Branding and Differentiation 

Branding 

· Brand – a named product which consumers see as being different from other (often similar) products

· Brands have an image or identity which consumers can associate with
· Do not have to be a physical product, e.g. Harry Potter 

· Positive brand – more likely to buy than similar products 

· Negative brand – poor image, less likely to but product 

· Family branding – company name, e.g. Apple 

· Line branding – specific product e.g. dairy milk 

· Generic products – products which cannot be differentiated, customers see  very little or no difference between the products sold by different businesses (commodities, e.g. coal, potatoes, bananas, milk) 

· Own brand – carry retailers labels rather than the manufacturer , e.g. Tesco, are normally cheaper than branded goods

· Trade marks and registered trade names – protect brands from being copied 

· Advantages of branding:
1. Easier to get customers to trail new products as the brand name is trusted 
2. Customers tend to repeat purchase branded goods 

3. Associate brands with image, feelings and lifestyle which customers want 
4. Can target a specific market segment 

5. Can charge higher price 
6. Higher sales and market share 

7. Seen to be of higher quality 

8. Likely to be better promoted, and more well known 

9. Loyalty 

10. Added value
· Disadvantages of branding: 
1. Need constant promotion 

2. Higher costs due to advertising and promotion necessary 

3. Cost of protecting the brand (trade mark, etc) 
4. Negative image for all products if single bad event 
5. Negative effects if the brand is a negative brand 
Differentiation 
· Making one product seem different from another in some way 

Methods of differentiation:
1. Design, formulation, function – different ingredients, colours, designs, sizes, shapes, materials
2. Name – Brand name 
3. Packaging – for safety, information , and promotion – colours, designs, logos, etc
4. Differentiating across the value chain – the value chain is all the stages that a product goes through before it reaches the customer, can differentiate at any stage, e.g. speed of transport

