


“Brand is more than a logo or a 
tagline; it is a strategic endeavor”

Michelle Bonterre



BRANDING VS MARKETING

WHAT IS A BRAND
STAGE 1: Module 1
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Branding is WHY

Branding is LONG TERM

Branding is MACRO

MarkeHng is HOW

MarkeHng is SHORT-TERM

MarkeHng is MICRO

Branding DEFINES TRAJECTORY
MarkeHng DEFINES TACTICS

Branding is the reason someone BUYS
MarkeHng is the reason someone FIRST BUYS

Branding builds LOYALTY
MarkeHng generates RESPONSE

Branding is the BEING
MarkeHng is the DOING

How Branding is Different From MarkeHng

Branding KEEPS customers
MarkeHng GETS customers
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REASSURANCE
2

How you communicate the value of your 
product or service to reassure customers that 

they have made the right choice.

NAVIGATION
1

How you position your brand to help 
consumers find and choose it.

ENGAGEMENT
3

How you use consistent distinctive 
imagery and messaging to engage 

with the customer.

Notes:

BRAND FUNCTIONS
3 Vital Brand FuncHons:

WHAT IS A BRAND
STAGE 1: Module 1



© BRAND IDENTIFIED, All rights reserved.
The contents, or parts thereof, may not be reproduced in any form.

Do not distribute or train from this material without wri9en permission. BrandIden<fied.com

Notes:

BRAND POSITIONING

6 Reasons Brand PosiAoning is CriAcal:

Positioning creates positive brand associations, which means customers 
perceive it as favorable, different, and credible. These associations are 
critical to customer preference and customer loyalty.

1 PosiAve Brand AssociaAons

Positioning differentiates your brand from the competition to communicate 
value and justifies pricing.2 DifferenAates Your Brand

Positioning boosts brand awareness and makes your brand more 
memorable to customers. When your brand is in the minds of the 
customers, they are more likely to select it when comparing their options.

3 Boosts Brand Awareness

Positioning facilitates purchase decisions because it builds trust and 
takes the guesswork out of the purchasing process4 Facilitate Purchase Decisions

When you position your brand in the front of your customers' minds it 
will dictate pricing power by clearly establishing your brand’s value, and 
making them more likely to pay a premium price over a less effectively 
positioned competitor.

5 Dictate Pricing Power

Proper brand positioning will clarify your message, allowing you to craft a 
consistent, compelling narrative across your brand’s many touchpoints.6 Clarify Your Message
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BRAND IDEALS
A Brand Higher Pupose

A brand’s inspirational goals and plans for the future.

Vision

What the brand stands for - A big idea, a strategic position, a set of values.

Meaning

Clarity about who a brand is, what they do, what they stand for, and how 
they express and maintain those beliefs.

AuthenDcity

How a brand creates consistency throughout their brand to develop 
recognition with the consumer.

Coherence

How a brand presents itself as unique and superior to the competition.

DifferenDaDon

How a brand positions itself and evolves over time to capitalize on 
on new opportunities.

Flexibility

How a brand stays the course in a world of constant change.

Longevity

How a brand manages their assets and creates guidelines to 
maintain consistency.

Commitment

How a brand creates awareness, increases recognition, communicates 
uniqueness, promotes quality to the consumer to build brand equity.

Value
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BRAND EQUITY
The value and worth of a brand measured by the level of influence 
a brand has in the minds of consumers

8 Key Drivers That Build on Brand Equity:

This refers to the amount of time that is required to process information 
about a brand, regardless of the how or where the consumer came into 
contact with the brand. Brand familiarity is the most basic form of 
consumer knowledge.

1 Brand Familiarity

A brand personality is simply a set of human characteristics that are 
attributed to a brand name. A brand's personality is something a consumer 
can relate to. Brands increase equity by having a consistent set of traits 
that a specific consumer segment enjoys.

2 Brand Personality

Brand associations are the attributes of a brand which are present 
in the mind of the consumer. Brands should associate themselves 
with something positive so that the customers relate your brand to 
being positive. 

3 Brand AssociaFon

Mental availability means, are customers thinking about your brand and 
are they aware of how they can access it either physically or online.

Physical availability refers to the distribution of your product or service, 
and how it can be quickly and easily found through multiple channels 
and devices 24 hours a day, 365 days a year.

4 Brand Availability

Preference simply means when a consumer will choose a specific 
company's product or service over other equally priced and 
available options. Brand preference is a reflection of customer 
loyalty, successful marketing tactics, and brand strengths.

5 Brand Preference
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Also referred to as recognition, brand awareness is the extent to which a 
consumer can correctly identify a particular product or service just by 
viewing the product or service's logo, tag line, packaging, messaging, or 
advertising campaign. Brand recognition can also be triggered via an 
audio cue, such as a jingle or theme song associated with a brand.

6 Brand Awareness

Consistency is the delivery of brand messaging in line with the brand 
identity, values, and strategy over time. Consistency means your target 
audience is being exposed to core messages, visual branding, and other 
brand elements repeatedly, which can help to solidify brand recognition.

7 Brand Consistency

This refers to a consumers positive feelings towards a brand and their 
dedication to purchase the same product or service repeatedly, regardless 
of deficiencies, a competitor's actions or changes in the environment

8 Brand Loyalty

THE POWER OF BRAND LOYALTY

50% of loyal customers will pay a 25% premium before switching brands.

Loyal customers spend 33% more that new customers.

There’s a 60-70% probability of selling to a loyal customer, and only a 
5-20% chance of selling to a new customer.

Customers who have an emoAonal connecAon to a brand are
4 Tmes more likely to make a purchase.

The most loyal 10% of customers generate 50% of the revenue.

A 5% increase in customer retenAon can increase profits by 30%.

A 5% increase in customer loyalty can increase profits by 95% over the 
customer’s lifeAme.



BRAND ARCHITECTURE
How a single company structures its hierarchy of individual brands, subsidiary 
companies, products, and services under the main corporate umbrella or 
parent brand.

Types of Brand Architecture:

This is characterized by a strong, single master brand. Customers make choices 
based on brand loyalty.

EXAMPLES:

Google + Google Maps, Google Classroom, Google Ads, Google Play, YouTube, 
Gmail, Google Drive

FedEx + FedEx Office, FedEx Express, FedEx Ground, FedExTrade Networks, 
FedEx Freight

Virgin + Virgin Mobile, Virgin Voyages, Virgin Racing, Virgin Active, Virgin Casino

Monolithic Brand Architecture

Notes:
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This structure is characterized by a series of well-known consumer brands. The 
names of the parent may be either invisible or inconsequential to the consumer.

EXAMPLES:

Gillette (P&G)
Godiva Chocolatier (Yildiz Holdings)
Hellmann’s Mayonnaise (Unilever)
Kleenex (Kimberly Clark)
Elmers (Newell Brands)
Gerber (Nestle)

Pluralis(c Brand Architecture

Notes:

This is characterized by marketing synergy between the product or division and 
the parent. The product or division has a clearly defined market presence, and 
benefits from the association, endorsement, and visibility of the parent.

EXAMPLES:

iPad + Apple
Residence Inn + Marriott
Polo + Ralph Lauren
Oreo + Nabisco
Navy Seals + Navy
Kellogg + Corn Flakes
Honda + Accord

Endorsed Brand Architecture

iPad iTunes iCloud



What all these benefits create is more brand equity for your company and 
a strategic competitive advantage over the competition. Increasing your 
brand's equity will compound your returns and solidify your brand as an 
industry authority.

5 Grow Brand Equity

Notes:

5 Benefits of Brand Architecture:

Structuring a proper architecture within your business and across all your 
brands or products will allow you to target their individual needs. 

All of the products or brands within your organization may not be intended 
for the exact same demographic. Therefore, creating a sub brand within 
your main parent brand strategy provides you the benefit of marketing 
each or your individual offerings differently to various audiences.

1 Be;er Segment Your Audience

Building a brand architecture will allow you to run campaigns more 
efficiently. Plus, it creates opportunities to cross-promote between brands, 
making your marketing more effective as well.

2 Reduce MarkeDng Costs

Developing structure to your organization is similar to performing a brand 
refresh because through this process you will gain more clarity into your brand.

As your business matures, a modular and intuitive brand architecture makes it 
easier to add brands, products or services for future growth.

3 ArDculate Your PosiDon and Message

Each of the sub brands or products will pull equity from the main parent 
brand, while providing the parent brand the power of diversification by 
highlighting the unique strengths of its distinct sub-brands.

4 Increase Customer Experience and Awareness
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Should the parent company always be visible in a secondary posi6on?

Do we change the name or build on exis6ng equity from the parent brand?

Does the posi6oning each individual brand, subsidiary company, product, or 
service require that we distance it from the parent?

Will co-branding confuse the customer?

Ac;on Ques;ons:

Which brand architecture is right for your business?

Monolithic

Endorsed

Pluralis6c

What are the benefits of leveraging the name of the parent company?

What is your parent company name?

What are some individual brands, subsidiary companies, products, or 
services that could be strutured into a new brand architecture?
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