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Think of marketing and marketing communications as a loop. The loop starts somewhere 
and ends somewhere, but where exactly? Well, it starts with the brand and ends with the 
brand. Marketing and marketing communications programs create awareness for the brand 
(the start of the loop). All kinds of messages are sent to consumers through a variety of 
touch-points, such as packaging, personal selling, events, promotions, news articles, adver-
tising, and social media. Collectively, these messages heighten interest and desire for the 
brand. While all this is happening, competing brands are doing the same thing. The goal for 
all brands is to get the consumer to buy their brand. The consumer is now standing in front 
of a store shelf looking at all the brands. Which one does he or she buy? The customer takes 
action and places one brand in the shopping cart. Which one? The loop just closed.

What this loop principle suggests is that every form of communication is going to 
have some kind of impact. The impact of the message and its ability to stimulate action 
are determined by what a brand has to offer (for example, a compelling reason why 
someone should buy it) and the convincing way in which the message is delivered to 
potential customers. Essentially, the brand offering and the message communicated to 
consumers form the backbone of brand strategy and positioning strategy. This chapter 
provides insights into how brand strategy and positioning strategy are developed and 
shows the influence of marketing communications in developing a relationship between 
the customer and the brand.

Defining the Brand
Just what is a brand? A brand is a name, term, design, symbol, or any other feature that 
identifies one seller’s good or service as distinct from those of other sellers. The legal 
term for brand is trademark. A brand may identify one item, a family of items, or all 
items of that seller.1

In today’s hypercompetitive marketing environment, branding is a hot button. 
Marketing executives are busy trying to find or build their brand essence, brand architec-
ture, or brand DNA. Maybe that’s a little overdone! However, brands and branding have 
been around for centuries; only recently has the concept worked its way into everyday 
conversation.

Marketing communications in any form have an impact on how customers perceive a 
brand. It seems that a brand is more than just a tangible product. It can embrace intangible 
characteristics as well. Customer perceptions of brands are largely based on the brand 

After studying this chapter, you will be able to

1. Describe the concept of branding and the role 
it plays in marketing communications and 
other business-building programs

2. Identify the various components of a brand

3. Describe the benefits of branding for organiza-
tions and consumers

4. Characterize the various stages of brand loyalty

5. Describe the role and importance of brand 
positioning and its relationship to marketing 
communications plans

6. Explain various brand positioning strategies 
commonly used in marketing communications

7. Describe the role and influence of packaging 
and product design in the brand-building 
 process

Learning Objectives

brand An identifying mark, symbol, 
word or words, or combination of mark 
and words that separates one product 
from another product; can also be 
defined as the sum of all tangible and 
intangible characteristics that make a 
unique offer to customers.



CHAPTER 3   Branding Strategy  67

name and what it stands for. It is an image they hold of a brand over an extended period, 
and that image is based on what they have learned about the brand. For example, a brand 
such as Rolex suggests a certain quality or status. A potential buyer does not have to ques-
tion the quality of the watch; he or she is buying the image and reputation of the watch, 
created by marketing communications over a long period. A packaged goods brand such 
as Cheerios cereal has a loyal customer following because it offers value beyond good 
taste—customers perceive Cheerios as a product that enhances their daily life (health) in 
some small way. Cheerios leads all adult cereal brands in brand loyalty rankings.2 Refer to 
the image in Figure 3.1.

As indicated by the definition of a brand, there are elements beyond the name that 
contribute to a brand’s image. These elements working together help differentiate one 
brand from the others that are available to customers. Let’s take a closer look at the com-
ponents of a brand.

The brand name is the part of the brand that can be spoken. It may consist of a 
word, letter, or group of words and letters. Nike, Gatorade, WD-40, Apple, Starbucks, 
and Google are all brand names. Brand names are usually presented with their own 
unique font. For example, Coca-Cola appears in a stylized font on all bottles, cans, and 
other forms of marketing communications. The presentation of the name is consistent at 
all times. Even in other languages and alphabets, you can recognize the brand.

FIGURE 

3.1 Packaging and Other Forms of Messaging Play a Role in Communicating a Brand’s Intrinsic Value, 
a!Factor that Encourages Brand Loyalty

Source: © Patti McConville/Alamy Stock Photo.

brand name That part of a brand that 
can be spoken.
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Some kind of symbol, referred to as a brand logo, also plays a key role in branding 
and creating an image. When marketing communications work effectively, consumers 
can quickly identify a brand logo or associate a logo with a brand. With Apple, it’s an 
apple with a bite taken out of it. With Nike it’s a swoosh. The swoosh is so well known 
that it can stand alone in advertisements and communicate a message about the brand. 
When this happens the trademark holder is a victim of its own success because the trade-
mark loses its distinct nature. Such is the case for famous brands like Band-Aid, Kleenex, 
and Xerox—names that have become synonymous with their product categories.

The design of the product or package, along with a colour scheme, also plays a role 
in creating brand image. Coca-Cola has a unique bottle design and a red cap. Its can is 
red. In contrast, the dominant colour for Pepsi-Cola is blue. Brands protect their proper-
ties by trademark. A trademark is that part of a brand that is granted legal protection so 
that only the owner can use it. The symbol ™ designates trademark claims. The ® sym-
bol is used when the trademark has not only been claimed, but registered with the gov-
ernment trademarks office. Trademarks can include the brand names and symbols 
described above. Coke®, Coca-Cola®, the unique style in which these names are printed, 
and the bottle design are registered trademarks of the Coca-Cola Company. For a selec-
tion of famous brand logos refer to Figure 3.2.

What to name a brand is a critical decision. Consequently, companies spend consid-
erable amounts of time and money developing and testing brand names. When you think 
of it, virtually every marketing activity undertaken revolves around the brand name. 
It!has to be distinctive and meaningful. It has to be the right name. What to name a 
product involves a creative decision and a strategic decision.

Brand names come in many forms. They can be based on people (Calvin Klein, 
Tommy Hilfiger, and Tim Hortons), places (Air France and Air Canada), animals (Grey 
Goose vodka and Dove personal care products), inherent product meaning (Ticketmaster 
and StubHub), product attributes (Bounty paper towels and Fibre One cereal), or they 
can be completely made up to simply sound scientific or attractive (Telus in telecommu-
nications and Classico in sauces).

Brands are more than just a tangible product. A company adds other dimensions that 
differentiate it in some way from other products designed to meet the same need. These 
differences might be rational and tangible, or they might be emotional or intangible 
 entities related to what the brand represents. Through marketing communications, the 
“personality” of a brand evolves, and the combination of brand attributes (tangibles) and 

FIGURE 

3.2 A Selection of Famous Brand Logos

Sources: © rvlsoft/Shutterstock.com, © Rose Carson/Shutterstock.com, © Karen Bleier/AFP/Getty Images/Newscom, © Rose Carson/Shutterstock

brand logo A symbol that plays a key 
role in branding and creating an image.

trademark The part of a brand that is 
granted legal protection so that only the 
owner can use it.
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brand personality (intangibles) is what influences brand choices by consumers. The key 
for any brand is to be perceived as offering something unique.

Brand Image and Reputation
Brands are more than physical products and services. Whenever and wherever a con-
sumer is choosing among alternatives, brands play a role in the decision-making process. 
While brands provide customers with an assurance of quality, they also express a set of 
values that customers can identify with. The Coca-Cola brand is more than just a sweet-
tasting soft drink; it carries a set of American values that strike a chord with consumers 
around the world. Similarly, a brand like Virgin (Virgin Mobile, Virgin Atlantic Air, 
Virgin Radio, and so on) represents a youthful, rebellious attitude, much like that of 
Virgin’s maverick founder, Richard Branson.3

Marketing communications play a key role in building a brand’s image and reputa-
tion. A good reputation doesn’t just happen—it is the end result of a consistent approach 
to marketing and marketing communications over an extended period. Year after year the 
same brands top the “best brands in Canada” list in Canada. In 2015, the top five brands 
were MEC, Cirque du Soleil, WestJet, Tim Hortons, and Roots. MEC’s rise to the top of 
the reputation list is attributed to its transformation from a clearinghouse of mountaineer 
equipment to a national hub for outdoor lifestyle enthusiasts. MEC successfully targeted 
new, urban customers with new products that were needed for the company to grow.4 
Among international brands, Google, Heinz, and Kellogg’s are the top three brands.5

Canadian Tire is a brand with a solid reputation among Canadian consumers. 
Canadian Tire has withstood incredible competitive pressure from big American retailers 
such as Home Depot and Walmart. It is an innovative company that experiments with 
new ways of providing value to its customers and as a result remains a leader in general 
merchandise and hardware retailing. For a list of the top brands in Canada by reputation, 
according to a study by Leger research, see Figure 3.3.

Companies like those in Figure 3.3 never lose sight of the brand and what it means to 
its customers. To many consumers, Shoppers Drug Mart means health, beauty, and conve-
nience. Shoppers also has one of the most popular loyalty programs—Shoppers Optimum—
in the country. The company loves the program too!. Beyond being a  branding asset, the 

FIGURE 

3.3  
Canada’s Brand Leaders by 
Reputation 2016 

Source: Based on the 2014 Leger Corporate 
Reputation Study, www.marketingmag.ca.    

The net score for each brand is based on good and bad opinions expressed about the 
brands by respondents in the survey.  

Rank Company/Brand % Good Opinion % Bad Opinion Net Score

1 Google  91  2 89

2 Heinz  84  5 79

3 Shoppers Drug Mart  83  5 78

4 Canadian Tire  85  8 77

5 Kellogg  83  7 76

6 Dollarama  81  6 75

7 Samsung  80  5 75

8 Kraft  83  9 74

9 Campbell  80  7 73

10 Tim Hortons  83 11 72
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information the program collects about consumer shopping behaviour is among the most 
extensive in Canada. Refer to the image in Figure 3.4.

BRAND LOYALTY
Brand loyalty is defined as the degree of consumer attachment to a particular brand. 
Loyalty is influenced by such factors as marketing communications (what is said about a 
brand), family or peer pressure, friendship with a salesperson, and, ultimately, how satis-
fied a person is with the product. For example, someone intending to buy a new car 
might return to the same dealer and person he or she has bought from before. Satisfaction 
based on experience with that individual and product helps build loyalty.

Brand loyalty is measured in three distinct stages: brand recognition, brand prefer-
ence, and brand insistence (see Figure 3.5).6

In the early stage of a brand’s life, the marketing objective is to create brand 
 recognition. It is imperative to communicate the brand name, the unique selling point, 
and what the product looks like (for example, the package if it is a consumer good, or the 
look and style if it is a shopping good, such as an automobile or appliance). A marketing 
communications campaign plays a key role here.

When a brand achieves the status of brand preference, it is on a short list of brand 
alternatives that the consumer will consider buying. Such a position is good, because 

FIGURE 

3.4
Shoppers Loyalty Program Is 

a!Brand Asset That Is Very 
Popular with Its Customers

Source: © Deborah Baic/The Globe and 
Mail/CP Images

Brand Recognition
Consumer is aware of 
the name, benefit, and
package.

Brand Preference
Brand is top of mind
and considered a good
alternative. Consumer
will buy if available.

Brand Insistence
Consumer buys one
brand only. If brand is
not available, the 
purchase is postponed.

FIGURE 

3.5 The Stages of Brand Loyalty

brand loyalty The degree of attachment 
to a particular brand expressed by a 
consumer. There are three stages of 
brand loyalty: brand recognition, brand 
preference, and brand insistence.

brand recognition Customer 
awareness of the brand name and 
package.

brand preference The situation where 
a brand is perceived as an acceptable 
alternative by a customer and will be 
purchased if it is available.
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consumers retain only a select group of brand names in their minds for any product 
 category. Furthermore, it is an indication that the message strategies and other marketing 
strategies are working; the customer knows something about the brand, has evaluated it 
in relation to his or her needs, and will purchase it if available when it is needed.

At the brand insistence stage, a consumer will search the market extensively for 
a particular brand. No alternatives are acceptable, and if the brand is not available the 
consumer will likely postpone the purchase until it is. Such an enviable position shows 
the type of bond that can develop between a brand and a consumer.

As suggested earlier, consumers want consistent quality from their brands. The famous 
Coca-Cola marketing debacle of 1985 confirms how brand insistence works. Coca-Cola 
made the decision to replace Coca-Cola with a new formula. When the change was 
implemented, the backlash from customers was so swift and strong that the company had 
to bring back the original formula under the name Coca-Cola Classic. Some 22 years 
later (in 2007), the Classic name was dropped, and Coca-Cola returned to its original 
brand name. Some critics insist that Coca-Cola is a brand that has gone beyond brand 
insistence. So strong is the bond with consumers, the product cannot be changed—ever.

Since one of the tasks of marketing is to keep customers loyal, smart companies plan 
and implement loyalty programs. Loyalty programs range from the simple to the complex. 
McDonald’s, for example, offers a coffee card program whereby a customer gets a free coffee 
(any type or size) after seven purchases. A program such as Shoppers Optimum (mentioned 
earlier) is more complex and is intended to gather data that will assist the company in devel-
oping better marketing programs. The Shoppers Optimum program has over 10 million 
members in Canada. Loyalty-oriented marketing programs are presented in Chapter 8.

Brand-insistent consumers often become advocates for the brand—they like the 
brand so much they will openly recommend it to others. As discussed in Chapter 1, a 
word-of-mouth network, particularly a social media environment, is a powerful com-
munications tool that influences buying decisions. This phenomenon will be discussed 
further in Chapter 7.

For more insight into brand loyalty and how to achieve it, read the IMC Highlight: 
Brand Loyalty: It’s the Emotional Connection that Counts.

BRAND EQUITY
Brand equity is a confusing term that has been historically defined in different ways for 
different purposes. For our purposes, brand equity is defined as the value a consumer 
derives from a brand over and above the value derived from the physical attributes. Equity 
is influenced by several variables: brand name awareness, the degree of loyalty expressed 
by customers, perceived quality, and the brand’s association with a certain attribute. 
Canadian brands that consistently rated high based on this definition of equity include 
Tim Hortons, Canadian Tire, CBC, and Air Canada.

Brand equity can also be expressed in monetary terms. A brand is an asset of an 
organization, and therefore has some tangible financial value. On a global scale, brands 
such as Apple, Google, Microsoft, IBM, and Visa lead the way. In 2015 Apple was the 
world’s most valuable brand, estimated to be worth $246.9 billion.7

When Canadian brands are ranked on this basis, a different set of names emerge. 
Among the leaders are financial institutions such as Royal Bank of Canada and TD 
Canada Trust and telecommunications companies such as Bell and Rogers. A list of 
Canada’s top 10 brands by brand value appears in Figure 3.6.

Effective marketing and marketing communications strategies play a key role in 
building a brand’s equity. Scotiabank and RBC Financial invest heavily in advertising 

brand insistence A situation where the 
consumer searches the market for the 
specific brand.

brand equity The value (monetary or 
otherwise) of a brand to its owners; 
influenced by brand name awareness, 
degree of customer loyalty, perceived 
quality, and the brand’s association with 
a certain attribute.
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Brand Loyalty: It’s the 
Emotional Connection that 
Counts

Some recent marketing research from the United States 
reveals that the core drivers of brand loyalty are emo-
tional in nature rather than rational. The research pro-
duces a Customer Loyalty Engagement Index (CLEI) 
each year, and over the years emotional engagement fac-
tors have become more important. In the 2012 research, 
two specific components rose significantly: the brand’s 
“values” and the consumer’s brand “experience.”

For the purposes of the research, brand value is 
defined as what a brand stands for or means to the 
 consumer on an emotional level. Across 83 product 

 categories studied, it became clear that consumer 
 loyalty depends upon the degree to which a brand has 
established a clear core value proposition—something 
that goes beyond the tangible characteristics of the 
product. Typical rational characteristics such as quality 
and price will get people to knock the tires. For market-
ers, the challenge is to show how a brand enhances the 
consumer’s daily life in some way.

To demonstrate, in the soft drink category the core 
drivers of loyalty are “refreshing taste” and “brand appro-
priate for entire family.” Based on these criteria, Coca-
Cola ranked first and Pepsi-Cola second. The research 
observed that Coca-Cola’s “Open Happiness” brand posi-
tioning and tying its polar bear icon to social responsibility 
activities were emotionally connecting with consumers.

Among quick-serve restaurants, McDonald’s and 
Subway tied for first place in the loyalty rankings. The 
top loyalty drivers in this category were “brand value” 
and “healthy choice.” For certain, Subway’s well-known 
slogan “Eat fresh,” connects with consumers.

Among kids’ cereals (your former favourites per-
haps), Frosted Flakes and Lucky Charms lead the pack. 
In this category, loyalty used to be based on a good price/
value proposition. The latest research shows that a brand 
family focus and taste are the leading drivers of loyalty.

Information of this nature, if known by brand mar-
keters, will impact product and marketing communica-
tions decisions.

Adapted from Karlene Lukovitz, “Brand Experience, Values Increasingly Drive 
Loyalty,” Marketing Daily, February 6, 2012. www.mediapost.com.
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FIGURE 

3.6
Canada’s Leading Brands 

Ranked by Financial Value

Source:“The Country’s Most Valuable 
Brands? Banks.” Linda Nguyen The 

Canadian Press, Published on Fri Feb 27 
2015

Rank 2015 Brand Industry Value (C$ Billion)

1 Royal Bank Financial Services 12.5

2 TD Canada Trust Financial Services 11.1

3 Bell Telecommunications   7.6

4 Scotiabank Financial Services   7.0

5 Bank of Montreal Financial Services   6.9

6 Rogers 
Communications

Telecommunications   4.9

7 Telus Telecommunications   4.8

8 Enbridge Energy Resources   4.3

9 McCain Foods Food Processing   3.9



CHAPTER 3   Branding Strategy  73

FIGURE 

3.7
Effective Marketing 
Communications Help Build a 
Brand’s Image, Loyalty, and 
Equity

Source: Courtesy of Scotiabank.

media to build their respective images and to instill a feeling of trust among present cus-
tomers and new customers. A sample of Scotiabank’s advertising appears in Figure 3.7.

THE  BENEFITS  OF  BRANDING
Based on the discussion of various branding issues in the preceding sections, it can be 
seen that consumers and organizations benefit from branding. Some of the benefits for 
consumers are as follows:

Over time, the brand name suggests a certain level of quality. Consumers know what 
to expect; they trust and have confidence in the brand.

There can be psychological rewards for possessing certain brands. For example, buy-
ing a brand new BMW automobile might suggest the owner has achieved some goal. 
The automobile says something about the driver; it expresses his or her self-image.
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Brands distinguish competitive offerings, allowing consumers to make informed  
decisions based on what a brand stands for. Marketing communications play a key 
role in differentiating one brand from another.

Over time, a relationship develops between a consumer and the brand; it’s like a 
bond. Consumers offer their trust and loyalty in return for consistent product quality 
from the brand. Essentially, a brand is a promise delivered to a consumer. Consumers 
place their trust in brands and make ongoing buying decisions based on that trust.

So what are the most trusted brands in Canada? A survey of Canadian consumers by 
the Peter B. Gustavson School of Business at the University of Victoria ranked brands 
according to attributes such as quality, innovation, value, leadership, and social responsi-
bility. The survey reveals that Tim Hortons is Canada’s most trusted brand, followed 
closely by Presidents Choice (or PC). Other familiar names in the top 10 include 
Canadian Tire, Kraft, and Campbell Soup. Refer to Figure 3.8 for a sample list of the 
most trusted brands in various product categories.

Brands play a key role and offer numerous benefits to an organization as well. At the 
operational level, they help staff to plan production runs, maintain inventory counts, and 
facilitate order processing and delivery. In a marketing context, the key benefits are as follows:

A good brand name communicates the point of difference, or unique selling point 
(USP), and highlights the distinctive value added. A name such as Lean Cuisine, for 
example, addresses two benefits: “Lean” communicates low calories and “cuisine” 
implies it tastes good.

Branding (and the marketing communications that promote a brand) allows for the 
creation and development of an image. For example, Nike suggests an independent 
spirit, Visa provides freedom for people to follow their passions, and Coca-Cola 
inspires moments of happiness. For these brands, extensive advertising campaigns have 
instilled such images in the customer’s mind.

Satisfied customers will make repeat purchases and, marketers hope, remain loyal to the 
brand. Such loyalty stabilizes market share and provides for certain efficiencies in produc-
tion and marketing. Reliable estimates of future sales facilitate internal brand planning.

In summary, branding decisions are important decisions. A brand name stands for 
much more than simply differentiating one brand from another. Decisions about brand 
name, benefits offered, package design, and the desired image form the foundation for 
marketing and marketing communications strategies.

FIGURE 

3.8
Canada’s Most Trusted Brands 
in Various Product Categories

Source: http://notable.ca/these-are- 
the-most-trusted-brands-in-canada- 

by-industry

Product Category Brand

Cars Honda

Beer Alexander Keith’s

Confectionary Cadbury

Travel WestJet

Beverages Coca-Cola

Dairy Natrel

Energy Shell

Media CTV

Hotels Holiday Inn

Technology Google

unique selling point (USP)  The 
primary benefit of a product or service 
that distinguishes it from its competitors.
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Building the Brand
Building a brand (building brand image and equity) is the responsibility of the brand 
manager (or category manager or marketing manager, depending on a company’s orga-
nizational structure). A brand manager develops and implements the marketing plans 
for the brands he or she is responsible for. The process of building a brand involves four 
essential steps (see Figure 3.9 for an illustration of the steps):

1. Identify and establish brand values and positioning strategy.
2. Plan and implement brand marketing programs.
3. Measure and interpret brand performance.
4. Grow and sustain brand equity (managing a brand through its life cycle).

Since the concept of brand equity has already been discussed, the remaining discus-
sion in this chapter will focus on brand values and positioning, and the development of 
marketing programs.

ESTABLISHING CORE VALUES AND BRAND POSIT IONING
What does a brand stand for? The answer to that question will relate to the core values of 
a brand. Core values are the primary attributes and benefits a brand delivers to the 
customer. An attribute is a descriptive feature; a benefit is the value consumers attach 
to a brand attribute. For example, Dove tells women to focus on internal beauty and the 
health of their skin; everyone should be happy with who they are (a self-esteem  message). 
Dove emphasizes an attitude more than the product itself.

The smartphone market is large and very competitive, and all brands essentially per-
form the same tasks. Some brands will focus on product-specific attributes while others 
will focus on psychological benefits. Each brand will use a different angle on how to 
communicate a key benefit. Apple is the leader in the premium phone market and gen-
erally prefers the psychological benefit approach. Apple products (phones, laptops, music 
devices, and tablets) are technical in nature but are promoted as items that suit the  lifestyle 

FIGURE 

3.9
The Brand-building ProcessIdentify Brand Values and

Positioning Strategy
Identify key attributes and benefits. Clearly
state what the brand will do for customers.

Plan and Implement the
Marketing Program

Develop an integrated plan that draws upon
key elements of the marketing mix and
design and execute the marketing
communications mix.

Measure and Evaluate
Brand Performance

Evaluate the results against planned
objectives, including loyalty, market share,
and sales.

Build Brand Loyalty and
Brand Equity

Alter, expand, and rejuvenate brands to 
retain their position in the marketplace.

core values The primary attributes and 
benefits a brand delivers to the customer.

attribute A descriptive feature of a 
product.

benefit The value a customer attaches 
to a brand attribute.

brand manager An individual assigned 
responsibility for the development and 
implementation of marketing programs 
for a specific product or group of 
products.
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FIGURE 

3.10
Apple Uses a Psychological 

Benefit Approach to 
Differentiate Its Products 

from!Its Competitors

Source: © TungCheung/Shutterstock.com

needs of consumers. The iPhone is perceived as simple, sleek, and sexy—very different 
from its competitors. Refer to the image in Figure 3.10.

Brand Positioning Concepts
As discussed in Chapter 2, positioning is the selling concept that motivates purchase, 
or the image that marketers desire a brand to have in the minds of customers. It is a strat-
egy influenced by a brand’s core values, attributes, and benefits. Simply stated, each 
brand wants to differentiate itself from competitive offerings. Therefore, positioning 
involves designing and marketing a product to meet the needs of a target market and 
creating the appropriate appeals to make the product stand out from the competition in 
the minds of the target market.

A clearly defined positioning strategy statement provides guidance for all market-
ing and marketing communications strategies. The strategy statement provides a com-
pelling reason why potential customers should buy the brand. Figure 3.11 illustrates 
the importance of positioning in the marketing and marketing communications plan-
ning process.

To illustrate the importance of a positioning statement again, consider the various 
forms of marketing communications Nike has exposed you to over time. Nike is a heav-
ily advertised brand so certain images and messages will probably come to mind. Nike’s 
positioning statement could be written as follows:

Nike brings inspiration and innovation to every athlete.

Nike is a leader in shoe technology, and is a brand that inspires confidence in people 
who use their shoes. The images they show in their ads aptly demonstrate their position-
ing strategy. Refer to the image in Figure 3.12.

The positioning strategy statement should be clear, concise, and uncomplicated 
while addressing the target market’s need and the primary benefit to be offered. Many 
experts adopt the 4D-positioning rule when devising their strategy statement. A good 

positioning The selling concept that 
motivates purchase, or the image that 
marketers desire a brand to have in the 
minds of consumers.
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FIGURE 

3.12
Nike’s Positioning Strategy for 
Shoes Is Based on Innovation 
(Product) and Inspiration 
(People)

Source: © Eugene Gologursky/WireImage

FIGURE 

3.11
The Importance of Positioning

Product
Strategy

Price
Strategy

Marketing
Communications

Strategy

Distribution
Strategy

Target Market
Analysis

Market
Analysis

Competitor
Analysis

Positioning
Strategy

A clearly worded positioning strategy statement provides guidance for developing all  
marketing and marketing communications strategies.
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positioning strategy must be desirable by consumers, distinctive from the competition, deliv-
erable by the company, and durable over time. Here is a potential positioning strategy state-
ment for Apple branded products.8

The core of Apple’s brand is great innovation, beautiful design, and an ability to bring 
warmth and passion to those customers who may be completely averse to technical 
gadgetry, but nonetheless need it to survive in today’s world.

You can start to see how such a statement is used as input for developing a marketing 
communications strategy. All consumer-directed communications for Apple focus on 
how simple Apple products are to use yet offer the absolute latest in technical innovation.

There are all kinds of ways a product can be positioned in the minds of customers. 
Let’s discuss some of these positioning strategies.

PRODUCT  DIFFERENTIATION
Here’s what the product is! Here’s what the product does! That’s product  differentiation—
nothing could be more straightforward. When a product differentiation strategy 
is employed, the product will communicate meaningful and valued differences to 
distinguish itself from competitive offerings. Such differences focus specifically on what 
the product may offer and refer to the form of the product (size, shape, or physical struc-
ture), performance quality (it lasts longer), durability (ability to withstand stress), 
 reliability (it won’t break down), or style (the look and appearance of the product or 
package).

BAND-AID® brand adhesive bandages compete with many other brands. One of its 
unique attributes is a super-stick adhesive—it will stay on longer even in the toughest, 
wettest conditions, offering better protection. Another unique attribute is Quiltvent 
technology. As stated in the advertisement appearing in Figure 3.13, this technology 
wicks away fluids and offers superior breathability—benefits of interest to customers.

BRAND LEADERSHIP  POSIT IONING
As the name suggests, leadership positioning is a strategy often employed by brand 
leaders. Good marketing and marketing strategies from the past have helped such a 
product achieve an enviable position in the marketplace and in the minds of customers. 
These brands have high brand equity. The message such a brand delivers is designed to 
reinforce its lofty position. Probably the best example of leadership positioning is 
Coca-Cola. In most North American markets, Coca-Cola is the number one brand 
with a legion of loyal brand users. In advertising, Coca-Cola struts its stuff. The brand 
has used catchy phrases such as “Coke is it,” “Can’t beat the real thing,” and “Always 
Coca-Cola” to communicate its leadership position. More recently the brand has used 
the phrase “Open happiness.” The brand exists to “inspire moments of happiness” 
among its users.

Brand leaders have characteristics in common that give them an advantage over 
competing brands: They have greater consumer awareness, are readily available, and have 
significant marketing budgets to protect their position.

HEAD-ON POSIT IONING (COMPARATIVE  POSIT IONING)
Head-on positioning involves a comparison of one brand with another. Typically, 
the brand doing the advertising presents itself as being better than another brand. The 
message focuses on an attribute that is important to the target market. To dramatize the 
claim of superiority or whatever the claim may be, it is common to demonstrate how 

product differentiation strategy  
A plan of action for communicating 
meaningful attributes and benefits of a 
product to a target market.

leadership positioning A marketing 
strategy in which a product presents 
itself as a preferred choice among 
customers.

head-on positioning A marketing 
strategy in which one product is 
presented as an equal or better 
alternative to a competing product.
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both brands perform. For example, we often see popular brands of household products 
use head-on positioning strategies. Bounty, for example, shows how much water one of 
its towels can pick up, while a competing brand is shown to be incapable of picking up 
as much. The Bounty towel still looks partially dry; the competitor’s looks saturated. 
Bounty is well positioned as “the quicker picker-upper.”

The “Pepsi Challenge” is now the classic example of effective head-on positioning. 
Originally, television commercials showed people trying Pepsi and Coke in blind taste 
tests with Pepsi being the preferred choice—a hard-to-believe situation for those taking 
the taste test. In a recent television commercial, a Pepsi truck driver and a Coke truck 
driver are sitting at a diner counter. The Coke driver tries a sip of Pepsi, unaware that the 
Pepsi driver is taking his picture and uploading it to the Internet for the world to see.  
A fight ensues between the two. Pepsi effectively delivered its message in the commercial.

Challenger brands often adopt a head-on positioning strategy. Their mission is to 
instill “thought” leadership in the customer’s mind. Such brands will spend considerable 
sums of money to deliver their message. Challengers must also be aware that a brand 
leader may retaliate, thus escalating the financial commitment required to maintain the 
challenge.

FIGURE 

3.13
Offering a Significant  
Benefit to Consumers Helps 
Differentiate BAND-AID® Brand 
Bandages from Competitors

Source: © Johnson & Johnson
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INNOVATION POSIT IONING
An innovation is a product, service, or idea that is perceived by consumers as new. 
Innovation positioning is a marketing strategy that stresses newness as a way to dif-
ferentiate a brand from the competition. Innovation may imply that the company or 
brand is “leading-edge” in the market it competes in. As mentioned earlier in the chap-
ter, Apple is well known for its innovative yet easy-to-use products. It’s not a coincidence 
that Apple is also the leader in all of these product or service categories.

In the razor and razor blade market, both Gillette and Schick Quattro duel with 
each other for innovation supremacy. Three blades, four blades, five blades—just how 
many blades are needed for a close shave? Gillette launched the new Fusion ProGlide 
razor with flexball technology, which promises men a smoother, closer shave. The flex-
ball responds to every contour on a man’s face. Refer to the image in Figure 3.14.

innovation positioning A marketing 
strategy that stresses newness  
(based on a commitment to research  
and development) as a means of 
differentiating a company or a brand 
from competing companies and brands.

FIGURE 

3.14
Innovations Such As New 

Flexball Technology Help Keep 
Gillette at the Forefront of the 

Male Grooming Market

Source: © 2014 P&G
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PRICE  (VALUE)  POSIT IONING
A price positioning strategy is based on the premise that consumers search for the 
best possible value given their economic circumstances. Some consumers search for low 
prices, others are willing to pay more for something perceived as offering good value, 
and still others don’t even look at price. Some people shop for high-end goods and ser-
vices and expect to pay a lot for the products they buy.

Walmart seems to have a lock on the low-price positioning strategy in the North 
American retail marketplace. The store’s image is firmly entrenched in the consumer’s 
mind from ads showing prices always being slashed to save people money. It used the 
slogan “Always low prices” to communicate its positioning strategy. In recent years, 
Walmart has shifted its price position somewhat and begun using the phrase “Save 
Money. Live Better.” Their promise to consumers: Saving money on little things adds up 
and helps families live better. Refer to the image in Figure 3.15.

Another retailing example shows how high-price positioning is an effective strategy. 
In men’s fashion, Harry Rosen (an upscale men’s clothier) comes to mind. The Harry 
Rosen image has been carefully cultivated over time so that customers know exactly 
what to expect when they shop there. Harry Rosen keeps its edge on the competition 
by carrying many exclusive products and by moving to customer relationship marketing 
and pitching wares directly to individual customers in mailings and through special 
events. According to Larry Rosen, current CEO and son of the founder, “A man looks 
powerful, authoritative, confident, and professional in a suit. To get the right suit that 
man knows where to shop—Harry Rosen.” Refer to the image in Figure 3.16.

LIFESTYLE  ( IMAGE)  POSIT IONING
In very competitive markets where product attributes of so many brands are perceived to 
be equal by consumers, it is difficult to follow the positioning strategies outlined above. 
Lifestyle positioning, or image positioning, involves moving away from the tan-
gible characteristics of the product toward the intangible characteristics (things that aren’t 
there, for example). Products in categories such as beer, alcohol, perfume, automobiles, 
and travel frequently use this strategy, as do brands that wish to attract a youthful customer.

price positioning A marketing strategy 
based on the premise that consumers 
search for the best possible value given 
their economic circumstances.

FIGURE 

3.15
Walmart’s Price Proposition Is 
Firmly Entrenched in the Minds 
of North American Consumers

Source: Robyn Beck/AFP/Getty Images/
Newscom.

lifestyle (image) positioning A 
marketing strategy based on intangible 
characteristics associated with a lifestyle 
instead of tangible characteristics.
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The use of psychographic information allows companies to develop campaigns based 
on the lifestyle or desired lifestyle of the target market. Generally speaking, lifestyle posi-
tioning involves using emotional appeal techniques such as love, fear, adventure, sex, and 
humour to influence the target market. In the truck market, all of the major brands such 
as the Ford F-150, Chevrolet Silverado, and Ram appeal to the lifestyle of hardworking, 
outdoor-oriented, adventurous males. The message focuses on the strength and tough-
ness of the vehicle. Advertisements for the Silverado use phrases such as “Silverado. True 
North Strong” to establish its desired brand image. The phrase “Built Tough” plays a key 
role in advertisements for the Ford F-150. Refer to the image in Figure 3.17.

FIGURE 

3.16
A High-price, High-quality 

Positioning Strategy Works  
for Harry Rosen

Source: Jesse Johnston/CP Images.

FIGURE 

3.17
Chevy Silverado Trucks Are 
Positioned to Appeal to the 

Lifestyle of Hardworking, 
Adventurous Males

Source: © Rolling Stock/Alamy Stock Photo
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REPOSIT IONING
As a brand evolves and faces changes in the marketplace, an organization may decide to 
reposition the brand. For example, conditions in the economy change, new competitors 
might enter the market, or consumers’ preferences change. Repositioning is defined as 
changing the place a product occupies in the customer’s mind, relative to competing 
products. When a positioning strategy is working, a company should avoid the tempta-
tion to change things. That old expression “If it ain’t broke, don’t fix it” applies here.

Marketers must continuously monitor changes in the marketplace and adjust their 
strategies accordingly. Out of necessity, a few years ago Buick (a brand marketed by 
General Motors Canada) launched a new vehicle called the Verano with a completely new 
image. Buick is traditionally the preferred ride of older men. While GM can’t ignore its 
older target, the path to future success lies with the brand’s ability to attract new, younger 
customers. The solution was Melina, the internal name GM gave to the new target mar-
ket Buick would pursue. Melina is a tech-savvy urbanite making a good salary who likes 
to treat herself with spa treatments, nice clothes, and nights out with the girls. GM 
launched the Verano with Melina in mind. The advertising for the car featured young 
women enjoying fine coffee, relaxing at the beach, and enjoying driving the new car.9

PLANNING AND IMPLEMENTING MARKETING AND MARKETING  
COMMUNICATIONS PROGRAMS
To build brand loyalty and firmly position a brand requires effective marketing programs: 
activities that produce a strong and favourable association with a brand in a consumer’s 
memory. It is an information transfer process that considers two essential factors. First, 
decisions must be made about how to employ various brand elements. These decisions 
involve brand names, trademarks, and characters. Second, appropriate marketing strate-
gies must be developed to communicate the brand values and brand positioning strategy.

The most common brand elements are brand names, logos, symbols, characters, 
packaging, and slogans. The content of most advertising in any medium, from television 
to print to websites, usually includes these elements. Characters, whether they be paid 
actors employed in a commercial or something that an organization creates, help portray 
the personality of a brand. Think of the manager in A&W’s television commercials or the 
actor who appeared in countless Trivago commercials to help you find just the right 
hotel room. Even cartoon characters such as Tony the Tiger (Frosted Flakes) and the 
Michelin Man (Michelin tires) play key roles in brand advertising.

Slogans are also important in brand advertising, as they tend to summarize what a 
brand stands for—the brand’s positioning strategy. When creating a slogan, creative plan-
ners attempt to suggest a key benefit and to reflect the brand’s personality, while keeping 
the slogan short enough so that it is easy for consumers to remember.

Here are some famous slogans from the past:

Molson Canadian “I Am Canadian”
Red Rose Tea “Only in Canada? Pity.”
Tim Hortons “Always got time for Tim Hortons”
Budweiser  “The king of beers”
Campbell Soup “M’m, M’m good”
M&M Candy “Melts in your mouth, not in your hands”
KFC “Finger-lickin’ good”

Based on the numerous examples already cited in this chapter, it should be abun-
dantly clear that marketing communications are the “voice” of a brand’s (or company’s) 

repositioning Changing the place a 
product occupies in the customer’s mind, 
relative to competing products.



ING Bank Becomes  
Tangerine

Good communications plans call for effective collaboration 
between creative planners and media planners. The goal 
of both is always to place the right message in the right 
medium, and, when they do, good things happen. Here’s 
a brief summary of a campaign that clicked for Tangerine.

What is Tangerine, one might ask? Well that was 
the precise situation Scotiabank faced when it embarked 
upon a rebranding effort for ING DIRECT Canada. 
Scotiabank acquired ING DIRECT and a legal require-
ment of the transition called for a new brand name and 
visual identity within 18 months of the acquisition.

ING DIRECT was successfully positioned as a chal-
lenger to the big banks—it was a bank that did things 
differently and more simply. After 12 months of con-
sumer research Scotiabank decided on the Tangerine 
name. It stood for simple, unique, progressive banking. 
And it offered an element of fun, even though banking 
is considered a serious business.

The advertising objectives for the rebranding cam-
paign were three-fold.

1. To achieve an unaided brand awareness of 7 percent 
within six months

2. To drive customer acquisition based on the bank’s 
value proposition

3. To ensure existing clients were aware of the name 
change and acclimatized to the transition before it 
occurred

Analysis of the situation by John St. (the ad agency 
used by Scotiabank) determined that simplicity would 
play a key role in messaging. The big banks are associ-
ated with complexity and doing things the old-fashioned 
way. Tangerine would stand for accessibility, innovation, 
and flexibility—money would be simpler to manage.

Strategically, timing would play an important role in 
message delivery and transparency was crucial through-
out the process. The bank maintained dialogue with 
employees and clients to ensure a smooth transition. 
Internal communications included live streaming of 
messages, events to help create buzz, and a micro-site 
outlining how the name change was just another step in 
the history of the bank. A direct mail piece was sent to 

all clients informing them of the change and how they 
would be affected.

The initial launch was in two phases. The first phase 
explained the transition of ING DIRECT to Tangerine. The 
message helped acclimatize Canadians to the name 
change and established Tangerine as a credible and trust-
worthy bank. The message was informative in nature; the 
focus was on the name and what wasn’t changing: “We’re 
changing our name, but we’ll never change what we do.”

The second phase was designed to make Canadians 
take notice. The message would encourage Canadians 
to stop and think about how they do their banking. Why 
were people staying with their existing bank when 
Tangerine was a simpler and superior alternative?

In the media, the first phase of the launch was 
TV-driven, supported by print ads and a micro-site. Ad 
placements were in media traditionally used for informa-
tion: newspapers, digital banners, and news and informa-
tion sites. In the second phase the objectives focused on 
awareness so a multimedia approach was recommended. 
In addition to 30-second and 60- second TV spots, large-
scale transit dominations, transit shelters, digital display 
ads, and pre-roll video were added to the media mix.

The transition campaign was a success. There was a 
sizeable uptick in customer acquisition—a 90 percent 
increase in applications in the first two months of the 
campaign. Unaided brand awareness reached 15! percent 
within three months—well above the target. News and 
media coverage achieved 81 million earned media 
impressions (free brand exposure), and there were 188 
unique news stories about the name change transition.

Source: © Torontonian/Alamy Stock Photo

Based on Cassies 2015, “Off to a Good Start (Silver)” http://cassies.ca/
entry/viewcase/17998.
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positioning strategy. Regardless of the medium selected, that voice must deliver a mes-
sage with clarity and continuity. If the communications strategies are executed effectively 
and with sufficient financial support, the desired message and image should be planted in 
the customer’s mind.

Advertising in any medium and in social media communications should have a blan-
keting effect on the audience it reaches. Advertising is the most visible communication—
a form that creates awareness and interest in a brand and gets people talking about it.

The other forms of marketing communications play more specific roles and should be 
viewed as surround sound. Sales promotions, experiential marketing, and public relations 
generate buzz and create desire and action. They provide the stimulus that gets the wallet 
out of the pocket or purse. Therefore, with all points of contact delivering a unified 
 message, a brand begins to build momentum—the brand-building process has begun.

To demonstrate the process of planning and implementing a marketing communica-
tions campaign, as well as the role of various communications elements, consider the situ-
ation that Scotiabank faced when it acquired the Canadian operations of ING DIRECT 
Canada. Part of the acquisition agreement called for a new brand name for ING within 
18 months of the takeover. For more insight into this exercise in branding and marketing 
communications read the IMC Highlight: ING DIRECT Becomes Tangerine.

Packaging and Brand Building
The package is what consumers look for when they are contemplating a purchase. For 
new products especially, the look of the package must be instilled in the customer’s mind. 
For that reason, it is very common for the package to play a key role in introductory 
marketing communications programs.

The colour of a package is an important element of the brand building equation. 
Given the way in which consumers scan merchandise on store shelves, colour plays a role 
in attracting people’s attention. Many brands actually own a colour, at least in marketing 
terms, which is a concept known as brand blocking. For example, the colour red is a sign 
of power. In the soft drink market, Coca-Cola owns the colour red, and it is no coinci-
dence that Coca-Cola is a market leader. Colours are an emotional trigger and conse-
quently are powerful marketing tools. Dark colours project richness and are common in 
the coffee aisle on brands such as Maxwell House and Nabob. When Unilever launched 
Dove Men+Care, it used a medium grey colour—a colour unique to the product cate-
gory. Refer to the image in Figure 3.18.

In today’s competitive environment, packaging is playing a more significant role in 
differentiating one brand from another. Over the life cycle of a product, the packaging 
may change several times to spruce up the image of a brand. As well, a common package 
design across all product lines that make up a brand (that is, various sizes, shapes, and 
formats) helps maintain brand identity.

A revolution is occurring in packaged goods marketing, as marketers see packages 
having a growing influence on purchase decisions amid ongoing media fragmentation. 
The majority of purchasing decisions are made in the store: up to 70 percent (40 percent 
in supermarkets) by people navigating aisles, scanning shelves, and making spur-of-the-
moment decisions.10

The package is a very important touch-point with consumers. Familiarity with a 
package helps build trust between the consumer and the brand, so ultimately the package 
is a factor that can influence consumer loyalty. A good package serves four functions: It 
protects the product, it markets the product, it offers convenience to consumers, and it is 
environmentally friendly.
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PROTECT  THE  PRODUCT
How much protection a product needs depends on how often it changes hands in the 
distribution process. For example, how long does it sit in a warehouse, how will it be 
transported, what kind of handling will it experience, and how much protection 
from exposure to heat, cold, light, and moisture will it need? Snack foods such as 
potato chips for example, require larger than needed packages (air-filled to remain 
somewhat rigid) so that the fragile contents are cushioned. Nobody wants a bag of 
crushed chips!

MARKET  THE  PRODUCT
In its marketing role, the package does the same thing an advertisement in any medium 
would do. The design and colour scheme should be coordinated so that the overall look of 
the package creates a good impression. The package should be attractive and eye-catching 
to grab the attention of consumers. It should contain useful information and tell consum-
ers what the product’s benefits are so they will have a reason to buy it. To  demonstrate, 
refer to the image in Figure 3.19.

Packages can also be used to communicate information about promotional offers 
such as coupons, contests, and giveaways. Since promotions of this nature are temporary, 
a package “flash” is usually added to the front panel of the package to draw attention to 
the offer. Details of the offer would appear on the side, back, or inside of the package (see 
Figure 3.20).

PROVIDE  CONVENIENCE
A package should be easy to carry, open, handle, and reseal (if appropriate). Liquid 
detergents, for example, should be easy to pour without spills (on some brands the 
plastic lid is the measuring device for dispensing the product). Squirt spouts on prod-
ucts such as mustard and ketchup also offer convenience. If a product is heavy or 
bulky, handles should be built into the package design. The Tide package appearing in 

FIGURE 

3.18
Dove Men+Care Uses Grey 

Packaging and White Lettering 
to Present a Consistent Image 

to Consumers

Source: © Mark Von Holden/Invision for 
Dove Men/AP Images.



CHAPTER 3   Branding Strategy  87

FIGURE 

3.19
Colgate’s Package Clearly 
Communicates the Key Benefit: 
It Helps Repair Enamel Damage

Source: © Colgate Palmolive Company

FIGURE 

3.20
A Package Face Often 
Communicates Details  
of a Promotional Offer

Source: © Dick Hemingway.
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Figure 3.21 demonstrates this principle. Other examples of convenience include 
resealable plastic lids on margarine containers, twist-off caps on beer and wine, and 
straws on fruit juice containers.

BE ENVIRONMENTALLY  FRIENDLY
Packaging, or wasteful packaging, is an important issue for marketing organizations 
today. As many studies have shown, consumers are more willing to do business with 
organizations that show respect for the environment, and respect extends to marketing 
goods in packages that are environmentally friendly. Pepsi-Cola recently introduced a 
bottle made entirely of plant material. The bottle is made from switch grass, pine bark, 
corn husks, and other materials. The new bottle looks and feels like plastic, and protects 
the drink just as plastic bottles do. PepsiCo also introduced a fully compostable bag for its 
Sun Chips line of snacks, although the loud noise the bag makes is disturbing to some 
consumers. The company is investigating ways to reduce the noise factor.

Branding by Design
Not all kinds of product are sold in a package. What attributes sell an appliance, an auto-
mobile, a computer, the services offered by a bank, and so on? For durable goods such as 
cars and computers, the key influencer in the buying decision could be the design—the 
look and style of the product and the image it projects about itself. For products like 
mutual funds, trusts, and other financial offerings—products that are truly intangible—
consumers are primarily influenced by the brand image as perpetuated by effective mar-
keting communications programs.

Brand design integrates the brand experience into the product or service. It’s 
about creatively designing innovative approaches in order to create a unique brand 

FIGURE 

3.21
Bulky and Heavy Products 

Should Be Designed So That 
They Are Easy to Carry

Source: © Keith Tuckwell 

brand design A concept that attempts 
to include an experience in the design of 
a product (for example, the design may 
trigger an emotional response).
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 experience.11 In the durable goods market, designers traditionally followed one basic 
premise: Form follows function. They responded to consumers wanting goods that per-
formed specific functions dependably and reliably. Things have changed. Consumers now 
want products that fit in with their lifestyle or the decor of their home furnishings. They 
are more style conscious, and are purchasing durable goods like automobiles, appliances, 
and electronics based more on emotion and style than function. Refer to the illustration 
in Figure 3.22.

Advancing technology has an impact on design. As mentioned earlier in the chap-
ter, Apple’s products have always been perceived as sleek and stylish. Apple’s phones, 
tablets, and laptop computers are an ideal fit with the lifestyle of consumers who want 
them. Have you noticed that people who hang out in coffee houses display their Apple 
laptops—sort of a badge of honour? Samsung’s Galaxy line of smartphones also boasts 
sleek design. The slim profile and larger screen have been a hit with consumers. Refer 
to the image in Figure 3.23.

FIGURE 

3.22
The Design of a Product Plays a 
Key Role in Building a Brand’s 
Image in the Minds of 
Consumers

Source: Courtesy of KitchenAid ® Canada
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FIGURE 

3.23
Effective Brand Design and 

Brand Strategy Are the Keys to 
Samsung Galaxy’s Success in 

the Smartphone Market

Source: © Samsung

Developing a sound brand strategy and positioning strategy is 
the first step in the brand-building process. Having the right 
strategy is important because consumers form their impres-
sions about a brand based on what they hear and see about 
it. Therefore, marketing organizations use branding as a 
means of identifying products and building an image.

Over time, consumers come to trust what a brand 
stands for and express their satisfaction in varying degrees 
of brand loyalty. Loyalty is expressed in terms of brand rec-
ognition, brand preference, and brand insistence. Brand 
equity is the value a consumer derives from a brand beyond 
its physical attributes. Such equity is based on how aware 

consumers are of a brand, their degree of loyalty, and per-
ceptions held about quality. Brand equity may also be 
described in monetary terms, as brands are a valuable asset 
of a company.

Branding offers several benefits for consumers. It suggests a 
consistent degree of quality, provides psychological rewards (for 
example, a better self-image) for possessing certain brands, and 
distinguishes competing brands from one another. Good brands 
are personal, and they often become integral parts of people’s 
lives. For manufacturers, the brand name communicates a point 
of difference, allows for the creation of an image, and helps build 
brand loyalty.

SUMMARY
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The brand-building process involves four essential steps: iden-
tifying brand values and positioning strategy, planning and imple-
menting a brand marketing program, measuring and interpreting 
brand performance, and growing and sustaining brand equity. 
Brand values are the primary attributes (descriptive features) and 
benefits (the values consumers attach to a brand). Positioning refers 
to the image a marketer wants the brand to have in the customers’ 
minds. A positioning strategy is based on an important element of 
the marketing mix. Some of the common positioning strategies 
include product differentiation, brand leadership, head-on (com-
parative) positioning, innovation, price and value, and lifestyle.

When implementing a brand strategy, all elements of the 
marketing mix and the marketing communications mix come into 
play. The marketing communications mix is the voice of a brand’s 
positioning strategy. A good strategy that is executed efficiently 
should instill the desired image about a brand in the customer’s 
mind. In this regard, all elements of the communications mix work 
together to deliver a consistent message.

Packaging and product design play key roles in differenti-
ating brands and help determine consumer perceptions. 
Therefore, it is important that a brand, in all of its different 
sizes, formats, and variations, have a consistent and distinctive 
package design. The ability of a package to stand out in a clut-
tered point-of-purchase environment is a key factor influencing 
buying decisions.

A good package design will protect the product, market the 
product, provide consumers convenience in handling and using 
the product, and be environmentally friendly. Package designs 
should be unique and attractive to grab the attention of consum-
ers as they pass by. Expensive durable goods rely on the design 
of the product to create images in the consumer’s mind. The 
design must be functional yet attractive to the eye. Style and 
appearance are important influences on buying decisions for 
cars, appliances, computers, and other consumer electronic 
goods. Goods such as these are often an expression of one’s 
self-image.

KEY TERMS
attribute  75
benefit  75
brand  66
brand design  88
brand equity  71
brand insistence  71
brand logo  68
brand loyalty  70

brand manager  75
brand name  67
brand preference  70
brand recognition  70
core values  75
head-on positioning  78
image positioning  81
innovation positioning  80

leadership positioning  78
lifestyle positioning  81
positioning  76
price positioning  81
product differentiation strategy  78
repositioning  83
trademark  68
unique selling point (USP)  74

1. Identify and briefly explain the key components of a brand.
2. Identify two benefits of branding for consumers and two 

benefits of branding for organizations.
3. Identify and briefly explain the three stages of brand loyalty.
4. What is brand equity, and how does a brand build it?
5. “A brand is a set of core values.” What does this state-

ment mean?
6. Define what positioning is and state the importance of 

having a clearly worded positioning strategy statement.
7. What is the difference between head-on positioning and 

brand leadership positioning? Provide an example of 
each not mentioned in the chapter.

8. If a brand is using a product differentiation positioning 
strategy, what will the advertising message focus on? 
Provide an example of this strategy not mentioned in 
the chapter.

9. If a brand is using a lifestyle positioning strategy, 
what will the advertising message focus on? Provide 
two examples of this strategy not mentioned in the 
chapter.

10. What essential roles does a package perform in the 
marketing of a brand? Briefly explain.

11. Explain the role and influence that the design of a prod-
uct can have on prospective buyers.

REVIEW QUESTIONS
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1. “A brand is more than the physical product.” Explain.
2. “Selecting the name for a new product is a critical deci-

sion.” What are the essential issues in naming a brand? 
Conduct some online secondary research to get to the 
bottom of this issue.

3. Select a lifestyle advertising campaign that you think is 
particularly effective. Write a brief report or make a brief 
presentation on why you think it is effective.

4. Explain the relationship between brand positioning and 
the development of an effective marketing communica-
tions strategy.

5. Evaluate the marketing situation for one of the following 
companies or brands. What makes this company 
(brand) unique and what is its differential advantage(s) 
compared to the primary competitors? Based on what 
you know of this company (brand) and what you see or 
hear in terms of marketing communications, develop a 
positioning strategy statement for the company (brand).

a) President’s Choice
b) Alexander Keith’s beer
c) H&M
d) Doritos
e) BioSteel sports drink

6. Using a company or brand of your choosing, examine 
the relationships among its name, logo, and advertising 
slogan. Are these brand and communications elements 
permanently entwined or can any of them change in 
order to build the brand’s image? What are the benefits 
and risks associated with any kind of change?

7. Assess the role that package design plays in building a 
brand’s image. To justify your position, provide an 
example of a package design that you perceive to be 
good and a design that you perceive to be less than 
good. What is the relationship between the package 
design and other forms of marketing communications?
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