
Week 1: Introduction to Brand Management 

 
• Customer don’t want products, but they want: 

o Solutions to solve their problem 

o Experience 

• ‘Identity’: Brand helps me to explain ‘who I am’ 

• Industrial revolution  

 

 

 

 

 

 

 

 

 
Traditional perspective 

• Brands serve as a marker to differentiate products. 

• Brands serve an information role: adding value to the branded product beyond its functional utility (convince 

consumer to buy their brand.) 

 

Contemporary perspective 

• Products are made in the factory, but brands are created in the mind. 

• Brands can be thought of as the tinted glasses which consumers look at products. 

• How consumers experience, understand and value products. 

• Building a brand refers to the process of establishing and maintaining brand knowledge in the minds of consumers. 

• Brand associations include cognitive, emotional entities (feelings, beliefs and attitudes). 

• Strategic brand management 

o Know your brand – understand your brand’s image in the mind of customers. 

o Brand management is actually meaning management. 

o Manage your brand’s authors  

▪ Meaning is authored by many people. 

▪ Need to consider who the prominent authors are and work to positively influence those authors to 

deliver desired brand messages. 

o Find the right balance between maintaining consistent brand image & updating brand associations to keep 

the brand relevant. 

• Strategic marketing activities aimed at creating and maintaining customer relationships. 

o i.e. company build a brand low price product, customer would think the product is bad quality. 

 

Why should a company invest in branding? 

1. Brands as identity markers 

• Consumers speak to the world through what they possess. 

• Create symbolic value → tell a story 

2. Brands as social glue/ brand communities 

• Rapidly spread positive and negative information 

• Brings a customer closer to the brand 

• Brands need to be careful how they interact with brand communities. 

• i.e. Harley David 

1900 1930 1940 1950 2000 

Late 1920: 
‘great depression’ 

Price became 
important to 

customer’s decision. 

WW II 
There had factories 

everywhere to 
produce food. 

- Modern Branding 
- large consumption and 

mass media started 

More than 100,000 
products in one store 



3. Brands as competitive advantage 

• Product differentiation is becoming harder. 

 

Misconceptions about brands 

1. Brands are built mainly through advertising. 

2. Brands are the responsibility of the marketing department. 

3. Branding takes a short period of time. 

 

➢ Anything can be ‘branded’: product, service, human, idea, city, entertainment, sport and religion. 



Week 2: Customer Based Brand Equity (CBBE) Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CBBE model provides a unique perspective on what brand equity is and how it should best be built, measured and 

managed in order to build a strong brand.  

 

Benefits of strong brand equity: 

-        Greater customer loyalty 

-        Less vulnerability to competitive marketing actions and crises 

-        Larger margins 

-        More favourable customer response to price increases and decreases 

-        Greater trade / intermediary cooperation and support 

-        Increased marketing communication effectiveness 

-        Licensing and brand-extension opportunities 

  

CBBE is a sequence of steps, in which each step is contingent upon the successful completion of the previous step. All 

steps involve accomplishing certain objectives with customers, both existing and potential. 

 

 
 

 

*Indicator of success 



1. BRAND IDENTITY/ BRAND SALIENCE - builds ‘Brand Awareness’  

AIM: Deep, Broad Brand Awareness  

 

Brand awareness refers to customers’ ability to recall and recognize a brand. Salience forms the foundational building 

block in developing brand equity and provides 3 important functions: 

1. Salience influences the formation and strength of brand associations that make up brand image and gives the 

brand meaning 

2. Influences the likelihood that the brand will be a member of the consideration set for both purchase and 

consumption. 

3. Customers may choose based on brand salience alone when they have “low involvement” with a brand category. 

Since customers lack of purchasing motivation and purchasing ability 

 

The brand must be ‘Top-of-Mind’ and have sufficient ‘mind share’. But it must also come to the mind at the right times 

and right places. 

 

Brand awareness consists of 2 elements: 

1. Brand recognition 

E.g. show logo and ask if the know/ heard of the brand before? 

2.    Brand recall 

● Free/ unaided recall 

  E.g. what are the top 10 brand that come to your mind? 

● Aided recall 

  E.g. what are the brands of luxury cars you can remember? 

It links the brand to certain associations in memory. Also, it Increases the familiarity of the brand through repeated 

exposure: Slogans, Jingles, Characters, Packaging. 

Key Criteria for Brand Identity: 

● Depth of awareness: refers to how easily customers can recall or recognize the brand 

● Breadth of awareness: refers to the range of purchase and consumption situations in which the brand comes to 

mind 

  

A highly salient brand is one that possesses both depth and breadth of brand awareness, so that customers always make 

sufficient purchases as well as always think of the brand in a variety of settings in which the brand could be employed / 

consumed. 

  

**Breadth is an often-neglected consideration and increasing it can be an effective means to drive consumption and 

increase sales volume. 

 

2. BRAND MEANING 

AIM: Strong, Favourable & Unique Brand Associations  

 

Brand Meaning reflects the perception and association with a brand, which are held in consumer memory. 

 

2 types of brand meaning can be formed; 

1. Directly – from a customer’s own experiences and contact with the brand – or  

2. Indirectly – through brand advertising or by other sources of information. 

  

**To create brand loyalty and resonance, consumers’ experiences with the product must at least meet, if not surpass, 

their expectations. 

 



Performance:  
The way in which the product / service meets customers’ more 

functional needs  

● The product itself is at the heart of the brand equity 

● Designing & delivering a product that fully satisfies 

consumer needs and wants is a prerequisite for 

successful marketing 

● The product must at least meet customer’s expectation 

(more than functional needs, but also utilitarian, 

aesthetic, and economic needs) 

Imagery: 
The extrinsic properties of the product / service including 

brand attempts to meet customers’ psychological / social 

needs  

1. Primary characteristics and secondary features: 

Customer beliefs about the levels at which the primary 

characteristics of a product operate (e.g. Low, medium, high, 

very high) 

1. User profiles (User Imagery): 

Type of person/ organization that uses the brand based on 

demographic (gender, age, race, income)/ psychographic 

factors (attitudes, careers, possessions, social issues) 

2. Product reliability, durability and serviceability: 

 

- Reliability refers to the consistency of performance over time.  

- Durability refers to the expected economic life of the product.  

- Serviceability refers to the ease of servicing the product if it 

needs repair. 

  

2. Purchase and usage situations (Usage Imagery): 

Conditions under which the brand could/ should be bought 

and used. Purchase situation associations include type of 

channel, specific store, ease of purchase and associated 

rewards. Usage situation associations include time of day, 

week, month or year when brand is used, place where the 

brand is used and type of activity for which the brand is used. 

E.g. Kitkat for relaxing, Tropicana orange juice when having 

breakfast 

3. Service effectiveness, efficiency and empathy: 

 

- Service Effectiveness refers to how completely the brand 

satisfies customers’ service requirements.  

- Service Efficiency refers to the manner in which these services 

are delivered in terms of speed and responsiveness.  

- Service Empathy refers to the extent to which service providers 

are sense as trusting, caring, and having customer’s interests in 

mind. 

3. Personality and values: 

 

Brand personality relates to the more descriptive user 

imagery but involves much richer, more contextual 

information. 5 dimensions of brand personality are: 

Sincerity, Excitement, Competence, Sophistication and 

Ruggedness 

 

E.g. Dove - sincere brand, trustworthy 

4. Style and design: 

Aesthetic considerations such as size, shape, materials and color. 

Performance may also depend on Sensory aspects (look, feel, 

sounds, smells) 

  

4. History, heritage and experiences: 

Brands may take on associations with their past. These types 

of associations usually involve distinctly personal 

experiences and episodes or be related to past behaviours 

and experiences of friends, family or others. Usually involve 

more specific, concrete examples that transcend the 

generalizations that make up the usage imagery. 

 

E.g. Red Bull for adrenaline flooding activities 

5. Price: 

Pricing strategy adopted can dictate how consumers categorize 

the price of the brand (low/med/high) and how firm/flexible the 

price is (e.g. frequent / infrequent discounts) 

 

 


