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BRANDING STRATEGIES


Multiproduct branding

It is also called blanket branding strategy or family branding strategy In this strategy the firm uses one name for all its products. It is an attempt to leverage corporate brand equity in an attempt to create product brand recognition. Disney, for example, includes the word 'disney' in the name of many of it's products. So does IBM, Pepsi, and CocaCola. This can result in significant economies of scope since one advertising campaign can be used for several products. It also facilitates new product acceptance because potential buyers are already familiar with the name. A corporate branding strategy should only be used if the company is already well known by the target market and also has a very positive image in their minds. If corporate branding is done well, the corporate name can become synonomous with a product category (eg.: Klenex, Tampax). Even purchasers of Charmin will refer to the product as Klenex. The main disadvantage with corporate branding is the products are not treated as individuals, hence there is not adequate focus on the products' unique characteristics. 

Advantages

· Can result in significant economies of scope since one advertising campaign can be used for several products
· Facilitates new product acceptance because potential buyers are already familiar with the name 
· Makes possible line extensions 

· Sub-branding combines a family brand with a new brand. 

· Allows for brand extension; even to enter a completely different product class. 

Limitation

· Too many uses for one brand name can dilute the meaning. 

· The products are not treated as individuals, hence there is not adequate focus on the products' unique characteristics 
Multi Branding

The depth of a branding strategy concerns the number and nature of different brands marketed in the product class sold by a firm. Why might a firm have multiple brands in the same product category? The primary reason relates to market coverage. Although, multiple branding was originally pioneered by General Motors, Proctor, & Gamble is widely recognized as popularizing the practice.

.

The main reason to adopt multiple brands is to pursue multiple market segments. These different market segments may be based on all types of considerations—different price segments, different channels of distribution, different geographic boundaries, and so forth. In many cases, multiple brands have to be introduced by a firm because any one brand is not viewed equally favorably by all the different market segments that the firm would like to target. Some other reasons for introducing multiple brands in a category-include the following

1.To increase shelf presence and retailer dependence in the store 

2.To attract consumers seeking variety who may otherwise switch to another brand

3.To increase internal competition within the firm 

4.To yield economies of scale in advertising, sales, merchandising, and physical distribution

Advantages of a Multi-branding strategy 

1.The firm can distance products from other offerings it markets

2.The image of one product is not associated with other products the company markets

3.The products can be specifically targeted

4.If the product fails, the effect on other products is minimized

GENERIC BRANDING
A product that is named only by its generic class (e.g., drip-grind coffee, barber shop). Other products have both an individual brand and a generic classification (Maxwell House drip-grind coffee, Maurice's barber shop). Generic brand products are often thought to be unbranded, but their producer or reseller name is usually associated with the product, too. This approach is usually associated with food and other packaged goods, but many other consumer and industrial products and services are marked as generics. 
CO-BRANDING

As noted previously, a new product can become linked to an existing corporate or fam​ily brand that has its own set of associations through a brand extension strategy. An existing brand can also leverage associations by linking itself to other existing brands from the same or different company. Co-branding—also called brand bundling or brand alliances—occurs when two or more existing brands are combined into a joint product or are marketed together in some fashion Co-branding has been around for years; for example, Betty Crocker paired with Sunkist Growers in 1961 to successfully market a lemon chiffon cake mix. Interest in co-branding as a means of building brand equity has increased in recent years. For example. Leaf Specialty's Heath toffee candy bar has not only been extended into sev​eral new products—for example, Heath Sensations (bite-sized candies) and Heath Bits and Bits of Brickie (chocolate-covered and plain toffee baking products)—but also has been licensed to a variety of vendors, such as Dairy Queen (with its Blizzard drink). Ben & Jerry's (with their ice cream products), Nestle (with their ice cream bar), and Pillsbury (with their cake frosting). In the credit card market, co-branding often involves three brands (e.g.. Shell Chase Bank MasterCard). With airlines, brand alliances can involve a host of brands, such as United Airlines, Lufthansa, SAS, and Singapore Airlines.

The main advantage of co-branding is that a product may be uniquely and convincingly positioned by virtue of the multiple brands involved. Co-branding can create more compelling points of difference or points of parity, or both, for the brand than might have been otherwise feasible. As a result, co-branding can generate greater sales from the existing target market as well as open additional opportunities with new consumers and channels. Co-branding can reduce the cost of product introduc​tion because two well-known images are combined, accelerating potential adoption. Co-branding also may be a valuable means to learn about consumers and how other companies approach them. In poorly differentiated categories especially, co-branding may be an important means of creating a distinctive product.

The potential disadvantages of co-branding are the risks and lack of control that arise from becoming aligned with another brand in the minds of consumers. Consumer expectations about the level of involvement and commitment with co-brands are likely to be high. Unsatisfactory performance thus could have negative repercussions for the brands involved. If the other brand is one that has entered into a number of co-branding arrangements, there also may be a risk of overexposure that would dilute the transfer of any association. It may also result in distraction and a lack of focus on existing brands.
Advantages 

· Borrow needed expertise 

· Leverage equity you don't have 

· Reduce cost of product introduction

· Expand brand meaning into related categories 

· Broaden meaning 

· Increase access points 

· Source of additional revenue

Disadvantages

· Loss of control

· Risk of brand equity dilution 

· Negative feedback effects 

· Lack of brand focus and clarity 

· Organizational distraction

BRAND LICENSING

Licensing is a contractual agreement whereby a company allows another firm to use its brand name, patent, trade secret, or other property for a royalty or a fee. Licensing also assists companies in entering global markets with minimal risk. Essentially, a firm is "renting" another brand to contribute to the brand equity of its own product. 

A strong brand often has associations that may be desirable in other product categories. To capitalize on this value, a firm may choose to license its name, logo, or other trademark item to another company for use on their products and merchandise Traditionally, licensing has been associated with characters such as Garfield the cat, Barney the dinosaur, and Disney's Mickey Mouse, or celebrities and designers such as Martha Stewart, Ralph Lauren, and Tommy Hilfiger. Recently, more conventional brands such as Caterpillar Harley Davidson, Coca-Cola, and other have licensed their brands.

Licensing can be quite lucrative for the licensor. Licensing has long been an impor​tant business strategy for designer apparel and accessories. Designers such as Donna Karan, Calvin Klein, Pierre Cardin, and others command large royalties for the rights to use their name on a variety of merchandise such as clothing, belts, ties, and luggage. Over the course of three decades, Ralph Lauren became the world's most successful designer, creating a $5 billion dollar business licensing his Ralph Lauren, Double RL, and Polo brands to many different kinds of products Everyone seems to get into the act with licensing. Sports licensing of clothing apparel and other prod​ucts has grown considerably to become a multi-billion dollar business. Even the Rolling Stones released a line of 80 licensed goods (including T-shirts, ties, and a credit card) that were sold at concerts during their Voodoo Lounge tour, via home shopping shows, on computer networks, and through a 16-page catalog.

The rationale for the licensee (i.e., company obtaining the rights to use the' trademark) is that consumers will pay more for a product because of the recognition and image lent by the trademark. For example one marketing research study showed that consumers would pay $60 for cool ware licensed under the Julia Child name as opposed to only $40 for the identical cool ware bearing the Sears name.

The rationale for the licensor (i.e., the company behind the trademark) relates to profits, promotion, and legal protection. In terms of profits, a firm can expect an average royalty of about 5 percent of the wholesale price of each product, ranging from 2 percent to 10 percent depending on the circumstance involved. Because there are no manufacturing or marketing costs, these revenues translate directly to profits. Licensing is also seen as a means to enhance the awareness and image of the brand. Linking the trademark to other products may broaden its exposure and potentially increase the strength, favorability, and uniqueness of brand associations Finally, licensing may provide legal protection for trademarks. Licensing the brand for use in certain product categories prevents other firms or potential competitors from legally using the brand name to enter those categories. For example, Coca-Cola entered licensing agreements in a number of product areas, including radios, glassware, toy trucks and clothes, in part as legal protection. As it turns out, their licensing program has been a successful they have subsequently introduced a catalog sent directly to consumers that offers a myriad of products bearing the Coca Cola name for sale.

Despite the potential benefits from licensing related to profitability, image enhancement, or legal protection, there are certainly risks too. A trademark can become over-exposed if marketers adopt a saturation policy. Consumers do not necessarily know the motivation or marketing arrangements behind a product and can become confused or even angry if the brand  is licensed to a product, that seemingly bears no relation. Moreover, if the product fails to live up to consumer expectations,  the brand name could become tarnished. Another danger in licensing is that manufacturers can get caught up in licensing a brand that might be popular at the moment but is really only a fad and produces short-lived sales. Because of multiple licensing arrangements, licensed entities easily can become over-exposed and wear out quickly.

THE BRAND-PRODUCT MATRIX

To characterize the product and branding strategy of a firm, one useful tool is the brand-product matrix, a graphical representation of all the brands and products sold by the firm. The matrix (or grid) has the brands of a firm as rows and the corresponding products as columns (see Figure).
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The rows of the matrix represent brand-product relationships and capture the brand extension strategy of the firm in terms of the number and nature of products sold under the firm's brands. A brand line consists of all products—original as well as line and category extensions—sold under a particular brand. Thus, a brand line would be one row of the matrix. A potential new product extension for a brand must be judged by how effectively it leverages existing brand equity from the parent brand to the new product, as well as how effectively the extension, in turn, contributes to the equity of the parent brand. In other words, what is the level of awareness likely to be and what are the expected strength, favorability. and uniqueness of brand associations of the particular extension product? At the same time, how does the introduction of the brand extension affect the prevailing levels of awareness the strength, favorability, and uniqueness of brand associations or overall responses (judgments and feelings) toward the parent brand as a whole?

The columns of the matrix, on the other hand, represent product-brand relationships and capture the brand portfolio strategy in terms of the number and nature of  brands to be marketed in each category. The brand portfolio is the set of all brands and brand lines that a particular firm offers for sale to buyers in a particular category. Thus, a brand portfolio would be one particular column of the matrix. Different brands may be designed and marketed to appeal to different market segments. A brand portfolio must be judged on its ability to collectively maximize brand equity: Any one brand in the portfolio should not harm or decrease the equity of other brands in the portfolio. In other words, the optimal brand portfolio is one in which each brand maximizes equity in combination with all other brands in the portfolio.

One final set of definitions is useful. - A product line is a group of products within a product category that are closely related because they function in a similar manner, are sold to the same customer groups, are marketed through the same type of outlets, or fall within given price ranges. A product line may be composed of different brands or a sin​gle family brand or individual brand that has been line extended. A product mix (or product assortment) is the set of all product lines and items that a particular seller makes available to buyers. Thus, product lines represent different sets of columns in the brand-product matrix that, in total, make up the product mix. A brand mix (or brand assortment) is the set of all brand lines that a particular seller makes available to buyers

.

The branding strategy for a firm reflects the number and nature of common and distinctive brand elements applied to the different products sold by the firm. In other words, branding strategy involves deciding which brand names, logos, symbols, and so forth should be applied to which products and the nature of new and existing brand elements to be applied to new products. A branding strategy for a firm can be characterized according to its breadth (i.e., in terms of brand-product relationships and brand extension strategy) and its depth (i.e., in terms of product-brand relationships and the brand portfolio or mix). For example, a branding strategy can be seen as both deep and broad if the firm has a large number of brands, many of which have been extended into various product categories. 

BRAND HIERARCHY

The brand-product matrix helps to highlight the range of products and brands sold by a firm. As described, it assumes each product is given one brand name. In many cases, a firm may want to make connections across products and brands to show consumers how these products and brands may be related. As a result, brand names of products are typically not restricted to one name but often consist of a combination of multiple brand name elements. For example, an IBM ThinkPad A22M notebook personal com​puter consists of three different brand name elements, "IBM," "ThinkPad," and "A22M." Some of these brand name elements may be shared by many different prod​ucts; other brand name elements are limited to a more restricted range of products. For example, whereas IBM uses its corporate name to brand many of its products, ThinkPad designates a certain type of computer (i.e., one that is portable as opposed to desktop), and A22M identifies a particular model of ThinkPad (i.e., one with a 1 GHz Intel Pentium III, 128 MB SDRAM, 30 GB EIDE hard disk, etc.).

A brand hierarchy is a means of summarizing the branding strategy by displaying the number and nature of common and distinctive brand elements across the firm's products, revealing the explicit ordering of brand elements. By capturing the potential branding rela​tionships among the different products sold by the firm, a brand hierarchy is a useful means of graphically portraying a firm's branding strategy. Specifically, a brand hierarchy is based on the realization that a product can be branded in different ways depending on how many new and existing brand elements are used and how they are combined for any one product. Because certain brand elements are used to make more than one brand, a hier​archy can be constructed to represent how (if at all) products are nested with other prod​ucts because of their common brand elements. Some brand elements may be shared by many products (e.g., Ford); other brand elements may be unique to certain products (e.g., F-series trucks).

As with any hierarchy, moving from the top level to the bottom level typically involves more entries at each succeeding level—in this case, more brands. There are dif​ferent ways to define brand elements and levels of the hierarchy. Perhaps the simplest representation of possible brand elements and thus potential levels of a brand hierarchy—from top to bottom—might be as follows:

1. Corporate (or company) brand (e.g.. General Motors)

2. Range brand (e.g., Chevrolet)

3. Individual brand (e.g.. Lumina)

4. Modifier (designating item or model) (e.g., Ultra)

The highest level of the hierarchy technically always involves one brand—the cor​porate or company brand. For legal reasons, the company or corporate brand is almost always present somewhere on the product or package, although it may be the case that the name of a company subsidiary may appear instead of the corporate name. For example, Fortune Brands owns many different companies, such as Titleist, Footjoy, Jim Beam, Master Lock, and Moen, but does not use its corporate name in any of its lines of business. For some firms, the corporate brand is virtually the only brand used (e.g., as with General Electric and Hewlett-Packard). Some other firms combine their corpo​rate brand name with family brands or individual brands (e.g., conglomerate Siemens varied electrical engineering and electronics business units are branded with descrip​tive modifiers, such as Siemens Transportation Systems). Finally, in some other cases, the company name is virtually invisible and, although technically part of the hierarchy, receives virtually no attention in the marketing program (e.g., Black & Decker does not use its name on its high-end DeWalt professional power tools, and Hewlett-Packard created a wholly owned subsidiary for its low-priced Apollo ink-jet printers).

At the next-lower level, a range / family brand is defined as a brand that is used in more than one product category but is not necessarily the name of the company or corpo​ration itself. For example, ConAgra's Healthy Choice family brand is used to sell a wide spectrum of food products, including frozen microwave entrees, packaged cheeses, packaged meats, sauces, and ice cream. Other examples of family brands boasting over a billion dollars in annual sales include Seagram's Tropicana juices, PepsiCo's Gatorade thirst quencher, and Anheuser-Busch's Budweiser beer. Most firms typically only support a handful of family brands. If the corporate brand is applied to a range of products, then it functions as a family brand too, and the two lev​els collapse to one for those products.

An individual/ product line brand is defined as a brand that has been restricted to essentially one product category, although it may be used for several different product types within the category. For example, in the "salty snack" product class, Frito-Lay offers Fritos corn chips, Doritos tortilla chips, Lays and Ruffles potato chips, and Rold Gold pretzels. Each brand has a dominant position in its respective product category within the broader salty snack product class. Basic product brands can be refined through sub-branding 

A modifier is a means to designate a specific item or model type or a particular version or configuration of the product. Thus, many of Frito-Lay's snacks come in both full-flavor or low-fat "Better For You" forms. Similarly, Land O'Lakes offers "whipped," "unsalted," and "regular" versions of its butter. Yoplait yogurt comes as "light," "custard style," or "original" flavors.

Different levels of the hierarchy may receive different emphasis in developing a branding strategy. For example. General Motors traditionally chose to downplay its corporate name in branding its cars, although the name recently has played a more important role in its supporting marketing activities. Such shifts in emphasis are an attempt by the firm to harness the positive asso​ciations and mitigate against the negative associations of different brands in different contexts, and there are a number of ways to place more or less emphasis on the differ​ent elements that combine to make up the brand.

DISTRIBUTOR’S OR PRIVATE BRANDS 

Name is owned and controlled by a wholesaler or retailer e.g. Chintamani’s, Apna Bazar, Bazee.com.

Advantages of private branding 

The advantages and disadvantages vary depending to which market sector your talking to:

Advantages to the retailer

1. Reduce producer domination in the marketplace 

2. Create more dependence on the retailer by the consumer 

3. Customer sales increase 

4. An opportunity to differentiate and provide variety 

5. Customer loyalty in a situation where you can avoid comparisons 

6. Positive image building 

7. More freedom in your pricing strategy 

8. Positive control over stock keeping inventory 

9. Better bargaining position in a depressed economy 

10. The potential disadvantages for the retailer could be

11. A negative backlash on their image 

12. Lack of standardisation of private labels between categories upsets the customer 

13. Financial control concerns 

14. Lower turnover, resulting in lost total sales per linear metre 

15. Excessive focus on the private label at the expense of other products 

16. The retailer could be perceived as less powerful in the marketplace as they don’t promote recognised brands 

17. Low price equates to low quality 

18. Lack of financial support from suppliers 

19. If the product fails, the consumer doesn’t forgive you 

20. The producer and supplier also need to consider their positioning. Many producers will be producing a recognised brand leader and a private label.

Advantages to the producer

1) It keeps out a competitor from using this opportunity 

2) They can get into the marketplace at a lower cost 

3) They have a secondary product that gives the company a new profile 

4) They can produce a competitor product to position against their own market leader 

5) It is an opportunity for smaller suppliers who don’t have the promotional capabilities to enter a bigger marketplace 

6) The supplier can get more shelf space in the store 

7) An opportunity to build strategic partnerships with selected retailers 

8) The disadvantages to the producer could be

9) The relationship with the retailer could be threatened if the product doesn’t perform 

10) They have created a competitor to their own brand 

11) Other suppliers may introduce cheaper private labels and drive margins downwards 

12) High inventory costs and low profit margins 

But what about the consumer, what could they perceive as the advantages and disadvantages. Customer, generally hesitate when a private label enters the marketplace. They prefer their favourite brand. Their major shift to private labels occurs when they personally feel economic deterioration.

The main consumer advantages are

a) A guarantee of the same quality for a serious price differentiation 

b) More variety within the category 

c) A trusted retail name equals trust in the product 

d) Product provides a need based on a want, where products were missing within the category. Eg ethnic foods, diet foods, sugar free foods and so on. 

The disadvantage for a consumer could be

Low quality product - Consumers may have a prejudice to low price equaling low quality 

Previous customer failures could effect the whole private label range in a store e.g. if their cereals aren’t good, then their jam will be the same.

Branding Strategies





Licensing strategy





Nivea


Louis Philippe


Levis


Arrow








Co- branding strategy





ICICI-Big Bazar


Times-MTv


Intel-HP











Multi-branding strategy








Hindustan Lever makes:


Pears


Domex


Fair & Lovely


Wheel





Bulsara makes:


Odonil


Promise


Sani Fresh





Multi-product branding strategy





Godrej makes:


- Godrej navtal


- Godrej Storewel


- Godrej ColdGold





Cadbury makes:


- Cadbury � Dairymilk


- Cadbury 5 Star


- Cadbury Perk


- Cadbury Bournvita





Licensing strategy





Old Spice


Louis Philippe


Levis


Arrow








Generic branding strategy


- Green Peas


- Hazaam


- Norfloxazine
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