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Brand

is a name, term, design, symbol or any other feature that identifies one seller's good or service as distinct
from those of other sellers. Brands are used in business, marketing, and advertising. Name brands are
sometimes distinguished from generic or store brands.

Brand equity

is the measurable totality of a brand's worth and is validated by assessing the effectiveness of these
branding components. As markets become increasingly dynamic and fluctuating, brand equity is a
marketing technique to increase customer satisfaction and customer loyalty, with side effects like
reduced price sensitivity. A brand is, in essence, a promise to its customers of what they can expect from
products and may include emotional as well as functional benefits. When a customer is familiar with a
brand, or favours it incomparably to its competitors, this is when a corporation has reached a high level
of brand equity. Special accounting standards have been devised to assess brand equity. In accounting, a
brand defined as an intangible asset, is often the most valuable asset on a corporation's balance sheet.
Brand owners manage their brands carefully to create shareholder value, and brand valuation is an
important management technique that ascribes a monetary value to a brand, and allows marketing
investment to be managed (e.g.: prioritized across a portfolio of brands) to maximize shareholder value.
Although only acquired brands appear on a company's balance sheet, the notion of putting a value on a
brand forces marketing leaders to be focused on long term stewardship of the brand and managing for
value.

Branding

is a set of marketing and communication methods that help to distinguish a company or products from
competitors, aiming to create a lasting impression in the minds of customers. The key components that
form a brand's toolbox include a brand's identity, brand communication (such as by logos and
trademarks), brand awareness, brand loyalty, and various branding (brand management) strategies.
Many companies believe that there is often little to differentiate between several types of products in
the 21st century, and therefore branding is one of a few remaining forms of product differentiation.

Green brands

are those brands that consumers associate with environmental conservation and sustainable business
practices. Such brands appeal to consumers who are becoming more aware of the need to protect the
environment. A green brand can add a unique selling point to a product and can boost corporate image.
However, if a company is found or perceived to overstate its green practices its green brand may be
criticised as greenwash.

Brand heritage

Brands with heritage are not simply associated with antiquated organizations; rather, they actively extol
values and position themselves in relation to their heritage. Brands offer multiple benefits to
organisations at various market levels, reflecting the entire experiential process afforded to consumers.
In the case of voluntary organisations if they can unlock their brand heritage and it will improve
volunteer engagement, to the extent that organisations 'with a long history, core values, positive track
record, and use of symbols possess, whether consciously or not, an inherent advantage in an increasingly
competitive landscape'. In the context of tourism preconceived notions of brand heritage stimulate the
increased experience of existential authenticity, increasing satisfaction with the visitor experience. For
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consumer goods the communication of continuity of the brand promise can increase perceived brand
authenticity.

Brand personality

refers to “the set of human personality traits that are both applicable to and relevant for brands.”
Marketers and consumer researchers often argue that brands can be imbued with human-like
characteristics which resonate with potential consumers. Such personality traits can assist marketers to
create unique, brands that are differentiated from rival brands. Aaker conceptualised brand personality
as consisting of five broad dimensions, namely: sincerity (down-to-earth, honest, wholesome, and
cheerful), excitement (daring, spirited, imaginative, and up to date), competence (reliable, intelligent,
and successful), sophistication (glamorous, upper class, charming), and ruggedness (outdoorsy and
tough). Subsequent research studies have suggested that Aaker's dimensions of brand personality are
relatively stable across different industries, market segments and over time. Much of the literature on
branding suggests that consumers prefer brands with personalities that are congruent with their own..

Destination branding

is the work of cities, states, and other localities to promote the location to tourists and drive additional
revenues into a tax base. These activities are often undertaken by governments, but can also result from
the work of community associations. The Destination Marketing Association International is the industry
leading organization.

Promotion

In marketing, promotion refers to any type of marketing communication used to inform or persuade
target audiences of the relative merits of a product, service, brand or issue. The aim of promotion is to
increase awareness, create interest, generate sales or create brand loyalty. It is one of the basic
elements of the market mix, which includes the four Ps, i.e., product, price, place, and promotion.
Promotion is also one of the elements in the promotional mix or promotional plan. These are personal
selling, advertising, sales promotion, direct marketing publicity and may also include event marketing,
exhibitions and trade shows. A promotional plan specifies how much attention to pay to each of the
elements in the promotional mix, and what proportion of the budget should be allocated to each
element. Promotion covers the methods of communication that a marketer uses to provide information
about its product. Information can be both verbal and visual.

Marketing research

It is the systematic gathering, recording, and analysis of qualitative and quantitative data about issues
relating to marketing products and services. The goal of marketing research is to identify and assess how
changing elements of the marketing mix impacts customer behavior. The term is commonly
interchanged with market research; however, expert practitioners may wish to draw a distinction, in that
market research is concerned specifically with markets, while marketing research is concerned
specifically about marketing processes.

Consumer buying behaviour

Understanding purchasing and consumption behaviour is a key challenge for marketers. Consumer
behaviour, in its broadest sense, is concerned with understanding both how purchase decisions are
made and how products or services are consumed or experienced. Consumers are active decision-
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makers. They decide what to purchase, often based on their disposable income or budget. They may
change their preferences related to their budget and a range of other factors. Some purchase decisions
involve long, detailed processes that include extensive information search to select between competing
alternatives. Other purchase decisions, such as impulse buys or habitual purchases, are made almost
instantaneously with little or no investment of time or effort in information search. Some purchase
decisions are made by groups (such as families, households or businesses) while others are made by
individuals. When a purchase decision is made by a small group, such as a household, different members
of the group may become involved at different stages of the decision process and may perform different
roles. For example, one person may suggest the purchase category, another may search for product-
related information while yet another may physically go to the store, buy the product and transport it
home..

Corporate brand identity

Simply, the brand identity is a set of individual components, such as a name, a design, a set of images, a
slogan, a vision, a design, writing style, a particular font or a symbol etc. which sets the brand aside from
others. In order for a company to exude a strong sense of brand identity, it must have an in-depth
understanding of its target market, competitors and the surrounding business environment. Brand
identity includes both the core identity and the extended identity. The core identity reflects consistent
long-term associations with the brand; whereas the extended identity involves the intricate details of the
brand that help generate a constant motif.

Brand awareness

involves a customers' ability to recall and/or recognize brands, logos and branded advertising. Brands
helps customers to understand which brands or products belong to which product or service category.
Brands assist customers to understand the constellation of benefits offered by individual brands, and
how a given brand within a category is differentiated from its competing brands, and thus the brand
helps customers & potential customers understand which brand satisfies their needs. Thus, the brand
offers the customer a short-cut to understanding the different product or service offerings that make up
a particular category.

Personal branding

is the practice of marketing people and their careers as brands. It is an ongoing process of developing
and maintaining a reputation and impression of an individual, group, or organization. Whereas some
self-help practices focus on self-improvement, personal branding defines success as a form of self-
packaging. The term is thought to have originated from an article written by Tom Peters in 1997. The
relationship between brands and consumers is dynamic and must be constantly refined. This continuous
process demonstrates the ambivalence of consumerism. A personal brand may make itself appealing to
companies in order to reinforce its visibility and increase its chance of receiving a sponsorship.

Brand positioning

refers to the place that a brand occupies in the minds of the customers and how it is distinguished from
the products of the competitors. In order to position products or brands, companies may emphasize the
distinguishing features of their brand (what it is, what it does and how, etc.) or they may try to create a
suitable image (inexpensive or premium, utilitarian or luxurious, entry-level or high-end, etc.) through
the marketing mix. Once a brand has achieved a strong position, it can become difficult to reposition it.
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Postmodern Marketing

is a term derived from postmodern philosophical movements where there are cultural tendencies of
inherent suspicion towards a global cultural narrative or meta-narrative. Postmodern marketing takes
this same philosophical perspective and applies it to the way advertising initiatives are handled in the
current post-World War Il era. Postmodern marketing is approaching or has passed through a new era in
advertising, branding, and strategic brand thinking. Postmodern marketing is inherently focused on
customized experiences where broad market generalizations are no-longer applied or implemented on
behalf of branded communications. Instead, the technique requires marketers to remove "new aged
adlandia" trends and developments to focus on how the consumer prefers to be messaged to.

Perceptual mapping

To identify suitable positions that a company or brand might occupy in a given market, analysts often
turn to techniques such as perceptual mapping or correspondence analysis. Perceptual maps are a
diagrammatic representation of consumers' mental perceptions of the relative place various brands
occupy within a category. Traditionally perceptual mapping selects two variables that are relevant to
consumers (often, but not necessarily, price and quality) and then asks a sample of the market to explain
where they would place various brands in terms of the two variables. Results are averaged across all
respondents, and results are plotted on a graph to indicate how the average member of the population
views the brand that make up a category and how each of the brands relates to other brands within the
same category. While perceptual maps with two dimensions are common, multi-dimensional maps are
also used. A key advantage of perceptual mapping is that it can identify gaps in the market which the
firm may choose to 'own.'

Brand names and trademarks

A brand name is the part of a brand that can be spoken or written and identifies a product, service or
company and sets it apart from other comparable products within a category. A brand name may include
words, phrases, signs, symbols, designs, or any combination of these elements. For consumers, a brand
name is a "memory heuristic"; a convenient way to remember preferred product choices. A brand name
is not to be confused with a trademark which refers to the brand name or part of a brand that is legally
protected. For example, Coca-Cola not only protects the brand name, Coca-Cola, but also protects the
distinctive Spencerian script and the contoured shape of the bottle.

Brand architecture

In the field of brand management, brand architecture is the structure of brands within an organizational
entity. It is the way in which the brands within a company's portfolio are related to, and differentiated
from, one another. The brand architecture should define the different leagues of branding within the
organization; how the corporate brand and sub-brands relate to and support each other; and how the
sub-brands reflect or reinforce the core purpose of the corporate brand to which they belong. Often,
decisions about brand architecture are concerned with how to manage a parent brand and a family of
sub-brands — managing brand architecture to maximize shareholder value can often include using brand-
valuation model techniques.

Brand management
is the analysis and planning on how a brand is perceived in the market. Developing a good relationship
with the target market is essential for brand management. Tangible elements of brand management
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include the product itself; its look, price, and packaging, etc. The intangible elements are the experiences
that the consumers share with the brand, and also the relationships they have with the brand. A brand
manager would oversee all aspects of the consumer's brand association as well as relationships with
members of the supply chain..
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