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What is a brand?

Name, graphic,
symbol

Al L S -
Recognition,
| Association,
‘ \ Feelings,
® differentiation
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Brand and customer

Bundle of Benefits

Functional and Emotional
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Brand attributes to customer needs

Personal Why valued emotions are important to us
values Example: safety links to my family value of security. | am a good father/husband
_ The emotional benefits of the functional benefits
Emotions ,
‘ Example: good cell service makes me feel safe
Brand Positive aspects of the attributes and how it impacts customers/consumers
Benefits

Example: the service and call quality are clear and no re-dialling
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Exercise - brand attributes to customer needs

Personal
values
Y,
Emotions
J
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Possible solution - brand attributes to customer needs

Personal Recogpnition Self Peace of Sense of | Good I.ife/.
values Esteem mind accomplishment enjoy family time
—— AN S
S Solves my .y t( >/I Can do other
IO problem Ol ”9 00d vaile thlngs
Brand Pleasant Trusted Get the right Saves \I
Benefits atmosphere brand products money Saves time
AN Rv_ AR o\ 4 J
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Why do organizations build brands?

growth in MS,
loyalty, willing
to pay more

ale
a@.a}on . Google @

Rank 1 (Rank 3) Rank 2 (Rank 2) Rank 3 (Rank 1) Rank 4 (Rank 6) ;
$150 b. $146.3 b. $120.9 b. $92.3 b. $89.7 b.
42% 37% 10% 39% 45%

|

Basis for calculating Brand Equity

Cash flows
Future growth
Brand strength
Marketing investment

https://www.inc.com/business-insider/amazon-google-most-valuable-brands-brand-finance-2018.html
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Brand strength, where are brand wars fought?

— Toothpaste

Mobile phones

63&

Airlines

EERRNEER

Presence/Awareness
Relevance/ association —

Differentiation
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How is “brand strength” measured?

Awareness
Trial

Usage

Image

Attitude

Communication

Mu Sigma Confidential

-

Preference/

Surveys, focus
groups, social
media...

: Market

Brand Equity

share



How is “Awareness’” measured?

—Quantitative 4= Unaided

Awareness — — Alded

— Familiarity

Awareness Trial/ Usage
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Exercise

Bl B2 B3
Market share 30% 20% 35%
Sample size 300 275 305
TOM 40% 25% 50% 7%
Unaided 50% 35% 45% 25%
Aided 10% 40% 5% 68%
Total Awareness | 100% | 100% | 100% | 100%
Ever tried 40% 30% 50% 15%
Current Use 20% 25% 30% 15%
B1 B2 B3 B4
T/A 1.00 1.20 1.00 2.14
C/E 0.5 0.8 0.6 1
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How is image measured?

Bl B2 B3 B4 B1 B2
Overall Preference 7.3 8.2 6.5 9.1 Overall Preference 70% 80%
Helpful Staff 6.5 7.5 6.2 8.9 Helpful Staff 65% 75%
Store Ambience 7.5 8.5 7.3 10 Store Ambience 75% 85%
Knowledgeable Staff 7.7 8.7 7.5 8 Knowledgeable Staff 77% 87%
Product range 6.5 7.5 5.5 8.5 Product range 65% 75%
Store layout 8.5 9.5 7 10 Store layout 85% 95%
Good price convenience 5.5 5.5 5.1 7.3 Good price convenience 55% 55%

A
Rating scale Association

Exercise — advantages/disadvantages of the two scales, type of analytics...
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Brand differentiation...image profiling

» We are looking for relative brand image profiles just as we might look for relative profiles in
other people.

» For instance, how would you describe Fred and Bill?
Fred Bill

» Their ears are roughly the same size, but relative to the size of his head, Bill’s ears are much
bigger than Fred’s.

» We could use this feature to describe him to a stranger - it's his most prominent feature
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An example —typical output of a brand profile analysis

BIG AL TANDY GASCOIGNE

Big nose 10 -5
Hai

airy c 10
Smells like

10 0

wet dog

Drunk 0 -5

Shopping lover 10

Rich -5

14
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lllustration of the technique

» Here are the scores for some fruits on a bunch of statements

Apples Oranges State Av
Juicy 60 85 72.5
Good for you 75 80 77.5
Tasty 70 85 77.5
Brand Av 68.3 83.3 758 _—— Overall Av

» Calculate predicted values using (in real life take logits first!)
— (PV =Brand Av + State Av - Overall Average)

Apples Oranges
Juicy 65.0 80.0
Good for you 70.0 85.0
Tasty ? ?
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lllustration of the technique

» Subtract the predicted value from the actual value to obtain the deviation from expected value.

Apples Oranges
Juicy -5.0 5.0
Good for you 5.0 -5.0
Tasty ? ?

» We expect Apples to score 65 on the attribute ‘Juicy’, the actual score is 60, thus Apples have
a deviation of -5 for this statement.

Apples  Oranges State Av
Juicy 60 85 72.5
Good for you 75 80 77.5
Tasty 70 85 77.5
Brand Av 68.3 83.3

» Now try calculating the PV’s for ‘Tasty’. Also, what do you notice about the statement ‘Good

for you'?
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75.8 4]7 Overall Av

Apples Oranges
Juicy 65.0 80.0
Good for you 70.0 85.0
Tasty ? ?




Image profiling: % endorsements not enough

Durable Brand

Best appearance
Design products for people like you
Continuously improve products
Good value for money
Range of products
Internationally known brand
Reputation for better quality
Are reliable
Technologically advanced
Offer custom designs
Have more cooling power
World class quality
Is aleader
Would like to own if money permits

Launches new & innovative products
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Image Profile
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Summary

Relevance/
association

Differentiation
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Awareness
Trial

Usage

Image

Attitude

Communication

Preference/
~— Brand Equity

»
»

Market
share
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I Thank You
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