
Branding perspectives



4 different perspectives on branding

1.Mind-share branding
2.Emotional branding
3.Viral branding
4.Cultural branding



MIND-SHARE 
BRANDING





Mind-share branding• Basically, the most dominant branding paradigm from 1950 onwards

• “The brand entered the boardroom” 

• Still being taught in most marketing textbooks today (Kotler, Keller, 
Aaker…)

• The goal is to generate brand equity through managing a brand 
identity that is consistent and timeless (Aaker 1996)



The brand “onion model”

Brand 
Core 

Identity

Extended 
identity

• The core identity 
remains unchanged

• The extended 
identity can and 
should be updated è
What IMC does

• Low price
• Safety
• quality  

Rule breaker, 
underdog, other 
symbol(s) 





Brand equity

• “when a relevant constituent reacts more positively to, for example, 
an ad campaign, a product or service than if it would have been issued 
by an unknown or fictitious company” (Schulz et al. 2000; Farquah
1989)

• “a set of assets (and liabilities) linked to a brand’s name and symbol 
that adds to (or subtracts from) the value provided by a product or 
service to a firm and/or that firm’s customers.” (Aaker 1996, p. 7-9)



“Product plus” view of equity

Generic 
product Y

Branded 
product X

Branded 
product 
markup

Brand equity = the additional sum 
of money a consumer is willing to 
pay vs. a similar, unbranded product 
(de Chernatory & McDonald 1992) 



Brand equity

• The four major categories for brand equity that managers should 
actively look to manage and build are:

1. Brand name awareness
2. Brand loyalty
3. Perceived quality
4. Brand associations (Aaker 1996, p. 8)

• Remember, measurability!



Positioning and value propositions in practice

“IBM owns the color blue”

“Coca-Cola is associated with America, Christmas and happiness”

“Nike owns the idea of  ‘athletic achievement’”

“35% of customers said ‘Mercedes’ when asked to name a car brand to describe 
‘quality’ ”

“Volvo è safety”



Why is the brand so important?

”The brand is the only sustainable source 
of competitive advantage.” (Aaker 1996)





Mind-share branding recap

• Benefit driven branding approach 

• Aim to establish a clear and distinctive value proposition in the mind of the consumer (Ries and 
Trout 1981; Aaker 1996;  Thompson et al 2006)

• Consistency, consistency, consistency

• Try to “own” a relevant association, word, emotion… whatever works

• The brand’s promise/essence/core identity is timeless, its extended identity needs updated 
every now and then

• Still the dominant branding model è mostly referred to as just “branding” in marketing 
literature







Emotional Branding

• Late 80s, early 90s concept of branding
• Got its momentum from the service revolution and experiential 

thinking
• Relationship paradigm:  “Relationship principles have virtually 

replaced short-term exchange notions in both marketing thought 
and practice” (Fournier 1998) 

• Key argument: benefit approach as proposed by the mind-share 
branding untenable in providing sustainable competitive advantage

• Considering tech advancements, benefits and design features easy to 
replicate 



• Visually and design oriented
• More about “telling stories that inspire and captivate consumers” 

(Thompson et al. 2006: 51) 
• Stories to relate now on lifestyle dreams and goals as they pertain to 

consumers
• As per Gobe (2002), consumers seek for “a romantic” meaningful 

relationships with brands helping consumers achieve personal goals 
(Fournier 1998) 
• As a brand strategist, your job is to gain a deep understanding of how 

consumers view brands as part of their lives.  



Fournier (1998) – relational meanings 

• Love/passion
• Self connection 
• Commitment 
• Trust 
• Intimacy

•è are enacted when brands are integrated into consumers lives and 
identity projects (cf. Thompson et al. 2006: 51)



Emotional Branding

Three ideas stand above all: 

1. emotional ties with consumers
2. selling the brand as a desirable relationship partner
3. touch points for consumers to experience the brand

(Gobé 2001, p. 139-140; Lindstrom 2005, p. 32-33; Thompson et al 2006)  



Emotional Branding

• Lindström (2005): “smash the brand” è the brand should be 
recognizable even from small “bits” of the product
• Examples: “Nokia tone (was)”, Coca-Cola bottle shape,  Apple’s design 

language, Starbucks’ smell of coffee, Nordstrom staff greeting phrases etc.

• Expanded the idea of a brand from more than just the logo + 
packaging è everything can be a part of a brand’s identity





Emotional Branding

• Practitioner-driven, so not entirely theoretically coherent (yet)
• Dominant in service and product design aspects of branding
• More of an evolution of mind-share branding, is merging with the 

mind-share paradigm (Thompson et al. 2006; Holt 2004)
• Again: consistency, consistency, consistency
• Brand identity and positioning also key, though the brand is 

anthromorphosized more



VIRAL BRANDING 



Viral Branding

• Very fuzzy in its definition
• word of mouth, stealth marketing, guerrilla marketing, buzz 

marketing and cool hunt (Holt 2004, pp. 14)
• Viral marketing vs. viral branding?
• Continuously evolving and seeing new forms 



Viral Branding

Driven by two things: the emergence of the Internet and changes in 
consumer culture: 

1. The internet as a platform for people to share and modify content

2. General distrust for companies and their branding efforts, and cluttering of 
advertising spaces (i.e. loss of advertising effectiveness)



Viral Branding

• Basic idea: create some (interesting) advertising content and let the 
consumers (or others) spread it 

• “amplification of initial marketing efforts by third parties through 
their passive or active influence” (Thomas Jr. 2004)

• Increasing “normal” advertising costs and decreasing returns for 
normal advertising è “viral is free”







• Wieden + Kennedy agency 

• Excellent reviews & YouTube views 
• 56,517,732 views to date 
• Few months in the campaign, … a series of 200 short ads featuring 

the main character (Isaiah Mustafa) 
• The idea was to answer to consumer comments and questions 

posted on Facebook and other social media platforms
• Impact: an increase in Twitter followers by more than 1000% 
• Over 600 000 people on Facebook liked the ads





•How to utilize social media to engage consumers and foster 
interactivity 
• Social media to foster brand loyalty 
• Level of integration between channels 
• Instant response to selected Tweets and comments 
• Personalization strategy to with trust of your audience 
• Replying to tweets in real time; within 24 hours 

https://www.semrush.com/blog/viral-marketing-campaign-inspiration/





Viral Branding

• Viral branding in Holt’s book is understood as hunting for 
“influentials” that spread your message. This notion has become 
outdated

• Normal consumers are in fact more effective than “influentials” in 
spreading messages (Thompson 2008)

• Stealth and deceptive marketing tactics have become more or less 
disowned from viral branding

• “True” viral branding is based on honesty, transparency and 
authenticity (e.g. Sernovitz 2006, p. 28, McConnel; Huba 2006, p. 25, 
27-28)



Cultural 
Branding



Introducing cultural branding

• Put together and formally introduced by 
Douglas Holt in his 2004 book “How Brands 
Become Icons”
• The themes and thinking had been developed 

academic articles before this, though (Holt’s 
and others’)
• To a certain degree a culmination of the rise of 

CCT thinking in marketing 







What is “culture”?

• “excellence of taste in the fine arts and humanities, also known as 
high culture”

• “an integrated pattern of human knowledge, belief, and behavior that 
depends upon the capacity for symbolic thought and social learning”

• “the set of shared attitudes, values, goals, and practices that 
characterizes an institution, organization or group”



What is “culture”?

• excellence of taste in the fine arts and humanities, also 
known as high culture
• an integrated pattern of human knowledge, belief, and 

behavior that depends upon the capacity for symbolic 
thought and social learning
• the set of shared attitudes, values, goals, and practices that 

characterizes an institution, organization or group



Cultural icons
• The goal of cultural branding is 

to build the brand into a 
cultural icon
• An icon is a symbol of an ideal 

that people hold in 
considerable esteem
• Other than brands, politicians, 

movies, books, photographs 
and even events can have 
iconic value











The thinking behind it

• “Anthropologists have always known we live 
in an experience economy,” (Sherry) explains. 
“All consumption is about experience. And 
once you take that view, products are not 
simply tools or benefits or practical utilitarian 
kinds of things, but they’re really more about 
meaning. They’re the way people create 
meaning and transform meaning and so 
forth.” John Sherry Jr.



Identity brands
• The cultural branding model is intended for 

branding mostly identity categories
• Identity brands = value of products as a means 

of self-expression 
• Products such as clothing, home decor, beauty, 

leisure, entertainment, automotive, food, and 
beverage etc. è “ego-expressive products”



Identity brands

• Brands, products and styles provide a tangible method of meaning 
transference for consumers who seek to both fit in to peer groups 
and express individuality (Tuten 2007)
• Consumers feel their identity-building projects are intense “personal 

quests”, but in truth similar quests are shared by many in the 
population (Holt 2004, p. 6)  



Brand meaning

• Brands are historical artifacts moving through time and carriers of 
meaning (Holt 2004, p. 1-4, 38)
• Brand meaning is a result of collective interpretations by multiple 

stakeholders over numerous historical moments (Hatch & Rubin 
2005)
• Many of the assumptions in the other branding models don’t take 

historical and cultural context into account



The gist of Holt’s criticism

• “Timeless consistency" can be impossible to attain, same for 
controlling a brand identity
• The idea is to align the brand with the right identity myth in a credible 

and appealing way in its marketing communication ( Holt 2004, p. 11, 
214-215)
• Brands respond to changes by “speaking again” in new contexts, and 

adapt old meanings to new circumstances



Identity myths?

“imaginative stories and images that 
selectively draw on history as source 

material, which function to continually re-
imagine and vitalize the nation’s ideology”







More on identity myths

• Myths define culture by expressing its shared emotions and ideals 
(Solomon et al. 1999, p. 447)  

• People feel anxieties when their personal life experiences and realities 
are in conflict with what the national ideology expects of them (Holt 
2004, p. 45, 57, 210-213)

• People’s identification with an identity myth is dependent on how well 
it soothes people’s anxieties in their personal identity building 
projects 



Common anxieties

• people’s ambitions at work
• gender roles and sexuality
• their dreams for their children
• their fears of technology
• college graduation
• retirement
• mid-life crisis
• “the construction, maintenance and dissolution of key life roles that 

significantly alters one’s concept of self”
(Holt 2004, p. 212; Fournier 1998) 



How brands soothe anxieties

• Carriers of identity myths offer relief through ritualistic consumption 
of the product/text/brand

• Brands are special, because even if they aren’t as affective as  e.g. 
movies, they enable ritual and frequent consumption

• For example, by wearing a t-shirt of a certain myth, the myth is 
“transferred” to the person



Brands and identity myths

• A brand’s strength is dependent on how well a brand encapsulates an 
identity myth and how strongly people identify with that myth 

• The brand manager’s role = to look back and understand the brand’s 
“genealogy” and match it fit the proper identity myth

• Note: Holt’s view is a tad US-centric



Populist worlds

• The “place” where the identity myth resides and gives it its legitimacy 
and cultural appeal

• Usually in the fringes of society (punks, hippies,  bikers, LGBT 
communities, extreme athletes, hipsters, etc.)

• People feel drawn to them when they notice that the populist world 
has an “answer” for an anxiety



Populist worlds

• The brand must “earn” a place in the populist world if it wants to 
credibly portray the myth

• The insiders who live in the populist world determine the brand’s 
(and other people’s) worthiness to claim membership in the populist 
world



Three constituencies

• Insiders - legitimize the brand as an icon for the populist world 
• Followers – enthusiastic fans of the brand, not members of the 

populist world
• Feeders – opportunistic bandwagoners of the brand’s identity value, 

the vast majority of consumers and were attracted by followers
• The brand must keep the insiders happy, or at least tolerant of the 

brand’s presence in the world è the insiders are the real target 
audience
• If the brand manages this, the followers and feeders will follow



1. Keep these guys 
happy, or at least 
tolerant of the brand 
by defending the 
populist world and its 
ethos 

... (2) which will 
attract a following for 
the brand…

... (3) and the rest will 
follow



How do you keep the insiders happy?

• The brand must show two things:

• literacy – a understanding of the populist world’s rules, idioms, and codes 
(Holt 2004, p. 65).
• fidelity - to the populist world it draws from, and sacrifice short term 

financial gains to gain authenticity (Holt 2004, p. 89)

• “Harmony between good and world” (McCracken 1986)
• Without legitimacy, a brand’s marketing strategy will not resonate 

with the target audience (Tuten 2007) 







• Communicates the desired 
associations of the Coca-Cola brand 
in a emotionally engaging way

• American, refreshing, ”family”, fun, 
happy, iconic…

”Mean Joe Greene” from a consumer psych perspective



Cultural perspective

• Case study from Holt (2004) ”How brands
become icons”

• Coca-Cola has a long, long history as an 
American icon, representing ”the best” of 
America (especially during and after WW II)



Cultural perspective

• The Vietnam war had seriously strained
American unity

• Racial tensions and ”angry black men” 
struck fear into white America

• America was in need of ”healing”



• Struck a crucial cultural nerve with its 
powerful message of racial harmony and 
forgiveness, a unified America and Coca-
Cola as a symbol of this healing
• Because of Coca-Cola’s long history as an 

American icon, it could ”speak” this way 
(very few brands could have)
• It repositioned Coca-Cola, redefined its 

identity myth in American culture while 
respecting its roots

”Mean Joe Greene” from a cultural perspective



So to recap…

• Brands are carriers of meaning

• Some brands become iconic by encapsulating a powerful ideal

• The most successful brands have been rooted into very relevant 
populist worlds

• The key is to manage this link to the populist world by showing 
respect to the people living “in” the populist world 



How the branding 
models fit together



The branding models are connected
• Each model represents and evolutionary step in the marketplace, 

consumers, brand & marketing thinking and overall progress in 
management

• Tougher competition has driven the models in different product 
categories

• That doesn’t mean they can’t or shouldn’t be used together, because 
they’re intended for different purposes

• “Hybrid branding strategies”





Brand building process (1/3)

1. Mind-share: put in place the brand organization, the thinking, the 
initial core promise, and the tangible brand elements. Emphasis 
strategic nature of brand building in organization. 

2. Emotional: add more layers to the brand and take a heavy emphasis in 
sensorial elements of the brand and the brand’s experiential elements 
especially in retail environments. Make the brand “smashable”, so that 
the brand can be identified even from the tiniest bit (Lindstrom 2003)



Brand building process (2/3)

3. Viral: consumers should be able to pick up the brand they’ve just 
smashed and give new meaning to it. Crucial in online environments, 
where all brand elements need to be interactive and shareable. The 
brand’s communications need to become two-way channels for 
dialogue.

4. Cultural: work hard to get the right kind of consumers to give the 
brand meaning and be proactive in shaping the brand to become 
culturally relevant in the hands of storytellers as well. Monitor 
changes in brand meaning and try to guide this evolution to the right 
direction.



Brand building process (3/3)



Q&A!


