What is a Brand

Brand is a name, term, sign, color, symbol or design, or a combination of these, intended to identify the goods or services of one seller or group of sellers and to differentiate them from their competitors

Brand

•Brand Name is that Part of Brand which can be vocalised or utterable (identifiable)

•Brand Mark – can be recognised but is not utterable such as a symbol, color, design or distinctive coloring or lettering

Branding

•Is a process, a tool, a strategy and an orientation

•
•The process by which the marketeer tries to build long term relationship with customers

Brand Name

•Major step in managing a product

•Word with no meaning related to the product it represents  (Nirma, Titan,Vimal, Konica)

•Name of the manufacturer of the product (Bajaj, Godrej,)

Brand Name

•Combination of numerals and alphabets ( Liv 52, Rx 100 )

•
•Brand names like

Quick fix (adhesive)

Sun flame ( Gas stove )

Band aid ( bandage)

Indicate the uses of the product

A Brand

•Aims to segment the market

•Starts with a big idea

•Has an enduring value

•Tries to protect your innovation

•Is a living memory

•Shall sustain through, the product may die

Brand

Is a product that provides functional benefits plus added  values that some customers value enough to buy

Influences on Brand
•Functional performance

•Positioning

•Name

•Price

•Distribution

Brand Building

•Cannot be done unless the product by itself is superior

•Performance liked and suits the customers

•Or at least perceived to have superior performance

What is brand equity
•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.

What is brand equity

•The major asset categories are



a. Brand Name awareness



b. Brand loyalty



c. Perceived Quality



d. Brand associations



e. Other proprietary brand assets

Brand equity measurement

•Measured using four sets of measure


1. Differentiation: Measure how distinctive the brand is in the market place


2. Relevance: Measures whether the brand has a personal relevance for the respondent. It is meaningful to him or her ? Is it personally appropriate?


3. Esteem: Measure whether a brand is held in high regard and considered the best in it’s class. Closely related to perceived quality  and the extent to which the brand is growing in popularity.

4. Knowledge: A measure of understanding as to what a brand stands for

Old Brands in India

•Amrutanjan



: 1893

•Dabur



: 1884

•Dalda




: 1939

•Godrej Locks


: 1868

•Mysore Sandal Soap

: 1918

•Parle – G



: 1939

•Raymond



: 1900

•Taj Hotels



: 1903

Top Brands in the World

•Coca Cola

•Microsoft

•IBM

•GE

•Intel

•Disney

•McDonalds

•Nokia

•Toyota

•Marlboro
Consumer Buyer Behaviour
If a marketer can identify consumer buyer behaviour, he or she will be in a better position to target products and services at them. Buyer behaviour is focused upon the needs of individuals, groups and organisations. It is important to understand the relevance of human needs to buyer behaviour (remember, marketing is about satisfying needs). 

Let's look at human motivations as introduced by Abraham Maslow by his hierarchy of needs: The hierarchy is triangular. This is because as you move up it, fewer and fewer people satisfy higher level needs. We begin at the bottom level. Physiological needs such as food, air, water, heat, and the basic necessities of survival need to be satisfied. At the level of safety, man has a place to live that protects him from the elements and predators. At the third level we meet our social and belongingness needs i.e. we marry, or join groups of friends, etc. The final two levels are esteem and self-actualisation. Fewer people satisfy the higher level needs. Esteem means that you achieve something that makes you recognised and gives personal satisfaction, for example writing a book. Self-actualisation is achieved by few. Here a person is one of a small number to actually do something. For example, Neil Armstrong self-actualised as the first person to reach the Moon. The model is a little simplistic but introduces the concept a differing consumer needs quite well.

To understand consumer buyer behaviour is to understand how the person 

interacts with the marketing mix. As described by Cohen (1991), the marketing mix inputs (or the four P's of price, place, promotion, and product) are adapted and focused upon the consumer. The psychology of each individual considers the product or service on offer in relation to their own culture, attitude, previous learning, and personal perception. The consumer then decides whether or not to purchase, where to purchase, the brand that he or she prefers, and other choices.

Introduction to Marketing Research 
Market research and marketing research are often confused. 'Market' research is simply research into a specific market. It is a very narrow concept. 'Marketing' research is much broader. It not only includes 'market' research, but also areas such as research into new products, or modes of distribution such as via the Internet. Here are a couple of definitions: 

Marketing research is the function that links the consumer, customer, and public to the marketer through information - information used to identify and define marketing opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing performance; and improve understanding of marketing as a process. Marketing research specifies the information required to address these issues, designs the methods for collecting information, manages and implements the data collection process, analyzes, and communicates the findings and their implications. 
American Marketing association - Official Definition of Marketing Research 

Obviously, this is a very long and involved definition of marketing research. 

Marketing research is about researching the whole of a company's marketing process 
Palmer (2000) 

This explanation is far more straightforward i.e. marketing research into the elements of the marketing mix, competitors, markets, and everything to do with the customers. 

The Marketing research Process 
Marketing research is gathered using a systematic approach. An example of one follows: 

1. Define the problem. Never conduct research for things that you would 'like' to know. Make sure that you really 'need' to know something. The problem then becomes the focus of the research. For example, why are sales falling in New Zealand? 

2. How will you collect the data that you will analyze to solve your problem? Do we conduct a telephone survey, or do we arrange a focus group? The methods of data collection will be discussed in more detail later. 

3. Select a sampling method. Do we us a random sample, stratified sample, or cluster sample? 

4. How will we analyze any data collected? What software will we use? What degree of accuracy is required? 

5. Decide upon a budget and a timeframe. 

6. Go back and speak to the managers or clients requesting the research. Make sure that you agree on the problem! If you gain approval, then move on to step seven. 7. Go ahead and collect the data. 

8. Conduct the analysis of the data. 

9. Check for errors. It is not uncommon to find errors in sampling, data collection method, or analytic mistakes. 

10. Write your final report. This will contain charts, tables, and diagrams that will communicate the results of the research, and hopefully lead to a solution to your problem. Watch out for errors in interpretation. 

Sources of Data - Primary and Secondary
There are two main sources of data - primary and secondary. Primary research is conducted from scratch. It is original and collected to solve the problem in hand.. Secondary research, also known as desk research, already exists since it has been collected for other purposes. 

Primary Research. 
There are many was to conduct primary research. We consider some of them:

1. Interviews 
2. Mystery shopping 
3. Focus groups 
4. Projective techniques 
5. Product tests 
6. Diaries 
7. Omnibus Studies
1.0 Interviews 
This is the technique most associated with marketing research. Interviews can be telephone, face-to-face, or over the Internet. 

1.1 Telephone Interviews
Telephone ownership is very common in developed countries. It is ideal for collecting data from a geographically dispersed sample. The interviews tend to be very structured and tend to lack depth. Telephone interviews are cheaper to conduct than face-to-face interviews (on a per person basis). 

Advantages of telephone interviews
· Can be geographically spread 

· Can be set up and conducted relatively cheaply 

· Random samples can be selected 

· Cheaper than face-to-face interviews

Disadvantages of telephone interviews
· Respondents can simply hang up 

· Interviews tend to be a lot shorter 

· Visual aids cannot be used 

· Researchers cannot behavior or body language 

1.2 Face-to-face Interviews 
Face-to face interviews are conducted between a market researcher and a respondent. Data is collected on a survey. Some surveys are very rigid or 'structured' and use closed questions. Data is easily compared. Other face-to-face interviews are more 'in depth,' and depend upon more open forms of questioning. The research will probe and develop points of interest. 

Advantages of face-to-face interviews
· They allow more 'depth' 

· Physical prompts such as products and pictures can be used 

· Body language can emphasize responses 

· Respondents can be 'observed' at the same time 

Disadvantages of face-to-face interviews
· Interviews can be expensive 

· It can take a long period of time to arrange and conduct. 

· Some respondents will give biased responses when face-to-face with a researcher. 

1.3 The Internet
The Internet can be used in a number of ways to collect primary data. Visitors to sites can be asked to complete electronic questionnaires. However responses will increase if an incentive is offered such as a free newsletter, or free membership. Other important data is collected when visitors sign up for membership. 

Advantages of the Internet
· Relatively inexpensive 

· Uses graphics and visual aids 

· Random samples can be selected 

· Visitors tend to be loyal to particular sites and are willing to give up time to complete the forms 

Disadvantages of the Internet
· Only surveys current, not potential customers. 

· Needs knowledge of software to set up questionnaires and methods of processing data 

· May deter visitors from your website. 

1.4 Mail Survey
In many countries, the mail survey is the most appropriate way to gather primary data. Lists are collated, or purchased, and a predesigned questionnaire is mailed to a sample of respondents. Mail surveys do not tend to generate more than a 5-10% response rate. However, a second mailing to prompt or remind respondents tends to improve response rates. Mail surveys are less popular with the advent of technologies such as the Internet and telephones, especially call centers.

2.0 Mystery Shopping
Companies will set up mystery shopping campaigns on an organizations behalf. Often used in banking, retailing, travel, cafes and restaurants, and many other customer focused organizations, mystery shoppers will enter, posing as real customers. They collect data on customer service and the customer experience. Findings are reported back to the commissioning organization. There are many issues surrounding the ethics of such an approach to research. 

3.0 Focus Groups 
Focus groups are made up from a number of selected respondents based together in the same room. Highly experienced researchers work with the focus group to gather in depth qualitative feedback. Groups tend to be made up from 10 to 18 participants. Discussion, opinion, and beliefs are encouraged, and the research will probe into specific areas that are of interest to the company commissioning the research. 

Advantages of focus groups
· Commissioning marketers often observe the group from behind a one-way screen 

· Visual aids and tangible products can be circulated and opinions taken 

· All participants and the research interact 

· Areas of specific interest can be covered in greater depth 

Disadvantages of focus groups
· Highly experienced researchers are needed. The are rare. 

· Complex to organize 

· Can be very expensive in comparison to other methods 

4.0 Projective techniques 
Projective techniques are borrowed from the field of psychology. They will generate highly subjective qualitative data. There are many examples of such approaches including: Inkblot tests - look for images in a series of inkblots Cartoons - complete the 'bubbles' on a cartoon series Sentence or story completion Word association - depends on very quick (subconscious) responses to words Psychodrama - Imagine that you are a product and describe what it is like to be operated, warn, or used. 

5.0 Product tests 
Product tests are often completed as part of the 'test' marketing process. Products are displayed in a mall of shopping center. Potential customers are asked to visit the store and their purchase behavior is observed. Observers will contemplate how the product is handled, how the packing is read, how much time the consumer spends with the product, and so on. 

6.0 Diaries 
Diaries are used by a number of specially recruited consumers. They are asked to complete a diary that lists and records their purchasing behavior of a period of time (weeks, months, or years). It demands a substantial commitment on the part of the respondent. However, by collecting a series of diaries with a number of entries, the researcher has a reasonable picture of purchasing behavior. 

7.0 Omnibus Studies
An omnibus study is where an organisation purchases a single or a few questions on a 'hybrid' interview (either face-to-face or by telephone). The organisation will be one of many that simply want to a straightforward answer to a simple question. An omnibus survey could include questions from companies in sectors as diverse as heath care and tobacco. The research is far cheaper, and commit less time and effort than conducting your own research.

Secondary Research 
Secondary (or desk) research uses data that has been collected for other objectives than your own i.e. it already exists. There are a number of such sources available to the marketer, and the following list is by no means conclusive: 

· Trade associations 

· National and local press Industry magazines 

· National/ international governments 

· Web sites 

· Informal contacts 

· Trade directories 

· Published company accounts 

· Business libraries 

· Professional institutes and organisations 

· Omnibus surveys 

· Previously gathered marketing research 

· Census data 

· Public records 

We have given a general introduction to marketing research. Marketing research is a huge topic area and has many processes, procedures, and terminologies that build upon the points above. 

What are integrated marketing communications?
Marketing communications is a subset of the overall subject area known as marketing. Marketing has a marketing mix that is made of price, place, promotion, product (know as the four P's), that includes people, processes and physical evidence, when marketing services (known as the seven P's). Marketing communications is 'promotion' from the marketing mix. 

'Integrated' means combine or amalgamate, or put simply the jigsaw pieces that put together make a complete picture. This is so that a single message is conveyed by all marketing communications. Different messages confuse your customers and damage brands. So if a TV advert carries a particular logo, images and a message, then all newspaper adverts and point-of-sale materials should carry the same logo, images or message, or ones that fit the same theme. Coca-Cola uses the familiar red and white logos and retains themes of togetherness and enjoyment throughout its marketing communications. 

Marketing communications has a mix. Elements of the mix are blended in different quantities in a campaign. The marketing communications mix includes many different elements, and the following list is by no means conclusive. It is recognised that there is some cross over between individual elements (e.g. Is donating computers to schools, by asking shoppers to collect vouchers, public relations or sales promotion?)

Personal Selling
Sales Promotion 
Public Relations (and publicity)
Direct Mail
Trade Fairs and Exhibitions
Advertising (above and below the line)
Sponsorship
Packaging
Merchandising (and point-of-sale)
EMarketing (and Internet promotions)
Branding (and corporate identity)
