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Brand

ñThe intangible sum of a productôs attributes: its 
name, packaging, and price, its history, its 
reputation, and the way its advertisedò

David Ogilvy ïOgilvy & Mather



Brand

ñThe most valuable piece of real estate in the 
world, a corner of someoneôs mindò

Sir John Hegarty ïBartle, Bogle, Hegarty

ñWhat people say about you when you arenôt in the 
roomò

Jeff Bezos ïAmazon



Co-creation of brand meaning

ñThe joint creation of value by the company and 
the customer, allowing the customer to co-

construct the service experience to suit their 
contextò

Prahalad and Ramaswamy, 2004



Brand function

ÅNavigation
ÅHelp customers choose

ÅReassurance
ÅCommunicate intrinsic quality of the product 

or service

ÅEngagement
ÅImage, colours, language to encourage 

customers to engage with the brand



Great brands



Strategic Brand Management Process

ÅMental maps 

ÅCompetitive frame of 
reference 

ÅPoints of parity, points of 
difference 

ÅCore brand values 

ÅBrand mantra 

1) Identify and Establish Brand 
Positioning and Values 



Elements of 
Brand Strategy

Purpose

Consistency

Emotional 
Impact

Brand 
Activation



Purpose

"To bring inspiration and 
innovation to every athlete in 
the world. If you have a body, 
you are an athlete"



Consistency 

VAppearance 

VProduct range 

VPricing 

VAmbience 

VOne-way system!! 

Reassurance 

adds value



Emotional Impact

Built in Emotions

- Surprise
- Anger
- Fear
- Disgust
- Sadness
- Joy



Brand Activation

The process of making your brand known to people, 
increasing awareness and engagement through some 

kind of brand experience

Shift the focus from the 
sales process to the 

buying process


