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Introduction to Branding
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Branding activities make it possible to link a product or service to certain distinctive signs of a tangible nature - such as a name, some symbols or product packaging - and to intangible elements - such as the mission, values and corporate reputation -, allowing int this way to differentiate it from competing products or services. This is a widespread practice in all sectors and for all product categories, even for those with low involvement (such as salt or fruit, for example) and can be applied not only to products, services and companies but also to events , people (we speak, therefore, of personal branding) or geographical areas as well.

In the book “Marketing management”, Kotler and Keller define branding as the action of «providing products and services with the power of a brand», which means giving them an identity, communicating in this way to the consumer why that product is different from others. In this perspective, branding strategies allow producers and sellers not only to protect themselves by identifying the origin of their products, but also to promote them effectively and differently.

These activities thus become a support for consumers' decision-making process, as they help them structure information on the various products, guiding the formulation of associations and ideas linked to brands. For this reason they are essential to guarantee customer loyalty to the products of a particular company.

The branding strategy can be based on the physical attributes of the products or on intangible attributes, which concern the prestige of the brand and their use (which is very common in the case of luxury goods). In this sense, one of the goals of these actions is to achieve a specific brand positioning, which is a specific positioning of the brand and its products in the market and in the mind of consumers.

As Martin Lindstrom stated during his speech at the Philip Kotler Marketing Forum 2019, the branding activities concern "every point of contact with the company with which the customer interfaces during his entire life cycle", precisely because the construction and management of the brand depend on every action taken by the company throughout its existence.

Brand positioning

Brand positioning is the position occupied by a brand (and its products) in the minds of consumers based on the differentiation from competitors. The latter may concern the unique characteristics of the products, the advertising communication, the customer experience or the brand identity and the values connected to it.

Philip Kotler in "Marketing Principles" explains that to facilitate the purchasing process, products, services and brands are "positioned" in the minds of consumers by categories, based on a "set of perceptions, impressions and feelings about the product with respect to the offers of competition ". Precisely for this reason brands must be attentive to all the elements that in some way can communicate something about the brand, given that the factors of differentiation that will determine the brand positioning can concern various aspects of the business: from the specific characteristics of the product to the services complementary in addition to the core business, from communication channels to company staff, to the image of the company.

The origin of the term is not clear even if it goes to Al Ries and Jack Trout the merit of having made known the concept in the literature on the subject thanks, in particular, to some articles published in the late 60s and the success received by the book "Positioning: the battle for your mind", published in 1981. In "The Mirror Makers: A History of American Advertising and Its Creators", Stephen R. Fox argues however that the concept, already present in the 50s, has only been "brought back to life" by the two authors mentioned above, who would have re-proposed it thus making it "their trademark".

In any case, even today the expression is very connected to their work. As we read in the New York Times, Al Ries intended to refer to the concept using the word "rock", because, as explained in an email to the newspaper, "every announcement needs a rock to serve as a foundation, that it is not moved or questioned ". Jack Tout, however, suggested the term "positioning" in reference to the "position" occupied by a brand in the consumer's mind.

In 1983 the term "position", then well known among marketers (both in reference to the brand and to the product), as described by David Ogilvy in "Ogilvy on advertising" did not yet have a definition that put everyone in agreement. In the same book, in fact, the expert talks about positioning to define «what a product does and to whom it is addressed» and, referring to the company Dove, Ogilvy explains that it could “position” as «soap for men with hands dirty, but instead it decided to position itself as a soap for women with dry skin ». Thus, in the mind of consumers the brand occupies a very specific position in the market.

Why, however, is brand positioning so important for companies? Carlotta Silvestrini, digital branding specialist, proposes a definition of brand positioning as a "strategic asset that allows, at the appearance of a specific need, in the mind of the potential customer, to generate an immediate recall to a specific brand", making the brand perceived as the potential solution to a specific problem or need.

How to identify the most appropriate brand positioning strategy for a company? Once established the market segments to turn to, the company must determine where to position itself within these segments, focusing on differentiation in respect to the competitors. At the base of this differentiation there must be a "value proposition" which concerns the "complete positioning of the brand, ie the entire combination of benefits on which the positioning is set", as defined by Philip Kotler in "Marketing Principles". The value proposition therefore concerns the extra value that the brand can offer to that market segment, compared to its competitors.

However, there are conflicting opinions with this line of thinking, including that of Rosser Reeves, who believes the company should build a unique selling proposition on which to base its strategy. 

The differentiation on which the positioning of the brand is based, then, can regard very different elements. If we think of the characteristics of a product, the distinctive factors may relate to superior quality, design, potential duration or performance; if we think of a service, the differentiation can be related to the delivery (for example faster and free), to the installation of different products or to the characteristics of the customer experience.

The positioning may instead focus on kindness, specific skills or professionalism of the staff or the company may decide to focus, as an element of differentiation, on the brand image and therefore also on less tangible elements such as the prestige of the brand (if it is a brand luxury) or on associations, symbols or lifestyle that over time have been linked to the brand (think of a brand that focuses on an extreme lifestyle, promoting radical events, such as Red Bull and its Red Bull Air Race).

According to Philip Kotler it is possible to distinguish different types of value propositions able to offer a competitive advantage to the company. The expert identifies five types of value propositions he defines as "winning". Some brands offer customers high benefits at high prices, ie they are distinguished by a high quality service or product at a price proportionate to the quality of that service. Think of the Hotel Ritz-Carlton, or the Starbucks chain that offers itself
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	the core-content, which consists of guides, eBooks, white papers (generally it is gated content, accessible only after the release of one's own data through a registration form). These are complex contents that require considerable effort in terms of productivity, research and originality and are therefore subject to a limited schedule; 


	the derivation assemblies, in the sense that they are closely connected to the core-content and constitute, precisely, the declination: presentations, infographics, blog posts, content written by contributors;


	frequent, concise, conversation-oriented promotional micro-contents help expand the content plan across all assets on a vast scale: short blog posts, updates and status on social media, newsletters. They are also of a derivative nature, but have a decidedly more promotional nature. Such a structured model is not only effective for increasing brand awareness of a brand or a company, but it is able to strengthen a company's position in its reference market, provide consistent messages focused on specific objectives through all the channels and above all to guide the lead acquisition process. In this way the contents are not produced in a random manner, but according to a clear process aimed at obtaining value and increasing ROI.



















Chapter 4 – Content Marketing Mistakes














Chapter 5 – Inbound Marketing

































Chapter 6 – Marketing Automation



















Chapter 7 – Email Marketing







	Periodicity: the frequency of sending a DEM is occasional, the frequency of sending a newsletter is scheduled almost as a typical appointment with the recipient.

	Graphic layout: the graphics of a DEM are designed ad hoc for the single submission, it has a high graphic impact and a call to action to click on a specific link. The graphics of a newsletter follow a predetermined layout that facilitates the recognition of the message, can be sent in HTML with images or sometimes be a simple text message.

	Possibility of interaction: both in the case of DEMs and in the case of newsletters, the possibility of replying to the sender's address is disabled through no-reply. The alternative proposed by email marketing 2.0 is reply-to to a dedicated address. In this context of communication, one by one, by e-mail, services can be inserted through mailing lists and digest. The mailing list is a list of addresses to which to send specific information in bulk and through it the sender involves the contacts in an asynchronous discussion on topics and shared interests with the purpose of informing and receiving feedback. The request to join the mailing list is voluntary and verified to prove its authenticity. In some cases it is moderated and sometimes only the moderator can register new members. With the digest mode the contacts that request it can receive more messages sent to the list through a single send.











	CTR (Click-Through-Rate): the percentage of recipients who click on one or more links contained in a given email. This metric is particularly important for the evaluation and monitoring of A/B testing activities because it gives a complete picture of the engagement capacity of a newsletter and its contents.

	CTOR (Click-To-Open Rate): it is an even more detailed index of the CTR and represents the percentage of users who clicked on the message in relation to the total number of users who opened the email at least once. The CTOR is a useful indicator to define users' responsiveness to the message received highlighting the number of those who wanted to click to learn more about the contents.

	Conversion rate: the percentage of recipients who click on a link contained in a newsletter and complete a specific objective action, such as filling out a form, signing up for a demo or a subscription, downloading a paper or even purchasing. For a correct evaluation of conversions it is essential to integrate the mailing platform with web analytics, so as to trace the browsing behavior of the email recipients and have a complete view of the conversion funnel.

	Bounce rate: the percentage of emails sent overall but which have not been delivered successfully. There are two types of bounces: a hard bounce, caused by non-existent, invalid e-mail addresses and therefore provides a clue to the actual quality of the database available and its relative cleanliness; a soft-bounce that indicates a temporary delivery problem, often due to a full mailbox or other critical issues related to the recipient's server.

	UOR (Unique Open Rate): the rate of unique openings indicates the number of unique readers on the total number of emails delivered, regardless of the number of times the individual reader has opened and closed the message.

	List growth rate: the percentage of growth of the list of users receiving a newsletter that provides a complete view of the vastness of the target audience.

	Rec (Delivery rate): if talking about deliverability we indicate the capacity of an email message to be delivered in the Inbox without being blocked by antispam systems, with the delivery rate we identify the number of messages delivered to the destination server without returning a message error or bounce. Delivery to the server is not necessarily a receipt in the Inbox folder.

	Email sharing/Forwarding rate: the percentage of sharing a content of the newsletter through social media or the forwarding of the email to other contacts. This last number highlights the ability to create new contacts and enrich its database through the relevance and relevance of the contents conveyed through the newsletter.
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Chapter 9 – The Customer Journey




	awareness: the consumer, according to this model, is aware of being able to find in a product the solution to his problem or the answer to his need. The product is made by one or more companies and the consumer has come to know it through different channels;

	familiarity: the product becomes familiar and therefore recognizable in the wide range of products offered;

	consideration: it is the phase in which the consumer finds himself to choose between the different brands and to play an important role are the characteristics of the product and the price. In this phase the consumer searches for information;

	purchase: the company achieves the first of its two major objectives: after a period, which can be more or less short, it has managed to transform a need into a purchase;

	loyalty: the second objective, the one following the sale, is to ensure that the consumer becomes faithful to the brand. The key role lies with after-sales services, as in the case of customer support, but the company's ability to generate interest with related products should not be underestimated.










	"I-want-to-know-moments": 69% of users conclude a purchase on a site where it was easy to find information, finding the answers to their questions in a simple way. In these "moments" the user wants to know and get more information about a product he has heard about.

	"I-want-to-go-moments": 71% of smartphone owners used it to locate a store. An example of how these moments can be exploited where the consumer wants to know what is in his vicinity is "Argos" which, through an online service, provides offers related to the products present in nearby stores.

	"I-want-to-do-moments": 91% of users turn to their smartphone for suggestions on how to perform a specific task or activity and only in 2018, video content with over 100 million hours was viewed.

	"I-want-to-buy-moments": users who decide to buy a product spend a lot of time online checking its features, reviews and price. In these moments, companies must monitor the brand well, listen to what the network is saying and rely on influencer marketing to be able to reach the target and bring it to the end of the purchase.



Chapter 10 – Customer Experience
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Chapter 11 – Facebook Advertising











Chapter 12 – Call to action
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