgin Atlantic, Virgin Mobile, Virgin Money 

Pros: 

 
 Strong master brand identity 

 Efficient marketing spend 

Cons: 

 
 One mistake affects the whole house (reputation risk) 

B. Endorsed Brands 

 
Sub-brands have their own identity but are endorsed by the parent brand. 

 
Examples: 

 
 Nestlé KitKat 

 Marriott Courtyard by Marriott 

 Tata Tea, Tata Motors, Tata Steel 

Pros: 

 
 Builds trust through endorsement 

 Allows uniqueness with parental credibility 

Cons: 

 
 More complex to manage than monolithic 

C. Pluralistic (House of Brands) 

 
Each brand operates independently with its own identity. 

 
Examples: 

 
 Unilever: Dove, Lux, Surf Excel, Lipton 

 Procter & Gamble: Tide, Pampers, Gillette, Oral-B 
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Pros: 

 
 No reputation spillover 

 Target-specific audiences precisely 

Cons: 

 
 Costlier to market and manage 

 No synergy or cross-brand loyalty 

D. Hybrid Architecture 

 
Combination of the above — some brands are endorsed, others are standalone. 

 
Examples: 

 
 Coca-Cola Company: Coca-Cola (master brand), Sprite (independent), Minute 

Maid (endorsed) 

 Microsoft: Microsoft 365 (branded), Xbox (independent), LinkedIn (acquired) 

Pros: Flexibility 

Cons: Complexity 

 

4.6.4. Meaning of Brand Portfolio Management 

 
Brand Portfolio Management is the strategic management of all brands owned 

by a company to ensure: 

 Growth 

 Synergy 

 Market coverage 

 Value creation 

If Brand Architecture is the map, Brand Portfolio Management is the driver behind the 

wheel. 
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4.6.5. Key Goals of Brand Portfolio Management 

 
 ◻ Avoid brand overlap and cannibalization 

 🚀 Optimize resource allocation 

 ◻ Build brand equity across categories 

 Q Identify and eliminate weak or non-performing brands 

 💼 Maintain relevance and differentiation in each segment 

4.6.6. Portfolio Roles for Brands 

 
Each brand in the portfolio may serve a different purpose: 

 
 

Role Description Example 

Flagship Brand Main revenue generator 
Samsung Galaxy, Apple 

iPhone 

Fighter Brand Low-end competitor to block rivals Toyota Etios, Tide Simply 

Flanker Brand 
Targets a niche or adjacent 

segment 
Sprite to Coca-Cola 

Cash Cow Mature, low-investment brand Maggi noodles 

Strategic 

Brand 
Future growth potential, innovation Tesla's Cybertruck 

 

 
4.6.7. Brand Portfolio Strategies 

 

 

Strategy Explanation 

✅ Market Coverage Use multiple brands to target different segments 

✅ Differentiation Brands positioned uniquely to serve varied needs 

✅ Efficiency Eliminate weak or duplicate brands 

✅ Hierarchy Parent brand, sub-brands, product brands organized logically 

✅ Synergy Encourage cross-promotion and co-development 
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Real-World Examples of Brand Architecture 
 
 

Company Architecture Brands 

Unilever House of Brands Dove, Axe, Knorr, Surf Excel 

Apple Branded House iPhone, iPad, iMac, Apple TV 

Nestlé Endorsed Brands Nestlé Maggi, Nestlé Milkmaid 

Marriott Endorsed + Independent Marriott, Courtyard by Marriott, Ritz-Carlton 

 

 
4.6.8. Common Challenges in Brand Architecture & Portfolio 

 
 😵 Too many brands creating confusion 

 📉 Overlapping segments lead to cannibalization 

 💰 High marketing costs with low ROI brands 

 ◻ When to kill a brand that’s underperforming 

 ❌ Brand dilution due to unclear hierarchy 

 

 

4.6.9. Best Practices in Brand Portfolio Management 

 
 📊 Audit the portfolio regularly (brand equity, market share, profitability) 

 ◻ Ensure each brand has a clear role and audience 

 🔄 Reposition or retire weak brands 

 🔁 Align brand architecture with business strategy 

 📣 Maintain consistency in messaging, tone, and design 

Summary 

 
Brand Architecture = Structure. 

Brand Portfolio = Strategy. 
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Together, they help companies organize, grow, and optimize their brand assets. 

Whether you’re Tata managing steel and salt, or Apple keeping everything in the family 

— a well-managed brand portfolio = long-term brand power 💪🏽 

Check Your Progress 

Module 4.6 

1. Brand architecture refers to: 
 

A) The physical design of a brand’s logo 

B) The strategic structure of a company’s brand portfolio 

C) The legal documentation for brand ownership 

D) The supply chain of brand-related products 

 
2. In brand portfolio management, the main objective is to: 

 
A) Maximize the number of brands owned 

 
B) Minimize product quality variations 

 
C) Maximize market coverage while avoiding brand overlap 

 
D) Focus only on the parent brand 

 

4.7. Unit Summary: Brand Valuation 

 
This unit explores the financial and strategic dimensions of brand valuation, focusing 

on various methods used to measure brand worth. It also addresses the implications 

of buying and selling brands, including mergers, acquisitions, and brand portfolio 

optimization. The unit then shifts to leveraging brand equity through techniques such 

as brand extension, brand licensing, and co-branding, all of which aim to maximize 

brand potential and market presence. Finally, it introduces students to brand 

architecture and portfolio management, explaining how organizations structure and 
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manage multiple brands under one umbrella. The goal is to equip learners with 

analytical tools and strategic insights to manage brand assets effectively in competitive 

markets. 

4.8. Glossary 

 
1. Brand Valuation – The process of estimating the total financial worth of a 

brand. 

2. Monetary Valuation – Assigning a financial value to intangible brand assets. 

3. Brand Equity – The commercial value derived from consumer perception of 

the brand name. 

4. Cost-Based Approach – A valuation method based on the historical cost to 

build the brand. 

5. Market-Based Approach – Valuation determined by comparing similar brand 

sales or purchases. 

6. Income-Based Approach – Future earnings attributable to the brand are 

discounted to present value. 

7. Brand Extension – Using an established brand name for a new product 

category. 

8. Brand Licensing – Authorizing a third party to use the brand name for a fee 

or royalty. 

9. Co-Branding – Strategic alliance where two or more brands appear on a 

single product or service. 

10. Brand Portfolio – The set of all brands and sub-brands owned by an 

organization. 

11. Brand Architecture – Structure of brands within an organization and how 

they relate to each other. 

12. Umbrella Brand – A single brand name covering multiple related products. 

13. House of Brands – A brand architecture where each product or service has 

its own brand. 

14. Brand Leverage – Exploiting brand equity across new markets, categories, or 

partnerships. 

15. Brand Audit – A comprehensive examination of a brand’s current position. 

16. Franchising – Granting third parties the right to operate under a brand’s 

name and business model. 
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17. Brand Dilution – Weakening of brand equity due to overextension or misuse. 

18. Royalty Relief Method – Brand valuation method assuming the cost saved 

by owning the brand. 

19. Customer-Based Brand Valuation – Valuation based on consumer attitudes 

and loyalty metrics. 

20. Strategic Brand Management – Planning and executing brand strategies for 

long-term value. 

21. Brand Cannibalization – When a new product eats into the sales of an 

existing one in the same portfolio. 

22. Brand Premium – Additional value consumers are willing to pay for a 

branded product over a generic one. 

4.9. Self-Assessment Questions 

 
Short Answer Questions (2 Marks) 

 
1. Define brand valuation. 

2. What is co-branding? 

3. Name any one method of brand valuation. 

4. What is a brand extension? 

5. State the purpose of brand licensing. 

6. Mention one type of brand architecture. 

7. What is meant by brand portfolio? 

8. Define brand equity. 

9. Give an example of an umbrella brand. 

10. What is brand dilution? 

Medium Answer Questions (5 Marks) 

 
1. Describe the cost-based approach to brand valuation. 

2. Explain the concept of brand equity in valuation. 

3. Discuss the benefits and challenges of brand extension. 

4. Differentiate between brand licensing and franchising. 

5. Explain the income-based method of brand valuation. 

6. What is co-branding? Discuss with an example. 
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7. Outline the structure of a typical brand portfolio. 

8. Describe the royalty relief method of brand valuation. 

9. Explain how brand architecture affects consumer perception. 

10. Discuss the implications of selling a brand during a business acquisition. 

Long Answer Questions (10 Marks) 

 
1. Compare and contrast the three major approaches to brand valuation (cost, 

market, and income). 

2. Evaluate the risks and rewards of leveraging a brand through brand 

extension. 

3. Discuss the strategic significance of co-branding partnerships using real-life 

examples. 

4. How does brand licensing work? Explain its legal and commercial 

implications. 

5. Analyze the structure and function of brand architecture in large corporations. 

6. Develop a brand portfolio strategy for a multi-category consumer goods 

company. 

7. How do mergers and acquisitions impact brand valuation? Use recent 

examples. 

8. Discuss how brand audits contribute to brand valuation and strategy 

formulation. 

9. Explain the concept of brand cannibalization and how it can be managed. 

10. Assess the implications of undervaluing or overvaluing a brand during sale or 

IPO. 

4.10. Activities / Exercises / Case Studies 

Activities & Exercises 

1. Brand Valuation Calculator – Use sample brand data to apply cost, market, 

and income-based valuation. 

2. Brand Portfolio Mapping – Students analyze the brand architecture of 

companies like HUL or P&G. 

3. Extension Risk Matrix – Evaluate brand extensions (e.g., Colgate Kitchen 

Entrees) that failed and why. 

4. Royalty Simulation – Simulate a brand licensing agreement and calculate 

the royalty fee. 
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5. Valuation Debate – Students argue which method of valuation is most 

effective and why. 

6. Logo Match Game – Match parent brands with their extensions and co- 

brands. 

7. Brand Acquisition News Review – Analyze a recent M&A deal and how 

brand value was estimated. 

8. Rebranding Scenario Planning – Given a case of poor performance, 

recommend portfolio adjustments. 

9. Brand Dilution Roleplay – Play out scenarios where overextension dilutes 

brand equity. 

10. Compare Two Co-branded Products – E.g., Intel x Dell, Nike x Apple — 

evaluate mutual value addition. 

Mini Case Studies 

 
1. Case: Tata Group’s Brand Architecture – Study how Tata manages diverse 

products under a unified brand. 

2. Case: Virgin Brand Extension Strategy – Analyze Virgin’s expansion into 

different sectors. 

3. Case: Disney Licensing Model – How Disney earns billions via brand 

licensing. 

4. Case: Nestlé’s Brand Portfolio Strategy – Evaluate how Nestlé maintains 

brand equity across categories. 

4.11. Answer for Check Your Progress 

Module 4.1 

1. C) Income-based approach 

2. B) Comparable brand sales or transactions in the market 

 

Module 4.2 
 

1. C) Access to established customer loyalty and brand equity 

 
2. A) The brand had strong market presence and synergy with existing products 

 

Module 4.3 
 

1. B) Using an existing brand name for a new product in a related category 

2. B) Brand dilution and customer confusion 
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Module 4.4 
 

1. B) Renting out a brand name or logo to another company for a fee 

 
2. C) Revenue generation with minimal investment 

 

Module 4.5 

1. B) Using two or more brand names on a single product or service 

 

2. C) Enhanced credibility and market reach 

 

Module 4.6 
 

1. B) The strategic structure of a company’s brand portfolio 

 

2. C) Maximize market coverage while avoiding brand overlap 
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4.13. Open Source E-Content Links 

 
1. 🔗 NPTEL – Brand Management Course 

👉 https://nptel.ac.in/courses/110105143 

2. 🔗 SWAYAM – Marketing Management 

👉 https://swayam.gov.in/nd1_noc24_mg15/preview 

3. 🔗 Coursera – Brand & Product Management (Free Audit) 

👉 https://www.coursera.org/learn/brand-product-management 

4. 🔗 MIT OpenCourseWare – Marketing Strategy 

👉 https://ocw.mit.edu/courses/sloan-school-of-management/15-810- 

marketing-strategy-fall-2006/ 

5. 🔗 Harvard Business Review – Branding & Licensing 

👉 https://hbr.org/topic/branding 

6. 🔗 Interbrand – Global Brand Valuation Reports 

👉 https://interbrand.com/best-global-brands/ 

7. 🔗 WIPO – Understanding Trademark Licensing 

👉 https://www.wipo.int/sme/en/ip_business/licensing/brand_licensing.htm 

https://www.coursera.org/learn/brand-product-management
https://hbr.org/topic/branding
http://www.wipo.int/sme/en/ip_business/licensing/brand_licensing.htm
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Unit – V 

 
Branding in Practice: 

 
Unit Objectives: 

 
 Understand the strategies and challenges in handling brand name changes 

and brand transfer. 

 Explain the concepts of brand revitalisation and rejuvenation with practical 

approaches. 

 Analyse global branding strategies used by firms to compete internationally. 

 Evaluate methods for building and managing brands across geographic 

boundaries. 

 Understand branding practices specific to industrial products, services, and 

retail businesses. 

 Explore key strategies for building brands in digital and online platforms. 

 Examine the Indianisation of foreign brands to suit local markets. 

 Understand strategies for taking Indian brands to global markets and 

establishing international presence. 

 

5.1 Branding in Practice: Handling Name Changes and 

Brand Transfer 

5.1.1. Introduction 

 
Brands are not static. Over time, businesses may need to change a brand name or 

transfer ownership/management of a brand due to various strategic, legal, or market- 

driven reasons. How a company handles these processes can either enhance brand 

equity or dismantle decades of consumer trust. 

This section dives into two major areas: 
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1. Brand Name Changes 

2. Brand Transfer (Ownership or Market Transfer) 

5.1.2. Brand Name Changes 

 
1. Reasons for Name Changes 

 
Changing a brand’s name is no small task—it can be costly and risky. But sometimes, 

it's the smartest move. 

🔁 Common Reasons: 

 
 Mergers & Acquisitions (e.g., Hutch → Vodafone) 

 Legal Issues (Trademark conflicts) 

 Cultural Sensitivity (Global expansion reveals offensive/inappropriate 

meanings) 

 Repositioning or Rebranding (e.g., Dunkin’ Donuts → Dunkin’) 

 Negative Publicity (e.g., ISIS chocolates) 

 Modernization & Simplicity (e.g., Federal Express → FedEx) 

2. Strategic Considerations Before a Name Change 

 

📌 You can't just slap on a new name and hope for the best. Consider the following: 

 
 Brand Equity Risk: Will customers still recognize and trust you? 

 Market Research: Test new names with loyal customers. 

 Legal Clearance: Ensure new name is available and protectable. 

 Internal Buy-In: Employees need to believe in the new brand too. 

 Communication Plan: How will you announce it? 

3. Name Change Process 

 

🚦 Step-by-Step Plan: 

 
1. Audit the existing brand equity. 

2. Consult stakeholders. 
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3. Engage branding experts (internal or external). 

4. Test and finalize the new name. 

5. Legal trademark registration. 

6. Create a transition communication strategy. 

7. Launch with a bang—internal and external marketing. 

8. Monitor reactions and feedback post-launch. 

4. Successful Case Examples 

 
 Google: Originally “BackRub” — name changed for greater relevance and 

simplicity. 

 Andersen Consulting → Accenture: A post-split reinvention that was 

successful due to heavy investment in brand building. 

 Twitter → X (Controversial): Shows how abrupt rebranding without clear 

communication can cause confusion and backlash. 

5.1.3. Brand Transfer 

 
Brand transfer involves the movement of brand rights from one entity to another. This 

can happen in various ways, including acquisitions, licensing, or entering new markets. 

1. Types of Brand Transfer 

 

🔄 Brand transfer can occur as: 

 
 Business Acquisition Transfer (Full rights and ownership move) 

 Licensing Transfer (Limited rights usage by another party) 

 Geographic Transfer (Rights sold for use in another country/region) 

 Category Expansion Transfer (New company uses the brand in a different 

category) 

2. Key Considerations in Brand Transfer 

 
Before you hand over (or take over) a brand, check these: 

 
 Valuation of Brand: Know what the brand is worth. 

 Consumer Perception: Will the new ownership affect brand loyalty? 
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 Consistency in Brand Values: Ensure new entity doesn’t dilute the original 

brand promise. 

 Contractual Safeguards: IP rights, royalty terms, quality control. 

 Training & Onboarding: The new custodian must know the brand inside-out. 

3. Risks in Brand Transfer 

 

🚨 Handle with care! 

 
 Loss of Consumer Trust if poorly communicated 

 Brand Dilution due to inconsistent values or quality 

 Cultural Misalignment in geographic brand transfers 

 Legal Disputes over use and misuse of transferred brand 

4. Brand Transfer Examples 

 
 Tata Group acquiring Jaguar & Land Rover: Strong example of successful 

global brand acquisition. 

 Lays and Uncle Chipps in India: Uncle Chipps was acquired by PepsiCo but 

slowly phased out in favor of Lays, a deliberate brand transfer decision. 

 Marvel Licensing to Disney: Controlled brand transfer with major growth, 

retaining core identity while expanding scale. 

5.1.4. Communicating Change to Stakeholders 

 
1. Internal Communication 

 
 Prepare employees and partners in advance. 

 Use town halls, emails, and brand training sessions. 

2. External Communication 

 
 Clear public messaging: press releases, ads, website changes. 

 Emphasize continuity of core values even under a new name or owner. 

 FAQ documents and brand story videos can help soften the transition. 
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5.1.5. Best Practices for Brand Change & Transfer 

 
📌 DOs: 

 
 Maintain transparency. 

 Honor legacy and emotional connection. 

 Celebrate the new beginning with your audience. 

❌ DON’Ts: 

 
 Don’t rush the process. 

 Don’t ignore loyal customers. 

 Don’t confuse branding with just a logo change—it’s identity. 

Summary 
 

 

Concept Key Takeaway 

Brand Name Change 
Driven by strategy, legal issues, or repositioning; requires 

careful rollout 

Brand Transfer 
Involves change of ownership or market rights; success 

depends on consistency 

Risks Consumer confusion, brand dilution, legal disputes 

Communication 

Strategy 
Critical for stakeholder confidence and successful transition 

 

 
Check Your Progress 

Module 5.1 

1. Which of the following is NOT a valid reason for a brand name change? 

A. Legal Issues 

B. New Product Launch 

C. Mergers and Acquisitions 

D. Repositioning Strategy 
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2. When a brand is licensed to another company, it is known as: 

A. Brand acquisition 

B. Brand co-creation 

C. Brand licensing 

D. Brand renaming 

 

5.2. Brand Revitalisation and Rejuvenation 

 
5.2.1. Introduction 

 
Brands, like people, go through phases: from youth and hype to stagnation or even 

decline. But instead of being thrown into the brand graveyard, they can bounce back 

stronger. That comeback story? That’s Brand Revitalisation and Rejuvenation in 

action. 

📌 Definition: 

 
Brand Revitalisation is the strategic process of reinvigorating a declining brand by 

renewing its identity, relevance, and value to the consumer. 

Brand Rejuvenation focuses more on refreshing the brand’s image while keeping its 

core identity intact. It’s like giving your old-school brand a trendy new outfit without 

changing who they are. 

5.2.2. Why Brands Need a Refresh (The Wake-Up Call) 
 

Key Triggers: 

 
 Declining sales and market share 

 
 Aging target audience (Gen X, we love you—but brands need Gen Z too) 

 
 Competitive disruption (New kid brands showing up with fresher vibes) 

 
 Technological shifts (e.g., Kodak ignoring digital cameras) 

 
 Changing consumer tastes, values, or lifestyles 

 
 Outdated brand image or tone 
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5.2.3. Brand Revitalisation vs. Brand Rejuvenation 

 

Feature Brand Revitalisation Brand Rejuvenation 

Definition 
Total overhaul of brand elements 

& strategy 

Image makeover with core identity 

retained 

Scope 
Broad: may include positioning, 

products 

Narrow: mainly 

visual/communication-based 

When 

Needed 
Severe decline or irrelevance 

Brand is still known but feels 

outdated 

Examples 
Nokia re-entering the 

smartphone market 
Old Spice’s marketing revamp 

 

 
5.2.4. Strategies for Brand Revitalisation 

 
1. Reposition the Brand 

 
 Target a new segment or modernize brand values. 

 Example: Cadbury Dairy Milk repositioning from just taste to “a symbol of 

affection” in India. 

2. Innovate Product Offerings 

 
 Add new features, technology, or variants. 

 Example: Maggi introducing healthy or millet-based options. 

3. Rebranding (Name, Logo, Tagline) 

 
 Complete refresh to match new brand vision. 

 Example: Datsun → Nissan revival. 

4. Change the Marketing Message 

 
 Update storytelling, tone, and emotional appeal. 

 Example: Surf Excel’s “Daag Acche Hain” campaign. 
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5. Leverage Influencer & Social Media Trends 

 
 Collaborate with young creators or tap into viral formats. 

 Example: Pepsi and Coca-Cola launching meme-based or UGC (user- 

generated content) campaigns. 

5.2.5. Strategies for Brand Rejuvenation 

 
1. Visual Identity Refresh 

 
 Logo redesign, packaging upgrades, brand color palette change. 

 Example: Starbucks updating its logo to remove the text in 2011. 

2. Brand Communication Modernisation 

 
 Use modern lingo, memes, storytelling, and digital platforms. 

 Example: Fevicol’s witty social media reboots. 

3. Emotional Appeal Reconnect 

 
 Tap into nostalgia while staying relevant. 

 Example: Amul Girl staying consistent but adapting to modern issues. 

4. Subtle Product Innovation 

 
 Limited editions or collaborations to spice things up. 

 Example: KitKat with seasonal or regional flavors. 

Case Studies That Slay 

 
1. Old Spice (Legendary Comeback) 

 
 Once considered an “old man’s deodorant.” 

 Revamped with bold, humorous, viral ads (“The Man Your Man Could Smell 

Like”). 

 Sales skyrocketed—genius rejuvenation! 

2. Apple (The Ultimate Revitalisation) 

 
 Late 1990s: Apple was struggling. 

 Enter iMac, iPod, iPhone + Steve Jobs’ “Think Different” campaign. 
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 Apple = global cultural icon. Enough said. 

3. Dabur 

 
 From traditional Ayurvedic company to a modern wellness brand. 

 Revamped packaging, digital-first marketing, and expansion into personal 

care. 

5.2.6. Risks and Challenges 

 
 Alienating loyal customers if the change feels too radical. 

 Loss of heritage if rejuvenation disconnects from brand roots. 

 High investment cost with uncertain ROI. 

 Inconsistent messaging leading to brand confusion. 

5.2.7. Success Factors for Effective Revitalisation 

 
✅ Deep market research 

✅ Clarity on what to change vs. retain 

✅ Strong internal alignment (marketing, ops, sales) 

✅ Clear, consistent storytelling across platforms 

✅ Feedback loop from consumers during rollout 

 

Summary 
 

 

Concept Core Takeaway 

Brand Revitalisation Rescuing a brand from decline through major strategic shifts 

Brand Rejuvenation Giving a fresh new look to keep the brand young and relevant 

Key Difference Rejuvenation = Refreshing; Revitalisation = Reinventing 

Why It Matters Keeps legacy brands relevant in changing market conditions 
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Check Your Progress 

Module 5.2 

1. Which of the following is a sign that a brand needs rejuvenation? 

A. Complete loss of brand equity 

B. Legal trademark disputes 

C. Outdated brand visuals 

D. Successful new product launch 

 
2. Apple’s transformation from near-bankruptcy to a tech leader is an example 

of: 

A. Brand Rejuvenation 

B. Brand Dilution 

C. Brand Revitalisation 

D. Brand Cannibalization 

 

5.3 Global Branding Strategies 

 
5.3.1. Introduction to Global Branding 

 
Global Branding is the art and science of creating a consistent brand identity, 

message, and experience across multiple international markets—while balancing local 

nuances. 

📌 Definition: 

 
A global brand is one that is recognized, trusted, and preferred across countries, with 

a consistent name, logo, positioning, and image—adapted only where necessary. 

Examples of Iconic Global Brands: 

 
 Coca-Cola 

 
 Apple 

 
 Nike 

 
 McDonald’s 

 
 Samsung 

 
These brands = same vibe, different time zones. 
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5.3.2. Objectives of Global Branding 
 

 🌍 Build a consistent brand image worldwide 

 

 💸 Achieve economies of scale in marketing and production 

 

 🔁 Standardize communication for efficiency 

 
 ◻ Establish customer trust and familiarity globally 

 

 🚀 Drive international growth and expansion 

 

5.3.3. Key Global Branding Strategies 
 

Let’s break down the major approaches: 

 
1. Standardization Strategy (One-World, One-Brand) 

 
Definition: Using the same brand name, positioning, product design, and messaging 

across all global markets. 

📌 Best for: Brands with universal appeal. 

 
Pros: 

 
 Cost-effective marketing 

 
 Consistent brand image 

 
 Easier brand control 

 
Cons: 

 
 Ignores cultural differences 

 
 Risk of message misfit in local context 

 
Examples: 

 
 Apple (same aesthetic, vibe, and genius-level minimalism globally) 

 
 Nike (“Just Do It” works in nearly every language) 
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2. Adaptation Strategy (Think Global, Act Local) 

 
◻  Definition: Adjusting brand elements like messaging, packaging, or even name to 

fit local cultures and tastes. 

📌 Best for: Brands entering culturally diverse or sensitive markets. 

 
Pros: 

 
 Increases relevance and acceptance 

 Builds local emotional connection 

 Mitigates cultural backlash 

Cons: 

 
 Higher marketing cost 

 Brand image fragmentation risk 

Examples: 

 
 McDonald’s: McAloo Tikki in India, Teriyaki Burger in Japan 

 Coca-Cola: Local language campaigns with global themes (“Taste the 

Feeling” in Tamil, Arabic, Mandarin, etc.) 

3. Glocalization Strategy (Hybrid Model) 

 
◻  Definition: Combining global branding consistency with local customization. 

 

📌 The “Goldilocks Zone”: Not too rigid, not too flexible—just right. 

Pros: 

 Keeps global equity while appealing to locals 

 Highly adaptable 

Examples: 

 
 KFC: Globally known, but in India, they offer a fully vegetarian menu in select 

outlets. 

 Netflix: Global platform, but creates local original content (like Delhi Crime, 

Money Heist, Squid Game). 
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4. Brand Architecture Strategy 

 
Deciding how to structure global brands under one company: 

 

Type Description Example 

Monolithic Single global brand for all products Virgin Group 

Endorsed Parent brand + sub-brand combo Nestlé KitKat 

 
Freestanding 

Different brands for different 

markets/products 

Unilever with Dove, Axe, Surf 

Excel 

 

 
5.3.4. Challenges in Global Branding 

 
Global fame isn’t all sunshine and Super Bowl ads. Some common brand nightmares 

include: 

1. 🌐 Language Barriers 

→ Pepsi’s “Come alive with Pepsi” translated to “Pepsi brings your ancestors 

back from the dead” in Chinese. Ouch. 

2. ⚖️ Cultural Sensitivities 

→ Colors, symbols, or gestures mean different things globally. 

3. 💼 Legal & Trademark Issues 

→ Brand names may already be owned in some countries. 

4. ◻ Market Readiness 

→ What sells in Tokyo may flop in Tunisia. 

5. ◻☎ Digital & Social Media Variations 

→ Global campaigns must adapt to different platforms (WeChat in China, 

Instagram in the West). 
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Case Studies – Brands that Got it Right (and Wrong) 

 
✅ Coca-Cola (Global Consistency, Local Flavor) 

 
 Same logo, same brand color. 

 Localized campaigns: Share a Coke with “Ravi” in India, “Mohammed” in 

Egypt. 

✅ Unilever (Localized Products, Global Umbrella) 

 
 Different detergent brands globally but linked by quality and parent brand 

reputation. 

❌ Chevy Nova in Latin America 

 

 “Nova” = “Doesn’t go” in Spanish. 🚗💀 

 Sales were predictably bad. Major facepalm moment in branding history. 

5.3.5. Key Success Factors 

 
To go global without going off the rails, focus on: 

 
 Clear core brand values (they should transcend borders) 

 Strong market research before entry 

 Flexible marketing mix (product, price, place, promotion) 

 Strong local partnerships (agencies, distributors) 

 Cross-cultural branding teams to avoid cringe-worthy translations 

Summary 
 

 

Strategy Focus Example 

Standardization Uniform branding globally Apple, Nike 

Adaptation Customization per market McDonald’s, Dove 

Glocalization Mix of standard and localized Netflix, KFC 
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Strategy Focus Example 

Brand Architecture Structuring global brand assets Unilever, Nestlé 

Check Your Progress 

Module 5.3 

1. Which global branding strategy uses both global consistency and local 

customization? 

A. Standardization 

B. Adaptation 

C. Glocalization 

D. Consolidation 

2. “McSpicy Paneer” in India is an example of which strategy? 

A. Monolithic Branding 

B. Brand Dilution 

C. Brand Endorsement 

D. Local Adaptation 

 

5.4. Building and Managing Brands Across Boundaries 

 
5.4.1. Introduction 

 
In today’s interconnected, swipe-right-on-everything world, brands that don’t think 

globally risk becoming local legends with global obscurity. Building brands across 

borders isn’t just about scaling profits — it’s about creating universal emotional 

resonance and consistent identity, while respecting what makes each market tick. 

✍️ Definition: 

 
Building and managing brands across boundaries involves creating, positioning, 

adapting, and sustaining a brand identity that can function effectively across 

multiple countries and cultures, while staying true to the core brand essence. 
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5.4.2. Key Elements in Building Global Brands 

 
To go beyond borders, you’ve gotta carry the essentials: 

 
1. Brand Core Identity 

 
 What does the brand stand for? 

 This must be unchanged, regardless of market — like Apple’s innovation or 

Nike’s empowerment. 

2. Cultural Sensitivity & Local Insight 

 
 Respect the vibe of the tribe. Language, colors, humor, symbols — everything 

matters. 

3. Visual and Verbal Consistency 

 
 Logos, color palettes, fonts, taglines — should look and feel globally unified, 

but not culturally tone-deaf. 

4. Brand Voice 

 
 Should sound familiar, not foreign. Tone may shift (formal in Japan, casual in 

Brazil), but the soul of the voice stays constant. 

5. Customer Experience Uniformity 

 
 From website UX to packaging, product quality to post-sale service, the brand 

experience must match expectations everywhere. 

5.4.3. Building Brands Across Borders: The Process 

 
🔹 Step 1: Market Selection 

 
 Where should we go? Evaluate based on market potential, cultural fit, and 

legal feasibility. 

🔹 Step 2: Brand Audit & Readiness 

 
 Is the brand ready for international waters? Do people know it? Can it adapt? 

🔹 Step 3: Decide Brand Strategy 
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 Standardize vs. Adapt vs. Glocalize (covered in Global Branding Strategies 

topic) 

🔹 Step 4: Develop Positioning & Messaging 

 
 Universal positioning + culturally adapted messaging = win. 

Ex: “Red Bull Gives You Wings” — positioned on energy worldwide, but executed 

differently across regions. 

🔹 Step 5: Rollout Plan 

 
 Phased entry vs. blitzkrieg. Build distribution, local partnerships, and brand 

advocates. 

🔹 Step 6: Monitor, Measure & Modify 

 
 Consumer feedback, brand perception metrics, and cultural shifts must guide 

ongoing brand management. 

5.4.4. Managing Brands Across Borders: Key Challenges 

 
Let’s keep it real — managing global brands isn’t all jet-setting and TikTok trends. 

 
1. Language Translation Fails 

 
 A Pepsi campaign translated to “Brings your ancestors back from the grave” 

in Chinese. Still not over it. 

2. Cultural Missteps 

 
 Gerber used a baby on its packaging — in some African regions, that implies 

the jar contains baby. Yikes. 

3. Brand Dilution 

 
 Too much adaptation can make a brand lose its identity. Don't let it become a 

shapeshifter. 

4. Regulatory and Legal Issues 

 
 Trademark rights, advertising laws, import restrictions vary — and can be a 

legal maze. 
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5. Supply Chain Disruptions 

 
 Global consistency requires reliable logistics and infrastructure. 

5.4.5. Brand Architecture for Global Brands 

 
How do you structure your brand when it’s going international? 

 
 

Architecture 

Type 
Description Example 

Monolithic One master brand IBM, GE 

Endorsed Sub-brands under a parent Nestlé KitKat 

Freestanding 
Independent brands under a 

group 

Unilever: Dove, Axe, Surf 

Excel 

Examples of Brands Winning the Cross-Border Game 

 

✅ McDonald’s 

 
Global brand + local love. 

 
 Spicy Paneer burgers in India, Rice menus in Asia. 

 Consistent Golden Arches, adapted offerings. 

✅ Airbnb 

 
Global tone of “Belong Anywhere” 

 
 Localized experiences, regionally adapted UI/UX, multiple languages. 

 Balances high-tech platform with high-touch local culture. 

✅ IKEA 

 
Flat-pack genius from Sweden, tailored to global homes. 

 
 Same blue/yellow aesthetic, locally relevant store experiences. 
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5.4.6. Strategies to Ensure Global Brand Success 

 
✅ Think like a local, act like a global 

 
 Be globally aspirational but locally respectful. 

✅ Centralized brand governance 

 
 Use brand style guides and global teams to ensure brand integrity. 

✅ Empower local teams 

 
 Give local marketers flexibility to customize campaigns and connect 

authentically. 

✅ Invest in localization 

 
 This isn’t just translation—it’s cultural adaptation. From idioms to imagery. 

✅ Real-time monitoring 

 
 Social listening tools, analytics dashboards, customer sentiment reports are a 

must. 

Summary 
 

 

Area Global Branding Requirement 

Core Identity Must stay consistent across countries 

Brand Positioning Globally aligned but locally relevant 

Communication Same message, localized expression 

Visual Identity Consistent design across all touchpoints 

Customer Experience Quality & UX should be standard worldwide 
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Area Global Branding Requirement 

Cultural Adaptation Crucial for resonance, especially in messaging 

 
Check Your Progress 

Module 5.4 

1. What is the main risk of over-localizing a brand? 

A. Lower sales 

B. Brand dilution 

C. Language barriers 

D. Trademark infringement 

2. Which of the following is a key principle in managing a brand globally? 

A. Frequent logo changes 

B. Completely changing product identity per country 

C. Balancing global consistency with local relevance 

D. Removing the parent company’s endorsement 
 

 

5.5. Branding Industrial Products, Services, and Retailers 

 
Branding isn't just for chocolates, sneakers, or soft drinks — it’s a powerful tool in B2B 

industries, services, and retail environments too. In fact, in sectors where the stakes 

are high and decisions rational (or at least less emotional), branding becomes a key 

differentiator. 

5.5.1. Branding Industrial Products 

 
Definition: 

 
Industrial products are goods used in the production of other goods or services, 

not intended for direct consumption. These include raw materials, machinery, 

components, etc. 
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📌 Why Branding Matters in B2B: 

 
 Buyers are not always loyal to price—they’re loyal to reliability and 

reputation. 

 Decision-making involves multiple stakeholders—a strong brand eases 

group decisions. 

 Brands provide risk reduction in high-investment purchases. 

✅ Key Branding Objectives for Industrial Products: 

 
1. Communicate quality and reliability 

2. Build trust and relationships over time 

3. Signal technological leadership or innovation 

4. Simplify complex purchase decisions 

◻  Elements of Strong Industrial Branding: 

 
 Technical credibility (white papers, certifications, patents) 

 Consistent brand messaging across touchpoints (website, sales pitch, 

product catalog) 

 Emphasis on performance & ROI over emotional benefits 

 After-sales service branding (key for trust) 

🛠️ Examples: 

 
 3M: Known for innovation in adhesives, healthcare, and industrial tools 

 GE (General Electric): Consistent brand trust in aviation and power systems 

 Caterpillar: Strong visual identity and reputation in construction equipment 

5.5.2. Branding Services 

 
Definition: 

 
Services are intangible activities or benefits provided to consumers or businesses, 

like banking, consulting, education, and hospitality. 

❗ Challenges in Service Branding: 
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 Intangibility: You can't "see" the product 

 Inseparability: Services are produced and consumed simultaneously 

 Variability: Human-delivered services can vary in quality 

 Perishability: Services can't be stored for later 

Q How Branding Helps: 

 
 Makes the invisible visible (logo, tone, personality) 

 Reduces perceived risk 

 Builds credibility and trust 

 Differentiates in a crowded market 

◻  Core Elements of Service Branding: 

 
1. Brand Promise: What the service guarantees (e.g., “Pizza in 30 minutes”) 

2. Service Performance: Does reality match the promise? 

3. People as Brand: Employees are ambassadors — their behavior = brand 

image 

4. Physical Evidence: Decor, uniforms, website design — all part of branding 

5. Customer Experience: The journey from inquiry to delivery shapes brand 

perception 

🛎️ Examples: 

 
 Taj Hotels: Luxury and heritage wrapped in Indian warmth 

 Accenture: Global consulting brand built on performance, innovation, and 

trust 

 ICICI Bank: Uses brand promise of “hum hain na” (we’re there for you) for 

emotional connect 

5.5.3. Branding for Retailers 

 
◻  Definition: 

 
Retailers are intermediaries who sell goods/services to the end consumers. Retail 

branding involves creating a unique image, experience, and value proposition to 

attract and retain customers. 
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🛍️ What Makes Retail Branding Unique: 

 
 Retailers sell brands AND are a brand themselves 

 The store experience is a big part of the brand identity 

 They can build private labels as branded products 

✅ Objectives of Retail Branding: 

 
 Drive store loyalty 

 Position as value or premium 

 Create an emotional connection 

 Ensure recognition and differentiation 

🎯 Key Brand Touchpoints in Retail: 

 
 Store layout and ambiance 

 Customer service quality 

 Loyalty programs and rewards 

 Private label branding 

 Online + offline brand consistency 

◻  Elements of Strong Retail Brand Strategy: 

 
1. Clear Positioning: Budget (D-Mart), Premium (Shoppers Stop), Luxury 

(Tanishq) 

2. Experience Design: Scent, lighting, music, checkout flow 

3. Omnichannel Integration: App, website, store – consistent identity 

4. Brand Storytelling: Cultural relevance and local customization 

🛍️ Examples: 

 
 Reliance Retail: Mass-market reach with growing premium sub-brands 

 Tanishq: Tata’s premium jewelry retail brand focused on trust and elegance 

 DMart: No-frills, low-cost promise with consistent service 
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5.5.4. Comparison Table 
 

 

Feature Industrial Products Services Retailers 

Nature Tangible, functional 
Intangible, 

experiential 

Tangible + Experience 

mix 

Target Businesses (B2B) 
Consumers & 

businesses 
End consumers 

Brand 

Focus 
Quality, reliability Trust, consistency 

Store experience, 

value 

Brand 

Assets 

Tech specs, 

certifications 

People, place, 

processes 
Store design, loyalty 

Examples GE, Bosch, Siemens Air India, Infosys Big Bazaar, IKEA 

Summary 

 
1. In B2B, branding is about long-term trust and performance, not flashy 

taglines. 

2. In services, branding replaces tangibility — the experience is the brand. 

3. In retail, the store is the brand — visual appeal + service + product 

assortment = success. 

Check Your Progress 

Module 5.5 

1. Which of the following is a key challenge in service branding? 

A. Perishability 

B. Inventory turnover 

C. Shelf life 

D. Price fixing 

2. In industrial branding, which of the following is most important? 

A. Logo design 

B. Brand storytelling 

C. Technical performance and credibility 

D. Celebrity endorsements 
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5.6. Building Brands Online 

 
5.6.1. Introduction: 

 
The  internet  didn’t  just  change  branding  —  it  revolutionized  it. 

In the digital world, brands are not built on platforms, they’re built with people. Every 

post, like, review, and story adds a brick to the brand. 

📌 Definition: 

 
Online branding is the process of using the internet and digital platforms to establish, 

communicate, and grow a brand's identity, visibility, and reputation. 

5.6.2. Core Elements of Online Branding 

 
1. Brand Identity 

o Consistent logo, color palette, tone of voice, typography — across web, 

apps, emails, and socials. 

o Must reflect the brand’s core values — even on a tiny Instagram Story. 

2. Website & UX 

o Your brand’s digital headquarters. 

o Must be responsive, fast, and easy to navigate. 

o Should clearly reflect brand values, storytelling, and calls to action. 

3. Content Strategy 

o Blogs, videos, infographics, memes, reels — content = currency 

online. 

o Content should be valuable, consistent, and brand-aligned. 

4. Social Media Presence 

o Not just active — engaging, authentic, community-driven. 

o Choose platforms based on your audience (LinkedIn ≠ TikTok ≠ 

Pinterest). 

5. Search Engine Visibility (SEO) 

o If you’re not on page one of Google, do you even exist? 
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o Build authority through relevant content, backlinks, and keyword 

strategy. 

6. Online Reputation Management (ORM) 

o Monitor reviews, mentions, complaints — and respond. 

o Negative feedback unmanaged = brand erosion in real time. 

7. Email Branding 

o Personalized, value-driven, and aesthetically aligned with brand voice. 

o Subject lines can make or break a brand's presence in inboxes. 

5.6.3. Process of Building an Online Brand 

 
🔹 Step 1: Define Your Digital Brand Strategy 

 
 Mission, vision, audience, tone, values, promise. 

 What problem do you solve — and how are you different? 

🔹 Step 2: Create a Visual Identity System 

 
 Logo, favicon, font kits, social media banners, brand kits. 

 Tools: Canva, Adobe Express, Figma. 

🔹 Step 3: Choose the Right Platforms 

 
 B2B? Think LinkedIn and Medium. 

 Gen Z target? You better master Instagram Reels and TikTok. 

🔹 Step 4: Build Your Digital Assets 

 
 Website, Landing Pages, Blog, Email list, Apps if needed. 

🔹 Step 5: Launch & Promote with Content 

 
 Organic content + paid promotions + influencer collabs. 

🔹 Step 6: Engage, Measure, Optimize 

 
 Analytics tools: Google Analytics, Meta Insights, Hotjar, SEMrush. 

 Key metrics: Reach, Engagement Rate, Bounce Rate, Conversion Rate, NPS. 
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5.6.4. Strategies for Effective Online Brand Building 
 

 

Strategy Description Example 

Content Marketing Build trust via valuable content 
HubSpot’s blogs & free 

tools 

Influencer Marketing 
Partner with digital creators to 

extend reach 

boAt using lifestyle 

influencers 

SEO Optimization 
Improve Google rankings 

organically 
Moz, SEMrush strategies 

Community Building Forums, private groups, Discords 
Glossier’s brand cult 

following 

User-Generated 

Content 
Reposting fan stories, testimonials 

Nike reposting workout 

journeys 

Email Marketing Funnel-driven communication 
Zomato’s witty, on-brand 

emails 

 

 
5.6.5. Challenges in Online Branding 

 
❌ 1. Information Overload 

 
Your brand is competing with memes, reels, and celebrity drama. Good luck. 

 

❌ 2. Negative Virality 

 
One bad customer experience = 1M+ angry shares. (Remember United Airlines’ guitar 

incident?) 

❌ 3. Maintaining Consistency 

 
Multiple platforms = risk of fragmented identity. 

 

❌ 4. Short Attention Spans 
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You’ve got 3 seconds to grab attention. Better be catchy, relevant, and value-packed. 

 

Case Studies 

 
✅ Zomato (India) 

 
 Witty, hyper-local, culturally aware content. 

 Masterclass in content branding and email tone of voice. 

✅ Airbnb 

 
 Strong storytelling. Local hosts. Visual-first strategy. 

 High trust via peer reviews. 

✅ Mamaearth 

 
 Indian D2C beauty brand. Built via influencer marketing, SEO-rich content, 

and brand activism (plastic-positive pledge). 

5.6.6. Key Metrics to Monitor 
 

 

Metric Why It Matters 

Website Traffic Visibility 

Bounce Rate User engagement 

Conversion Rate How well your site performs 

Social Media Engagement Brand affinity 

NPS/CSAT Customer satisfaction 

Email Open Rates Content + subject line quality 
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5.6.7. Comparison: Traditional vs Online Branding 
 

 

Feature Traditional Branding Online Branding 

Reach Limited, location-based Global, 24/7 

Feedback Loop Slow Instant (likes, comments, DMs) 

Cost High (TV, print) Scalable (ads, social media) 

Content Lifecycle Long Short, dynamic 

Measurement Indirect Direct via analytics 

Summary 

Building brands online refers to the strategic use of digital platforms and tools to create, 

communicate, and strengthen brand identity and engagement. In today's hyper- 

connected world, digital presence is not optional—it's foundational to modern brand 

success. 

 

Check your Progress 

Module 5.6 

1. What is a major advantage of online branding over traditional branding? 

A. Less competition 

B. Instant feedback from audience 

C. Higher production costs 

D. Longer campaign duration 

2. What does SEO stand for in online branding? 

A. Search Engine Option 

B. Site Engagement Optimization 

C. Social Engagement Outline 

D. Search Engine Optimization 
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5.7. Indianisation of Foreign Brands and Taking Indian Brands 

Global 

5.7.1. Indianisation of Foreign Brands 

 
Meaning and Concept 

 
Indianisation refers to the strategic adaptation of foreign brands to suit the cultural, 

economic, linguistic, and consumption preferences of Indian consumers. 

It’s “Think Global, Act Local” in action. 

 
◻ “If you want to sell burgers in India, drop the beef. If you want to sell fashion, add 

color and curves.” 

5.7.2. Why Indianisation is Essential 
 

 

Reason Explanation 

Cultural Sensitivity India’s diversity means one-size-fits-all won't work. 

 
Religious Sentiments 

Certain products (e.g., beef, pork, alcohol) need 

customization. 

Taste Preferences Indian palate favors spice, masala, and aroma. 

Pricing Sensitivity India is a price-conscious market. 

Value + Volume Market Brands must offer high perceived value. 

Local Competition Indian brands are agile and deeply rooted culturally. 
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Reason Explanation 

Regulatory 

Environment 

 
Need to comply with local laws, FSSAI, FDI limits. 

 

 

5.7. 3. Key Strategies for Indianisation 

 
1. Localization of Product 

o Adapt flavor, portion size, packaging. 

o Eg: McDonald’s Chicken Maharaja Mac. 

2. Cultural Customization 

o Campaigns in local languages, featuring Indian celebrities. 

o Eg: Pepsi’s “Yeh Dil Maange More” campaign. 

3. Price Recalibration 

o Smaller SKUs (Sachet marketing), regional pricing. 

o Eg: Nescafé 2 Rs. sachets. 

4. Indian Celebrity Endorsements 

o Global brands use Indian stars to gain trust. 

o Eg: Deepika Padukone for Adidas. 

5. Festive Promotions 

o Tapping into Diwali, Holi, Eid, Pongal, Onam sales. 

o Eg: Amazon’s “Great Indian Festival”. 

6. Local Manufacturing 

o “Make in India” alignment. 

o Reduces cost and earns brownie points. 

Real-World Case Studies: Indianisation 



SEMESTER - 3 CDOE - ODL MBA BRAND MANAGEMENT 

219 Periyar University – CDOE| Self Learning Material 

 

 

 

Brand Indianisation Move 

McDonald’s No beef/pork; Aloo Tikki Burger; masala fries 

KFC Zinger Tandoori, Rice Bowls, curry-based items 

 
Domino’s 

Paneer Pizza, Achari Do Pyaza, 30-minute delivery suited to Indian 

traffic 

 
Unilever 

Relaunched brands as Hindustan Unilever; introduced Ayurvedic 

personal care 

Amazon Hindi/Tamil/Marathi interfaces; cash-on-delivery for rural markets 

Starbucks Masala Chai, Elaichi Mewa Croissant, priced under ₹200 menu 

 

 

5.7.4. Taking Indian Brands Global 

 
Meaning and Significance 

 
Taking Indian brands global means building Indian-origin brands that establish 

presence, reputation, and customer base in international markets. 

✨ It’s about turning “local to global” with strategic brand export. 

 
Why Go Global? 

 
 Market Expansion: Growth beyond the saturated Indian market. 

 Brand Prestige: International presence boosts brand equity. 

 Foreign Exchange Earnings: Especially important in B2B sectors. 

 National Soft Power: Makes "Brand India" more influential. 
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 Cultural Export: Food, fashion, Ayurveda, and Bollywood have global 

appeal. 

5.7.5. Strategies for Global Expansion 

 
1. Franchising or Licensing 

o Eg: Chai Point, Wow! Momo exploring international markets. 

2. Acquisitions of Foreign Companies 

o Eg: Tata’s acquisition of Tetley and Jaguar Land Rover. 

3. Targeting Indian Diaspora 

o First audience abroad are NRIs — emotionally attached to homegrown 

brands. 

4. Digital Channels for Global Reach 

o D2C e-commerce platforms (e.g., Nykaa exporting via Amazon Global). 

5. Product Adaptation 

o Tweak packaging, language, compliance to local laws. 

6. Cultural Positioning 

o Sell “Exotic Indian” (e.g., Ayurveda, Yoga, Spices, Bollywood). 

5.7.6. Indian Brands That Went Global 
 

 

Brand Global Strategy/Market 

Tata Group Present in 100+ countries; Tata Motors acquired JLR (UK) 

Infosys/Wipro Indian IT giants with major US/EU clients 

Zomato Operated in UAE, UK, Australia (some markets exited later) 

Amul Exported to US, Gulf, Australia; used “Taste of India” branding 

Bira 91 Premium Indian beer sold in US, Japan, UK 

Patanjali Eyed Nepal, Middle East for Ayurvedic FMCG expansion 
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Brand Global Strategy/Market 

 
Royal Enfield 

Cult brand in UK, USA, EU — promotes “retro Indian motorcycling 

legacy” 

OYO Rooms Budget hotel aggregator expanded to 80+ countries 

BoAt Affordable wearable tech targeting UAE, Nepal, US markets 

 

 
5.7.7. Challenges Faced by Indian Brands Going Global 

 
 Cultural Barriers: Western tastes may not align with Indian formats. 

 Brand Perception: “Made in India” still growing as a premium perception. 

 Distribution & Logistics: Cost of supply chain, customs. 

 Regulatory Hurdles: Food, pharma, and cosmetic laws vary widely. 

 Competition: Global giants are resource-rich and brand-heavy. 
 
 

 

5.7.8. Comparative Insights 
 

 

Factor Indianisation of Foreign Brands Taking Indian Brands Global 

Market India 
Global (often Indian diaspora 

first) 

Cultural 

Adaptation 

Foreign brand adapts to Indian 

values 

Indian brand learns to align 

globally 

Success 

Factors 
Pricing, flavors, regional fit 

Branding, supply chain, 

regulatory fit 

Goal Gain Indian trust and share 
Expand Indian footprint and 

influence 
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Factor Indianisation of Foreign Brands Taking Indian Brands Global 

Examples McDonald’s India, Starbucks India 
Amul, Tata, Royal Enfield, 

Infosys 

 
Summary 

Indianisation of Foreign Brands involves adapting international brands to suit Indian 

tastes, preferences, culture, language, and spending patterns. This includes 

customizing products (like local flavors), using regional marketing, affordable pricing, 

and celebrating Indian festivals in branding. 

Taking Indian Brands Global refers to expanding Indian brands into international 

markets. This is achieved by showcasing Indian heritage, ensuring world-class quality, 

targeting the Indian diaspora, forming global partnerships, and using digital platforms 

to reach global audiences. 

Both strategies aim to enhance market reach, strengthen brand equity, and ensure 

long-term competitiveness in a globalized economy. 

 

Check Your Progress 

Module 5.7 

1. Which of the following is NOT an Indianized product? 
 

A. McDonald's Aloo Tikki Burger 
 

B. KFC Butter Chicken Wrap 
 

C. Starbucks Cappuccino 
 

D. Domino’s Paneer Makhni Pizza 
 

2. Which Indian brand is known for exporting Ayurvedic products globally? 
 

A. OYO 
 

B. Patanjali 
 

C. Tanishq 
 

D. BigBasket 
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5.8. Unit Summary: Branding in Practice 

 
This unit explores the real-world challenges and strategies involved in branding across 

diverse markets and industries. It starts with the complexities of handling name 

changes and brand transfers, followed by brand revitalisation and rejuvenation 

techniques that breathe new life into declining brands. Learners will understand global 

branding strategies and the dynamics of building and managing brands across 

borders, especially in today’s interconnected economy. The unit also examines 

branding approaches for industrial products, services, and retail environments, 

along with digital branding practices in online environments. It concludes with an in- 

depth look at Indianisation of foreign brands and the strategic considerations in 

taking Indian brands global. Students will gain practical insights into how brands 

adapt, grow, and thrive across cultures, industries, and platforms. 

5.9. Glossary 

 
1. Brand Transfer – The process of shifting brand equity from one brand name 

or company to another. 

2. Name Change – A strategic renaming of a brand, often during M&A or 

rebranding. 

3. Brand Revitalisation – Strategies used to bring a declining brand back into 

consumer focus. 

4. Brand Rejuvenation – Refreshing brand elements while retaining core 

identity. 

5. Global Branding – Managing a brand’s identity and messaging across 

multiple countries. 

6. Cross-Border Branding – The adaptation of brand strategies for 

international markets. 

7. Industrial Branding – Branding strategies for B2B/industrial goods. 

8. Retail Branding – Creating a unique identity and customer experience at the 

retail level. 
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9. Service Branding – Positioning intangible service offerings to create trust 

and differentiation. 

10. Digital Branding – Using online platforms to build and manage brand 

identity. 

11. Brand Adaptation – Modifying brand elements to fit cultural, legal, or 

consumer preferences in different regions. 

12. Brand Standardization – Using a uniform brand strategy globally. 

13. Country-of-Origin Effect – The impact of the country of origin on brand 

perception. 

14. Glocalization – Combining global branding strategies with local adaptation. 

15. Rebranding – A strategic change in brand elements like name, logo, and 

positioning. 

16. Brand Equity Transfer – Retaining brand value during acquisitions or name 

changes. 

17. Multibranding Strategy – Offering multiple brands in the same product 

category. 

18. Co-Creation – Involving consumers in shaping brand identity and 

communication online. 

19. Cultural Branding – Building brand meaning through cultural associations. 

20. Indianisation – Tailoring foreign brands to Indian cultural values and 

consumer behavior. 

21. Brand Localization – Adjusting brand features or messages to meet local 

expectations. 

22. Brand Globalization – Expanding brand presence and consistency across 

international markets. 

5.10. Self-Assessment Questions 

 
Short Answer Questions (2 Marks) 

 
1. Define brand revitalisation. 

2. What is a brand transfer? 

3. Mention one reason for a brand name change. 

4. Define digital branding. 

5. What is brand rejuvenation? 

6. Give an example of Indianisation of a foreign brand. 
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7. What is meant by global branding? 

8. Define industrial branding. 

9. What is a service brand? 

10. Mention one Indian brand that has gone global. 

Medium Answer Questions (5 Marks) 

 
1. Explain the difference between brand rejuvenation and revitalisation. 

2. Discuss the strategic importance of brand name changes. 

3. How can brands successfully transfer equity during M&A deals? 

4. Describe key challenges in building brands across boundaries. 

5. Discuss branding strategies for industrial products. 

6. Explain how online platforms contribute to brand building. 

7. What is the significance of local adaptation in global branding? 

8. How does retail branding differ from product branding? 

9. Discuss the process of Indianising a global brand with examples. 

10. Explain the concept of "taking Indian brands global" with challenges involved. 

Long Answer Questions (10 Marks) 

 
1. Evaluate the major factors involved in handling brand name changes and 

transfers. 

2. Develop a revitalisation strategy for a declining FMCG brand in India. 

3. Critically examine global branding vs. local branding with examples. 

4. Analyze a successful cross-border branding case (e.g., Amul, Zomato, Tata 

Motors). 

5. Propose a digital branding strategy for a service-based startup. 

6. Discuss branding practices in the industrial and B2B sectors with suitable 

case references. 

7. How should a global brand adapt to Indian consumer behavior while retaining 

core identity? 

8. Create a strategic roadmap for an Indian brand planning international 

expansion. 

9. Compare service branding and retail branding strategies with examples. 
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10. Assess the role of culture, language, and values in managing brand identity 

across countries. 

5.11. Activities / Exercises / Case Studies 

Activities 

1. Name Change Tracker – Analyze companies that underwent brand name 

changes and the outcome (e.g., Facebook → Meta). 

2. Revitalisation Pitch – Groups create a revitalisation plan for a struggling 

Indian brand. 

3. Cross-Border Branding Simulation – Design a brand adaptation strategy 

for entering the Japanese market. 

4. Brand Localization Audit – Choose a global brand and compare its Indian 

marketing vs. original. 

5. Online Branding Plan – Students design an Instagram-based branding plan 

for a digital startup. 

6. Roleplay: Rebranding in Crisis – Enact a real-time rebranding challenge 

due to negative publicity. 

7. Retail Branding Walkthrough – Visit local retailers and identify how they 

brand themselves differently from manufacturers. 

8. Brand Architecture Mapping – Map the brand portfolio of a multinational like 

Unilever or Nestlé. 

9. Case Analysis: Patanjali vs. MNCs – Evaluate how Patanjali built its brand 

with Indian values. 

10. Global Brand Quiz – Match the country of origin with the brand, then analyze 

cultural differences. 

Mini Case Studies 

 
1. Case: Maggi’s Rejuvenation Post Ban – Analyze its comeback strategy in 

India. 

2. Case: McDonald’s India – A global brand's Indianisation journey (e.g., 

McAloo Tikki). 

3. Case: Infosys Global Branding – Taking an Indian IT brand to global 

markets. 

4. Case: Reliance Retail vs. Amazon – How retail branding competes across 

physical and online spaces. 
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5. Case: IKEA India – How global brand IKEA localized for Indian households. 
 

 

5.12. Answer for Check Your Progress 

Module 5.1 

1. B. New Product Launch 

2. C. Brand licensing 

Module 5.2 

1. C. Outdated brand visuals 

 
2. C. Brand Revitalisation 

 

Module 5.3 

1. C. Glocalization 

 
2. D. Local Adaptation 

 

Module 5.4 

1. B. Brand dilution 

 
2. C. Balancing global consistency with local relevance 

 

Module 5.5 

1. A. Perishability 

 
2. C. Technical performance and credibility 

 

Module 5.6 

1. B. Instant feedback from audience 

 
2. D. Search Engine Optimization 

 

Module 5.7 

1. C. Starbucks Cappuccino 
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2. B. Patanjali 
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5.14. Open Source E-Content Links 

 
 🔗 NPTEL – Marketing Management – Global Branding 

👉 https://nptel.ac.in/courses/110105143 

 🔗 SWAYAM – Branding and Digital Marketing 

👉 https://swayam.gov.in (Search: “Branding” or “Digital Marketing” to find 

specific courses) 

 🔗 Coursera – Global Branding (Free Audit) 

👉 https://www.coursera.org/learn/global-branding 

 🔗 MIT OpenCourseWare – International Marketing 

👉 https://ocw.mit.edu/courses/sloan-school-of-management/15-810- 

marketing-strategy-fall-2006/ 

 🔗 Harvard Business Review – Global Branding Strategy Articles 

👉 https://hbr.org/topic/branding 

https://www.coursera.org/learn/global-branding
https://hbr.org/topic/branding


SEMESTER - 3 CDOE - ODL MBA BRAND MANAGEMENT 

229 Periyar University – CDOE| Self Learning Material 

 

 

 🔗 Interbrand – Best Global Brands Report 

👉 https://interbrand.com/best-global-brands/ 

 🔗 Google Digital Garage – Fundamentals of Digital Marketing 

👉 https://learndigital.withgoogle.com/digitalgarage/course/digital-marketing 


