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Six facets of brand identity



Six facets of brand identity



What traits are necessary to a brand?



Identity pyramid model



Monetizing brand equity

• Customer brand equity: how much customer is willing to pay more for a 
branded product vs. generic product

• Firm brand equity:
• Revenue component (customer brand equity)

• Cost component (cost of supporting the 
brand)

• Problems:
• Not all products have generic unbranded 

versions

• It will ignore brand broadening potential



Monetizing brand equity

• Market value method = 𝑚𝑎𝑟𝑘𝑒𝑡 𝑣𝑎𝑙𝑢𝑒 − 𝑏𝑜𝑜𝑘 𝑣𝑎𝑙𝑢𝑒 𝑎𝑛𝑑 𝑎𝑙𝑙 𝑖𝑛𝑡𝑎𝑛𝑔𝑖𝑏𝑙𝑒 𝑎𝑠𝑠𝑒𝑡𝑠

• Internal methods:
• Replacement cost: 𝑏𝑟𝑎𝑛𝑑 𝑟𝑒𝑝𝑙𝑎𝑐𝑒𝑚𝑒𝑛𝑡 𝑐𝑜𝑠𝑡 × 𝑠𝑢𝑐𝑐𝑒𝑠𝑠 𝑐ℎ𝑎𝑛𝑐𝑒

• Cash flow methods: Interbrand
1. Firms after tax profits – an unbranded average sales profit

2. Brand strength multipliers:
• Market leadership (25 points)

• Stability (15 points)

• Market and competition (10)

• Internationality (25)

• Ability to make trends in industry (25)

• Support consistency (10)

• Legal protection (5)



Relationship between customer and firm 
brand equity



Building and sustaining a strong brand

Brand 
identity

Brand 
awareness

Brand 
associations 
and brand 

image

Brand 
quality and 

value 
perception

Brand 
loyalty

Brand 
broadening

• Personality
• Brand promise (vision, mission, values)
• Brand name

• Availability
• Length
• Memorability
• Pronounceability
• Associations
• Different languages

• Visual appearance
• Color
• Shapes
• Materials
• Styles
• Themes
• Advertising
• packaging



Building a strong brand

Brand 
identity

Brand 
awareness

Brand 
associations 
and brand 

image

Brand 
quality and 

value 
perception

Brand 
loyalty

Brand 
broadening

• Educate
• Awareness
• recall

Identity 
congruent with 

image

consistency • Right identity 
for customers

• Motivate 
employees 
and third-
party to 
deliver 
identity

• Continuous 
monitoring

Leverage brand 
for other 
products



Sustaining a strong brand



Global branding

pros

• Increased global media reach

• Growth in new (untouched) markets

• Global appeal

• Cross-border travel (now less than previous)

• Homogeneity of customer tastes

• Aspirational values and association to global events

• Competitive advantage

• Human capital

• Best practices

• Consistent brand identity

Cons

• Segmentation

• Positioning

• Localized needs

• Misinterpretation of associations

• Different production and pricing



Brand broadening



Brand broadening

Opportunities and obstacles

• Potential demand?

• Competition?

• Distribute with current channels?

• Sufficient production quantity?

• Inputs and supplies?

• Necessary competencies?

Branding issues

• Brand perception fit

• Can brand associations transfer?

• How associations of new product 
back transfer to original brand?

• How corporate brand relates to 
them?



Brand broadening

(Defender brand)



Brand migration and alliance

Brand migration

• Associating retired brand with surviving brand

• Dropping retired brand

Strategic alliances

• Co-branding partner can transfer positive attitude

• Suppliers and customers

• Parent/endorsed brand



Brand aging

• Target new market segment

• Change brand associations

• Alter the competitive target

• Avoid revitalization by continuous innovation



End of Session 13 – thanks.


