






In a recent broadcast on National Public Radio, a 
communications expert made a truly startling statement.  
He said that the average American will be exposed to 
more messages in a single day than a person of 100 
years ago would receive in a lifetime.















. . . is a decision-making shortcut

. . . is often all the information you 
need  to make a decision

. . . must present consumers with a consistent 
vision - an integrated personality





A A ProductProduct is what you sell is what you sell --

A A BrandBrand is who you are.is who you are.



Brand EquityBrand Equity

A set of beliefs 
about a brand 

that can help or 
hinder brand 

selection



The Power of BrandThe Power of BrandThe Power of Brand

Apple = Liberty regainedApple = Liberty regained

Pepsi = YouthfulnessPepsi = Youthfulness

Oil of Olay = Timeless BeautyOil of Olay = Timeless Beauty

Saturn = The American Competitive SpiritSaturn = The American Competitive Spirit

AT&T = The Promise of the FutureAT&T = The Promise of the Future



The Coalition of Brand Equity

estimates it costs six times more 
money to attain a new client 
than to keep a current one.
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The world s two most 
well-known brands

The worldThe world s two most s two most 
wellwell--known brandsknown brands



Brand McDonald sBrand McDonald s



A study of retailers shows a direct correlation A study of retailers shows a direct correlation 
between share of visits and share of outlets.between share of visits and share of outlets.

However . . .However . . .

Brand McDonald sBrand McDonald s
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Brand McDonald sBrand McDonald s

A T.V. commercial showing a mother and daughter A T.V. commercial showing a mother and daughter 
and almost no product . . .and almost no product . . .

was rated highest by customers for was rated highest by customers for taste of food.taste of food.



Brand McDonald sBrand McDonald s

60% of marketing 60% of marketing 
dollars are spent to dollars are spent to 
enhance the brand!enhance the brand!



The concept is simple: Get a Coke into The concept is simple: Get a Coke into 
someonesomeone s hand wherever they are.s hand wherever they are.



Brand Coca-Cola

Components of a BrandComponents of a Brand

1. Strength of positioning1. Strength of positioning

2. Personality2. Personality

3. Relevance and appeal of image3. Relevance and appeal of image

4. Quality of product4. Quality of product

5. Service support5. Service support

6. Effectiveness of marketing strategy6. Effectiveness of marketing strategy



Brand Coca-Cola

Your brand image allows you the Your brand image allows you the 
opportunity to create advertising opportunity to create advertising 

which builds loyalty.which builds loyalty.



Brand Coca-Cola

The value of the brand is infinite.  Its power so The value of the brand is infinite.  Its power so 
strong, that if, one day, every asset of the Cocastrong, that if, one day, every asset of the Coca--
Cola Company, the bottlers, and every vending Cola Company, the bottlers, and every vending 
machine were destroyed machine were destroyed ---- not a single asset left not a single asset left 
except for the ownership of the brand name . . .except for the ownership of the brand name . . .



Brand Coca-Cola

. . . Any bank in the world would . . . Any bank in the world would 
give any amount needed give any amount needed --$1, $5, $1, $5, 

$25 billion $25 billion -- to rebuild.to rebuild.



Brand Coca-Cola

. . . Because the brand name is the essence of the . . . Because the brand name is the essence of the 
entire company.  If you have that name you can entire company.  If you have that name you can 
rebuild the physical assets.  But without it, all rebuild the physical assets.  But without it, all 
you have are buildings, trucks, and machinesyou have are buildings, trucks, and machines



You deserve . . . You deserve . . . 

Good to the . . .Good to the . . .

Just . . . Just . . . 

See the USA . . . See the USA . . . 

Winston tastes good . . . Winston tastes good . . . 














































