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About the exam

In the exam, you will be asked to answer 3 essay questions 

out of 4-5.

They will cover the topics discussed during lectures AND the 

mandatory readings assigned for the lectures.



Agenda

• Branding theory

• Mind-share branding

• Cultural branding

• Some further notions on brand management



Let’s start with a quick exercise!

Which of the following were amongst the world’s 3 most 

valuable brands in 2005? Raise your hands if you think A, B or 

C is correct!

A)
Microsoft

General Electric

Coca-Cola

B)
Nokia

McDonald’s

IBM

C)
Marlboro

Toyota

Google



Let’s start with a quick exercise!

Which of the following were amongst the world’s 3 most 

valuable brands in 2021? Raise your hands if you think A, B or 

C is correct!

A)
Google

IBM

Coca Cola

B)
Amazon

Apple

Google

C)
Amazon

Alibaba Group

Instagram





Why are brands important?
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What is a brand?



What is a brand?

• Brand = ”added value compared to buying a similar, 

nonbranded product”

• Brand building and protection = #1 marketing priority!

• WHY?

Because brands build lasting competitive advantage!
• Makes premium pricing possible → increased cashflow!

• A strong brand is key for expanding a company’s offering to new 
areas → brand extensions, overcoming product category 
limitations

• Protection against private labels and competitors (strong brands 
can even act as a barrier to entry, e.g. the soft drink category) 

• Resiliency to endure crisis situations

(Farquhar 1989)



Why communicate your brand to audiences?



Why communicate your brand to audiences?

• To let designated consumers or audiences know about your brand
• e.g.: enter a market, brand benefits ... (awareness, interest and desire)

• To react to changing consumer preferences and tastes
• e.g.: preference of healthier lifestyles and food (attitudes and behaviors changing)

• To reposition your brand

• To react to competitor’s campaigns



Different branding models

• Mind-share branding

• Emotional branding

• Viral branding

• Cultural branding



Mind-share branding =

one of the more “traditional” 

approaches to building brands
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Why is the brand so important? ”The brand is the only 

sustainable source of competitive advantage.” (Aaker 1996) 

• Basically, the most dominant branding paradigm from 1950 onwards, still being 

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

• “The brand entered the boardroom”

• A cognitive model of branding

• The goal is to generate brand equity through managing a brand identity that is 

consistent and timeless (Aaker 1996)



Brand equity – what is it?





Brand equity

• The idea: build strong brands by attending to brand equity elements

• Brand equity = “brand assets (liabilities) linked to a brand’s name and 

symbol that add to (or subtract from) a product or service.” (Aaker and 

Joachimsthaler 2000: 17).

• Brand equity “should be defined in terms of marketing effects 

uniquely attributable to a brand. That is, brand equity relates to the 

fact that different outcomes result in the marketing of a product or 

service because of its brand, as compared to if that same product or 

service was not identified by that brand.” (Keller 2009)



“Product plus” view of brand equity

Brand equity = the additional sum of money a consumer 

is willing to pay vs. a similar, (un)branded product (de 

Chernatory & McDonald 1992) 

Branded 

product 

markup

Branded 

product

Generic 

product

“A product is something that offers a 

functional benefit (e.g., a toothpaste, a life 

insurance policy, or a car). A brand is a 

name, symbol, design, or mark that 

enhances the value of a product beyond 

ifs functional purpose.” (Farquhar 1989)



“Product plus” view of equity

€€ €

€€

€



How to gain brand equity?



Customer-based brand equity model (Keller 2009)

• “Brand equity is fundamentally determined by the brand knowledge created in 

consumers’ minds by marketing programs and activities”
→ How does consumer knowledge about a brand impact their response to marketing for that brand?

• Brand knowledge: “not the facts about the brand – it is all the thoughts, feelings, 

perceptions, images, experiences and so on that become linked to the brand in 

the minds of consumers”
→ What is the set of associations a consumer has towards a brand?



Customer-based brand equity model (Keller 2009)

Customer-based brand equity model pyramid

How often do customers think of the brand under various 

purchase or consumption situations?

What are the external properties of the 

product / service through which the brand 

aims to meet its customers’ psychological 

or social needs?

How well does the 

product / service 

meet customers’ 

functional needs?

What are the 

customers 

personal opinions 

and evaluations?

What are the customers 

emotional responses and 

reactions towards the 

brand?

What is the nature of the 

relationship customers 

have with the brand? To 

what extend do they feel 

they are “in sync” with the 

brand?

“The creation of significant 

brand equity requires 

reaching the top or 

pinnacle of the brand 

resonance pyramid, which 

occurs only if the right 

building blocks are put into 

place”



10 min exercise: Work in groups and try to 

fill in the equity pyramid for Coca Cola



10 min exercise: Work in groups and try to 

fill in the equity pyramid for Coca Cola

Everywhere and for everyone (accessible), 

brings happiness, fun, social, American 

values…

Unique bottle, 

Refreshment, energy, 

tasty, unique flavor, lots of 

different flavors….

Unique, recognized 

logo & color, 

Christmas,…

Seen as a market 

leader, innovative, 

superior…

Happiness, sharing, 

celebration, family & 

friends…

“More than just a Coke”, 

consumer involvement, 

community, loyalty & 

attachment…



Brand identity

• Each brand needs a brand identity:

• How should consumers perceive our brand(s)? 

• Brand identity → the crux of brand building programs 

• Needs to be precise; avoid confusion





The brand “onion model”

Brand 

Core 

Identity

Extended 

identity

• Typical view of brand management

• The core identity remains unchanged

• The extended identity can and 

should be updated → what IMC 

does!



Example: BMW

”The Ultimate 

Driving 

Experience"

Stylish

Premium

Lifestyle

Sexy

Achievement

Confident

Desire

Speed



Brand positioning

• Positioning: “the act of designing the company’s offering and image to occupy a 

distinctive place in the mind of the target market” (Ries and Trout 1981; Kotler 

2003) 

• Brand position helps with communication objectives: 

• What message will best differentiate the brand and appeal to designated 
consumers? 



Brand positioning examples



Volvo and safety



35% of customers said 

‘Mercedes’ when asked to 

name a car brand to 

describe ‘quality’



Nike owns the idea of ‘athletic 

achievement’





Thomas J. Watson Sr. – chairman and CEO 

of IBM from 1914 to 1956



Let’s watch a famous ad from 

Apple that was launched in 

1997 as part of their “Think 

different” campaign.





“Think different” campaign 

(1997–2002)

A response to IMB → aimed 

to position Apple in the market 

and distinguish it from the 

competition





Positioning maps provide a 

great, analytical tool to 

analyze market 

positionings among 

competitors.

The key is to determine the 

most relevant attributes →

what do customers value?

You can do the exercise 

with different attributes:

High quality vs. low quality

Fun brand vs. serious

…



A few words about managing multiple 

brands



Brand architecture spectrum



Not only one brand, but multiple ones → positioning 

within the firm



Brand architecture

• Identify brands and sub-brands as well as their roles, but also, see how they 

relate to one another

• By doing so, you will be in a better position to:
• Offer clear consumer/customer offerings

• Engage in better communication programs

• Also, to leverage brand equity assets 

• Brand architecture may help you decide:
• When to stretch an existing brand (extension)

• When to develop a new brand 

• When to use a sub-brand 



• Holistic view on branding 

• Each brand has a role to play within the brand architecture 

• The idea is not to manage brands as if they were silos 

• CMO and her/his team to decide and internally communicate this aspect 

• Identify strategic brands and invest in them



Cultural branding
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“Chipotle’s films are wrongly understood simply as great 

examples of branded content. They worked because they 

went beyond mere entertainment. The films were artful, but 

so are many thousands of films that don’t cut through. Their 

stories weren’t particularly original; they had been repeated 

over and over with creative vigor for the previous decade or 

so. But they exploded on social media because they were 

myths that passionately captured the ideology of the 

preindustrial food crowdculture. Chipotle painted an inspired 

vision of America returning to bucolic agricultural and food 

production traditions and reversing many problems in the 

dominant food system.”



Introducing cultural branding

• Put together and formally introduced by  

Douglas Holt in his 2004 book “How Brands  

Become Icons”

• In the heart of cultural branding:

• Brand address and manifest cultural 

meaning

• Brands as cultural icons



“People identify strongly with cultural icons and often rely 

on these symbols in their everyday lives.” (Holt 2004)

Cultural branding takes this as a 

guiding principle



Brand culture (Holt 2012)

“Think of the brand as the culture of the product. We can 

borrow from the disciplines of anthropology, history, and 

sociology to understand products as cultural artifacts. Products 

acquire meanings—connotations—as they circulate in society. 

Over time, these meanings become conventional, widely 

accepted as “truths” about the product. At this point, the product 

has acquired a culture.”

This process takes time



Brand culture (Holt 2012)

“Brand cultures accumulate as various “authors” create stories 

that involve the brand. Brands have four primary types of 

authors: companies, popular culture, influencers, and 

customers.”



Four authors of brand stories (Holt 2012)
• The firm shapes the 

brand through all its 

marketing activities

• All elements of the 

marketing mix can 

potentially “tell stories” 

about the product and 

brand

• Products are an essential part of our 

everyday life (present in films, television, 

books, magazines, on the Internet,…)

→ These representations can have a 

powerful influence on brands.

• Customers author the brand 

culture by using the product

• They create stories through 

their product interaction, and 

share them often with their 

friends

• “Noncustomers’ 

opinions”

• E.g., trade magazine 

reviews, the opinions 

offered by experts and 

connoisseurs, …



Axioms of cultural branding (Holt 2004)

1. Iconic brands address acute contradictions in society 

(collective anxieties and desires of a nation)

2. Iconic brands perform identity myths that address 

these desires and anxieties

3. Identity myths reside in the brand, which consumers 

experience and share via ritual action (e.g. drinking, 

wearing, driving a product to experience a bit of the 

myth)

4. Iconic brands perform as activists, leading culture & 

encourage people to think differently of themselves

Identity myths = “imaginative 

stories and images that

selectively draw on history as 

source material, which function to 

continually reimagine and vitalize 

the nation’s ideology”

Iconic brands have become 

symbols of such a myth.



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

National identity

Citizen’s Identity Projects 

(varied by social position)

Cultural 

contradictions 
(experienced as desires 

and anxieties)

Populist worlds

Identity Myths

(film, music, politic,…)



What anxieties can you identify that 

are relevant today?



Common anxieties / tensions

• gender roles and sexuality

• racial issues

• people’s ambitions at work

• their dreams for their children

• their fears of technology, AI

• college graduation

• retirement

• mid-life crisis

• globalization

• climate crisis

• war

(Holt 2004, p. 212; Fournier 1998)



Nike – dream crazy



Controversial campaign: Nike Dream Crazy



Comments about the ad?

How would you analyze it based on 

the traditional perspective?



Does anyone know why this 

campaign received controversial 

public attention?







Controversial campaign: Nike Dream Crazy



How brands soothe anxieties

• They can be the voice for different groups and communicate 

powerful messages (if they have the resources & authority)

• 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



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, the underground etc.)

• People feel drawn to them when they notice that the populist 

world has an “answer” for an anxiety

• 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





Let’s watch the famous 1979 Coca cola Super bowl 

commercial starring Pittsburgh Steelers defensive 

tackle “Mean” Joe Greene and a 9-year-old 

superfan.

After watching, let’s analyze the ad from a 

traditional and cultural branding perspective.





How would you analyze this ad from a traditional 

branding perspective?



”Mean Joe Greene” from a traditional branding 

perspective

• Communicates the desired associations of the 

Coca-Cola brand in an emotionally engaging 

way

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

iconic…



How would you analyze this ad from a cultural 

branding perspective?



”Mean Joe Greene” from a cultural perspective

• Coca-Cola has a long, long history as an 

American icon, representing ”the best” of 

America (especially during and after WW II) 

→ manifestor of American values



”Mean Joe Greene” from a cultural perspective

• The Vietnam war had seriously strained 

American unity

• It was a time of many racial tensions → ”angry 

black men” struck fear into white America

• America was in need of ”healing”



”Mean Joe Greene” from a cultural perspective

“When you get to the core of the ad (…) it’s about the 

resolution of conflict. It’s about the notion of an African-

American man and a small, white boy interacting and it 

turns out for the positive. The crux of the narrative, once 

again, is that we can all just get along.”



”Mean Joe Greene” from a cultural perspective 

– conclusion 

• 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



• There are different branding approaches or paradigms

• Mind-share branding focuses on building brand equity – a cognitive 

approach to branding (how consumers think, feel and what they do)

• Cultural branding focuses on building iconic brands – the focus on 

addressing and soothing cultural tensions through targeting identity myths

Recap



Brand management – some 

further notions
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Brand book & guidelines



Every brand has brand 

guidelines / a brand book 

that determines how brand 

communication is 

executed. Brand books and 

guidelines are internal 

brand management tools 

→ “holy bibles” of brand 

management. They 

determine:

-How the brand 

communicates (fun, 

serious,…)

-Where the brand should 

be present

-To whom communication 

is targeted at

etc.

Brand books change only if 

the brand is renewed / 

repositioned in the market, 

otherwise they tend to 

remain pretty stable 

through time.



EXAMPLE: 

HANES



EXAMPLE: 

HANES



Q&A


