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Unit 1 Brand Management
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1. When a Brand’s Reputation

Is Too Strong
) bulsal N

Branding can become a tricky game when a brand becomes heavily associated
with a particular image. This was the challenge that Goal Footwear faced when
their sales peaked the soccer market. For over 50 years, Goal had been
producing high-end soccer cleats and shoes for both professionals and
enthusiasts. Sponsoring big names in soccer that brought their brand all the way
to the World Cup helped Goal to gain a reputation as one of the best brands in
the market. The houndstooth design on most of their products, which many
outsiders considered hideous, was embraced by fans of the sport. They had even
taken to painting the design on their faces during games and modifying soccer

balls to resemble the pattern found on the shoe.

When salespeople reported that the brand was nearing saturation in
traditional markets, designers began to think outside the box. They designed
street shoes, hiking shoes, stiletto heels, slippers, sandals, boots, and even
shoes for other sports like basketball, track, and rollerblading. After heated
debate over which shoes should be produced, the company decided to stay
conservative and test the market with only the track, hiking, and basketball
shoes. These shoes were trialed on the market for one quarter, and everyone
was quite disappointed with the results. Consumers had left the new products

.

almost completely untouched.

Everyone set to work to figure out exactly what had gone wrong. In the end,
research from the marketing department revealed some very interesting
information: the company’s brand image was too strong, and consumers
rejected the idea of buying anything but soccer shoes from Goal Footwear. Goal

-9.
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realized that it was time to change this idea.

The marketing department developed a campaign to inform the public that
Goal was branching out into new markets. The slogan, “The New Goal: Reach
Your Own Goal”, was accompanied by vivid images of “goals” in other sports.
The hiking shoe was featured in an ad in which a hiker has just reached the
summit of a mountain. In the track ad, a runner is wearing a Goal shoe as he
wins a heat. In the basketball ad, a player makes a slam dunk while sticking his
Goal basketball shoe dangerously close to the camera lens.

The new ad campaign was discussed at great length in media circles for its
strong imagery as well as its clever slogan. Although Goal had a strong
association with soccer, consumers began to feel that their products for other
sports may be good as well. Sales increased slowly but steadily through the
following couple of years, and the ad campaign continued to help the company
break down the barriers of its brand image which was once too-focused.

. Translation
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Questions \

1. Can you think of a brand that is associated with many different types of

goods or services instead of just one?

2. Some brand names like Xerox have become so synonymous with what they
do that they are used as regular nouns or verbs. What is another example

of this phenomenon?

3. What is the positive side of a strong brand image?

4. Imagine that Goal wants to start producing formal dress shoes. What kind
of ad could they design within the ad campaign described above? /

@lbulary \

tricky /'triki/ BEFH think outside the box f# BB
associated with Se+++-+ ME; Heeeeor HECR  trial /'traisl/ AL
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2. Shock Cola Protects Its Brand

Image from the Competition
Shock Al REESFRIPEH DR K

The maintenance of brand image is one of the largest aspects of brand
management, which is an important aspect of a company’s overall marketing
strategy. In today’s competitive marketplace, making sure that a company’s
brand image remains recognized, respected, and unique among its competitors

is crucial if sales are to be maintained.

Some brands and their images are so valuable that companies now have entire
teams of lawyers dedicated to pursuing those who come too close to infringing
upon those trademarks. Likewise, some competitor brands will try to imitate
the defining aspects of a leading brand as much as they can in order to convince
consumers that their goods are of the same or of similar quality to those of the
leading brand. That’s one reason we see so much rebranding these days, either
competitors are trying to feed off the success of a particularly well-known
brand, or the well-known brand is trying to make sure consumers can continue
to distinguish them from competitors.

For 15 years, Shock Cola has been the leading brand of high-caffeine soft drink
among consumers in the United States. Their logo, the word SHOCK, in capital
letters, has an orange lightning bolt shooting through the center of the O. Their soda
cans are known by consumers for having an extra loud popping sound when opened.
A myth about the product claims that if a can of Shock Cola is shaken for long
enough, it can explode without even being opened. Many product enthusiasts have
tried, though none has succeeded in proving this rumor true.

012.
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Since high-caffeine drinks have become quite popular on the market, Shock
has seen a number of imitators begin operations. Larger beverage producers
have produced high-caffeine beverages under the names “Blam! ”, “Jump”, and
“Spazz”. Lawyers have carefully inspected the design of each of these new
items, making sure that there’s no possibility of consumers confusing these
products. Just recently, it came to the attention of Shock Cola that one
unscrupulous producer has released a new beverage called Sock, as unappealing

as the name is, with a packaging design quite similar to that of Shock Cola’s.

Taking the producers of Sock to court was not a tough decision. The new producers
refused to change their designs, and claimed that their yellow lightning bolt was
distinct enough from the orange Shock lightning bolt that anyone could easily
distinguish between the two. Furthermore, they argued, because the lightning bolt
was behind the letters and did not shoot through the center of the O, the product
logos differed greatly in design. The court ultimately ruled in favor of Shock,
ordering the producers of Sock to change their design in several specific ways, and
also to pay Shock’s estimated $ 4 million in damages.

l Translation

A RN FI A A R — R, 4R ST SRR R B P R R B
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ﬂuestions \

1. Can you think of two brands with similar logos? Do you think the average
consumer can still distinguish between these two brands?

2. Do you think the court’s judgment was fair? Should Sock have to pay
damages to Shock for trademark infringement?

3. Can you think of an instance in which a company or a product has been
forced to change its name because it was too similar to that of a
competitor?

4. What is your favorite brand? Do you normally use their trademarks to

identify their products, or do you think you could identify them without

any logos?
@cabula ry \
marketing strategy 845505 take... to court $f-ee-e 4 | yEEE
dedicate to B FH = distinct from A %I F
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3. Product Placement and

Co-Branding
ERENS RSB

MP3 003

Co-branding is a brand management strategy that has stood the test of time.
Many people can see how effective these strategies are just by looking back to
their childhood. Both fast food restaurants and cartoon producers create
marketing campaigns directed to children in hopes that the children will ask
their parents to buy them the product. It’s no surprise that when parents buy
children’s meals at fast food restaurants, they come with toys from popular
animated movies currently in production or in movie theaters. Likewise, pre-

movie shorts for such movies bombard viewers with advertisements for the fast

food restaurants.

Cooperative branding strategies follow us far into our adult lives as well.
Brands that know they want to attract specific types of customers are always
eager to form advertising partnerships with other companies who can help them
promote their products. This is the reason why certain Juxury clothing and
accessory brands are co-promoted with luxury automobiles. These businesses
know that their client bases intersect to a high degree, and that by sharing
customer data, names, and contact information, both companies can increase
sales in a particularly cost-effective manner. The same is true among airlines.
Airlines often partner with business technology companies because they know
that the average business traveler is someone who can mean big profits for both

sides.
At this point, co-branding is such a commonplace technique for brand
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