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B.Com Honours Semester II Calicut University

Strategies for Brand Building
Course Code: COM2MN108 • Module 1 Notes
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1. Introduction to Branding: Concepts and
Value

A brand is not just a logo, name, or design; it is a promise of quality, a set of associations, and a
relationship between an enterprise and its customers. Brand building is the process of
generating awareness, establishing identity, and nurturing equity to secure long-term market
differentiation. This module covers the meaning, definition, and types of brands, objectives of
brand management, and the marketing and financial advantages of strong brands.

Classification of Brands

Manufacturer vs. Private Label Brands

Manufacturer Brands (National
Brands): Created and owned by
producers (e.g., Apple, Nike, Sony).
They command high national
advertising support.

Private Label Brands (Store Brands):
Owned and sold by retailers or
distributors (e.g., AmazonBasics,
Kirkland Signature). They offer higher
retail margins.

Corporate vs. Co-Branding

Corporate Branding: Using the
corporate parent name as the primary
brand across all product lines (e.g.,
Samsung, Tata).

Co-Branding: Linking two distinct
brands in a single product (e.g., Nike +
Apple Watch, GoPro + Red Bull).

Brand Management & Objectives

**Brand Management** is the business function that uses marketing techniques to increase the
perceived value of a product line or brand over time. Its core objectives include:

Establishing a unique brand identity and positioning in the market.

Measuring and managing brand performance and equity.

Ensuring consistent customer experiences across all touchpoints.

Expanding the brand into new product categories (Brand Extensions) without diluting the
core identity.
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Advantages of Strong Brands

Firms that build strong brands gain significant marketing and financial advantages:

Customer Retention: Higher brand recall builds customer trust, lowering customer
acquisition costs (CAC).

Premium Pricing: Strong brands command price premiums over generic competitors (e.g.,
Apple iPhone vs. generic smartphones).

Retail Leverage: Retailers demand hot brands on their shelves, giving the manufacturer
higher bargaining power over margins.

Financial Brand Value: Strong brand equity is recorded on corporate balance sheets as a
valuable intangible asset (Brand Valuation).
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Acing your exams is just a click away!

Visit www.degreelive.in to download the next module for free.


