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Overview

• Define your brand.

– Story

– Niche

– Image 

• Protect your brand.

• Practice the case.



What Is This?



Which Are Your Favorite?



Best Water of 2019

Source: https://www.reviews.com/bottled-water/

https://www.reviews.com/bottled-water/


Who Makes Dr. Pepper?



What is a Brand?

IDENTITY
(who you 
really are)

IMAGE
(how you 

are 
perceived)

BRAND

A true brand impacts every single 

interaction in your business.



What Is the Best Global Brand?

Source: Interbrand 



Source: Interbrand 



A Strong Brand

• CONSISTENT

– Fulfills expectations 

every time

• COMPELLING

– Provides reasons to 

choose over others

• CLEAR

– Understands who is 

represented

CONSISTENT

COMPELLING

CLEAR



Build a “Brand Blueprint”
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What Is Your Story?



Build a Story Brand

Character

Problem

Guide

Plan

Calls to Action
Success

Failure

Source: “Building a Story Brand” by Donald Miller mystorybrand.com



Creating the Brand Story

• Create unique brand narrative.

• Know your target audience.

• Support with data.

• Create a theme in marketing.

• Make it personal.



Brand Storytelling



What Is Your Niche?



Who Are Your Customers?

What Are Their Problems/Needs?



Create Customer Value

• What is customer value?

– Recognize products with special qualities

– Associate special characteristics from origin

– Pay premium

• What is special about your company?

– Business

– Product

– Brand 



Create Dialogue with Customers

Website Email

Newsletter

Blog

Social 

Media

Influencers



Brand’s Purpose

• WHY we exist

• WHAT we aim to 

achieve

• HOW we plan to 

achieve the vision

• WHAT we stand for 

and how we behave

• HOW we differentiate 

from our competition
Positioning

Values

Mission

Vision

Purpose



“Saving people money so 

they can live better.”

“To refresh the world…To 

inspire moments of optimism 

and happiness.”

“To organize the world’s 

information and make it 

universally accessible and 

useful.”

“Our mission: to 

inspire and nurture 

the human spirit —

 one person, one cup 

and one 

neighborhood at a 

time.”

“To bring inspiration and 

innovation to every athlete in 

the world. If you have a 

body, you are an athlete.”

Examples Strong Brands With Purpose
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Defining Brand Purpose

WHAT THE 

WORLD 

NEEDS

WHAT 

YOU ARE 

GOOD AT

WHAT YOU 

ARE 

PASSIONATE 

ABOUT

BRAND 

PURPOSE



Who Is Your Competition?



Know Your Competition

• They do the same job 

in the same way.

• They do the same job 

but a different way.

• They do a different job 

in a conflicting 

outcome.

Indirect Competitors

Secondary Competitors

Direct 

Competitors



Define Your Niche

• [Your business]

• Is the [best, only, a leading, etc.] 

place for

• [Type of customer] with

• [specific need] because…

niche + problem + solution + promise = success



Define Your Niche

• [Your business]

• Is the [best, only, a leading, etc.] 

place for

• [Type of customer] with

• [specific need] because…

niche + problem + solution + promise = success

Goat Herd Farm, Greenfield’s only 

goat dairy, is the best place for 

families with young children to buy 

dairy products because goat’s milk 

is less allergenic, easier to digest 

and rarely causes lactose 

intolerance. 



What Is Your Image?



Farm-to-Table Imagery in Branding



Farm-to-Table Imagery in Branding



A Consistent Look and Feel



Simply Natural Creamery



Simply Natural Creamery



Brand Execution



Aaker’s Five Elements



Supporting the Brand



Brand Success

• Creating a differentiated customer experience 

across each and every touchpoint?

• Leveraging your brand for greater business 

growth and ROI?

• Anticipating industry trends?

• Challenging your brand to have a competitive 

edge by entering new categories and markets, 

forging new partnerships, and facilitating new 

mergers and acquisitions?

• Creating emotional bonds and instilling a 

sense of purpose among your target?

Source: Interbrand 



Branding Results

• Customers seek you out in markets and 

stores.

• Farmer’s market organizers want you.

• Chefs want your name on menus.

• Retailers want your products on shelves.

• Distributors want to carry your products.

• Employees will fulfill your mission.

• You can have price leverage.

Become preferred brand in your defined market!



Brand Protection

• Create a distinctive logo/tagline

• Register your trademark

• Get patent if applicable

• Monitor social media/Internet



Applying the Case

• What is the story?

– who, what, where, when, why?

• What is the niche?

– [Your business] is the [best, only, 

leading, etc.] place for [type of customer] 

with [specific needs] because…

• What is the image?

– Logo, tagline, personality, products



Questions?

Dr. Christine M. Kowalczyk

Associate Professor

Dept. of Marketing and Supply 

Chain Management

kowalczykc@ecu.edu

252-737-4572


