SECTION 4

Brand Building and
Private Label Brands

Section 4

A brand is one of the most important assets
that any company can possess. A strong
brand can not only lead to increased sales and
profits, but it can assist in fighting off branded
and house brand competitors. However,
creating a brand is not an easy task and
creating and maintaining a brand promise is
a task that challenges both small and large
companies in all industries.
Section 4 will focus on the various strategies
that can be used to create, manage, enhance
or re-launch a brand. The content will focus on
how to build a brand using simple but effective
techniques that have helped build brands
such as Google, Renee’s, Tim Horton’s, CocaCola, Nike, and Levi Strauss and are used by
companies such as Kraft and Saputo.
Section 4 will also discuss branding concepts
such as brand equity, brand building, and the
need for product differentiation to build a brand.
Content will be provided on how to create and
build a brand promise, how to build a brand
image, identity, personality as well as creating
a brand culture in an organization:

1.

What is a Brand? (myths and realities)

2.

Brand Leadership

3.

Thinking Like a Brand

4.

Brand Equity

5.

Brand Differentiation/Brand Relevance

6.

Brand Awareness

7.

Brand Loyalty

8.

Brand Promise

9.

Brand Expertise/Business Expertise

10. Brand Image Creation (brand name,
graphics, by-line, tagline, brand story and
messages)
11. Brand Advantage
12. Creating and Maintaining a Brand Culture
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or the Rider Pride brand. Strong, sustainable
brands are often referred to as “true brands”.

Content in part of Section 4 will be focused on
private label or house brands and their impact on
new and established brands in the food market
and the continued growth of private label value
and private label premium brands. Content
will discuss methods of competing with private
label products while capturing and holding shelf
space.

Many small companies often ask the question,
“Why should we be concerned about
developing a brand or putting our very limited
resources into brand building? After all, we
should be more concerned about making and
selling products rather than branding. Isn’t
branding a waste of time? And we cannot
compete with the big brands, so why bother?”
The answer is quite simple. A well established,
or true brand, gives a company a significant
competitive advantage in the market. True
brands evoke a positive emotional response
from customers and are a means to clearly
differentiate themselves from their competitors.
True brands create wealth and opportunity
for their owners and provide a competitive
“cushion” in tough times. True brands take their
consumers “out of the market place” for like
products.

Building a Brand
Overview
A brand is one of the most important assets that
any food company can possess. A strong brand
can not only lead to increased sales and profits,
but it can assist in fighting off the competition
from national, local and house brands. However,
creating a brand is not an easy task. Creating
and maintaining a brand promise to consumers,
that is the core of the brand, is a task that
challenges both small and large companies in all
industries.

It is not uncommon for consumers to make
statements such as “that is my brand” or “I
can’t find my brand in the store”. The brand
that consumers consider “theirs” has created
an emotional link that is not easily broken.

Brand creation and brand building are done
every day by start-ups, and small and medium
sized companies. In fact, virtually all of Canada’s
most successful food brands started with only
one or two people and an idea.
Branding is everywhere. We brand people,
political parties, products, universities, and even
countries. We use expressions such as, “that is
a strong brand”, or we refer to the Coke brand,
the Blackberry brand, the Saskatchewan brand
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But true brands are
not easy to create
and they take
planning and effort to
sustain. This section
will review the five
steps in brand
creation and brand
growth. It will also
consider why the
development of both
a brand promise and
a brand culture are critical to developing a true
brand.
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two fundamental traits that differentiate it from
other brands in the consumers mind:

What is a Brand?

1. It must occupy a clear and distinctive
position in the mind of the consumer
2. It must have perceived functional and
emotional benefits to the consumer
A True Brand
A true brand can give a business or
organization more leverage than any other
asset. It serves as an emotional shortcut
between a company and its customers. The
customers for a company’s products come
to trust its brand and develop an emotional
association with those products. It is this
emotional association that gives a company a
strong and sustainable competitive advantage.

At first glance, a brand might be seen
as something created by the marketing
department. Nothing could be further from the
truth. A brand is not just about a word, a logo,
or a tag line such as “I’m Lovin It”, “Yes We
Can” or “ZOOM ZOOM”, or a nice package,
a product name, or bright colours. A brand
is about passion, commitment and a unique
promise that gets fulfilled every day with every
purchase by every customer.

Owners of successful brands can be the
beneficiaries of:
1. Higher sales volumes

A true brand occupies a distinctive and valued
position in the consumers mind. It is not just
an image created by the marketing department
or public relations or advertising agencies.
It is the net sum total of each consumers
experience with a product or service provided
by a company.

2. Higher margins
3. Greater certainty of future demand
Powerful brands such as Coca-Cola, KFC,
Microsoft, Kellogg’s, Natures Path, Google,
IBM, Dell, McCain’s, Presidents Choice,
Molson’s, Schneider’s, E.D. Smith and
Europe’s Best have all been carefully designed
and engineered. These brands and others
like them are the products of the deliberate
actions of the people in the company who
“live the brand”. They diligently ensure that
all messages, presentations and products
ring true to the brand promise and brand
development strategy.

The Customer
“Distinctive” is the key word in branding.
It is important to understand that it is not
the company or the organization that gets
to decide if the brand is distinctive, it is
the consumer. In order for the company or
organization to have a true brand, it must have
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Where Did Food Brands Come From?

Brand Name

During the late 1800’s, companies that massproduced goods quickly determined that, in
order to expand, they needed to sell their
products to a wider market. However, they
needed to market their products to a customer
base that was only familiar with local goods
and who had a strong trust in locally made
products. It quickly became apparent that a
generic package of soap or tin of soup had
difficulty competing with familiar, local products
that had built a high level of trust over the
years.

Often, when people use the word “brand”,
they are usually referring to a brand name.
However, many brands are “just” brand names
because they have either lost their distinct
characteristic or are no longer perceived by
consumers to be unique. The key attribute of
most brand names
is their familiarity.
However, just
because a brand
name sounds or
looks familiar does
not necessarily
mean that it will
be distinctive. A
brand name is
not necessarily
a brand. In fact,
many brand
names are well
known but not
all that distinctive in a consumers mind. For
example, compare brand names such as TD,
RBC, CIBC, TD Canada Trust with Canadian
Tire, Tim Horton’s, Presidents Choice and
McDonald’s. Which names are distinctive
brands with distinctive personalities and brand
promises?

The packaged goods manufacturers needed
to convince the public that they could place
just as much trust in their products as in
the local products. Campbell’s Soup, CocaCola, Juicy Fruit, Aunt Jemima, Uncle Bens,
Kellogg’s and Quaker Oats were among the
first food products to be ‘branded’, in an effort
to increase the consumer’s familiarity with their
products and to build trust in the name.
Brand Personality/Trust
Over the years, companies have learned to
build their brand’s identity and create a brand
personality. Brand personalities are given
human traits such as trusting, safe, healthy,
youthful, exotic, reliable or luxurious.

Company Name – Brand Name

Today the practice we now know as “branding”
has evolved to the point where the consumers
often buy “the brand” instead of the product.
Apple is a classic example of how trust
in a brand extends to a range of branded
products and how the trust can be leveraged
to successfully compete in a crowded
marketplace.

A company name can also become a brand
name; for example, Mercedes-Benz, Walt
Disney or Black & Decker; or a company name
can be used to identify a range of subsidiary
brands (such as Cadbury Dairy Milk, or
Cadbury Fingers or Kellogg’s Rice Krispies or
Kellogg’s Eggo’s).
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Trademarks
Brand Franchise/Recognition

The essential function of a trademark is to
exclusively identify the origin of products or
services. Terms such as “mark”, “brand” and
“logo” are sometimes used interchangeably
with “trademark”.

A brand which is widely known in the
marketplace acquires brand recognition. When
brand recognition builds up to a point where
a brand enjoys a critical mass of positive
sentiment in the marketplace, it is said to
have built a brand franchise. In Canada,
Tim Horton’s is a good example of a brand
franchise.

“Trademark”, however, also includes any
device, brand, label, name, signature, word,
letter, numerical, shape of goods, packaging,
or combination of colours, which is capable of
distinguishing our products or services from
those of others. It must be capable of graphical
representation and must be applied to goods or
services for which it is registered.

One goal in brand recognition or unaided
awareness is the identification of a brand
without the name of the company present.
For example, Disney has been successful
at branding with their particular script font
(originally created for Walt Disney’s “signature”
logo, which it used in the logo for go.com.) In
today’s market, unaided awareness is very
difficult to achieve for any but the leading
brands that have millions (Canadian Tire) or
even billions (Red Bull) of dollars of advertising
and marketing funds at their disposal.

Brand Equity
Brand equity or brand
value measures the
total value of the
brand to the brand
owner, and reflects
the extent of brand
franchise. A brand
can be viewed as
an intangible asset,
used by analysts
to rationalize the
difference between
a company’s “book
value” and market
value.
For example, the market value of a company
can far exceed its tangible assets (physical
assets owned by the company, such as stock
or machinery), and its brand value can account
for some of the difference. Up to 85 percent of
a company’s market value might be intangible
(for example: know-how, existing client
relationships).

Brand Identity
Brand identity may be defined as simply the
outward expression of the brand, such as
name and visual appearance.
Brand Personality
Brand personality is the attribution of human
personality traits to a brand as a way to
achieve differentiation. Such brand personality
traits may include seriousness, warmth, or
imagination. Brand personality is usually
built through long-term marketing, as well as
packaging and graphics.
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Brand personality is considered a vehicle
for consumer self expression and can be
considered instrumental in helping a consumer
express different aspects of him/her-self.
Humanizing a brand empowers it to play
a more central role in a consumer’s life,
potentially enabling the consumer to project an
aspect of his/her self that might be desirable
for relationships he/she seeks.

It has been suggested that loyalty includes
some degree of pre-dispositional commitment
toward a brand. Brand loyalty is determined by
several distinct psychological processes.

The brand promise is a statement, from the
brand owner to customers, which identifies
what consumers should expect from all
interactions with the brand. Interactions may
include employees, representatives, actual
service or product quality or performance,

1. Perceived Value
2. Brand Trust
3. Customer Satisfaction
4. Repeat Purchase Behavior
5. Commitment
Brand purchases are usually divided into
four distinctive groups:

Soft Core Loyals - loyal to two or
three brands

Switchers - with no loyalty (possibly `dealprone’, constantly looking for bargains
or `vanity prone’, looking for something
different)

Brand Promise

The key influencing factors of brand loyalty are:

2.

4.

The supplier of a value add ingredient or
component, used by a number of suppliers
of the end-product, may wish to guarantee its
own position by promoting that component as
a brand in its own right. In the food industry,
Omega-3 is an example of this trait. The most
frequently quoted example in electronics is
Intel, which secures its position in the PC
market with the slogan “Intel Inside”.

Factors that Influence Brand Loyalty

Hard Core Loyals - buy the brand all
the time

Shifting Loyals - move from one brand to
another

Derived Brands

Humanization possibly even gives the
consumer a sense of comfort at having found a
brand that “fits” with his/her self-concepts.

1.

3.
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There is a difference between brand extension
and line extension. When Coca-Cola launched
“Diet Coke” and “Cherry Coke” they stayed
within the originating product category: nonalcoholic carbonated beverages. Procter &
Gamble (P&G) did likewise extending its strong
lines (such as Fairy Soap) into neighboring
products (Fairy Liquid and Fairy Automatic)
within the same category, of dishwashing
detergents.

communication etc. The brand promise is often
strongly associated with the brand owner’s
name and/or logo.
The brand promise may be expressed in a
“tag line”, for example a dining restaurant
may create the following brand promise: Joes
Steak House – “Our food is the best, but the
memories we help you create are even better”.
The brand promise is fundamental to the
development of a brand and must be reinforced
with every purchase. If the brand promise
is diminished then the brand value and its
influence in the market is also diminished. In
the food industry the brand promise can be
easily tarnished by food recalls or the failure
of a company to correct packaging errors or
through the use of misleading claims or poor
ingredients.
Brand Extension
An existing brand name can sometimes be
used as a vehicle for new or modified products:
for example, many fashion and designer
companies such as Martha Stewart extended
brands into fragrances, shoes and accessories,
home textile, home decor, luggage, sunglasses, furniture, hotels, etc.

Once again, Procter & Gamble is a leading
exponent of this philosophy, running as many
as ten detergent brands in the U.S. market.
This also increases the total number of
“facings” it receives on supermarket shelves.

Not all brand extensions work. Burger King
recently tried to extend the brand in men’s
cologne and sports clothing. Mars extended
its brand to ice cream, Coca-Cola extended to
a short lived clothing line, Caterpillar to shoes
and watches, Michelin to a restaurant guide,
and Adidas and Puma to personal hygiene.
Dunlop extended its brand from tires to other
rubber products such as shoes, golf balls,
tennis racquets and adhesives.

Sara Lee, on the other hand, uses it to
keep the very different parts of the business
separate — from Sara Lee cakes through Kiwi
polishes to L’Eggs pantyhose. In the hotel
business, Marriott uses the name Fairfield
Inns for its budget chain, and Ramada uses
Rodeway for its budget hotels.
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Creating the Brand

In Canada the major retailers such as Loblaws
and Sobeys have “branded” stores such as No
Frills, Price Chopper and Food Basics in the
discount category and moved brands such as
Zehrs, Fortino’s, Sobeys and Metro into the
upper and mid-range market.

Defining what a brand is and the components
of branding is one thing. Figuring out how to
create and build one is another.
It is very important to understand that building
a viable brand is not the exclusive domain of
large companies such as Tim Horton’s, FEDEX,
GOOGLE, Coca-Cola, McDonald’s, McCain’s,
Apple, Canadian Tire or the Saskatchewan
Roughriders.
Virtually every one of the major and longest
lasting brands in the world started with one or
two people and an idea for a product or service.
Apple started in a garage, Loblaw started in a
corner store, Google started as a school project
and Co-operators Insurance started around a
kitchen table in a farm house in Saskatchewan.

Own Brands, Private Label, House Brand
and Generics
With the emergence of strong retailers the
“own or private label brand”, a retailer’s own
branded product (or service), is a major factor
in the marketplace. For
example where the retailer
has a particularly strong
identity, such as Presidents
Choice or No Frills brands
at Loblaws; Compliments at
Metro; or Kirkland at Costco.
This “own brand” may be
able to compete against
even the strongest brand
leaders, and may outperform
those products that are not otherwise
strongly branded.
As consumers “trade down” in a recession,
private label or private deck, brands can
increase in market share and increase the
profitability of major retailers. Private label
brands can now represent up to 30% of a
retailer’s sales in a particular category.

Leadership
Leadership is the most critical element
in building a sustainable brand. Ray
Kroc at McDonald’s, Sam Walton at
Walmart, Normand Bombardier at
Bombardier, Leno Saputo at Saputo
Cheese and Renee Unger at Renee’s
all lead the development of their
brands.
None of these leaders were trained in
branding. All started small and had the
vision, passion and leadership ability to create
a customer focused culture and build groups
of employees into customer focused teams
who have created hugely successful brands.
It is critical that the leadership come from the
top down; if the owner or the leaders are not
committed to brand building then the attempt
will invariably fail.
8

Section 4

Five Steps to Brand Creation

building a brand it is always useful to keep in
mind that accurate information is critical to the
process.

In this section we are going to discuss how to
create and develop a brand and the five key
steps to accomplishing this objective.

Remember the classic marketing axiom “you
are not the target group”.

1. Assessing the brands current situation
and future prospects

Brand Creation

2. Brand Promise

Brand Assessment

3. Differentiation

The first step in the process of creating a
brand is the assessment of the brands current
position; an analysis of the marketplace,
customers, competitors and relevant economic
and industry conditions supported by
demographic and other data and trends. For a
small company this often entails writing down
what the management and staff know about
the market, customers, competitors, industry
conditions and other information that they feel
will impact their business.

4. Image Creation
5. Marketing the Brand

An assessment of a company’s Value Chain
is an important part of this assessment. It’s
quite difficult to decide what a brand’s position
should be in the marketplace if there is no
knowledge as to where the brand is today.

Opinion versus Fact – The Customers
Point of View

The assessment
process is designed
specifically to assess
where management
and staff think the
brands stand in the
marketplace. This
assessment is then
tested against the
perceptions of the
brand by customers,
and value chain
members.

It is important to understand that the
fundamental criteria for developing a brand is
to always ensure that information used to build
the brand includes the customer’s point of view
and represents an objective viewpoint.
Perhaps the biggest challenge within a
company or organization in their desire to
create or build a successful brand is the lack of
an objective point of view based on customer
realities. Often, key decisions in organizations
are based on opinions and theory rather
than research. In the process of creating and
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Key Areas of Brand Assessment

Current Marketing Strategy

1. Customer and consumer
research (ask customers and
users of the product)

Review the current channels of
distribution target customers.
Who are the most feared
competitors today and who
could be in the future? What
are the major marketing
expenditures and what are
the measurable results of this
strategy over the past three
years? What is the company’s
pricing strategy?

2. Current marketing strategy
3. Business environment review
4. Competitive trends and
competing brands positions
5. Customer transaction analysis
6. Market research and
competitive trends
The objective of the assessment is to provide
some answers to the following questions:
1. Does the brand have a brand promise?
2. What does the brand stand for in the minds
of the consumer?
3. Who are the brand’s current and future
customers?

Business Environment Review

4. What is the first word that comes to mind
when customers and non-customers think
of the brand?

It is very useful and enlightening to take a long
range perspective of the business aspects of
the brands marketplace from a 5,000 meter
perspective.

5. What are the brands strongest positive
benefits (attributes to customers and
consumers)?

How has the industry developed historically
and how is it likely to develop in the future?
How have customer’s needs and expectations
developed over time? Who are the competitors
(substitutable products included) where are they
likely to go in the future?

6. What is the value proposition?
Customer and Consumer Research
Consumer research should provide insight
into customers, consumer, influencer
(distributors, dealer’s brokers), suppliers
(vendors, professional services, accounting,
legal, government) employees, members and
stakeholders.

The purpose of this exercise is to place your
business in the industry and try to understand
the forces that are at work in your industry and
marketplace.
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Competitive Trends and Competing Brand
Positions
In order to determine competitive trends and
the brand positions of the company’s top
three competitors it is necessary to do some
basic research. It starts with knowing who the
top three competitors are and then carefully
analyzing their shelf position over a period of
time. Look at product price points, consumer
packaging, product claims, product positioning
and points of product differentiation.
Write down the information and then plot the
information on a value grid. This will graphically
show a competitor’s position and where the
areas of opportunity may exist for a competing
product.

The idea is to experience all the steps that
a customer might go through to see how the
customer might feel. Call yourself and place an
order to see what happens.

It is also very useful to look at competitive
brands from their perspective of the market.
Each company shares similar competitors and
they will try to position their products to take
advantage of both established and emerging
trends while developing their own points of
differentiation. This perspective can assist in
developing a company’s own brand position
in the market. Ideally, a company will position
their brand in a unique space, a space that is
not already occupied by an existing brand.

Market Research
The objective of market research is to find
out as much as possible about the segment
or food category in which your company does
business. The research is designed to answer
key questions such as
• What differentiates your product from your
competitors?

Customer Transaction Analysis
It is not unusual to discover that a company
knows very little about the details of the
activities affecting their brand. For instance,
how often does the management in a company
call another person in the company to find out
that they are not in and the recording says
to press zero for immediate assistance and
that person’s mailbox is full. Or a caller has to
figure out how to spell the person’s name on a
keypad in 15 seconds or less.

• What are the most profitable segments of
the business that you are in?
• What products and services are growing
the fastest in the business that you are in?
• How can you better serve your
customers?
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• What are the retail price points of
competitive products and are you
competitive?
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Visit the Store – Often

The brand promise is absolutely fundamental
to creating, developing or enhancing a new
or existing brand. The brand promise is the
rallying cry of your brand and its key point of
differentiation.

The market research should start in the food
store nearest you and expand to those stores
where you want to sell your product. Write
down the information, take pictures of displays
and buy your competitors products and taste
them or use them as directed on the package.
This form of research is relatively inexpensive
and can be very enlightening.

Successful brands
become focused on
the consumer benefits
which results in
delighted consumers
and gives the brand an
enormous competitive
advantage. The brand
promise of FedEx is
“instant gratification”
and the brand promise
of Second Cup is “the
third place”. What is
your brand promise?
Think Like a Brand

Brand Promise

In order to have a true brand, it is fundamental
to understand how to think like a brand. Thinking
like a brand is quite different from thinking
like a business. Thinking like a brand requires
a different perspective and approach than
business as usual.

Your product’s “brand promise” is the sum of
the benefits (both functional and emotional)
that both existing and potential customers
can expect to receive from experiencing your
products and services.
The brand promise incorporates the
consumer’s point of view and is intended to
reflect the heart, soul and spirit of the brand. It
is intended as an internal directive, not as an
advertising message although it should drive
an organizations activities and messages.

In 1847 John Deere promised: “I will never put
my name on a product that does not have in it
the best that is in me.”
• FedEx’s™ “absolutely positively overnight”
• Lenscrafters™ “your glasses in about an
hour”

The brand promise is the foundation of
your brand. Your level of commitment and
dedication to a superior value, meaningful
differentiation and executional excellence will
determine the level of your brands ability to
become a real brand or a generic brand name.

• Marks Work Wearhouse™ “clothes that
work”
• Intel’s “Intel™ Inside”
• McDonald’s™ “I’m lovin it”
12

Section 4

Once the promise has been decided, it
must drive everything an organization does.
The mission, values, vision and any and all
corporate statements should be modified to
reinforce the promise or be eliminated.

Step 2 - Meeting of the Minds
The second step is to meet with a cross section
of people in the company to gain their point of
view on the company’s beliefs. A conclusion
should be reached as to the nature of a brand.
It should be noted that in a new venture, the
name or the identity of a brand should not
be chosen until after the promise has been
finalized.

To stand the test of time, a brand needs to
stand for something larger than just a product
benefit. Competitors can copy product benefits,
sometimes even more cheaply. However,
consumers choose a particular brand because
of some intrinsic value.

Step 3 - Brainstorming Desired Attributes

It is useful to note that
product traits can be
copied, but a company’s
commitment to
brand values, provides
the foundation for a
unique promise and
gives the company a
very strong competitive
advantage. For example,
there are many ketchups
on the market but only
one Heinz™; there are
many mustards but only
one French’s™.

The third step is a brainstorming session to
discuss the “desired” attributes.
What is a brand and what does it mean to
be a genuine brand?

•

What words come to mind when we think
of brand?

•

If you think of your brand as an
automobile, celebrity, hockey team, or
animal, what kind of each of these would
it be?

Three Basic Questions

Developing a Brand Promise

At this time focus on preliminary answers to the
three basic questions of the brand promise.

Step 1 - Culture

1. What business is the brand in?

The first step in developing your brand
promise is to look at the existing culture of
your organization in order to understand what
its beliefs are. Is it customer or production
focused; is it output or quality focused; is it
price or premium focused?
A company’s beliefs can be discovered by
how it communicates, how it acts, and how it
decides what direction to take.

•

2. What differentiates the company’s
products and services from the
competition?
3. What is superior about the value we offer
our customers?
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What Business is Your Brand In?

Differentiation

This question is different from the question
“What business is your company in?” We are
asking the question in relationship to how a
customer will benefit from the brand products
and service. It is the business of the brand
from the customer’s perspective.

It often appears that many brand names suffer
from a lack of distinctiveness. The consumer
has an overabundance of choice (40,00066,000 stock keeping units (SKU’s) per food
store). The key challenge for a company is to
differentiate it’s products and services in ways
that it’s customers will appreciate and value.

•

FedEx™ – shipping - immediate
gratification

•

Starbucks™ – coffee - the third place

•

Walt Disney™ – theme parks, movies –
the business of feeling good

A recent study of 1,300 brands among 95,000
consumers demonstrated that a brand’s
strength is primarily built through differentiation
and relevance. That simply means that a
brand needs to be different from other similar
products and relevant to consumer’s lives. It
is often useful to remember that consumers
purchase benefits – not products.
Differentiation or
distinctiveness is the key
to building an effective
brand, and the promise
expresses the unique
benefits a brand offers its
customers. Companies
can differentiate their
products even if they exist
in a commodity market;
by providing better quality,
value and most important,
customer service.
The purpose of developing the promise is to
create a COMPETITIVE ADVANTAGE.
Effective brands understand that their
customers expect the brand behind the
products to back them with service. These
brands understand that their customers link
both products and services together.
It is interesting to note that many companies
do not seem able to create the desired
14
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differentiation for their brands. While there may
be other possible explanations for the lack of
differentiation among brands that lack tends to
be the result of one or more of the following:

The secret to creating and building a strong
brand is to have the desire and passion to
become a distinctive brand and select or
develop distinctive attributes that your brands
customers will value.

• Not understanding the need to be
distinctive
• Difficulty in understanding their distinctive
characteristics
• Failing to create the perception of
distinctiveness
• Lack of continuous innovation or
enhancements to reinforce distinctive
characteristics
• Choosing or communicating the wrong
characteristics; those that are not valued
or wanted by their customers

You must answer the question, “What does the
customer think is different about our brand’s
offering when compared to our competitors?”
The answer to this question makes it possible
for a company to consider what it might do to
further the perception of differentiation in the
consumers mind. A true brand’s perceived
differentiation is a lifelong quest, not just an idea
for the next quarter.

The options available to brands to become
truly distinctive are astounding when you
think of the various attributes and the limitless
combinations. The secret to harnessing
the power of these unlimited attributes is to
perform a simple analysis that assesses the
issue of differentiation
This is How You Do It

The mistake most new brands make is to
believe that their initial differentiation is enough
to last forever.

1. From a customer’s perspective, determine
which of the different product attributes
(tasty, healthy, decadent, local etc.) apply
to a company’s brand.

How Does A Brand Offer Superior Value? Not
by Price Alone

2. Select five of these attributes that
management and staff think would be
most valued by a company’s customers.
3. Select one or two attributes around which
to build the brands distinctiveness.
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All too often when a company see’s this
question, the focus becomes centered on price.
A marketing position based on the lowest price
is the most difficult to sustain and generally
is an indication that the brand has become a
commodity in the minds of the consumer.
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Customers looking for the lowest price will only
be loyal to the price. On the other hand, when
customers perceive that a brand consistently
delivers value, it has the foundation to
become a true brand. Customers define
their perceptions of value through subjective
feelings as a result of comparing the brands
product and service offerings with those of the
competition.

Wait

A brands ability to delight the customer is
rooted in the brand promise. Growth comes
from serving customers better (not just bigger)
and concentrating on the brands distinctive
competence.

Image Creation

Most of the time when a brand is to be
developed the first thing to be decided is the
brand name. Next comes the logo then it’s off
to the printer. The development of the brand
promise should precede the name, logo, fonts
and style guide.

After the promise has been finalized, the brand
image can be developed. The image creation
process outlines the various types of messages
that will be used to communicate the promise.
These include the development of the:

Real brands rarely focus on products alone;
they are committed to their brand as both
a product and a service. To concentrate on
product alone is to assume that customers do
not care about time, convenience, feelings and
overall satisfaction.

• Brand Name
• Graphic Representation
• Brand Image
• Byline
• Taglines
• Brand Story
• Style Guide
The purpose of the image creation process is
to set out the types of messages to be used to
communicate the brands core values, not dictate
the message itself. It is the detailed plan required
to create, design and communicate the intended
brand perception. The brand identity “exists
entirely in the mind of the consumer”. When it
comes to brands, perception is everything. It has
everything to do with what the consumer thinks
of the brand.

In the brand value formula, the perceived value
received should exceed the amount paid. The
degree to which value received exceeds the
amount paid will be the consumer’s ultimate
assessment of a brands ability to deliver value.
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The Criteria for Developing a
Brand Name
• Availability – trademark and internet
domain name search
• Protectibility – descriptive names are
the least desirable from a trademark
perspective- always use the appropriate
intellectual property symbols

Brand Name
The name is the first and greatest expression of
the brand. The genius of great naming is in the
creation of a unique, own able, “sound symbol” that
resonates in the consumer’s minds and hearts.
e.g. Roughriders, Tim Horton’s, 7-11, Wheat Pool,
IPSCO, Ski-Doo.
It is important to note that a name for a new
organization’s products or services should be
developed after the promise. A brand name should
capture the essence of the brand and be ownable
and usable in all markets.
The Process for Developing a Brand Name

Consideration of linguistics (language
structure)

•

Sound symbolism
(inherent meaning)

•

Acquired meaning
(associations acquired
over time)

•

Intrinsic meaning (root
word, derivatives)

•

Phonetics (speech,
sounds)

• Uniqueness – market research, focus
groups, surveys
• Credibility – name should be appropriate,
believable and suggestive of a benefit or
product association (Blockbuster, Pizza
Pizza)
• Reproducibility – should be easy to
pronounce, pleasing to the ear, look good
to the eye and be easy to spell (A&W) five
or six letters are preferred

The process of developing a name includes:
•

• Acceptability – ensure the name is
acceptable in all the cultures and
languages in which the brand will be
marketed. The screening should include
obsolescence, connotation slang and
related criteria

• Legibility- easily and effectively
reproduced in all media and
communications
• Durability – have flexibility to withstand
cultural and business modulations for
at least 10 years (Arm & Hammer, Betty
Crocker, Quaker, Hallmark)
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Unique Graphic Representation

Trademarks and logo’s are in essence
“Trustmark’s”, pledging the quality and
authenticity upon which the consumer has
grown to rely. Note the resurgence of the
Rexall brand name, trademark, and logo in
Western Canada.

The fundamentals of identity design answer the
following questions:
•

What is it?

•

What makes it special?

•

Who made it?

•

Who owns it?

To avoid becoming “generic”, a mark should
identify the source or origin of the goods and
not describe the goods themselves. Failure
to take proper care can result
in the loss of exclusive rights
to a brand’s name, marks
and image. For example,
aspirin, cellophane, escalator,
linoleum, shredded wheat,
vacuum and zipper were all
once trademarks. A brand
may become known by its
overall image or impression;
the product’s look and feel;
the way in which the product
is packaged and presented
to consumers (McDonald’s
arches). These types of
identification are known as
trade dress.

It is generally accepted that there are three
factors that are key to the success of a brand
strategy:
1. The strength of the
brand logo/identity
system
2. The effective use of
visuals and imagery
3. The ability to
capture the brand in
a slogan, “Always fresh”; “When it just has
to get there”; “The thirst quencher”

Logos
The word logo comes from the Greek word for
speech and logic. The logo speaks to viewers
but it use must also make sense. Like FEDEX
and CBC, logo’s are the graphic ambassador
of a brands personality. Credit card companies
(Chargex) food companies and fast food
outlets (McDonald’s Golden Arches) regard
their trademarks as the very heart of their
business.

Trademarks
Trademarks fall into two main categories:
1. Word Marks (Presidents Choice, No Frills,
Microsoft, Dell)
2. Device Marks (Nike Swoosh, 7-Eleven,
Shell, 7Up)
Many of the world’s most famous trademarks
(Coca-Cola, Dell, Xerox, IKEA, Google, Honda)
are a composite of a word mark shown in a
stylized form.

Widely known logos are recognized before
they are even read. Logos are shorthand that
enables your company to communicate as
broadly as possible.
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Brand Story

In designing a logo, the question to consider
is not how beautiful or creative a brand
image might be, but whether it effectively
and appropriately communicates the brands
promise

The brand story is one of the most effective
tools that a small company has at its disposal
to create a brand image and brand promise.
Both consumers and retailers have a strong
interest in the “story” behind a product. The
story can give a product validity in a crowded
market and small companies have a significant
“credibility” advantage over well entrenched,
larger rivals.

Byline
Bylines and taglines are definitely distinct,
playing unique and important roles. The byline
should describe the brand name, usually
below the brand name to clearly describe the
business the brand is in.

The story and meaning of a brand is its most
valuable and irreplaceable asset. Stories
capture our imaginations, intrigue and engage
us. Brand stories, far from being window
dressing, are key business drivers. So, how do
you craft a strong brand story?

The byline is the descriptor of the brand.
Tag Line
Tag lines have been traditionally referred to
as the slogan. A tag line is the expressive
line used to clarify or dramatize the brand’s
emotional and functional benefits to customers
and potential customers. The tag line tells the
consumer how they hopefully will feel about the
brand.

To a large degree, crafting a good brand story
is about applying the lessons we’ve always
known. Remember the tales that we used to
love as children? At the end of them, we were
often asked by a parent or teacher, “What’s the
moral of the story?”

What makes a corporate slogan effective?
They should be understandable, memorable
and effective in changing thought or behavior.

But until you’ve defined your brand story no matter how fancy your communications
program - you’ve got nothing to say. So, what’s
your story?
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Messaging

Going to Market

After the brand components are in place, the
actual message is then created in advertising,
public relations, and promotions. It is important
to remember that messages and communication
(internal and external) are developed after the
blueprint is completed and in conjunction with
building a brand culture in the organization.

Creating and building brand name awareness
does not necessarily require a multimillion dollar
advertising campaign. Public relations and third
party endorsements can be powerful tools for
building brands.
Word of mouth built brands like Organic Meadow,
Burton Snowboards, and Sleeman’s Beer and
is even more powerful through the use of social
media and the internet.

Everything your
organization does
– everything –
should be focused
on enhancing
your brands
equity. Guidelines
and standards
for proper use
of a brands
representation
(stationary,
business cards,
invoices, fax cover
sheets, screen
savers, internal
and external communications, public relations
and advertising) should be articulated within the
guidelines of the brand package.

Associations
Organizations are discovering the benefits of
associating their brands with other images, icons
and especially other brands with high brand
equity. Brand associations can be very helpful to
consumers in their process of information about
brands. Starbucks with Chapters, McDonald’s
with Disney, and Omega 3’s associated with
Tropicana.
Word of Mouth
The most often forgotten driver in building brand
equity is brand loyalty. There is nothing like a
satisfied customer to tell your brand’s story and
influence others.

Culture

Remember the rule of tens: “a dissatisfied
customer will tell ten people; a satisfied customer
will tell four-six customers” can be characterized
by a variety of loyalty descriptions, but suffice
to say the average customer is one of four types
previously mentioned.

Branding is about building a culture that
is customer focused. It is about building a
customer centered culture that has an absolute
commitment to identify, understand and satisfy
both external and internal customer’s needs.
Each person and every activity should focus
on the question “Does this activity contribute to
building value in our brand”? It is about building
a culture in your organization that is focused on
building the value in its brand.

Loyalty
Rewarding customer loyalty is a great strategy
but should not be the only reason a customer
returns. Your job is to ensure that your brand
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occupies a distinctive position in the consumer’s mind. The less distinctive or differentiated a brand is in
the consumer’s mind, the more room for competitors to occupy that position.
The primary concern of consumers today is “What’s in it for me”? The processes involved and the
size of the brand mean nothing to the consumer unless the consumer considers it important. It seems
so obvious that consumers want to know what is in it for them. Yet every day, hundreds of millions of
dollars are wasted on advertising that does not communicate a distinctive benefit that is important to
consumers.

Keys to Success for Your Brand
Your brand has a much better chance to succeed if it can embrace three concepts:
1. Business Expertise – Doing things right
2. Brand Expertise – Doing the right thing
3. Customer Expertise – Deliver the brand promise
A brand may not achieve success unless it embraces the twin principles of doing things right (business
expertise), doing the right thing (brand expertise), and delivering on the brand promise. Remember, the
brand value of Coca-Cola™ is over $65 billion.
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For additional information pertaining to the Grocery Retail Guide, please contact:
Bryan Kosteroski
Value Chain Specialist
Agriculture Council of Saskatchewan
104 - 411 Downey Road
Saskatoon Saskatchewan
Canada S7N 4L8
Office (306) 975-6851
Cellular (306) 229-8986
Email – kosteroskib@agcouncil.ca
Website – www.saskvaluechain.ca
The Agriculture Council of Saskatchewan (ACS) Inc. has developed this electronic guide for the Canadian
Grocery Retail Industry as part of its continuing efforts to support the agriculture and agri-food industry
and develop the capacity and tools for food growers and processors to enter the Canadian Grocery Retail
Industry.
The purpose of the guide is to provide food growers and processors with a better understanding of the
Grocery Retail Industry and how to tap into business opportunities within it. ACS has engaged Ackerman
& Associates, consultants to the Grocery Retail Industry, to help create this powerful reference tool.
Ackerman & Associates is an alliance of senior consultants focusing on business strategy support –
research, value chain design and implementation – for the Grocery Retail Industry.
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