Chapter 6

Positioning & Branding

What is Brand Positioning?
· It is a stance, a perception, an attitude or a point of view.
· Creates an image people associate with the product or service.
· Businesses customize their positioning in order to be accepted by the consumer.
· Certain positioning will always appeal to some consumers and not others.
· Jones Soda has positioned themselves as a young, hip, urban soft-drink company.

· Gatorade is Time of Day positioning (Before, during and after workouts)

· Lexus has positioned themselves as a luxurious, exclusive, rare car company.

· IKEA has positioned themselves as a modern, everyday, practical furniture company.

Types of Positioning

1 Benefit Positioning – consumers expect every product to benefit them in some way, so companies add special features to their products.  This is not always an advantage because your competitors can copy.  (i.e. metal twist-off caps.)

2 Target Positioning – all of a brand’s marketing is focused on a specific consumer segment.  (Problem - Target markets are unpredictable.)

3 Price Positioning – two options:  offer the most expensive product in a category or off the least expensive. 

4 Distribution Positioning – using a unique selling technique like Avon or placing a product in channels not used by competitors.  ex. Jones Soda sells it beverages in clothing stores.

5 Service Positioning –  An example of this is small gestures that establish a welcoming atmosphere in a retail-clothing store, like soft music, providing tea and cookies, comfortable change rooms  (Aerobics First)

Sec 6.3
How to Position a Product

Positioning a product means that not everyone will want your product. (Ex. Vans)  Therefore not all marketers will position their products.  Some businesses may try to be all things to all consumers. (Ex Nike)  When positioning a product marketers want a position that is:  long-term, relevant, clear and coherent and distinctive
Long-term Positioning – marketers try to select a position that will last for the long haul. (Try to avoid things that can be copied; Ex. Sony)

Relevant Positioning – The companies position must mean something to the consumer, they can relate to it. 
· MEC, not-for-profit structure; they can deliver high-quality products at reasonable prices because it is not for profit
Clear and Coherent Positioning – make sure consumers understand your position (Tim Hortons’ – “Always Fresh)

Distinctive Positioning – ensuring the consumer has a relationship with the product (Canadian Tire)

“It’s better to be first in the mind, than be first in the market place” – Al Ries & Jack Trout

Sec. 6.4
Branding

· Branding is establishing an identity for a product that differentiates it from the competition.
· It is made up of a brand name, logo, slogan, and trademark and creates brand loyalty.
· Then the businesses use positioning or advertising strategies to establish a brand’s identity and it distinct qualities in the consumer’s mind.
Brand Equity
· Marketers spend millions of dollars to build a brand in order to build Brand Equity
· the combination of factors such as awareness, loyalty, perceived quality, images, and emotions that people associate with a given brand name 
· The core of brand equity is brand loyalty & brand awareness.  
Brand loyalty is what happens when consumers make repeat purchases of the same brand

· A brand creates faith in the consumer
· The consumer knows what to expect and has confidence in what they buy.
Brand awareness refers to how quickly or easily a given brand name comes to mind when a product category is mentioned.

Brand Names
· A brand name is the letters, words or numbers that can be verbalized
Characteristics of good brand names

1. Short, sweet and easily pronounced (One of the sticky consonants {k, q, x, z} can help with recall)

2. Distinctive, memorable, & positive.

3.  Legally available

4. Good alliteration (Rolls off your tongue – Coca Cola)

5. Easy to recognize and pronounce

6. Easy to translate

7. Will not age quickly 

8. Embraces company personality

9. Suggests a product benefit
Types of Brands
Corporate-dominant - brand names that contain the name of the manufacturer within the brand or product name.  (E.g. Roots brands its products with the company name.)  

· The positive image of the company is associated with the brand.

Product-dominant - brand names that use the name to connect the product with an aspect of the product they would like to empashize.  (Zest soap)

Private Brand - is a brand that a retailer creates to exploit their corporate image. Only that retailer can sell it
· It allows them to differentiate themselves (And control price and quality)
Examples:  Loblaw’s “President’s Choice”, Shopper’s Drug Mart’s “Life” brand, Sobey’s “Our Compliments”
Generic Brands are also called no name brands. They are the lowest cost because the labeling and packaging is cheaper, and there is no promotion for this type of brand.
LOGOS

Logos - A logo is the part of the brand in the form of a symbol that is usually registered

Characteristics of Good Logos
· Logo design should be simple and should not create confusion. 
· Should follow the designing principles of color, form, consistency and clarity. 
· Should be effective in full colors as well as in black and white. 
· Should not lose its look and feel if reproduced on different objects. 
· Should be able to project company’s image, strength and integrity. 
Three types of logos

· Monogrammatic - stylized writing of the company's or product's initials (CCM, AMF)

· Visual symbols - line drawings of people, animals, or objects.  

· Abstract Symbols - shapes that c arry a visual message, but are not representative of identifiable objects. (E.g. Nike Swoosh)

Slogan - a catchy phrase used to remind the consumer of a company or brand.  Best ones are:
· Seven words or less

· states the brand name

· catchy and memorable

Sound Branding- New concept in branding.  Also known as audio branding, sonic branding, and acoustic branding 
· It is the use of sound to reinforce brand identity
· The first sound registered as a trademark was the NBC Chime
Scent Branding

Sec. 6.5
Brand Strategies (5 Types)

1. Support for an Existing Brand – keeping the status quo, maybe making a slight change in the packaging or trying new ads etc.
2. Development of a Brand Extension – using an established brand to create a similar product that capitalizes on the older brand’s success.  A company may create a new brand that has a similar product to capitalize on the success of the old brand.
3. Licensing a Successful Brand – one company’s brand appears on another company’s product. (Kodiak Boots/Ameralla)

4. Co-Branding – when two or more companies or products agree to support one another’s brands in certain business ventures. (eg. Crest toothpaste that contains scope)

5. Purchasing a Successful Brand – In order for some companies to do well in the market is to acquire other companies to increase its market share.  In order to expand and stay in competition, the easiest way is for a company to buy and own another company selling a similar product.  Like GM owning Chrysler and many other automobile companies.
Branding for International Markets

· It is essential for companies to sell to foreign markets; we are living in a global environment.

· In international markets businesses must decide whether to:

a) use the same brand identification

b) rename the brand to reflect the local culture

c) purchase the rights to a local brand

Section 6.7 
Packaging
Packaging  (Silent Salesperson)- businesses uses packaging for the following reasons:

Consolidation - to keep items together, make it easier to transport/display
Protect & Preserve - to keep products from breaking/spoiling
Convenience – Makes the product easier to use. Squeezable ketchup bottles
Information - certain laws require specific items on labels; ingredients (largest amount to least amount), name and address of the manufacturer or distributor, weight, size, pricing, and storage information etc.

Brand Identification - the package says "Buy Me", attractive, colourful, eye-catching, products name displayed prominently

Sales Promotion - the package may be the reason why the consumer purchases the product; environmentally friendly; packages with special promotions, i.e. movie passes; reusable i.e. special glasses.

* Some packages have a proprietary design, which means that the shape or colour of the package can only be used by the manufacturer of the product. (Protected by a patent)
Criticisms of Packaging

· Depletes natural resources in its production
· Expensive
· May result in health hazards from some plastics & aerosols
· Deceptive packaging (may look larger than they are)
· Package disposal
Packaging And The Environment 
· The introduction of Green Products has been a response to demands that marketers reduce the amount of packaging and produce more products that are environmentally friendly. 
Packaging and Colour
Red 
danger/speed, heat, stop, assertive, exciting
Yellow
warmth, happiness, welcoming, optimistic, weakness
Green
freshness, environment, natural, clean
Blue
cool, tranquil, calm, stable, reserved
Purple
royalty, mysterious, quality, elite, discerning
Orange
friendly, youthful, social, accessible, affordable, playful
Silver/Gold/Platinum
expensive, high quality, exclusive
White
purity, clean
Black
exotic, mysterious, exclusive
