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Branding

Dr. Glenn L. Christensen





What is the power of a brand?

http://marriottschool.byu.edu/emp/BMS/video/brandslides.wmv




Viewed Brands
1. 3M 
2. Accenture 
3. Adidas 
4. Adobe 
5. Allianz 
6. Amazon 
7. American Express 
8. Apple 
9. Audi 
10. Avon 
11. AXA 
12. BMW 
13. Budweiser 
14. Burberry 
15. Canon 
16. Cartier 
17. Caterpillar 
18. Chevrolet 
19. Cisco 
20. Citi 
21. Coke 
22. Colgate 
23. Corona 
24. Danone 
25. Dell 
26. Disney 
27. Discovery 
28. Duracell 
29. Ebay 
30. Ford

59. Kleenex 
60. L’Oreal 
61. Louis Vutton 
62. MasterCard 
63. McDonalds 
64. Mercedes 
65. Microsoft  
66. Moet 
67. Morgan Stanley 
68. Mtv 
69. Nescafe 
70. Nestle 
71. Nike 
72. Nissan 
73. Nintendo 
74. Nokia 
75. Oracle 
76. Pampers 
77. Panasonic 
78. Pepsi 
79. Pizza Hut 
80. Philips 
81. Porsche 
82. Prada 
83. Ralph Lauren 
84. Thompson/Reuters

31. Facebook 
32. Ferrari 
33. Gap 
34. GE 
35. Gillette 
36. Goldman Sachs  
37. Google 
38. Gucci 
39. Harley Davidson 
40. H&M 
41. Heinz 
42. Heineken 
43. Hermes 
44. HP  
45. Honda 
46. HSBC 
47. Hyundai 
48. IBM  
49. IKEA 
50. Intel 
51. Jack Daniel’s 
52. John Deer 
53. Johnson & 

Johnson 
54. Johnnie Walker 
55. JP Morgan Chase 
56. KFC 
57. Kellogg’s 
58. Kia

85. Samsung 
86. Santander 
87. SAP 
88. Shell 
89. Siemens 
90. Smirnoff 
91. Sony 
92. Sprite 
93. Starbucks 
94. Tiffany 
95. Toyota 
96. UPS 
97. Visa 
98. Volkswagen 
99. Xerox 
100. Zara
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Profit?



Profits %?



Can branding change the 
experience of consumption?
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Neural Correlates of Behavioral Preference

for Culturally Familiar Drinks

neural responses, and the modulation of both by non-

odor or nonflavor stimuli—that is, the sensory problem.

Ultimately, such sensory discriminations and the vari-
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and P. Read Montague*

Department of Neuroscience

ables that influence them serve to influence expressed

behavioral preferences. Hence, there is another large
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piece of the problem to understand. For modern hu-

mans, behavioral preferences for food and beverages
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are potentially modulated by an enormous number of

sensory variables, hedonic states, expectations, seman-

Houston, Texas 77030
tic priming, and social context. This assertion can be

illustrated with a quote from Anderson and Sobel (2003)

profiling the work of Small et al. (2003) on taste intensity

Summary

and pleasantness processing:

Coca-Cola! (Coke!) and Pepsi! are nearly identical in “A salad of perfectly grilled woodsy-flavored cala-

chemical composition, yet humans routinely display mari paired with subtly bitter pale green leaves of

strong subjective preferences for one or the other. curly endive and succulent petals of tomato flesh in

This simple observation raises the important question a deep, rich balsamic dressing. Delicate slices of

of how cultural messages combine with content to pan-roasted duck breast saturated with an assertive,

tart-sweet tamarind-infused marinade.”

shape our perceptions; even to the point of modifying

behavioral preferences for a primary reward like a sug-

ared drink. We delivered Coke and Pepsi to human The text goes on further, but note that the sheer lush-

ness of the description adds somehow to the appeal of

subjects in behavioral taste tests and also in passive

experiments carried out during functional magnetic the food described. Also notice one implicit point of the

description: many levels of social, cognitive, and cultural

resonance imaging (fMRI). Two conditions were exam-

ined: (1) anonymous delivery of Coke and Pepsi and influences combine to produce behavioral preferences

for food and drink. The above description likely would

(2) brand-cued delivery of Coke and Pepsi. For the

anonymous task, we report a consistent neural re- not appeal to a strict vegan or an owner of a pet duck.

Anderson and Sobel point out that the preferences in-

sponse in the ventromedial prefrontal cortex that cor-

related with subjects’ behavioral preferences for these dexed by their prose originated from the economic de-

mands on our early forebears and were unlikely to have

beverages. In the brand-cued experiment, brand knowl-

edge for one of the drinks had a dramatic influence been strictly about aesthetic responses to food and

drink.

on expressed behavioral preferences and on the mea-

sured brain responses.

However, the modern problem is different. Cultural

influences on our behavioral preferences for food and

drink are now intertwined with the biological expediency

Introduction
that shaped the early version of the underlying prefer-

ence mechanisms. In many cases, cultural influences

Perceptual constructs are generally multidimensional,
dominate what we eat and drink. Behavioral evidence

integrating multiple physical and cognitive dimensions
suggests that cultural messages can insinuate them-

to generate coherent behavioral preferences. In sensory
selves into the decision-making processes that yield

processing, the idea of multidimensional integration has
preferences for one consumable or another. Conse-

long been used to frame a range of questions about
quently, the appeal or repulsion of culturally relevant

cross-modal interactions in physiological and behav-
sights, sounds, and their associated memories all con-

ioral responses (Stein et al., 1996; 1999; Wallace and
tribute to the modern construction of food and drink

Stein, 1997; Armony and Dolan, 2001; Dolan et al., 2001;
preferences. The neural substrates underlying food and

Laurienti et al., 2002, 2003). This same multidimensional
drink preferences and their influence by cultural images

perspective has also been developed for olfactory and
have not been explored. As alluded to above, the major-

gustatory processing, where the detection, discrimina-
ity of work on olfaction and gustation has focused on

tion, and perceived intensity of stimuli are not only func-
sensory processing. In this paper, we combine simple

tions of the primary physical properties (odors, flavors)
taste tests and event-related functional magnetic reso-

but are also modulated “cross-modally” by visual input
nance imaging (fMRI) to probe the neural responses that

(Gottfried and Dolan, 2003), auditory input, and current
correlate with the behavioral preference for noncarbon-

reward value (Gottfried et al., 2003). ated versions of Coke! and Pepsi!. We further investi-

The work just described has focused on the percep-
gate the influence of the brand image on behavioral

tual discrimination of odors and flavors, the correlated
choice and brain response to both drinks.

These two stimuli were chosen for three reasons. (1)

*Correspondence: read@bcm.tmc.edu
They are culturally familiar to subjects. (2) They are both

1These authors contributed equally to this work. primarily composed of brown, carbonated sugar water,

2 Present address: Department of Psychology, Princeton University,

Princeton, New Jersey 08544.

and sugar water serves as a primary reward in many



Can a brand change actual, 
objective human performance?



Participants 
read more 
words 
correctly 
when 
wearing 
generic 
glasses 
labeled “Ray-
Bans” than 
the control 
group 
wearing 
generic 
glasses 
labeled with 
a non-
famous 
brand 
(Mango).  
And they 
read them 
more quickly.



How do brands inspire  
this kind of loyalty?









Yeah but that’s just Harley…





Yeah, but that’s just Apple…





















IKEA?





Polo?





Oakland Raiders?





U2?





Burger King?





Best Buy?





Chevrolet?





Barack Obama?





Donald Trump?





How is all this possible?

Achieving Deep Brand Resonance



What exactly is a “Brand?”
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Brand

Your brand is not your brand symbols. Your brand is a 
perception that exists in the minds of your 
constituents about your relevance and promise of 
value.  Your brand is the sum total of the impressions 
formed through exposure to your touchpoints. 

perception
not

minds
constituents relevance promise

sum
touchpoints



Packaging?  Does it matter?
1977 
“The Apple Marketing Philosophy” 
3rd Point:  IMPUTE (page 78) 
The third and equally important principle, awkwardly 
named, was impute. It emphasized that people form an 
opinion about a company or product based on the signals 
that it conveys. “People DO judge a book by its cover,” he 
wrote. “We may have the best product, the highest quality, 
the most useful software etc.; if we present them in a 
slipshod manner, they will be perceived as slipshod; if we 
present them in a creative, professional manner, we will 
impute the desired qualities.



Packaging?  Does it matter?
1977 
“The Apple Marketing Philosophy”  
3rd Point:  IMPUTE (page 78) 
For the rest of his career, Jobs would understand the 
needs and desires of customers better than any other 
business leader, he would focus on a handful of core 
products, and he would care, sometimes obsessively, 
about marketing and image and even the details of 
packaging. “When you open the box of an iPhone or 
iPad, we want that tactile experience to set the tone for 
how you perceive the product,” he said. “Mike taught 
me that.”



“Packaging can be theater.” 
(p. 347)







“Branding” is a Verb

Branding is the proactive attempt to shape your 

constituents perceptions to some specific end through 

the purposeful use of touchpoints.  

branding (‘brand-ing) v.
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Branding is the action of Business!action

proactive
specific end

touchpoints
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The Synergy of Branding
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When all touchpoints work together they are more powerful than the sum of the parts.
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Managing your Brand is managing 
your TouchPoints.

Your TouchPoints (customer interactions) 
are the sum of your  

Total Customer Experience.

Your Total Customer Experience is the 
Heart of your Business and is your Brand.







CUSTOMER-BASED BRAND EQUITY

“The differential effect that brand knowledge has 
on consumer response to the marketing of that 
brand.”



CUSTOMER-BASED BRAND EQUITY
• Differential effect 

• Differences in consumer response  

• Brand knowledge 
• A result of consumers’ knowledge about the brand 

• Consumer response to marketing 
• Choice of a brand 
• Recall of copy points from an ad 
• Response to a sales promotion
• Evaluations of a proposed brand extension 



BE KNOWN!

Be Known for Something!

Be Known for Something Important!

Be Known for Something Important that is Different!



TACTICS FOR BRAND ELEMENTS
• A variety of brand elements can be chosen that inherently enhance brand awareness or 

facilitate the formation of strong, favorable, and unique brand associations.
– Brand names
– URLs
– Logos and symbols
– Characters
– Slogans
– Packaging
– Etc.

Be Known for 
Something!

Be Known 
for Something 
Important! Be Known for 

Something 
Important that is 
Different!



CORE BRAND VALUES

Set of abstract concepts or phrases that characterize the five to ten most 
important dimensions of the mental map of a brand 

Relate to points-of-parity and points-of-difference

Mental Map Core Brand Values Brand Mantra











BRAND MANTRAS
Short 3-to-5 word phrases that capture the irrefutable essence or spirit of the 
brand.

An articulation of the heart and soul of the brand; its DNA

Brand mantra must clearly delineate what the brand is supposed to represent and 
therefore, at least implicitly, what it is not 

Brand mantras typically are designed to capture the brand’s points-of-difference, 
i.e., what is unique about the brand



DESIGNING THE BRAND MANTRA

The term brand functions describes the nature of the product or service 
or the type of experiences or benefits the brand provides. 

The descriptive modifier further clarifies its nature. 

The emotional modifier provides another qualifier—how exactly does the 
brand provide benefits, and in what way?



BRAND MANTRA

Emotional 
Modifier

Descriptive 
Modifier

Brand 
Functions



A DISNEY BRAND MANTRA?

Emotional 
Modifier

Descriptive 
Modifier

Brand 
Functions



A DISNEY BRAND MANTRA?

Emotional 
Modifier

Descriptive 
Modifier

Brand 
Functions

Entertainment



A DISNEY BRAND MANTRA?

Emotional 
Modifier

Descriptive 
Modifier

Brand 
Functions

Family Entertainment



A DISNEY BRAND MANTRA?

Emotional 
Modifier

Descriptive 
Modifier

Brand 
Functions

Magical Family Entertainment



BRAND MANTRA EXAMPLES

Nike

“Authentic Athletic Performance”



BRAND MANTRA EXAMPLES

Nike

“Authentic Athletic Performance”

Disney

“Magical Family Entertainment”



BRAND MANTRA EXAMPLES
Nike

“Authentic Athletic Performance”

Disney

“Magical Family Entertainment”

American Express

“World-class Service, Personal Recognition”



OTHER BRAND MANTRA EXAMPLES
Hallmark

Caring Shared

The Nature Conservancy

Saving Great Places

Starbucks

Rich, Rewarding Everyday Moments

Primary Children’s Medical Center 





DESIGNING A BRAND MANTRA

Emotional 
Modifier

Descriptive 
Modifier

Brand 
Functions

Authentic Athletic Performance

Magical Family Entertainment

Fun  Folks Food



BRAND MANTRAS ARE GUARDRAILS





GUARDRAILS FOR NIKE

“Authentic Athletic Performance”

Nike golf catalog

$29 sneakers for a large discount department store



GUARDRAILS FOR NIKE

Nike Brand Mantra

“Authentic Athletic Performance”

Slogan

“Just Do It.”



GUARDRAILS FOR DISNEY

Disney

“Magical Family Entertainment”

Mature rated movies

Savings bonds



BRAND MANTRA CRITERIA
Communicate

A good brand mantra should define the category (or categories) of business for the brand 
and set the brand boundaries.  It should also clarify what is unique about the brand. 

Simplify

An effective brand mantra should be memorable.  As a result, it should be short, crisp, and 
vivid in meaning. 

Inspire

Ideally, the brand mantra would also stake out ground that is personally meaningful and 
relevant to as many employees as possible. 









BRAND MANTRA

Emotional 
Modifier

Descriptive 
Modifier

Brand 
Functions



WHAT CAN WE DO WITH
A BRAND MANTRA?



BRAND DESIGN SCHEMATIC



BRAND DESIGN SCHEMATIC

Visual Elements

Verbal Elements

Visceral ElementsB
ra

nd
 M

an
tra



DISNEY BRAND DESIGN SCHEMATIC

Picturing

Symbolizing

Animating:

M
ag

ic
al

 F
am

ily
 E

nt
er

ta
in

m
en

t

Vi
su

al
 B

ra
nd

in
g



DISNEY BRAND DESIGN SCHEMATIC

Naming:

Wording: Unique  
Vocabulary for Brand

Describing:  
Catch Phrases

Cast Members
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ANIMATING THE BRAND

• Bringing the brand to life

• Personifying

• Anthropomorphizing 

• Embodying



CEOS ANIMATE THEIR BRANDS



CEOS ANIMATE THEIR BRANDS



DISNEY BRAND DESIGN SCHEMATIC

Sound:  Disney Jingle

Texture:  What is it feel like to be 
there?  Physically and Emotionally?

Scent:Vi
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DISNEY BRAND DESIGN SCHEMATIC

Sound: 

Texture: 

Scent:Vi
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BRAND DESIGN SCHEMATIC

Visual Elements
1. Picturing 
2. Symbolizing 
3. Animating

Verbal Elements
1. Naming 
2. Wording 
3. Describing

Visceral Elements
1. Sound 
2. Texture 
3. Scent

B
ra

nd
 M

an
tra



Brand Design Schematic

Visual Elements
1. Picturing 
2. Symbolizing 
3. Animating

Verbal Elements
1. Naming 
2. Wording 
3. Describing

Visceral Elements
1. Sound 
2. Texture 
3. Scent

B
ra

nd
 M

an
tra





BRAND POSITIONING
Get your Frames, PoPs, PoDs, and Mantras Aligned!!



POSITIONING

• The act of designing the company’s offer and image so that it 
occupies a distinct and valued place in the target customer’s minds 
and hearts.



• Who could we exchange with?   
(i.e., Segmentation)

• Who should we exchange with?   
(i.e., Targeting)

• How do we want them to think and feel about us? (i.e., Positioning)

KEY ?S



10 

We started with WHO is our customer and what do they hire us to do? 



BRAND POSITIONING
Brand positioning is about how we want target customers to think & feel 
about a brand with respect to competitors

A strong brand positioning helps guide organizational activities by clarifying 
the brand’s essence, what the brand helps the customer achieve, and how 
it is unique in doing so

Everyone in the organization should understand the brand positioning 
and use it as context for making decisions



CLASSIC BRAND POSITIONING 
STATEMENT

To  ___________________________________________________________________,
	 		 (Target Group/Need)

_______________is the brand of __________________________________________.  
     (Brand)	 	 	              Frame of Reference (Perceptual)

Competing Mainly With ___________________________________________________
	 		 	 Frame of Reference (Competitive)

that ___________________________________________________________________, 
	 		 (Relevant Differentiating Benefit)

because  ______________________________________________________________.
	 		 	 (Reason To Believe)

The Brand Character is: ___________________________________________________



AMAZON.COM POSITIONING

For the young at heart who value an infinite amount of choices, Amazon.com is the virtual 
cookie jar, competing mainly with all brick and mortar stores, that gives you’re the perfect 
combination of convenience, service, selection and price, because Amazon.com offers a truly 
global selection of products.

Brand Character: Simple, Friendly, Empowering



PROBLEMS WITH CLASSICAL POSITIONING STATEMENT

Ignores possibility of multiple points-of-difference

Assumes only 1 key point-of-difference

Ignores need for points-of-parity

Doesn’t provide forward-looking growth platform



COMPONENTS OF A 
 SUPERIOR COMPETITIVE POSITIONING

Competitive frames of reference 

Nature of competition (from the customer’s viewpoint)

Target market

Develop unique brand points-of-difference (POD’s)

Desirable to consumer

Deliverable by the brand 

Differentiating from competitors

Establish shared brand points-of-parity  (POP’s)

Negate competitor points-of-difference

Demonstrate category credentials



POINTS-OF-PARITY (POPS) 
& POINTS-OF-DIFFERENCE (PODS)

Points-of-difference (PODs) are attributes or benefits that 
consumers strongly associate with a brand, positively evaluate, and believe 
that they could not find to the same extent with a competitive brand. 

Points-of-parity associations (POPs), on the other hand, are 
not necessarily unique to the brand but may in fact be shared with other 
brands

Must be “enough” not “exact”



CHOOSING POD’S
• Desirability criteria (consumer perspective)

• Personally relevant
• Distinctive and superior
• Believable and credible

• Deliverability criteria (firm perspective)
• Feasible 
• Profitable
• Pre-emptive, defensible, and difficult to attack

• Differentiating (competitive perspective)
• Distinctive & Superior



KELLER ON POSITIONING



KELLER ON POSITIONING



KELLER ON POSITIONING



OPEN HAPPINESS/SHARE HAPPINESS





OPEN HAPPINESS/SHARE HAPPINESS



RESPONSE!



properties /
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difference

points
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brand 
mantra

Consumer 
Target

Consumer 
Insight

Consumer 
Need State

Competitive 
Product Set

Consumer 
Takeaway

BRAND 
POSITIONING 
WORKSHEET







STARBUCKS BRAND POSITIONING WORKSHEET 
Consumer    

Target 
Discerning 

Coffee 
Drinker 

 
Consumer    

Insight 
Coffee and the 

drinking 
experience is 

often 
unsatisfying 

Consumer 
Need State 

Desire for 
better coffee 
and a better 

consumption 
experience 

  
Competitive 
Product Set 

Local cafes 
Fast food & 

convenience 
shops 

Consumer 
Takeaway 
Starbucks 

gives me the 
richest 

possible 
sensory 

experience, 
everyday 

Brand 
Mantra 

Rich, Rewarding 
Everyday Moments 

Fairly 
Priced 

Relaxing, 
rewarding 
moments 

 Responsible, 
locally involved 

Rich sensory 
consumption 
experience 

Varied, exotic 
coffee drinks 

Fresh high  
quality coffee 
 

24 hour  
training of  
baristas 

Green &  
Earth Colors 

Siren  
logo 

Caring 

Contemporary 

Thoughtful 

Convenient, 
friendly 
service 

Triple  
Filtrated 
 water 

Totally 
integrated 

system 



TAKEAWAYS
Through the selection of a positioning strategy, marketers can influence the knowledge structures consumers have 
for a brand.

Positioning a brand involves choice of a target market, a competitive arena, and the sets of features and associations 
in a which a brand is going to be similar to (POP) and different from (POD) its rivals.

Points-of-parity (POP) and points-of-difference (POD) are important means by which brands can establish unique 
positioning.

Defining a brand mantra is the important first step in building a brand position that ignites passion and loyalty 
among both employees and customers.

Every point of contact (brand touchpoints) positions your brand.  You cannot not communicate anymore than you 
cannot not position your brand.

Senior management must lead branding and often embody and personify the brand and brand values

Internal branding strategies can be as important and effective as external branding efforts.


