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How to Build a Product or Service
into a World-Class Brand

Turn No Time Into Know Time
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I he way to become first in a new category and eventually be a
market leader is to narrow your focus and start something totally
new. The easiest way to destroy a brand is to put its name on everything.
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The 22 Immutable Laws Of Branding

CONTRACT YOUR BRAND, NOT EXPAND IT P6

If you want to build a powerful brand in the minds of
consumers, you need to contract your brand, not expand it.
A brand becomes stronger only when you narrow its focus.

PUBLICITY BUILDS A BRAND, ADVERTISING MAINTAINS IT P16

The birth of a brand is achieved with publicity, not advertising. Once
born, a brand needs advertising to stay healthy.

BULIDING A GLOBAL BRAND WITH POWERFUL PERCEPTION OF QUILTLY P28
If you want to build a powerful brand, you need to build a powerful percep-
tion of quality in the mind of the consumer.

The Leader’s Voice
INGREDIENTS FOR ELOQUENCE:

FACTS, EMOTIONS, AND SYMBOLS P50
By using facts, emotions, and symbols in their
communication, leaders give out essential ingredients that
stimulate and promote the transfer of meaning and quality
decision making.

LEADER IS A CONCEPTSMITH MORE THAN A WORDSMITH. P64

Conceptsmithing means polishing an idea before selecting the right
words. He or she analyzes the past and present in order to create the

future.
Coming Up P46
Courseware P72
Contribution Articles P74
Suggestions for Discussion P76
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Extend or narrow the focus?

A brand becomes stronger when you narrow its focus.

On the contrary, what happens when you extend your product
line into so many types? You steadily lose your market share.

The easiest way to destroy a brand is to put its name on
everything.

What is a brand? A singular idea or concept that you own inside
the mind of the prospect. It’s as simple and as difficult as that.

How to build a major brand with no advertising at
all?

Use publicity, which is endless newspaper and magazine
articles, radio and television interviews.

On the other hand, The advertising budget is an insurance
against attacks on the minds of consumers by competitors of
the brand.

BULIDING A GLOBAL BRAND WITH POWERFUL PERCEP-
TION OF QUILTLY

Once a brand reaches its threshold in its domestic market to
some extend, the perfect solution is to build a global brand.

Quality is important, but brands are not built by quality alone.
Build quality into your brand, narrow the focus, combine it with a
better name and higher price, then you'll have a quality brand.
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ConNTRACT YOUR
BranD, NoT ExpanD 1T

Core CoONCEPT

The way to become first in a new category and eventually be a market
leader is to narrow your focus and start something totally new.

Your brand owns an idea in the mind of the consumer, and by
subbranding, you may be communicating a totally different message
to the consumer, who has no idea you are already targeting another
market,

There is a time and a place to launch a second brand.

The key to having a happy family of brands is to give each indi-
vidual brand its own unique identity.

The easiest way to destroy a brand is to put its name on everything.

SUPPORTING IDEAS

. The Law of Expansion

The power of a brand is inversely proportional to its scope.

If you want to build a powerful brand in the minds of consumers,
you need to contract your brand, not expand it.

Putting your brand name on everything diminishes the brand name's
power. Take a look at Chevrolet, a company that used to be the leader
in the automobile industry. It expanded its brand into Corvette,
Camaro, Caprice, Lumina, Malibu, Prizm, and so many other brands.
People don't exactly know what a Chevrolet is anymore.

What happens when you extend your product line into so many
types? You steadily lose your market share.In 1988 American Express
had 27% of the market. Then it expanded into offering Senior cards,
Student, Membership Miles, Optima, Optima Rewards Plus Gold, and a
whole range of other cards. Their market share is 18 per cents today.
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2. The Law of Contraction

A brand becomes stronger when you narrow its focus.

There used to be a time when every neighborhood had a small
coffee shop where you could get everything from breakfast, lunch,
dinner, to hamburgers, hotdogs, pancakes, and ice cream, and of
course, coffee. This was before Howard Schultz had a simply wonder-
ful idea: why not focus on selling great coffee? Today Starbucks Corp.
is worth $8.7 billion on the stock market.

Schultz focused on coffee, but that doesn’t mean he just offered
one, Starbucks offers thirty different kinds of coffee.

Narrowing the focus has resulted in big time success stories:

Toys R’ Us narrowed the focus from the original Children’s
Supermart concept carrying kid’s clothing, children’s toys, baby food,
and diapers down to a store that offered a greater selec Schultz fo-
cused on coffee, but that doesn’t mean he just offered one, Starbucks
offers thirty different kinds of coffee.

Narrowing the focus has resulted in big time success stories:

m Toys R’ Us narrowed the focus from the original Children’s
Supermart concept carrying kid’s clothing, children’s toys, baby food,
and diapers down to a store that offered a greater selection of toys.

m Subway specializes in the submarine sandwich.

To be the brand that rules your category, these are the five basic
steps: 1)Narrow the focus. 2) Stock in depth. 3) Buy cheap. 4) Sell cheap.

Bominte categery Five basic steps of branding

Sell cheap

Buy cheap

Stock in depth
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3. The Law of the Category

A leading brand should promote the category, not the brand.

Before Stolichnaya there was no market for expensive vodka. Be-
fore Domino's there was no market for home pizza delivery. Before
Rollerblades what was the market for in-line skates?

The way to become first in a new category and eventually be a
market leader is to narrow your focus and start something totally new.

m Launch the brand in such a way to create the perception that the
brand is the first, the leader, the pioneer, the original.

a Promote the new category.

The rightful share of a leading brand is never more than 50 percent.
Don’t fight with competitive brands, fight against competitive
categories.

4. The Law of Extensions

The easiest way to destroy a brand is to put its name on
everything.

The beer industry tends to line-extend like there is no
tomorrow. There’s a Budweiser, Bud Lite, Bud Dry, Bud Ice, Miller
Lite, Miller Draft Light, Miller Genuine Draft, Miller Reserve Am-
ber Ale, Coors, Coors Light, Coors Extra Gold...

A big powerful brand should have a market share of 50
percent. Big lineextended brands like Budweiser, Marlboro and
IBM have only 30 percent or less of their respective market
shares. If the market is slipping away from you, stay where you
are and launch a second brand. If it’s not, stay where you are
and continue building your brand.
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——— 5. The Law of Fellowship

In order to build the category, a brand should welcome other brands.

Choice stimulates demand. Cola consumption goes up when the
public is aware there are two colas battling for their minds.

Every category seems to be dominated by two major brands. The
third brand is usually superfluous. Unless a brand is a government-
sanctioned monopoly, no brand can ever own the entire market.

6. The Law of Subbrands

What branding builds, subbranding can destroy.

Donna Karan, a big fashion designer, wanted to market less costly
casual wear, so she came up with DKNY. Then came DKNY kids, along
with DKNY menswear, further diluting the Donna Karan brand.

Holiday Inn, the leading hotel/motel operator, wanted to get
into the upscale hotel market, so it developed Holiday Inn Crowne
Plaza. The problem was, Holiday Inn customers became confused.
Their response was, "Hey it's a bit expensive for a Holiday Inn". The
company finally just called its upscale chain Crowne Plaza.

Subbranding in this way will destroy the essence of your brand.
Your brand owns an idea in the mind of the consumer, and by
subbranding, you may be communicating a totally different mes-
sage to the consumer, who has no idea you are already targeting
another market.
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/. The Law of Siblings

There is a time and a place to launch a second brand.

The key to having a happy family of brands is to give each indi-
vidual brand its own unique identity:

Wrigley has a family of chewing gum brands:

Big Red, Doublemint, Extra, Freedent, Juicy Fruit, Spearmint,
Winterfresh.

Time Inc. has several magazines under its wing:

Time, Fortune, Life, Sports [/llustrated, Money, People,
Entertainment Weekly.

Sara Lee created a separate brand for pantyhose, designed for su-
permarket distribution called L'eggs.

Just like siblings in any family, maintaining separate identities is
crucial. Management should keep the following principles in mind when
selecting a sibling strategy for its stable of brands:

m Focus on a common product area.

m Select a single attribute to segment, either by price, age, calories,
sex, or flavors. You want to avoid any overlapping. Keep each brand
totally unique and special.

am Set up rigid distinctions among brands.

m Create different brand names.

m Launch a new sibling only when you can create a new category.
New brands should not be launched just to compete directly with an
existing competitor. That never works. E.g. Whatever happened to Mello
Yello that was supposed to block Mountain Dew?

m Keep control of your family at the highest level. You don't want to see
any sibling rivalry. You don't want a family of brands that all look alike.

8. The Law of Singularity

The most important aspect of a brand is its single-mindedness.

What is a brand? A proper noun you can use in place of a common noun:
m Instead of an imported beer, you can ask for a Heineken.

a Instead of an expensive Swiss watch, you can ask for a Rolex.

m Instead of a safe car, you can ask for a Volvo.

a Instead of a driving machine, you can ask for a BMW.

What is a brand? A singular idea or concept that you own inside the mind
of the prospect. It's as simple and as difficult as that.

14 Smert 30°



