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STP Process – Heart of Marketing 



Preparing an Integrated Marketing Plan 

and Program



Preparing and Integrated Marketing 

Plan and Program

➢ The marketing program builds customer relationships by 

transforming the marketing strategy into action.

➢ It consisted of a firm'a marketing mix(4Ps), the set of 

tools the firm uses to implement its marketing strategy

➢ The firm must blend each marketing mix tool into a 

comprehensive integrated marketing program 

that communicates and delivers that intended 

value to chosen customers.



Preparing and Integrated Marketing 

Plan and Program



Preparing and Integrated Marketing 

Plan and Program



The Meaning of Brands

➢Getting started



Meaning of  Elephants – symbolic?



Brands vs. Products

 A product is anything we can offer to a market for 

attention, acquisition, use, or 
consumption that might satisfy a need or 
want. 

 A product may be a physical good, a service, a 
retail outlet, a person, an organization, a place, 
or even an idea.



Brands Versus Products (2 of 3)

 A product is anything we can offer to a market for 

attention, acquisition, use, or consumption:

 That might satisfy a need or want

 Physical good like a cereal, tennis racquet, or car



Products could be…

• A physical good: cereal, tennis racquet, or 

automobile

• A service: an airline, bank, or insurance company

• A retail outlet: department store, specialty store, 

or super market

• A person: political figure, professional entertainer, 

or athlete

• A place: city or country

• An idea or a social cause



Brands vs. Products





What is a Brand?



What is a brand?

 For the American Marketing Association (AMA), a brand is a 
“name, term, sign, symbol, or design, or a combination of 

them, intended to identify the goods and services of one 

seller or group of sellers and to differentiate them from 
those of competition.” 

 These different components of a brand that identify and 

differentiate it are brand elements. 



What is a brand?

Many practicing managers refer to a 
brand as more than that— as something 
that has actually created a certain 

amount of awareness, 
reputation, prominence, and so 

on in the marketplace. 



Brands vs. Products
A product is anything we can offer to a market for 

attention, acquisition, use, or consumption:

That might satisfy a need or want

Physical good like a cereal, tennis racquet, or car

A brand is more than a 

product since it can 

have dimensions that 

differentiate it from 

other products



 Differences between a product 

and a brand may be:

 Rational and tangible:

 Related to product 

performance of the brand

 Or may be more symbolic, 

emotional, and intangible:

 Related to what the brand 

represents

Brands vs. Products



Brands…..

A branded product may be:

• A physical good like Kellogg’s corn flakes cereal, Prince 

tennis racquets, or Ford Mustang automobiles

• A service such as Delta Airlines, Bank of America, or 

Allstate insurance



Example: Product vs. Brand



Figure 1-2: Ten Firms Rated Highly in 

Innovation

1. Apple

2. Netflix

3. Square

4. Tencent

5. Amazon

6. Patagonia

7. CVS Health

8. The Washington Post

9. Spotify

10. NBA

Source: Based on Fast Company’s 2018 List of Most Innovative Companies.







 Consumers

 Firms

Why do Brands matter?



 Functions provided by brands to consumers:

 Identify the source or maker of the product

 Simplify product decisions

 Lower the search costs for products internally and 

externally

 Helps set reasonable expectations about what 

consumers may not know about the brand

Consumers 



Consumers

 Brand can signal product characteristics and attributes:

 On the basis of attributes products can be classified as:

 Search goods

 Experience goods

 Credence goods



Consumers

 Brands can reduce risks in product decision:

 These risk can be categorised as:

 Functional, physical, financial, social psychological, 

and time







Firms
 Brands provide valuable functions to a firm:

 Simplify product handling and tracing

 Help organizing inventory and accounting records

 Offer the firm legal protection for unique features or 

aspects of the product

 Provide predictability and security of demand for the firm 

and creates barriers of entry for competitors

 Provide a powerful means to secure competitive 

advantage



Figure 1-3: Roles That Brands Play

Consumers

Identification of source of product

Assignment of responsibility to product maker

Risk reducer

Search cost reducer

Promise, bond, or pact with maker of product

Symbolic device

Signal of quality

Manufacturers

Means of identification to simplify handling or tracing

Means of legally protecting unique features

Signal of quality level to satisfied customers

Means of endowing products with unique associations

Source of competitive advantage

Source of financial returns



What are the strongest brands?





5 Most Valuable Brands



Figure 1-4: Brand Value as a Percentage of 

Market Capitalization

Company Brand Value (in

$ billions)

Total Value (in

$ billions)

Brand Value as a

Percentage of

Overall Value

Apple 184.1 868.88 21%

Google 141.7 729.1 19%

Microsoft 79.9 659.9 12%

Coca-Cola 69.7 195.5 36%

Amazon 64.7 563.5 11%

Samsung 56.2 300 19%

Toyota 50.3 188.2 27%

Facebook 48.2 420.8 11%

Mercedes 47.8 79.3 60%

IBM 46.8 142 33%

Sources: Based on Inter-brand, “Best Global Brands 2010.” Yahoo! Finance, February 11.







Top of Mind

Fast Food

Shampoo

Deodorant

Soft Drink

Cars



Brand Associations



Brand Associations



Can everything be branded?

 Ultimately a brand is something that resides 
in the minds of consumers. 

 The key to branding is that consumers perceive 
differences among brands in a product 
category. 

 Even commodities can be branded:
 Coffee (Maxwell House), bath soap (Ivory), flour (Gold 

Medal), beer (Budweiser), salt (Morton), oatmeal 
(Quaker), pickles (Vlasic), bananas (Chiquita), chickens 
(Perdue), pineapples (Dole), and even water (Perrier) 



Can Anything Be Branded? (1 of 2)

 Physical Goods

 Services



Can anything be branded?

1

.

4

7

Physical goods Services Retailers and 
distributors

Online products 
and services

People and 
organizations

Sports, arts, and 
entertainment

Geographic 
locations

Ideas and cause



Can Anything Be Branded? (2 of 2)

 To brand a product, it is necessary to teach consumers 

“who” the product is:

 Giving it a name and using other brand elements to 

help identify it

 What the product does and why consumers should 

care

 Marketers must give consumers a label for the product 

and provide meaning for the brand 

 Marketers can benefit from branding whenever 

consumers are in a choice situation





Physical Goods

 Physical goods are what are traditionally associated with 

brands:

 Mercedes-Benz

 Nescafé

 Sony

 Branding has been adopted in a variety of industries:

 Industrial business-to-business (B2B) products

 Technologically intensive “high-tech” products



Services

 Branding a service can be an effective way to signal to 

consumers that a firm has designed a particular service 

offering that is special and deserving of its name:

 American Express

 British Airways

 Ritz-Carlton

 Merrill Lynch

 Federal Express



Retailers and Distributors (1 of 2)

 For retailers and other channel 

members, brands provide 

important functions:

 Can generate consumer 

interest, patronage, and 

loyalty

 Create an image and 

establish positioning within an 

industry

 Yield higher price margins, 

increased sales volumes, and 

greater profits



Retailers and Distributors (2 of 2)

 Retailers can introduce their own 

brands by:

 Using their store name

 Creating new names

 Some combination of the two

 Many distributors, especially in 

Europe, have introduced their own 

brands

 Products bearing these store brands 

or private label brands offer another 

way for retailers to increase 

customer loyalty and generate higher 

margins and profits



Digital Brands

 Some of the strongest brands in recent years have been 
born online:

 Amazon

 Google

 Facebook

 Twitter

 Brand building has become more important in recent 
years to online marketers:

 It is critical to create unique aspects of the brand

 Brand needs to perform satisfactorily as well



People and Organizations

 A product category can be a person or an organization:

 Naming of this branding is usually straightforward

 Usually is accompanied by well-defined images that are 
easily understood by consumers

 The key to a person or organization as a brand is that 
people outside your industry know who you are and 
recognize your skills, talents, and attitude:

 Lady Gaga

 The American Red Cross

 Amnesty International

 Sierra Club





Sports, Arts, and Entertainment

 A special case of marketing people and organizations as 

brands exists in the sports, arts, and entertainment 

industries:

 Sports marketing has become highly sophisticated

 Branding plays, for example, has become an especially 

valuable function in the arts

 Movies have become famous for their marketing and 

branding:

 For years, some of the most valuable movie franchises 

have featured recurring characters and ongoing 

stories—a classic application of branding







Geographic Locations

 What has contributed to the rise in place marketing?

 Increased mobility of people

 Increased mobility of businesses

 Growth in tourism

 Cities, states, regions, and countries actively 

promote through advertising, direct mail, and other 

tools





Ideas and Causes

 Numerous ideas and causes have been branded:

 Especially by nonprofit organizations

 May be captured in a phrase or slogan or represented by 

a symbol:

 Such as AIDS ribbons





Branding Challenges and Opportunities

➢ Unparalleled access to information and new technologies

➢ Downward pressure on prices

➢ Ubiquitous connectivity and the consumer backlash

➢ Sharing information and goods

➢ Unexpected sources of competition

➢ Disintermediation and reintermediation

➢ Alternative sources of information about product quality

➢ Winner-takes-all markets

➢ Media transformation

➢ The importance of customer-centricity



The Brand Equity Concept

 Principles of branding and brand equity:

 Differences in outcomes arise from the “added 

value” endowed to a product

 The added value can be created for a brand in many 

different ways
 Brand equity provides a common denominator for 

interpreting marketing strategies and assessing the 

value of a brand

 There are many different ways in which the value of a 

brand can be exploited to benefit the firm



Strategic Brand Management Process

 Identifying and Developing Brand Plans

 Designing and Implementing Brand Marketing 

Programs

 Measuring and Interpreting Brand Performance

 Growing and Sustaining Brand Equity



Figure 1-10: Strategic Brand Management 

Process







The Brand Essence

Four Steps of Brand Building



Holistic Approach to Brand Activation

Brand Activation
Activating your brand for the 
strongest results requires 
consistency with brand 
strategy and finding the 
correct communication 
and marketing mix to 
carry that message. This 
holistic approach is what Brand 
Activation uses to get 
extraordinary results by 
implementing game changing 
programs. 



The Four Steps of Brand Building 

Ensure 
identification of 
the brand with 
customers and 
an association 
of the brand in 

customers’ 
minds  

TARGET 
GROUP

Establish the 
totality of brand 
meaning in the 

minds of 
consumers

Position

Elicit the proper 
customer 

responses to 
the brand 

identification 
and brand 
meaning

Communicate

Convert brand 
response to 
create an 

intense, active 
loyalty 

relationship 
between 

customers and 
the brand 
Customer 
Relations



Step 1: Segmenting & Targeting





Step 2: Brand Positioning

 Is at the heart of the marketing 

strategy

 “. . . the act of designing the company’s offer 

and image so that it occupies a distinct and 

valued place in the target customer’s minds.”

Philip Kotler



Brand Positioning: Perceptual Map
A perceptual map provides a visual picture of  how customers see different competitors.



McDonald’s Menu in Thailand



McDonald’s Menu in Vietnam



KFC's Menu in 

Cambodia



McDonald’s

adding more Variety 



Step 3: Communications via

Brand Elements
 A variety of brand elements can be chosen that 

inherently enhance brand awareness or 
facilitate the formation of strong, 
favorable, and unique brand 
associations.

➢Brand Names

➢URLs

➢Logos and Symbols

➢Characters

➢Slogans

➢Packaging



Brand Name Guidelines









Brand Names gone xxxx



Example: McDonald’s ➢Brand Names

➢URLs

➢Logos and Symbols

➢Characters

➢Slogans

➢Packaging



http://www.google.co.th/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=18ekyDNPFrxX_M&tbnid=gfaAIYpjWMPSdM:&ved=0CAUQjRw&url=http://blog.crowdspring.com/2009/11/small-business-logos-trademark-law/&ei=40hOUsCfHYnmrAeApYHwAg&bvm=bv.53537100,d.bmk&psig=AFQjCNEQkNac7aStK5jhYJopvvI3gWStbg&ust=1380948576078784


Famous Slogans



Functions of Packaging





Creative Packaging







Brand Personality

 Brand Personality: is the set of human 

characteristics that become associated 

to the brand….



Dimensions of Brand Personality

Brand personality

Sincerity

Down to Earth
Honest

Wholesome

Cheerful

Excitement

Daring
Spirited

Imaginative

Up to Date

Competence

Reliable
Intelligent

Successful

Sophistication

Upper class

Charming

Ruggedness

Outdoorsy

Tough





Dimensions of Brand Personality



Step 4: Customer Loyalty – Brand Activation



Vegetarian McDonald’s Opening in India
vdo from SourceFed ( (Opened 2 restaurants in 2013)



Putting It All Together

 The entire set of brand 

elements makes up the 

brand identity, the 

contribution of all brand 

elements to awareness 

and image.

 The cohesiveness of 

the brand identity 

depends on the extent 

to which the brand 

elements are 

consistent. 





The Four Steps of Brand Building 

Ensure 
identification of 
the brand with 
customers and 
an association 
of the brand in 

customers’ 
minds  

TARGET 
GROUP

Establish the 
totality of brand 
meaning in the 

minds of 
consumers

Position

Elicit the proper 
customer 

responses to 
the brand 

identification 
and brand 
meaning

Communicate

Convert brand 
response to 
create an 

intense, active 
loyalty 

relationship 
between 

customers and 
the brand 
Customer 
Relations



What is Customer Journey?

 Understanding the path, called the consumer 

journey or customer journey involves 

understanding the shopping habits of your online 

target audience segments, determining how they 

find your website, understanding the behavior 

patterns as they shop, and analyzing the 

checkout and payment process.









Difference 

A value proposition refers to the value a company promises to deliver to 

customers should they choose to buy their product. ... A value proposition can 

be presented as a business or marketing statement that a company uses to 

summarize why a consumer should buy a product or use a service






