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SECTION 1
Brands: Why They Matter   ·   5 minutes
	1 · OPENING QUESTION
Think of a brand you trust completely. What makes you choose it over another unbranded alternative?



2 · EXPLANATION
Brands are among the most valuable intangible assets a firm owns, and marketers carry the responsibility of managing that value effectively.
Building a strong brand is both an art and a science. It takes continuous, deliberate effort. For marketers, it is a process that never truly ends; a brand is never "finished."

	3 · ACTIVITY — TRUSTED BRAND SNAPSHOT
1. Working alone, write down one brand you trust completely.
1. In one sentence, name the single biggest reason you choose it over a cheaper alternative.
1. Turn to a partner and compare. Is your reason about the product itself, or something less tangible?



SECTION 2
How Does Branding Work?   ·   8 minutes
	1 · OPENING QUESTION
What is the difference between a product and a brand?
Hold that answer — you will test it in the activity below.



2 · MINI-EXPLANATION
The most distinctive skill of professional marketers is the ability to create, maintain, enhance, and protect a brand — turning a product into something buyers recognise, trust, and choose without hesitation.
A strong logo or symbol becomes a shorthand for everything the company stands for — its quality, its values, and its promise to the customer.

	3 · ACTIVITY — LOGO RECOGNITION TEST
1. In small groups, look at a set of well-known logos with the brand names hidden (e.g., BYD, Evian, HP, Tata, Nike).
1. As a group, identify each brand and note what visual cue gave it away (colour, shape, symbol, typeface).
1. Discuss: what did that recognition speed tell you about the difference between a "product" and a "brand"?
Output: A short group answer to the opening question, revised in light of the logo test.


SECTION 3
Building Strong Brands   ·   6 minutes
	1 · OPENING QUESTION
If you were tasked with building a strong brand from scratch, what decisions would you need to make first?



2 · MINI-EXPLANATION
Brands are powerful assets that must be carefully developed and managed. Building a strong brand involves a series of interlinked, often challenging decisions — from positioning and naming through to sponsorship strategy and ongoing development (Kotler et al., 2020).
None of these decisions sit in isolation: a choice made about brand name, for example, shapes what positioning and sponsorship options remain open later.

	3 · ACTIVITY — DECISION MAP BRAINSTORM
1. In groups of three or four, brainstorm every decision you think goes into building a strong brand.
1. Cluster your list into rough categories (e.g., "identity" decisions vs. "strategy" decisions).
1. Nominate one person to be ready to share your group's top three decisions with the room.
Output: A clustered list on flip chart or shared doc, ready to compare against the brand-building framework covered next.


SECTION 4
Brand Positioning   ·   8 minutes
	1 · OPENING QUESTION
Can you think of a brand that connects with you emotionally, rather than just functionally?



2 · MINI-EXPLANATION
Brand positioning can occur at three levels:
1. Product attributes — e.g., quality, selection
1. Benefits — e.g., convenience, efficiency
1. Beliefs and values — deeper emotional connections
Emotional connections are what drive the strongest brands. Whirlpool, for instance, uses storytelling to highlight the emotional impact of its products on family life. "Lovemark" brands such as Disney, Apple, and Nike create deep, lasting emotional bonds that go well beyond product attributes.
Clarity matters too: a brand needs a mission, vision, and promise that resonates with its customers. Formula 1 hotels promise affordability and cleanliness; Ritz-Carlton promises luxury, not low prices — neither brand tries to be both.

	3 · ACTIVITY — THREE LEVELS OF POSITIONING
1. As a group, take five brand examples (your own choices, or use Whirlpool, Disney, Apple, Nike, Formula 1 Hotels).
1. Sort each brand into one of the three positioning levels: attributes, benefits, or beliefs/values.
1. For the brand you feel connects with you most emotionally, write one line explaining what belief or value it taps into.
Output: A simple three-column sort of five brands, plus one written line on the emotional driver behind your top pick.


SECTION 5
Brand Name Selection   ·   10 minutes
	1 · OPENING QUESTION
What makes a brand name "good"? Try to name a completely new product before we cover the criteria.



2 · MINI-EXPLANATION
A good brand name can significantly contribute to a product's success — but finding the right one is genuinely difficult. The process begins with a thorough review of the product and its benefits, the target market, and the proposed marketing strategy.
According to Kotler et al. (2019), a good brand name should:
1. Suggest product benefits (e.g., Silentnight, Slimfast)
1. Be easy to pronounce, recognise, and remember (e.g., iPad, Google)
1. Be distinct (e.g., Rolex, UGG)
1. Be extendable (e.g., Amazon started with books, then expanded)
1. Be easily translatable into other languages
1. Be legally registrable and protectable

	3 · ACTIVITY — NAME THE PRODUCT
1. In pairs, take the hypothetical product your facilitator assigns (or one you invented earlier).
1. Generate three candidate brand names for it.
1. Score each candidate against all six of Kotler's criteria — does it pass, partially pass, or fail each one?
1. Pick your winning name and be ready to justify it in one sentence.



SECTION 6
Brand Sponsorship   ·   10 minutes
	1 · OPENING QUESTION
Why would a supermarket create its own brand instead of simply selling Coca-Cola on its shelves?



2 · MINI-EXPLANATION
Brand sponsorship covers four core options: manufacturer brands, store brands, licensing, and co-branding.
1. Manufacturer vs. store brands — store brands (private labels) have grown significantly, with consumers increasingly choosing them over manufacturer brands. Private brands now account for roughly 20–25% of sales (e.g., Tesco, Aldi).
1. Licensing — rather than spending years and millions building an original name, some companies license names or symbols already created by other manufacturers, well-known celebrities, or characters from popular films and books (e.g., Air Jordan).
1. Co-branding — using the established names of two different companies on the same product, so each brand leverages the other's complementary strengths (e.g., Nike and Apple, Red Bull and GoPro, Starbucks and Spotify).

	3 · ACTIVITY — SPONSORSHIP STRATEGY CASE CLINIC
1. In groups, choose one real example: a supermarket private label, a licensing deal, or a co-branding partnership.
1. Identify which of the four sponsorship types it represents and why the companies involved chose that route.
1. Discuss: what risk does each side take on by sharing or ceding brand control in this arrangement?
Output: A short case summary: which sponsorship type, why it was chosen, and the key risk for each party.


SECTION 7
Brand Development   ·   12 minutes
	1 · OPENING QUESTION
If Apple wanted to launch a completely new product line, what strategic options would it have for using — or not using — the Apple name?



2 · MINI-EXPLANATION
Brand development covers four strategic paths a company can take (Kotler et al., 2020):
1. Line extension — extending an existing brand with new forms, colours, sizes, ingredients, or flavours within the same product category (e.g., Apple releasing the iPhone 14 and iPhone 15 within its existing smartphone category).
1. Brand extension — using an existing brand name to launch a new product in a different category, leveraging the brand's established reputation and loyalty (e.g., Apple extending from MacBook computers into iPhones and iPads).
1. Multi-brands — introducing multiple brand names within the same product category to target different customer segments or price points (e.g., Toyota and Lexus, aimed at mass-market vs. luxury buyers).
1. New brands — creating a completely new brand name to enter a product category the company hasn't competed in before (e.g., Sony creating PlayStation to enter gaming).

	3 · ACTIVITY — GROUP ACTIVITY: DESIGN A NEW BRAND
1. Individually, choose a company (e.g., Nike, Samsung, Nutella, Innocent Drinks, Red Bull, Mercedes, Nissan, HP, Apple, Zara, Tesla).
1. Develop a brand development strategy by creating a new brand in a new product category — a different industry from the company's current one.
1. Name the new brand and specify the new product category.
1. Explain how is this strategy going to support the brand growth
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