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Branding
Pre- Reading 
Fill the gaps in the sentences with one of the words.
adopts	overall	segment	retailers	providers	loyalty	parent	margins



1. Companies either sell products or they are service	.
1. Family branding is when a brand range	the name of the company, e.g. Heinz Tomato Ketchup.
1. A particular part of the entire market that your company is trying to sell its products in is a market
 	.
1. A company that owns a number of brands is a	company.
1. A company’s total share of the market is known as the	market share.
1. To encourage customers to buy the same brand again and again is to build	.
1. To make a product more profitable is to improve	.
1. Companies that sell goods directly to the public are	


Reading
Types of branding
Companies can have different policies on branding that affect all the products or services that they offer.
Family branding
As the name suggests, this is a brand range that adopts the name of the company. This can be done by both manufacturers and service providers. Examples include Heinz, Virgin, Cadbury and Shangri-La Hotels.
Individual brands
These are products and services that stand alone, separate from their parent company. They have their own individual identity, and the consumer does not always know which company owns the brand. These individual brands will have their own brand strategies to compete within their own marketplace. One of the advantages of individual branding is that a parent company such as Procter & Gamble can have several individual brands competing within the same market segment for a share of that particular market. Having such brands ‘competing’ within the same segment can mean that the parent company has a greater overall share of that market segment than its competitors.



Own-label brands
These are brands that are owned and marketed by retailers. They are also known as retailer brands, own brands, dealer brands, private labels, store brands and generics. The major

K supermarkets have, for instance, created a range of own-label brands including everything from chocolate to washing liquids. These compete, normally on price, with the major-label brands such as Heinz, Cadbury and
Kellogg’s. The aim of own-label brands is to build loyalty between the customers and the retailers, and to improve store margins.
Supermarkets do not manufacture own-label brands; instead they seek companies that have the experience of manufacturing specific products or ranges of products.
Euromonitor reported that in 2002 own-label brands of Over the Counter (OTC) medicines accounted for 6.4 per cent of the global market. The research reveals that own-label brands have proved attractive (as a result of their lower price) in markets where the national economy is experiencing low growth and rising unemployment. Where there is a threat of unemployment and diminishing levels of disposable income, consumers will feel increasingly insecure. This will lead them to purchase lower-priced products, usually own-label brands. In such a competitive market, the major brands may retaliate by lowering their prices to compete on price. If they decide not to do this, they normally try to compete on grounds of quality, rather than price.
Adapted from Foundations of Marketing by Jonathan Groucutt, pp. 132-4  



Read the text and write T (true) or F (false) next to each of the statements.•


1. The term ‘family branding’ is only used when a brand carries the name of the family which started the company.
1. ‘Individual brands’ are not owned by a parent company.
1. Companies can sometimes have different brands of the same kind of product aimed at the same groups of customers.
1. Own-label brands are normally cheaper than major-label brands.
1. Own-label brands are normally manufactured for supermarkets by separate companies.
1. Sales of own-label brands increase when a country’s economy is doing well.
1. Major brands can only compete with own-label brands by cutting their prices.






Listening
You are going to listen to a conversation about how packaging began.

Pre-listening activity
Vocabulary
Match the words on the left with the correct definition on the right.

	1
	virtually
	A
	The wrapping, bags or boxes that goods are put into to protect them and make them more attractive 

	2
	Dole out
	B
	someone who owns or works in a shop that sells food and small items for the home



	3
	Advertising
	C
	Giving products a special design or symbol of a company so they are easy to recognise

	4
	packaging
	D
	tempting, very attractive, sometimes hard to resist

	5
	branding
	E
	Give out/distribute/

	6
	grocer
	F
	nearly

	7
	manufacturers

	G
	Making goods look and sound as attractive as possible

	8
	enticing

	h
	the people or companies that make goods




Listening




Listen to the talk and make notes about how branding developed in London:







