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Unit 14:
Brand Development & 
Promotion

Complete unit

Task 1:

Definition about Marketing Communications 
Kotler:
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Task 1:

Branding Mix:

Task 1:

Kotler & Armstrong 2012:
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Task 1:

Nieuwe denken anno 2015:

Task 1:

Nieuwe denken anno 2015, hoe te doen?:
from Product to Experience
from Place to Everyplace
from Price to Exchange
from Promotion to Evangelism 
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Task 1:

EXPERIENCE Discover and map out the full Customer Journey on your own brand 
– in your own country.

EVERYPLACE 
Develop your knowledge of new media and channels the way a chef masters new 
ingredients. Try new things – do something that doesn’t start with TV or print.

EXCHANGE Appreciate the value of things, not just the cost. Start by calculating 
the value of your customers – and what their attention, engagement and 
permission are worth to you.

EVANGELISM Find the passion and emotion in your brand. Inspire your 
customers and employees with your passion.

Task 2:

Branding?:

What is Branding?

There are many different definitions of a brand, the most effective description 
however, is that a brand is a name or symbol that is commonly known to 
identify a company or it’s products and separate them from the 
competition.

A well-known brand is generally regarded as one that people will recognize, often 
even if they do not know about the company or its products/services. These are 
usually the businesses name or the name of a product, although it can also 
include the name of a feature or style of a product.

The overall ‘branding’ of a company or product can also stretch to a logo, symbol, 
or even design features (e.g. Regularly used colors or layouts, such as red and 
white for Coca Cola.) that identify the company or its products/services.
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Task 3:

Branding video: http://youtu.be/9_XWp5fnXKc

Task 2:

Brand Development:

+ + =

positionering persoonlijkheid brand characterproduct
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Task 2:

Brand Development by Dibb (1997) and Kotler
(1999):

Task 2:

Brand Development by Dibb (1997):
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Task 2:

Brand Development Process:

Task 2:

How can branding benefit my business?

• Recognition & Loyalty
• Image of Size
• Image of Quality
• Image of Experience & Reliability
• Multiple Products

http://bcove.me/o51d4e8m
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Task 2:

The 5 drivers:

Task 2:

Benefits of a brand for

Sellers Customers

• Identifies the companies products, makes repeat purchases easier
• Facilitates promotion efforts
• Fosters brand loyalty – stabilises market share
• Allows to charge premium prices and thus to get better margins
• Allows to extend the brand to new products, new markets and to new 

geographic areas
• Can communicate directly with the customer, reach over the shoulder 

of the retailer
• More leverage with middlemen
• Is more resistant to price competition
• Can have a long life
• Is more forgiving of mistakes

• Helps identify products
• Helps evaluate the quality of a product
• Helps to reduce perceived risk in buying, provides assurance of 

quality, reliability etc.
• Is dependable (consistent in quality)
• May offer psychological reward (status symbol)
• “rout map” through a range of alternatives
• Saves customer time
• Is easier to process mentally
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Task 3:

Steps of Loyalty:

Task 3:

Marketing Strategy:
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Task 3:

Push & Pull Strategy:

Task 3:
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Task 3:

In Kotler terms:

Task 3:

Marketingresearch based strategy:



14-12-2014

12

Task 3:

Task 4:

Design a promotion, the stages:
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Task 4:

Design a promotion, the steps:

Task 4:

Example of an email campaign, the steps:
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Task 4:

Examples of Specsavers:

Task 4:

Kritische noot:
Het marketingbeleid van Specsavers is voor een buitenstaander moeilijk
te doorgronden. Enerzijds doet het bedrijf er met activiteiten als ‘de
brildrager van het jaar’, collecties waar de naam van Nederlandse
ontwerpers op staat en de sponsoring van televisieprogramma’s, alles
aan om cool over te komen, anderzijds laat het met een schreeuwerige
aanval op Pearle en prijs vergelijkende reclame gebaseerd op een mager
onderzoekje, maar weer eens zien toch vooral een ordinaire prijsvechter
te zijn. Wat en wie wil het bedrijf nu eigenlijk bereiken?

Het lijkt erop dat het van alle (marketing)walletjes mee wil eten maar je
mag toch aannemen dat de marketeers van het bedrijf weten dat zo’n
strategie nooit succesvol zal zijn.

Bron:Vision today



14-12-2014

15

Unit 14:
Brand Development & 
Promotion
Complete unit Finished / Think about the deadline


