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Brands & Branding

Welcome to the world of brands!

Name a �

• soft drink

• fast food chain

• energy drink

• software company

• furniture

• battery

• sports shoes

Brands
connect us

What is Marketing?
Simply put: 

„Marketing is the delivery of 

customer satisfaction at a profit.”

It’s problem-solving
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Food for kids Boiled egg

The drink you can party with What do people always ask?

W.I.I.F.M.?
What’s in it for me? 

The eternal question

What is a brand? 
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What is not a brand? 

• A brand is not a logo (LOGOS is Greek for word)

• A brand is not a corporate identity system

• A brand is not a product

So what is a brand? 

• A brand is a person’s gut feeling about a product, 
service or company. 

• GUT FEELING: we are all emotional, intuitive beings

• A PERSON’S gut feeling: a brand is defined by 
individuals 

With other words

„A brand is a collection of perceptions 

in the mind of the consumer.”

(buildingbrands.com)

BRAND

Competitive

activity
Name

Logo

Product and service

functionality

People

Distribution

channels

PricingCorporate

communications

Advertising

Public 

relations

Promotional

literature

FactorsFactors thatthat influenceinfluence thethe perceptionsperceptions of a of a brandbrand

SourceSource: : InterbrandInterbrand

MarketingMarketing
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TelemarketingTelemarketing AdvertisingAdvertising

DesignDesign Public relationsPublic relations

BrandBrand Brand and branding

• Brand is the result

• Branding is the way, the process
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The origin of „branding”

• Heated irons pressed into cows

The modern branding Fanatic brand lovers

With brands we can describe a regular day Branding in business

• Communicating the qualities that make this product 
different than that product

• The management of differences, not as they exist on 
data sheets, but as they exist in the minds of the 
people
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Red Bull’s branding modell Differentiate or die

• How to make your product different? 

• USP (Unique selling proposition)

• Finding a benefit, a promise

The brand is a promise
In case of Volvo �

„safety”
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The brand is a promise
In case of Ikea �

„unböring furniture, better life”
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The brand is a promise
In case of Tefal �

„non-stick surface, no worries”

The brand is a promise
In case of Fedex �

„overnight delivery”

The brand is a promise
In case of Axe (Lynx) �

„you can get the ladies”
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• Determining the place a product should 
occupy in a given market (and in the

consumers’ mind)

• Combining tangible and intangible 

attributes to create a relative picture of the 
product

Positioning is the key



Árpád Papp-Váry Ph.D.                   
Brands and Branding, IBS, 22/11/2008                          
apappvary@bkf.hu, www.papp-vary.hu

HowHow toto sellsell JapaneseJapanese beerbeer??
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„It is better to be first

than it is to be better”

1. The law of leadership
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Charles Lindbergh

2nd: Bert Hinkler

First man to fly across the Atlantic non-stop

Yuri Gagarin

First man into space

2nd: Alan Shepard

energy drink Red Bull

American university Harvard

cola Coca-Cola

plain paper copier Xerox

Which was the first …?

2. The law of the category

„If you can't be first in a category, 

set up a new category you can be first in.”

Neil Armstrong

First man on the moon

Edwin Aldrin

2nd man on the moon?
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First dog into space

Laika

First small car in the US
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Make a twist with the help of the 4Ps!

Reduce the size

Increase the size Increase the size

Have a special form/shape
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Have a special package

Use a secret ingredient

The formula in case of FMCG 
(fast moving consumer goods)

1) This product is better because it contains x (secret, 

magic, new miracle): the ingredient that will make a 

radical difference to your life. 

2) If (when) you use it, your home will look more 

beautiful, or your food will taste better, or your clothes

will be brighter and whiter, or you yourself will look

even more glamorous than ever before.

3) All this will happen with less effort from you.

4) Leaving you more time to make yourself even more

desirable and loving for your husband and wondeful

family. 

• bifidobacterium animalis, DN-173010

• Danone trade mark

• United Kingdom: bifidus digestivum

• „Bifidus essen Sie es?”

• USA, Mexico: bifidus regularis

• Germany, Austria: bifidus essensis

• Today in most of the countries:

bifidus actiregularis
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United Artists Dreamworks

Noxzema Olay

Eukanuba Whiskas

Coffee Bean & Tea Leaf Starbucks

Thermador Sub-Zero

Cialis Viagra

Anextec SP230 Blackberry

Alta Vista Google

Have a good name

Allan Konigsberg

Issur Danielovitch

Marion Morrison

Walter Matuschanskayasky

Woody Allen

Kirk Douglas

John Wayne

Walter Matthau

Have you ever heard of … ?

Margaret Hyra Meg Ryan

A good name is …

• Short (2-4 syllables)

• Easy to remember

• Easy to pronounce

• Distinctive

• Not too general

Use the country of origin wisely
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Launching a new cola brand

• Find a unique point

• What makes it different than the competitors

(especially Coca-Cola)?

Positioning: Lower (lowest) price Positioning: Other target group
(choice of a new generation)
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Positioning: Other target group
(female and male)

Positioning: Natural cola
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Positioning: Special flavour Positioning: Better taste

Positioning: Special colour Positioning: More coffein
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Positioning: Religious cola
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Positioning: national drink
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Focus, focus, focus

that’s for today, thank you

arpad@papp-vary.hu


