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Course outline

1 Brands and brand management
2 ldentifying and establishing brand positioning
and values

3 Planning and implementing the brand
marketing program

4 Measuring and interpreting brand performance
5 Growing and sustaining brand equity



Brand

a name, term, sign, symbol, or design, or a
combination of them, intended to identify the
goods or services of one seller or group of
sellers and to differentiate them from those of

competitors.
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Product

bundle of attributes (features, functions,
benefits, and uses) capable of exchange or use.
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5 levels of product

b Generic | Expected | Augmented | Potential

Additional attributes
Differences

/ Kotler













Perceived differences

Rational and tangible — product performance

Symbolic, emotional,
intangible — what brand represents



5 product levels table

Product levels Consumer Organisation

Core benefits o XXXXXX
o XXXXXX

Generic product

Expected product

Augmented product

Potential product
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to brand a product

Label + Meaning



Why are brands important?

Product source Quality signal Associations
Responsibility Simplification ROI

Risk Decisions Price sensitivity
Search cost |dentification Behavior

Time Handling / Tracing Loyalty

Symbol Legal protection Comp. advantage

Keller, 2011



Can anything be branded?

Physical items People

B2B products Organizations

Hi-Tech products Sport

Services Art and Entertainment
Retailers Geographic location
Online products and Causes

services
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Challenges

Savvy customers

Brand proliferation

Media fragmentation”®
Increased competition + PLC
Increased costs**

Greater accountability

Keller, 2011



Brand equity

the differential effect that brand awareness and
brand associations have on consumer response
to the marketing of that brand.

Keller, 2011



no differences _ price
INn response competition




Strategic brand management

design and implementation of marketing
activities and programs to build, measure, and
manage brands to maximize their value.

Kotler, Keller, 2011



Strategic brand management

1. ldentify and establish brand positioning
2. Plan and implement brand marketing campaigns
3. Measure and interpret brand performance (audit)

4. Increase and sustain brand equity



	Brand management�and Integrated marketing communications
	Slide Number 2
	Score = �   0,3 x exam�+ 0,3 x course assignment�+ 0,4 x cumulative
	Course outline
	Course outline
	1 | Brands and brand management
	Slide Number 8
		> 	
	Slide Number 11
	5 levels of product
	5 levels of product
	Slide Number 14
	Slide Number 15
	Slide Number 16
	5 levels of product
	Perceived differences
	5 product levels table
	1985
	Slide Number 21
	2007
	Is it good�from ethical perspective?
	2013
	Slide Number 25
	To brand a product��Label + Meaning�
	1 | Brands and brand management
	Why are brands important?��for companies �for consumers
	Why are brands important?
	Why are brands important?
	Stronger brands lead �to greater revenue.
	Can anything be branded?
	What is a brand Russia?
	Slide Number 39
	Slide Number 40
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	1 | Brands and brand management
	What are the most influential challenges for brands?
	Challenges
	1 | Brands and brand management
	Slide Number 54
	no differences in response
	1 | Brands and brand management
	Slide Number 58
	Strategic brand management
	1
	2
	3
	4
	Seminar – Week 1 (case)
	Slide Number 66
	Slide Number 67
	Slide Number 68
	Seminar – Week 2 (assignment)
	Course assignment
	Brand research brief
	Slide Number 72
	Slide Number 73
	Simple description �of the marketing �research process
	Slide Number 76
	Brief structure for course task
	Components of the�marketing research�proposal 
	Components of the�marketing research�proposal�(continued)
	Research proposal structure
	Seminar – Week 2 (case)
	Slide Number 82
	Discussion 1
	Discussion
	Discussion
	Discussion
	Discussion
	Assignments 1
	Cases 1
	Other assignments 1
	Assignments 1
	Debates 1
	Debates 1
	Papers 1
	Papers 1
	Trusted sources
	Periodic
	Authors
	Slide Number 100
	Slide Number 101
	BrandAsset® Valuator 
	Slide Number 111
	Brand management
	Slide Number 127
	Pfinal = 0,4 x Pexam + 0,3 x Pcourse_w + 0,3 x Pclass
	02 Identifying and establishing brand positioning.pdf
	Brand management�and Integrated marketing communications
	Course outline
	Slide Number 3
	2.1 Customer-based brand equity
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	2.1 Customer-based brand equity
	Slide Number 13
	Depth of brand awareness�ease of recall / likelihood that brand come to mind ��Breadth of brand awareness�situations in which brand may come to mind
	Slide Number 15
	to brand a product��Label + Meaning�
	2.1 Customer-based brand equity
	Slide Number 19
	Slide Number 20
	Confirm exposure at point of purchase�Recognition���Retrieve from memory outside the shop*�Recall�
	How to raise awareness ?
	1. Creative communications� �2. Repeat over time��3. Cues / Reminders (brand elements)
	Slide Number 24
	��Attributes – features of product��Benefits – personal meaning / value that customers attract to attributes�
	Slide Number 26
	Strong - relevant + consistent ��Favorable - desirable to / delivered by ��Unique - differences / superiority�	product-related or non-product-related
	How to identify sources of image? ��How to link associations �to the brand in memory?
	Slide Number 29
	Performance - functional�Ingredients, Features, Product, Service,�Design, Price, Category��Imagery - psychological / social �User profile, Purchase / Usage situations, Personality, �Values, History, Heritage, Experience, Retailer
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 38
	Brand personality framework
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 45
	2.1 Customer-based brand equity
	4 steps to building a brand
	Slide Number 48
	4 steps to building a brand
	Slide Number 50
	4 steps to building a brand
	Slide Number 52
	4 steps to building a brand
	Slide Number 54
	2.1 Customer-based brand equity
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65
	Slide Number 66
	Slide Number 67
	Slide Number 68
	Slide Number 69
	Кейс – Инновационный крем
	Case - Holding Fast ��Should Crescordia launch a resorbables offering?
	Papers 2
	Assignment «Conference»
	Reading
	Slide Number 86
	Trusted sources +
	Slide Number 88
	Essay, Debates, Games �and other methods #02
	Slide Number 91
	Slide Number 92
	Модели стратегического анализа
	Slide Number 101
	Slide Number 102
	Slide Number 103

	03 Positioning.pdf
	Brand management�and Integrated marketing communications
	Course outline
	Slide Number 3
	2.2 Brand positioning
	Slide Number 5
	Slide Number 6
	B2C segmentation bases
	Slide Number 9
	Slide Number 10
	2.2 Brand positioning
	Positioning guidelines
	Low price vs. High quality��Good taste vs. Low calories��Powerful vs. Safe
	Updating positioning
	Slide Number 18
	Assignments #03
	Assignments
	Slide Number 22
	Cases
	Slide Number 24
	Debates 3
	Papers 3
	���Dimensions of Brand Personality, Jennifer L. Aaker��Journal of Marketing Research, �Vol. 34, No. 3 (Aug., 1997), pp. 347-35�
	Outcome
	Definition of Brand personality
	Limitations
	Literature review
	Literature review
	Theoretical and practical benefits
	Method: personality trait generation
	Method: stimuli selection
	Slide Number 36
	Method
	Slide Number 38
	Analyses
	Slide Number 40
	The results of analyses
	Slide Number 42
	Slide Number 43
	Implications
	Future research
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Fresh
	Билайн / Светлаков
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Award winners *
	Slide Number 58
	Brand management

	04 Choosing brand elements.pdf
	Brand management
	Course outline
	4�Choosing brand elements �to build brand equity
	4. Choosing brand elements 
	Brand elements
	Criteria for choosing / offensive
	Criteria for choosing / offensive
	Criteria for choosing / offensive
	Criteria for choosing / defensive
	Criteria for choosing / defensive
	Criteria for choosing / defensive
	4. Choosing brand elements 
	Name
	Brand elements
	Naming guideline
	Names
	Names
	Names
	Names
	English vs Russian names
	Naming procedures
	Naming procedures
	Naming procedures
	Naming procedures
	Naming procedures
	Naming procedures
	Naming mistakes
	Slide Number 36
	Brand elements
	Slide Number 39
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Иерархия названий – связь брендов
	Brand elements
	Slide Number 48
	Brand elements
	Slide Number 50
	Slide Number 51
	Brand elements
	Slide Number 53
	Brand elements
	Slide Number 55
	Brand elements
	Slide Number 57
	Slide Number 58
	Slide Number 60
	Slide Number 61
	4. Choosing brand elements 
	Slide Number 71
	Slide Number 72
	Slide Number 73
	Slide Number 74
	Brand elements
	Slide Number 76
	Discussion
	Discussion
	Discussion
	Papers
	Slide Number 81
	References
	Slide Number 83
	Assignments #04
	Cases
	Анализ элементов бренда в НН
	Papers #04
	Essay, Debates, Games �and other methods #04
	Slide Number 89
	Slide Number 90
	Additional slides #04
	Slide Number 92
	Slide Number 94
	Color switch
	Slide Number 96
	Slide Number 97
	Отраслевое исследование по стоимости брендинговых услуг 




