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What are branding strategies?

A branding strategy (a.k.a.
brand development strategy)
is the long-term plan to
achieve a series of long-term
goals that ultimately result in
the identification and
preference of your brand by
consumers.




BRAND DEVELOPMENT STRATEGIES

Having well-defined brand development strategies is critical for companies to be relevant in the long
term. Strong brands can increase customer loyalty, attract good customers, partners and vendors,
helps with marketing efforts, increased involvement from customers, etc.




Brand Strategy: Co-branding

Co-branding occurs when two established brand names of different
companies are used on the same product. Co-branding offers many
advantages. Because each brand operates in a different category,
the combined brands create broader consumer appeal and
greater brand equity. Examples include Benjamin Moore and Pottery
Barn, Taco Bell and Doritos.

Co-branding can take advantage of the complementary strengths of
two brands. It also allows a company to expand its existing brand into a
category it might otherwise have difficulty entering alone.
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Brand Strategy: Co-branding

Co-branding has limitations and
usually involves complex legal
contracts and licenses. Co-
branding partners must carefully
coordinate their marketing mix,
and each partner must trust that
the other will take good care of its
brand. If something damages
the reputation of one brand, it
can tarnish the co-brand as
well.




Brand Development Strategies
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A company has four choices when it comes to brand development (see
Figure 8.6). It can introduce line extensions, brand extensions,
multibrands, or new brands.



Brand Strategy

O Line Extension

=  Existing brand names extended to new forms, sizes,
and flavors of an existing product category.

O Brand Extension

= Existing brand names extended to new or modified
product categories.

O Multibrands

= New brand names introduced in the same product
category.

O New Brands

= New brand names in new product categories.




Brand Strategy

Line Extension

=  Existing brand names extended to new forms, sizes,
and flavors ofan existing product category.

O Brand Extension

= Existing brand names extended to new or modified
product categories.

O Multibrands

= New brand names introduced in the same product
category.

O New Brands

= New brand names in new product categories.




Brand Strategy: Line Extension

“Line extensions occur when a
company extends existing brand
names to new forms, colors, sizes,
Ingredients, or flavors of an
existing product category.

*For example, over the years, KFC
has extended its “finger lickin’
good” chicken lineup well
beyond original recipe and now
offers grilled chicken, boneless
fried chicken, chicken tenders, hot
wings, and chicken bites.

=A line extension works best when it

takes sales away from competing
brands, not when it “cannibalizes”
the company’s other items.
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4 PRODUCT LINE EXTENSION

> Definition: the use of an established
product’s brand name to introduce a new
item in the ame roduct cateqgor

> Example: '
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Brand Strategy

O Line Extension

=  Existing brand names extended to new forms, sizes,
of an existing product category.

Brand Extension

= Existing brand ne
broduct categories.

O Multibrands

= New brand names introduced in the same product
category.

O New Brands

es extended to new or modified

= New brand names in new product categories.




Brand Strategy: Brand Extension

*Brand extension extends a current brand
name to new or modified products in a new
category.

*For example, Starbucks has extended its
retail coffee shops by adding packaged
supermarket coffees, a chain of teahouses
(Teavana Fine Teas + Tea Bar), and even a |
single-serve home coffee, espresso, and | TEAVANA
latte machine—the Verismo. WU LLTLLA,

*And P&G has leveraged the strength of its ‘n.

Mr. Clean household cleaner brand to launch ‘\
several new lines: cleaning pads (Magic f
Eraser), bathroom cleaning tools (Magic
Reach), and home auto cleaning kits (Mr.
Clean AutoDry).
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| | Successful Brand Extension

Colgate tooth brushes

» Sales was increased

* New customers

« Competitive ability

* Improving a reputation
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Line Versus Brand Extensions I o

m Crest's Line Extension to 12 different types of toothpaste

- ﬂ

m Crest's Brand Extension to floss, mouthwash, and whitening strips

© Palmatier 21
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Brand Strategy

O Line Extension

=  Existing brand names extended to new forms, sizes,
and flavors of an existing product category.

O Brand Extension

= Existing brand names extended to new or modified
product categories.

O _Multibrands

= New brand names)introduced in the same product
category.

0 New 1dsS

= New brand names in new product categories.




Brand Strategy: Building Multibrands

Multibrands: Companies often

market many different brands in a ' | . :
given produ%:/t category. ’J [@)}3 Tropicang @

. . pepsl.

For example, in the United States,
tI?ep?leofmafrtkgt_s l?.t IePast e_|gSh_t 0 4

rands of soft drinks (Pepsi, Sierra v ol | aEEEs : :
Mist, Mountain Dew, ar?zanlta Sol, ij@ Mist Qpepsm Tostiros m, ﬁ
Mirinda, IZZE, Tropicana Twister, |
and Mug root beer), three brands of
sports and energy drinks (Gatorade, : o @
AMP Energy, and Starbucks | ? :
Refreshers), four brands of bottled
teas and coffees (Lipton, SoBe,
Starbucks, and Tazo), three brands
of bottled waters (Aquafina, H20H!,
and SoBe), and nine brands of fruit
drinks (Tropicana, Dole, IZZE,
LIRtOI’] Looza, Ocean Spray, and
others). Each brand includés a long
list of sub-brands.
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Brand Development Strategy: Multibranding

As with multibranding, offering too
many new brands can resultin a
company spreading its resources
too thin. And in some industries,
such as consumer packaged goods,
consumers and retailers have
become concerned that there are
already too many brands, with too
few differences between them.




Brand Strategy

O Line Extension

= Existing brand names extended to new forms, sizes,
and flavors of an existing product category.

O Brand Extension

= Existing brand names extended to new or modified
product categories.

O Multibrands
= New brand names introduced in the same product

egory.

New Brands

= New brand na

s in new product categories.




Brand Strategy: New Brands

*New brands: A company might
believe that the power of its
existing brand name is waning, so
a new brand name is needed. Or it
may create a new brand name
when it enters a new product
category for which none of its
current

=prand names are appropriate. For
example, Toyota created the
separate Lexus brand aimed at
luxury car consumers and the
Scion brand, targeted toward
Millennial consumers.
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SUDDENLY, EVERYTHING ELSE SEEMS




> Mini timeline

1994

BMW acquires Rover
Group, continuing to
manufacture the existing
Mini models until 2000

® 2015

Mini undergoes its latest
brand refresh, with a
new logo and advertising

® 1999 style, and with new
Mini ranks 2nd behind the owners invited to rent
pioneering Ford Model T in their car out using
the Car of the Century poll BMW's DriveNow service

1988
Rover Group is bought
by British Aerospace

2001

BMW relaunches Mini with
new designs from BMW
Designworks In California,
2 but still manufactured in
Cowley, Oxfordshire
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Brand Strategy: Megabrands

Thus, P&G, PepsiCo, Kraft, and other

large consumer-product marketers are
now pursuing megabrand strategies—
weeding out weaker or slower- sz A M131<enco 0 T o=

P reablo/m i

growing brands and focusing their
marketing dollars on brands that can
achieve the number-one or number-
two market share positions with good W\s\m = Alen "W
growth prospects in their categories. ‘«qum @ W ’WW“"“ 7
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* NIVEA cosmetics brand has a
presence in huge number of product
categories and countries

* 'Queen of Mega Brands’ because 14
products and serves 150 countries.

* According to analysts, there was the
4.4% increase in the company's
revenues (€ 4.74 billion) and 10.7%
increase in after-tax profit (€ 290
million) for the year 2002.




Umbrella Brand

Nivea is the Queen of
mega brand franchises.
It’s parent company,
Beiersdorf, had built
Nivea into the worlds
number one personal
care brand.




Target Market

The target market for
Nivea consist of upper

strata of the society, //

mainly middle class, all 4
age groups for skin car

\

Positioning
Nivea develops
innovate skincare
products to help
individual obtain a
healthy, youthful and
non-surgical of skin
perfection. = —
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BRAND HIERARCHY

Brand hierarchy, otherwise known as brand architecture, refers to the brand strategy behind the
relationships between various parts of a business. Broadly speaking, this strategy is best summarized by
grouping products and services according to their associated similarities and differences.




Brand Hierarchy

=A brand hierarchy is the systematic

; ! Brand Hierarchy In A Nutshell
branching structure of a brand's oran y |
rand hierarchy, otherwise known as brand architecture, refers to the brand
1chi 1 1 _ strategy behind the relationships between various parts of a business. Broadly
d I St I n Ct IVe e I e m e n ts fo r Its S u b speaking, this strategy is best summarized by grouping products and services
p ro d u Ct S according to their associated similarities and differences.

"\When companies begin to diversify
their products, with new products
and different positioning schemes,
they graph a brand hierarchy to help
with the identification of their
products and services. A brand
hierarchy helps inculcate the vital

ces  as FourWeekMBA
brand elements and modifications

within the products.




Benefits

=Clarity of Offering. When every brand is clearly defined, it
simplifies the choice for the customer. ...

=Each Brand Attracts Attention Appropriately. ...

=Cross-Sells and Upsells are Easier.

=As companies grow, so too do their product ranges. Brand hierarchies
help businesses and indeed consumers communicate vital brand
elements and feature differences between individual productsin a
range. Brand hierarchy is important for the simple fact that many
businesses overlook the strategy entirely.
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Branded House

Fed-x

"In professional services, the i
branded house approach is
also known as a one-firm

brand strategy. Fed - FedEx. FedEx,

L]
Sarvicas Express Ground Freight

*The firm has a single brand:
logo mark, marketplace

positioning and messaging. Fec%x* FedEx. Feimgoffﬁ FedEx.
The subordinate service
offerings share these brand Fed™x Fedix FedEx. Fed x|

elements but contain their
Oown unigue messaging points.

Traﬁer‘Nalmrks



fedex.com 0800703333
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Sub-brands

A sub-brand is a brand within
a brand.

A sub-brand uses a unique
name for a product and service
that can develop its own brand.
Sub-brands have their own
customer expectations and
personalities that are different
from the parent brand.
Sub-brands can be a powerful
tool for marketers because of
these effects.
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Endorsed Brands

Endorsed branding is a brand
architecture structure (or
strategy), consisting of B 0
distinctly different product or - oy =sis
service brands that are
positioned individually from its
parent brand (also known as
an endorser brand).
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House of Brands

A House of Brands is the exact
@ opposite of a Branded House.
Whereas a Branded House
| maintains the focus on a single,
- well-known and consistent brand,
a House of Brands is home to
numerous brands, each
s NG independent of one another, and
Pampers IAMS®: each with its own audience,
‘ marketing, look and feel.
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3M - A ‘House of Brands’
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Sub-brands

Connect to master brand

PROs

» High visibility parent
brand

CONs

+ Vulnerability

« OPEX per brand and suﬁ Office

’

®iPad
stv
& iPhone

B Microsoft

Endorsed brands

Endorsed brands by larger brands

PROs

» Faster market penetration
* Quality assurance

CONs

* Negative spillovers
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Brand Portfolio

Brand portfolios and brand

hier?rlchies. A brahnd [ﬂ

portfolio approac MINOR
emphasizes CRG
the relationship among = o

different brands and m@;m @ ’""ﬁ% 2 (| AKX MRS
brand lines in the %) e = T —
portfolio—i.e., their sizrier g ] W

Independence or

" come
interdependence. ... A @

brand hierarchy is a useful - — '
means of portraying a ;,W IvaRia HEEH oy
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firm's branding strategy for P hai e % Gl
any one particular brand
and brand line.
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Disney uses a mix of brand architecture solutions
to build and protect its diverse businesses

A':_“ The
mramax P I X AR - : @nir Dsney
' F e 3 i ’ (Q)ALf%usNEPWorld Company
\v lrea ’ .
& Touchstone Pictures Dls“egland (K@ d.gfﬂtp
: '*... PICTURES
*, ISNE

# House of Brands : Branded House *, i

Independent brands, Single parent brand
each maximazing its § spans a set of offerings
impact on the market i




Different Levels of Brand Hierarchy

,  Corporate Brand ’ ,Mondeléz,

International

PN Family Brand ’ @dﬁw

Individual Brand
. »

.~ Modifier (Model) »




o Corporate Brand D_ _i N [ LE R
” Family Brand Mercedes-Benz
, Individual Brand A6
, Modifier (Model) A6
Quattro
A powerful Sedan with Quattrois the sub-brandused = Amg - a high-performance
Product description 1998cc Engine by Audi (automobile brand) to subsidiary of Mercedes-
indicate that all-wheel drive Benz AG.
[AWD] technologies. /




Product Modifiers

The product modifier and
descriptor is the smallest
and lowest part of the
brand hierarchy. It helps Corporate Brand (General Motors)
customers identify the
various products under the
individual brand. For Family Brand (Buick)
instance, under the SL
Class individual brand, — _ __
there are various models Individual Brand (Park Avenue)
like — 63 AMG, 65 AMG
Roadster, etc.

Brand Hierarchy Levels

Modifier: Item or Model (Ultra)
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