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Abstract

The main focus of this thesis is to study the efforts that marketers, companies, PR1- and advertising 

agencies  are making in order to successfully  evolve their brands in order to adapt them into today’s 

market. Today’s market is driven by the new consumer which is very different from its predecessor; 

consumers from just two decades ago. The purpose is to understand the specifics of this shifting 

market, learn which steps taken and mistakes made by marketers during their attempts to accustom 

their brands to the new climate, the role of social media, the importance of brand experience in 

addition to the desires and tastes of this new, independent and eclectic consumer. To study this 

phenomena several leading brands and their transformations were compared, along with a study of 

those newly born since most of them thrived on the blessing of the new technologies (foremost 

social media) evolving into multimillion dollar companies. Today’s consumer is overexposed to 

brand messages and in order to get through this visual pollution most  of audiences simply  ignore it. 

This is why  companies are trying to launch creative and admirable campaigns hoping to draw 

attention and break from dull commercialism. New brands are emerging from underground through 

social media, gaining sympathy as they appear to emulate David fighting Goliath, who 

impersonates big companies. 
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Abstrakt

Huvudfokus i denna avhandling är att studera de insatser som marknadsförare, företag, PR och 

reklambyråer gör för att framgångsrikt utveckla sina varumärken och anpassa dem till dagens 

marknad. Dagens marknad drivs av den nya konsumenten, som skiljer sig mycket från sin 

föregångare; konsumenten från omkring två decennier sedan. Syftet är att  förstå detaljerna i denna 

skiftande marknad, att få kunskap om vilka åtgärder som vidtagits och vilka misstag som gjorts av 

marknadsförare under sina försök att anpassa sina varumärken till det nya klimatet. Att bättre förstå 

rollen av sociala medier och betydelsen av upplevelser relaterade till varumärkena. För att studera 

dessa fenomen jämförs flera ledande varumärkens omvandling, tillsammans med en studie av de 

nya varumärken eftersom de flesta av dessa frodades till följd av den nya tekniken (främst sociala 

medier) och har utvecklats till multimiljonföretag. Dagens konsumenter är överexponerade av 

varumärkesmeddelanden (reklam) och många betraktare väljer helt enkelt att ignorera dessa. Det är 

därför företag arbetar för att lansera kreativa och beundransvärda kampanjer för att  försöka 

uppmärksamma och sticka ut ifrån tråkig kommersialism. Nya märken växer fram via sociala 

medier, och vinner sympati då de verkar slåss likt David och Goliath, som personifierar stora 

företag.

Nyckelord:

Varumärkesidentitet, Branding, Marknadsföring, Reklam, Den Nya Konsumenten 
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Introduction

The marketing is changing rapidly  and a new model is already  forming, consisting of companies 

connecting with innovative and culturally  relevant brands that  are socially and environmentally 

sensitive. The Internet, with social media is an exceptional part of it, it raised social awareness and 

challenge traditional forms of communication, being a new, powerful medium, connecting brands 

directly  to the customers. This medium has changed the roles though, putting the consumer in 

charge. Brand managers have to understand that they can no longer rely on media to create an 

audience for them. Instead they  have to realize that they find themselves in a new situation, where 

they have to manage those audiences. 

Social media and public relations have surpassed persuasive advertising as the most  powerful tool 

in branding, making publicity more essential than advertising (Ries & Ries, 2003). Positive and 

enthusiastic publicity  and engagement in current issues can create a strong brand image that will 

stay in the minds of consumers. An example may be Body Shop, a cosmetics producer, which 

emerged into multimillion dollar company, thanks to focusing on publicity rather then on 

advertising. Anita Roddick, Body  Shop’s creator, was deeply  involved in current environmental and 

social problems. This initiative gave her coverage in countless newspaper, magazine and television 

interviews, making people aware of the noble values her company stood for (Glendinning, 2007). 

Social media and public relations may be more effective in seducing consumers then advertising, 

although brands need advertising to stay visible and healthy (Ehrenberg, Barnhard, Kennedy & 

Bloom, 2002).

In the hectic world of the XXI century, “where life is more and more out of touch with psychical 

reality” (Gobé 2009, p. 112), the interaction with the products that consumers use on daily basis can 

affect them in the most profound way, creating an experience that can impact their feelings and 

moods. 

“We’re not creating great automobiles, we’re trying to create great experiences” - J. Mays, creator 

of the Volkswagen Beetle. 
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Brand managers that can take advantage of this sensory approach, will connect with the consumer 

on entirely new level, developing emotional bonds.

Today, brands are struggling in their attempts to adapt in the best way possible to the eclectic 

market of the XXI century. Some of them are doing things right,such as developing strong brand 

identity  through successful and creative ad campaigns and getting involved in solutions for relevant 

issues. On the other hand, some brands still have not figured out the new climate and are sending 

very chaotic commercial messages to the consumers.

The information and theoretical background for this thesis have been gathered from a variety of 

recent articles, books and interviews that address the fact of a changing market and the need for 

brands to act in order to stay relevant for the new consumer.
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Study Area

2.1 Background

Since the rise of the Internet, a game change can be witnessed on the market, where the balance has 

moved towards the consumers. The new consumer is became more independent, socially aware and 

eclectic, making it even harder for marketers to define their target groups. Consumers no longer 

follow blindly commercial messages but rather search for product information before making a 

decision (Euro RSCG Worldwide, 2010).

Baby Boomers, the biggest generation yet, are aging, slowly entering retirement. Generation X and 

Y are the future, but still, Baby Boomers control 70% of the disposable income, making 44% of the  

adult population in U.S. (Nielsen & BoomAgers, 2012). These three generations respond to 

different values, advertising approaches and brand identities, making the market even harder to sort 

out. 

Social media allowed retailers and producers to connect with the consumer on an entirely new level. 

It made it possible for them to reach audiences personally, adjusting to their very specific needs and 

supplying them with the relevant information at the relevant times and in the relevant places. With 

help  of this medium, marketers no longer have to fight for their place in the traditional media 

among many other brands. Instead they can target and communicate their brand’s identity directly 

to the most promising groups. With help of social media, they can create the content themselves. 

Branded content is the reflection of the brand’s identity. This opportunity, created by social media, 

has been noticed and prominent companies are already developing large ad campaigns with social 

branding in its core (Gillin, 2012).
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In a study conducted in 2011 by the Fournaise Marketing Group, which focused on around 600 

CEO’s1, we learn that 73% of them think that CMO’s2  are no longer generating any  business 

growth, 72% don’t understand where the money  assigned to marketing departments goes, and 77% 

are “tired of talk about brand equity that can’t be connected to actual firm equity or any other 

financial metric” (Lee, 2012). Although this attitude results from lack of communications between 

departments, marketing budgets should not be seen as an investment that would pay dividends but 

rather as a safety  net, protecting companies from losses caused by competition. This research also 

shows that many marketers do not  really understand the meaning of brand identity  in the modern 

market.

Brand identity  is seldom considered by  the advertisers and marketers as an aspect that deserves 

focus and sufficient founding. Today’s advertising is created on the waves of fads and trends that 

have the tendency to go away. Commercial messages aims to seduce consumers with promotions 

and cut prices. None of that communicates with the consumers in a way that enables the 

development of a relationship. A relationship  that the consumers today expect (Gobé, 2009, p. 

XXXIII - XXXIV).
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2.2 Research Question

What should be done and what should be avoided in order to create a strong brand identity in the 

eclectic market of XXI century?

2.3 Aim

The aim of this thesis is to study methods that are already being used by marketers and advertisers 

to create strong brand identity, together with those methods that have not yet become popular 

among them.

2.4 Previous Research

Brand identity today is usually  described as a part of broader marketing concepts, rarely  put into the 

spotlight. It is mentioned in the most business publications that consider marketing, branding and 

advertising and very  seldom in academic literature and business research about consumers 

purchasing behavior. There is a number of research about brand identity in a specific situations and 

cases of products or brands but rather not focusing on it itself.
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2.4.1 Brand

What is brand? The American Marketing Association states, brand and branding is “a customer 

experience represented by a collection of images and ideas; often, it refers to a symbol such as a 

name, logo, slogan, and design scheme. Brand recognition and other reactions are created by 

accumulation of experiences with the specific product or service, both directly relating in use, and 

through the influence of advertising, design, and media commentary. A brand often includes an 

explicit logo, fonts, color schemes, symbols, sound which may be developed to represent implicit 

values, ideas, and even personality.” (American Marketing Association Resource Library). 

This may be a very accurate and current definition of brand and branding, a concept that has been 

around for ages, although it  needs slight adjustments as today the market  is changing and so are 

consumers. Today brands also need to connect with audiences on the sensory level, seducing 

people, becoming a part of their lives.

A properly managed brand can become a main stone in a company’s crown, securing the ability  to 

grow and increase the value of the company. Apple is a great example of how the brand should be 

used; not only  to sustain growth, but also to accelerate it. In past years, thanks to great marketing, 

Apple’s brand value increased 84%, making it worth $153.3 billion (Culpan, 2011). This great 

achievement would not be possible without careful marketing, which had brand identity and image 

as its core value.
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2.4.2 Today’s Market 

A New York Times article, written over two decades ago stated that “over the last fifty years the 

economic base has shifted from production to consumption. It has gravitated from the sphere of 

rationality to the realm of desire, form objective to the subjective; to the realm of 

psychology.” (Muschamp, 1999). Balance of power has changed; the consumers are now in charge 

and companies have to adjust to it, finding new ways to please them, delivering solutions that are 

relevant to their current needs. Marc Gobé in his book, Emotional Branding, states that today’s 

consumers are responding positively  to the brand identities that can reflect their own personality. 

This theory can be supported by the generational changes that are taking place today. Generation X 

and Y, that are becoming main spending force, respond to such values as relationship, entertainment 

and experiences (Williams & Page, 2011). They are also more socially  aware then Baby Boomers 

(Nielsen, March 2012). Gobé says that  today’s consumers are seeking brands and products that can 

reflect their own personality. Products have to affect consumers on a sensory  level, appealing to 

their imagination and vision, targeting current issues and desires. 

Brands should be involved in social and environmental problems, expressing an understanding of 

consumers concerns and showing support and appreciation for consumers values. But brands are 

not in the business of changing society (Gobé, 2009, p. 236). If so, that  may lead to the situation 

where the focus from the products will shift towards the issues that brand is supporting, causing 

confusion among consumer as they  would no longer know what the brand actually  is (Gobé, 2009). 

Cause marketing is a great strategy to gain sympathy among audiences, although it is important to 

remember that some consumers segments will not respond so strongly or even at all to certain 

issues. Issues supported by  brands should be selected so that they would be relevant to brands 

values and reflect its identity. 

Socially-conscious consumers are young (63% under age of 40) and willing to pay more for 

products and services that are making a positive difference in the world (Nielsen, March 2012). 

Companies are investing time and money in social and environmental efforts to build a responsible 

brand identity. 66% of the consumers around the world prefer to buy  products and services from 

companies that  have implemented programs that help the society and 46% of the consumers are 
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willing to pay extra (Nielsen, March 2012). There are many problems in the world that  need support 

but brands need to prioritize those causes that are relevant to their identity. Starbucks is providing 

full health care to all of its employees (even part time) and investing in sustainable farming in third 

world countries and suppliers that provide the company  with commodities. Today  Starbucks is 

growing strong and people are happy  to pay for their coffee, even though it is more expensive then 

that of competitors. Consumers feel that their money will make some good (New York Times, 

2013).

A report conducted by Nielsen showed that earned media, such as word of mouth or 

recommendations from friends and family, are today the strongest and the most trusted form of 

advertising, with 92% of consumer trust - an increase of 18% since 2007. The second most trusted 

source of brand information are online consumer reviews, with 70% of global consumer trust. 

Traditional media, such as television, magazines and newspapers have only around 47% of trust, a 

decline by 20%-25% between 2009 and 2011 (Nielsen, April 2012). Although numbers indicate that 

brand message in traditional media is less effective than one in social media, not only  is the 

majority  of company’s advertising money spent on it  but that spending is increasing. However, 

some brands are doing things right and benefiting from it greatly. Nielsen analyzed 79 Facebook 

campaigns over six months time and results showed that those campaigns successfully  generated 

55% greater lift in ad recall than non-social ads. (Nielsen, April 2012). This report clearly proves 

that relevant  advertising, aimed to specific target groups, is the future of successful marketing. 

Some brands, like Heineken, are already taking bold steps and trying this tactic. Heineken made a 

$10 million deal with Facebook, paying for consulting and early access to new products (Schultz, 

2011). That means that Facebook will provide with information about consumers, making it  easier 

for Heineken to define their target groups and help  with advertising to relevant audiences, enabling 

the brewer to connect with them on a personal level.
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2.4.3 Generations

In this study  three generations are distinguished; Baby Boomers, born between 1946 and 1964, 

Generation X, born 1964 to 1980, and Generation Y, the youngest one, born between 1981 and 2000 

(Gobé, 2009). Generation Z has not yet entered production age, so it will not be essential for this 

thesis. Each one of these generations respond to different values. Baby Boomers respond to cues of 

achievement, status and performance. Generation X value imagination, creativity  and relationship, 

and Generation Y responds to fun, interactivity and experiences (Williams & Page, 2011).

As Baby Boomers are getting closer to retirement age, they  have more time and mostly more money 

to spend, which is why  they  are a very valuable generation for the marketers. Specific of this group 

are the values they represent and the pride they  carry, as they see themselves as a force that changed 

the world, bringing Cultural Revolution. This is why brands need to treat  them and their values with 

sensitivity (Gobé, 2009).

Generation X is living in the shadow of a great generation of Baby Boomers, also as they saw great 

prosperity  in their young days, as their parents were making careers and the global economy was 

overheating, they  feel pressure of expectations and therefore are very ambitious (Gobé, 2009, p. 3). 

They  also contributed to the rise of the Internet  as a global network, becoming the first to use its 

potential in exchange of information. Rise of this new medium changed the way they started to 

respond to other media. The internet was a new trend, that enabled people to gather specialized 

information on their own and, as a medium gave people a feeling of intelligence, accomplishment 

and innovation. Internet users are described as young and  career orientated (Gobé, 2009, p. 17). 

But other media will not be that easily forgotten. Magazines are described as attractive and 

luxurious. Television is meant for entertainment and relaxation, also related with family time. Radio 

is a background medium for other activities and is seen as relaxing and youthful (Williams & Page, 

2011). Targeting Generation X can be tricky  for marketers and advertisers but can be done with 

sufficient research on their lifestyle, needs and expectations.  
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Targeting Generation Y is complicated as this certain generation reject mainstream1, putting bigger 

brands in difficult position as they may be considered as a sellout2, putting them in disfavor 

(Benckendorff, Moscardo & Pendergast, 2010) . Generation Y demonstrates sensitivity  to current 

social and environmental issues, being willing to engage with them, but would rather not put too 

much effort in it. They  would rather buy product that supports a noble cause than donate the money 

themselves to the charities. As eclectic this generation is, it is also experience driven and that  is why 

guerrilla marketing3  may be very  successful when addressing this target group. Generation Y is 

demanding, optimistic, informed and individualistic and very unpredictable with very vague hints 

on what they may like or dislike in the future (Gobé, 2009).
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Approach

3.1 Method

Studies conducted in this thesis are based on the analysis of academic and business literature, 

written by scholars and experienced marketers. Their works were compared with each other in order 

to gain a better input on how their theories could be related to brand identity and today’s market. 

Companies and brands, such as Abosolut Vodka, Apple Inc., Starbucks Corporation, Heineken 

International, Volkswagen, Jaguar Cars, Land Rover, The Coca-Cola Company, Axe, University  of 

California, Marlboro, United Colors of Benetton, Kenneth Cole Productions Inc., Red Bull BmbH, 

Converse Inc., PepsiCo and Toyota Motor Corporation along with their market strategies were 

studied and then confronted with literature used in the study. 

3.2 Study Background

A lot of inspiration came from brands that have successfully  established their position with use of a 

new medium, the Internet, on the new market. The internet in all its magnificence and richness of 

information, is a great place to conduct  research on communities gathered around brands, providing 

information on how those brands interact with users. 

As brand identity is also established by its visual appeal, a lot of publications regarding aesthetics in 

branding were studied, along with experience gathered during years of education at Blekinge 

Institute of Technology  and School of Fine Arts, Design & Pop  Culture Minerva, concentrated on 
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visual production. This experience helped to understand the significance of visual attraction and 

sensitivity.

Social changes were also touched upon in this study  as the changing society  has becoming more 

sensitive and involved in current social and environmental issues, being ready to take a stand and 

demonstrate its disapproval. Another dimension included in the study was investigating the 

generational changes that are taking place right now, turning things around dramatically, as the age 

of Baby Boomers is coming to its dawn, making place for Generation X and Y to step in as decision 

makers and the main spending force. 

Brands themselves have been an inspiration and great source of information, helping with 

examination of brand strategies and their interaction with the audiences. 

In order to identify and research the methods advertisers and brand managers are using while 

creating brand identities, a great amount of scientific publications on branding and marketing were 

used. Publications on consumer behavior and brand reception were crucial to determine how 

successful those methods are and how they could be improved.
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Study and Discussion 

4.1 Brand Identity

Brand is much more than just a name on a product or services; it is a vision that creates them, an 

idea that separates it  from the competition, an idea that defines the brand’s identity. In essence the 

brand identity is the “...common element sending a single message amid the wide variety of its 

products, actions and communications” (Kapferer, 2008, p. 172). As companies are expanding and 

diversifying, it is important to decisively persuade, sharing the vision that the brand represents and 

protect its identity, otherwise the consumer will be lost in the midst of mixed messages, unable to 

truly  connect with the brand. Brand identity  is a powerful tool that has the ability  to influence 

purchasing behavior (Gobé. 2009).

In today’s market we can see the trend of similarities. Companies are developing innovative 

products, creating entirely  new standards. Their competitors are trying not to fall behind and are 

coming up with very similar solutions on their own. This leads to a situation where consumers have 

a choice between several similar products. As companies usually  use the same market research 

studies, their advertising campaigns tend to be very similar as well (Kapferer, 2008, p. 174). Strong 

identity  will prevent a brand from being lost in the crowd and desirably will lead it to its own 

category. The good example of successful identity management may be comparing iPhone with 

Android smartphones. Considering the fact that the smartphone market is full of similar products, 

almost identical, Apple Inc. has developed such a strong identity  for its iPhone, their product today 

stands as a separate category. Android smartphones on the other hand are represented by many 

brands, while basically offering the same product as Apple Inc.

Developing the guidelines to constitute the brand’s character should be done, stating what will make 

the brand recognizable, defining its field of competence, its nature, the vision it is representing and 

everything what makes it different. This kind of communication tool would provide more efficient 

and consistent brand identity management along with a higher quality commercial message. Well 
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managed identity and a clear statement of what the brand stands for will reflect in the external signs 

of recognition, apparent at first glance (Kapferer, 2008, p. 176). It will also help  to define which 

aspects of identity are permanent and invariable, and which may change in order to adapt to the 

diversity of today’s market and trends. 

J. N. Kapferer in his book New Strategic Brand Management shows a very interesting model of 

how the brand identity works with the brand image. He states that the brand image is a way  in 

which audiences perceive the various messages emanating from the products, services and 

communication covered by  brand, e.g. brand name, visual symbols, advertisement, sponsoring, 

patronage, articles. The image is a result of brand management actions and it is created by the 

consumers. The brand identity on the other hand specifies the brand’s meaning, aim and self-image. 

In this model the identity precedes the image in the process of communication with audiences. 

Before sending the message to consumers, it is important to know what to send and how to send it. 

There are some common mistakes that companies make when they are focusing too much on the 

brand image while disregarding the brand identity (Kapferer refers to them as “noise”). Some are 

imitating competition’s marketing communication as they have very  vague idea of what their own 

brand identity is. Some companies are trying to meet all of the audience’s expectations and are 

changing their image along with the social and cultural fads, hoping to be favorably perceived by 

all. This kind of popularity seeking is rarely well received by consumers as the brand seems to be 

shallow and superficial (Chitale & Gupta, 2011). There are also companies that idealize their 

identity, this results in mismatched advertising in relation to what the brand actually is, usually 

causing rejection and confusion among consumers. Obviously brand managers should be aware of 

social and cultural changes on the market and adapt brand to them, although, focusing too much on 

the brand image may cause lose the essence of brands identity. 

Cherishing the brand’s roots and heritage helps with a continuity of brand identity that already 

might be established in the minds of consumers. With time those brands will become more 

independent and recognizable and will gain a stable position on the market. Companies that are 

proud of their brand’s heritage and take inspiration from it, while adapting to the current market, 

send the message to the audiences that they  will stand by  their values, the values that made them to 

what they are. It gives the brand its uniqueness. Continuity of traditions gives an inspiration to 

future development and defines the characteristics that are easily  recognizable. VW Beetles and 

Jaguars aesthetics are a modern interpretation of past models. That makes the past models the iconic 
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elements of brand identity. Aesthetic values are good investments that certainly will be beneficial in 

the future as a part of identity. A proud manifestation of brand’s personality  will help to set  it apart 

from the crowd.

Marc Gobé has a very interesting theory, suggesting that the brands, in order to strengthen their 

identity, should contract instead of expanding. Expanding might bring profits in the short term, but 

it will certainly weaken the identity and the image. Contracting will lead to the situation where the 

brand will stand as a expert  in its field, or even take it to the next level, create its own category. 

BMW is a great car manufacturer but if a consumer is looking for a terrain car, he would most 

likely think of Land Rover, which has contracted its field of competence just to this kind of cars. 

Land Rover’s strong identity made it a first choice. The more limited the brand is, the easier it is for 

the consumer to identify and remember it.

An unexpected ally of brand identity is competition. It  raises the awareness of the product or service 

and motivates the managers to distinguish their brand from the competitors. Consumers 

respondspositively to the competition because the choice between brands is seen as a major benefit 

(Gobé, 2009). The best thing that ever happened to Coca-Cola was its court struggle with Pepsi-

Cola about the use of word “cola” in its name. Fortunately  for Coca-Cola they  have lost the case, 

making “cola” a separate category in soft drink market. Competition between these two companies 

has raised the awareness of both products. However, awareness among audiences cannot be reached 

without compromises. As research on correlation between awareness and image has shown, high 

awareness grants brand trust, reliability  and quality in the eyes of consumers, but on the other hand 

it lowers brands image as innovative, seductive and original. (Schuiling & Kapferer, 2004). More 

detailed results of this research could be observed in the table below.

 Table 1.1

 How brand awareness creates value and image dimensions (correlations between 

 awareness and image)

 Good quality/price ratio     0.52

 Trust       0.46

 Reliable      0.44

 Quality       0.43
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 Traditional       0.43

 Best        0.40

 Down to earth       0.37

 Client oriented      0.37

 Friendly       0.35

 Accessible       0.32

 Distinct       0.31

 A leader       0.29

 Popular       0.29

 Fun        0.29

 Original       0.27

 Energetic       0.25

 Friendly       0.25

 Performing       0.22

 Seductive       0.08

 Innovative       0.02

 (Base: 9,739 persons, 507 brands)

 Source: Schuiling, Kapferer, 2004
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4.1.1 Brand Presence

“Presence is the science of creating or leveraging identities by connecting with (...) audiences 

through the use of appropriate visual and emotional stimuli at different points of 

experience” (Gobé, 2009, p. 189). It also means that the brand trademark can have different 

meanings considering where it is displayed, but should always be consistent with the brands values. 

The Coca-Cola logo may  be an example, as the Coca-Cola Company’s logo have a different 

purpose whether it is used on the headquarters building in Atlanta or on a bottle.  

Presence is not equivalent with the ubiquity; presence represents the atmosphere surrounding the 

brand. Presence is the identity management process that focuses on the communication and should 

be relevant to the situation and place where displayed. Brands should not be invariable. Brands need 

to stay connected to the consumers in their day to day lives if they want to build an equity as a 

preferred one in the minds of consumers (Gobé, 2009). The hard part in this process is to 

understand at what time and point of the contact consumer is most receptive and sensitive to the 

message the brand is sending. Brands also need to learn how to connect with the consumer in 

“different ways at different times during brand experience”, (Gobé, 2009, p. 189). Presence should 

be felt as well as be seen, and that is why  it is very important do develop a strategy with the 

modular messages that engages the audiences at different times and places. 

One of the aspects of the brand presence is speaking directly to the consumer. It is a part of broader 

concept that involves understanding where and when the dialogue with the consumer can take 

place, so the sent message can be relevant and interesting. 

Brands that play with the consumers expectations and surprise them, may  be sure that the 

consumers will be willing to listen to their message again. They probably will come back for some 

more in the future, developing bond with the brand. Absolut’s brilliant campaign in New York 

called “Absolut New York” can be a great example of the successful surprise-campaign. What 

Abolut did was the life size reproduction of a studio apartment, furnished it with IKEA, stuck 

sideways up on a billboard in Manhattan. This actions have risen the awareness of the brand and 

defined its identity in the minds of consumers as creative and eccentric. 
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Brands should be aware of the risk of overdoing their presence with the use of the outdoor media. 

Too much may be considered as intrusive and unwelcome. Some brands in their race to gain as 

much presence and visibility as possible have pushed it too far, annoying consumers with the 

aggravation of their visual space. What we can observe today is huge amount of the advertising 

dropped on the consumers as brands still consider that the persuasion in advertising is a good 

strategy. Although this trend is changing. Also due to the financial crisis that shook the market in 

the past years. Advertisers have to do more with less money, which is not such a bad thing. Quality 

of advertisement is rising. The consequences of intrusive advertising can be very well observed in 

São Paulo, where the visual pollution has reached the patience limit of the audiences. All form of 

the outdoor advertising have been banned by  the city council. After the ban on outdoor advertising, 

marketers and advertisers had to redirect their founds to the other media. In some cases, the 

companies have invested in the product  purchasing experience. Surprisingly, brands that launched 

creative and innovative campaigns while working with the other media than outdoor ads, are doing 

better than before (Burgoyne, 2007). Today’s consumers are expecting more sensitivity and respect 

for their surroundings. 

Most of the traditional media today is dominated by  big companies, that are capable of spending big 

money  on advertising and extensive visual presence, successfully keeping smaller ones in the 

shadows. Small brands have to work with what they  have. With the limited budgets, they  have to 

put much effort in making their campaigns creative and innovative, reaching to the territories not 

yet dominated by business Goliath's. With their mainstream programs big brands scared off the 

crucial trendsetters turning them to the underground1  for the search of new experiences. Smaller, 

more creative brands were waiting there, seducing with the innovative ideas and the personal 

encounter. In a few past years, the guerrilla marketing has entered the Internet, which provide 

smaller brands with whole the new opportunities, enabling them to reach wide audiences; it is 

something that they have not  been able to do before. In this new medium, they have chance to 

present the values they  represent, and prove that they are more innovative and creative than big 

companies that throw the dull commercial messages at the consumers on daily basis. 

The social media became a powerful tool in marketing as it enabled to reach much bigger audiences  

(67% of Internet users are active on Facebook, 16% on Twitter, 13% on Instagram, Duggan & 
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Brenner,, 2013) and also allowing to communicate with them with help of the wider spectrum of 

media. Brands are trying to use the social media to more efficiently  connect with the consumer, 

hoping to gain the positive publicity by engaging them with the ad campaigns on this platform and 

inviting to a discussion about the brand. This kind of marketing gained the name social branding. 

Another strength of this kind of medium is it genuineness; what other people may say about a brand 

is more trustworthy and authentic then what a brand can tell about itself. Users sharing with their 

positive brand experience will become brands advocates1, publicly  promoting product without 

being paid. To be successful in this field it is required from the brand marketers to promote their 

brands identity and seduce the consumers with brand’s uniqueness. On the level of personal 

encounter, which the social media enables, the audiences appreciate genuineness and commitment 

to represented values. 

As most of the informations are today easily accessed and people are willing to share them, the 

internet communities started to grow, where the users and professionals can communicate with each 

other, discovering the products together, helping with the advices and enhancing the product 

experience. Consumers no longer search for the product informations in stores or corporate 

websites, instead their turing to their own peer network for the advice; brands should definitely 

invest in those networks, providing with better service and developing a relationship with the 

potential clients. That would send the message to the consumers that brand is passionate about the 

product or services.  

So far, big brands have not been so eager in their respond to the social media, investing only 6% of 

their advertising budgets in it (Gobé, 2009), but  soon enough they will learn how powerful this tool 

is, probably by losing some share of the market to the companies that can already take an advantage 

of it. Brand managers don’t usually  know how to use the social media for the communication with 

their customers. Noah Brier, social strategist and AdAge columnist, describes the situation where 

big companies turn to him for the help and ask how should they engage their consumers on the 

social platforms (Brier, 2011). 
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4.1.1.1 Brand Awareness

Advertising has often been seen by  many marketers as a persuasive tool that rather focuses on 

selling the product and then on communicating with the consumers (Meyers-Levy & Malaviya, 

1999). But as today’s consumers are exposed to hundreds of those persuasive messages on daily 

basis, they  hardly pay  attention to them anymore. Brand advertisement on the other hand is about 

rising the awareness of the brand and its identity. Its goal is to position the brands identity and the 

branded message in the minds of consumers (Ehrenberg, Barnhard, Kennedy & Bloom, 2002). With 

this tool, brand will be remembered and considered when the decision making time comes. 

Ehrenberg, Barnhard, Kennedy and Bloom refers to it as “salience”. They explain in their study that 

salience “...refers to the presence and richness of the memory traces that result in the brand coming 

to mind in relevant choice situations.” (Ehrenberg, Barnhard, Kennedy & Bloom, 2002, p. 8). 

Persuasive messages rarely  are memorable. Brand advertisements often appeals to the consumer’s 

emotions or experiences, just like the Nescafe’s slogan “the best part of waking up”. Consumers 

can easily refer to this message and that is why it is memorable.

Publicity’s aims are very similar to those of the brand advertising, although the publicity  is much 

richer in the content thus it is capable to communicate the broader and more detailed brand 

message. Publicity  can mold how the brand is seen by the consumers and create positive reception 

for the brand’s actions. That definitely  helps to strengthen the brands identity in the eyes of 

consumers. Publicity is also relatively cheap form of advertising (Kapferer, 2008). Kapferer 

suggests that the brand managers should think about investing in creating publicity and seek 

attention from the journalists. He goes even further, saying that every dollar spend on the public 

relations should be covered with another one to promote this fact. Coca-Cola’s managers are 

following this advice and just after several hours after the press release of the companies statement 

about the reduction of advertisement to the children, in order to fight with obesity, media were 

buzzing about it in countless reports and articles all over the world. 

It is important to remember that  in the eclectic market there are many consumer groups and niches. 

Targeting them may be very  tricky  as they have a lot and nothing in common with each other. 

Spending money on the advertising on the channels not popular among most  promising target 

groups would be a waste of money. Brand should use the channels most adequate to its identity. Axe 
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did great job on using right channels and form of messages to entice the young males, their main 

target group, with its identity. Those actions granted the enthusiasm for the brand and multiple 

advertising awards.

4.1.1.2 Brand Aesthetics

Today we can observe a trend of simplicity in the brand’s graphic identity. The brand marketers are 

trying to adjust their aesthetics to be easier to remember for the consumers (Wollenberg, 2013). 

Simple design also stands out more clearly for the crowd, making it more visible for audiences 

(Wollenberg, 2013). There is need for brands to adjust their external signs of the identity to stay 

current to the cultural and social changes on the market. Although actions like re-designing the 

graphic identity of a brand very  often encounters negative response from the audiences. Most 

people are so used to the old design that they  see any change as a threat to what they know. It is 

caused by peoples resistance to changes (Oreg, 2003). Although this negativeness is not permanent 

and eventually consumers will adjust and accept the new design. Just like Nike’s co-founder, Phil 

Knight, said when he saw for the first time the characteristic logo of his company “I don’t love it, 

however it will grow on me.” (Wollenberg, 2013). 

Consistency  is good for the brand identity  but as research has shown (see table 1.1) consistent brand 

may be considered outdated. An example of smart adjusting the graphic identity to the market are 

changes made by Starbucks and Coca-Cola to their logo designs. Those companies added several 

insignificant changes to their logo over a longer period of time. Coca-Colas and Starbucks logos are 

modern interpretation of previous designs, although the change is significant. Consistency will 

grant recognition in long term but it is important to remember that it should not be a dull repetition 

(Kapferer, 2008). Some marketers decide to do major make-overs to their graphic identities with the 

drastic methods. This usually  is not well received among the audiences. It is important to stand by 

the decisions that were made, as it shows determination to change and innovate. Eventually  over the 

time consumers will adjust to the new graphic identity  and probably will try  to defend it from any 

changes in the future, just like they tried to prevent the past changes. California University and The 
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Gap Inc. fell under the audiences pressure and withdrew their new graphic identities (Frank, 2012)

(Weiner, 2010). Those withdrawals were widely criticized by the marketers and advertisers 

(Wollenberg, 2013). The new designs were considered by them as aesthetically appealing and well 

adjusted to the new market. This withdrawal also undermined the brands identity. Instead of 

strongly standing by the decisions made, showing that the brand managers know what their brand 

and values are, they have sent the message to the consumers that they do not really know what their 

brand is and what they want it  to be. Major re-designs often encounter a lot of negative feedback 

but only in the early  stages of adapting refreshed graphical identity. Aesthetic changes adjust to the 

brand identity with time. 

Brand image is an external form of the brand identity. Logos, packaging design, typography, 

graphic profiles of websites and advertising are a visualization of the brand and values it is 

representing. It is important to cherish the visual assets of the identity as the visual expressions are 

more memorable then words or text (Standing, 1973). It is important do approximately adjust the 

visuals of a brand to the channels and platforms used when communicating with the audiences (the 

usage of right channels and platforms is described in Brand Awareness and Managing Audiences 

chapters). Design is very important as it interacts directly  with the consumers when they are 

experiencing the brand. Appealing aesthetics gives bigger chance to seduce the audiences and the 

likelihood of promotion of the brand by consumers raises as well (Gobé, 2009).
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4.1.2 Branded Content

Content marketing is a wonderful advertising tool to communicate brands identity with the 

audiences. It is rich in context and that is why it  enables consumers to get a deep insight into the 

brands personality. Today content marketing on average is given 12% of the marketers budgets 

share (Zmuda, 2013). Although 48% of marketers have only  vague understanding of how it works 

and how effective it is (Zmuda, 2013). Research conducted by  Advertising Age shows that content 

marketing is not really understood by  marketers and their actions appears to be very chaotic and 

often eclectic (Zmuda, 2013)(Brier, 2011). 

People do not  consider advertising in the negative sense as long it  is not overwhelming and 

intrusive. Today we can observe a changing trend where the advertisers are slowly moving away 

from the pushy type of advertisement towards more user friendly pull type of advertisement, rich in 

the content marketing (Gobe, 2009). Pushy advertising aims are to rise the brand awareness. Pull 

advertising tries to get the audiences involved with the commercial content and make them  

participate in it. Thanks to the modern technologies, marketers are today able to connect both push 

and pull strategies, allowing the consumers to personally interact with the brands. 

Branded content, as any other form of advertising, seek the consumers attention. That is why some 

brands are using the controversial content in order to more effectively  seduce the consumer. 

Unilever’s brand, Axe, widely  used sex in its content marketing and as a part of the brands identity. 

It rose a huge weave of negative responses from the consumers that felt offended by the content 

them described as sexist, offensive and in bad taste. But the amount of the positive responses was 

even higher. Axe’s main target group, young males, appreciated the sexual and humorist content of 

the commercial messages and Axe became the most popular grooming product among them. Axe 

thrived on this controversy  and strengthen its identity as rebellious and cool. United Colors of 

Benetton is a brand that almost abused controversy  and did not succeed. Benetton’s marketers 

decided to highlight the brands concerns about the controversial social and cultural problems. 

Problem with this was that those problems were visualized in a very provocative and controversial 

way, described as repulsive and in bad taste by most of the consumers. Most of all, those 

advertisements and branded content did not promote the Benetton’s products at all. Benetton 

became more of a social movement then a clothing retailer. That is very confusing for the 
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consumers, as they  do not know how to interpret the brands identity. Brands are not in the business 

of changing the society (Gobé, 2009, p. 236). Kenneth Cole Inc. also took the social and cultural 

issues to heart but without the extreme controversy in its attempts to do good. Kenneth Cole 

marketers decided to connect the promotion of products together with bringing up the problems that 

they  were considered about. In their ads they intrigued consumers with new collections of clothing 

and displayed a smart and humorist copy alongside, supporting the cause. In that  way Kenneth Cole 

engaged the consumers in a more pleasant way than United Colors of Benetton did. Kenneth Cole 

went even further and created a website about the causes brand is supporting, with news feed, 

articles and publications about the brands involvement. 

In order to attract the consumer with the branded content it is important to make it interesting. 

Consumers most likely will not be interested in the commercialized publications. Red Bull 

understands that perfectly. Red Bull has launched series of the extreme sports movies and 

publications, produced in a way to deliver the high quality  content to the audiences. The real 

content are the athletes and sports, the energy drink is just a sponsor that delivers the entertainment 

to the audiences. Red Bull attracts the consumers from the sport niche and strengthens its image as 

energetic and exciting. Publications does not necessarily  need to be high budget productions. 

Converse is working hard on its identity of a rebellious and underground clothing brand on daily 

basis. Converse actively supports the local musicians and street artists. As a brand it  tries to 

promote those upcoming performers and supplies them with own products. Documentations of 

those cooperations can be found on the Converse Facebook page, visible to millions fans. Converse 

for them is no longer just a clothing retailer. It is a brand that they can identify themselves with. 

Brands should not distract the audiences for the content with their commercial messages but instead 

they have to become the content. 

Today brands are moving from the advertisement and product placement towards brand 

entertainment 1 (Nielsen, June 2011). In order to attract consumers, brands are producing 

entertaining content in which they  place their products and brands. As Nielsens research has shown, 

people respond very positively to this form of advertising and are more likely  to remember it 

(Nielsen, June 2011). Brands should use the branded entertainment to connect with the consumers 

as it is very  often a reflection of the brands identity, in a form that reaches the consumer in a more 
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pleasurable way. Scott Donaton even suggests that the brand marketers should implement the 

content into their overall marketing strategies. He states that this would connect the brands actions 

and keep them up to same standards (Donaton, 2011).

4.1.3 Brand Positioning

Brand Positioning is a concept developed by  Jack Trout in 1969 and then widely described by him 

together with Al Rise in the book Positioning - The Battle for Your Mind. Positioning is the art of 

manipulating the perception of a brand in the mind of the consumer and placing it there as the 

favorable one in the comparison to the other brands (Trout & Ries, 2000). This approach is 

necessary  in today’s market, where the consumer is exposed to the countless amount of brands on a 

daily basis. It is naive to believe that the commercial message will reach the consumer successfully 

through all of this noise without a strong brand identity and positioning it in the mind of the 

consumer (Trout & Ries, 2000).

In todays’ over-communicated society, it is important to define the essence of the commercial 

message that the brand is emanating. The old principle “Less is More” is very adequate. A sharp, 

short message have better chances to get  through to the consumer. It is good to simplify the 

message as it might result in a long lasting impression. Hopefully that will lead to the situation 

where the brand will own a word in the minds of consumers. Volvo owns the word “safety” and 

Coca-Cola “authentic” (Trout, 2012). Although the brands in the example above had the advantage 

of being first in their category; Coca-Cola invented the drink, and Volvo introduced revolutionary 

safety belt. Other brands, that are developing the “me-too” products (Pepsi, other car 

manufacturers), have very small chance to take over those words in the minds of consumers. 

When a brand can not be first  in a certain category, it might be worth to create an entirely  new one. 

Brand would then distinguish itself from the competition by  doing that. When iPhone was 

introduced, smartphones have been around for a couple of years. Apple decided to not advertise 

29



their product as a smartphone but just as iPhone, indicating that it is something entirely  new and 

should be put in a separate category. Today, the smartphone market share of iPhone is 23% (IDC, 

2013). Although setting up  the new category  should be well thought through. Pepsi’s idea with the 

producing clear cola drink, Crystal Pepsi, was a big failure. In the minds of consumers cola was the 

brown-red soft drink. Producing something that went against the common knowledge of consumers 

encountered a disapproval. Crystal Pepsi discontinued just after one year. 

Brand Positioning is a concept that thrives on the competition. It  is about knowing the strengths and 

weaknesses of the competitors. The key to the success is to find a unique position in the mind of 

prospect. Successful brands usually are exactly what their competitors are not. 

J. Trout and A. Rise states in their book that  the power of a organization is derived from the power 

of the product (Trout & Rise, 2000). This theory might still be somehow relevant for todays market, 

but things are changing. Audiences become more aware of social and environmental issues and they 

expect responsibility from the companies (Nielsen, March 2012). The brand identity  has surpassed 

the product qualities in purchasing behavior (Nielsen, March 2012). Starbucks is selling coffee, a 

product that might be bought in the most of purchasing behavior stores, restaurants, pubs, bars, 

bistros, etc, etc. Often for a lower price. Although Starbucks is growing strong. Thanks to its 

initiative to help their suppliers, brazilian farmers, with the sustainable development, full health 

care for employees on all levels and many  green initiatives, consumers do not mind paying a little 

bit extra as they believe that they are supporting a good cause. 

Successful companies tend to expand. Expansion is desirable but it risks the position the brand has 

gained in the mind of the consumer and brands identity. Multi-branding is an easy solution, 

guaranteeing the brand will not lose its identity and gives an opportunity to create a new one. 

Toyota Motors did it with Lexus. Toyotas were known on the American market as reliable and 

cheap cars (Laterman, 2005). Toyota wanted to enter a luxury car business as well but with their 

position in the minds of consumers it would be a disaster. It is very doubtful that people would be 

willing to pay big money for a product associated with cheap car manufacturer. First  of all, Toyota 

would lose its established position in the minds of consumers and its identity if no longer affordable 

by an average citizen. Secondly, luxury models produced by Toyota would not be appreciated on 

the luxury car market, because its origin would indicate a cheap car image. What Toyota did was 

launch a new brand, Lexus which became very successful (Laterman, 2005).
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The biggest mistake a company can make is to try pleasing everyone (Trout & Rise, 2000). 

Narrowing a company’s interest is the best strategy  a brand manager can use in order to create 

strong identity and gain leading position in the minds of consumers. In old cigarette advertisements 

we can observe that companies tried to seduce as wide audience as possible. Advertisements were 

unisex, targeting consumers at all ages. Marlboro did something extremely  opposite and narrowed 

its interest to men only. The famous Marlboro Man advertising campaign presented an ideal 

Marlboro smoker, a cowboy. A cowboy was presented in advertising as the manliest of men, a true 

embodiment of the rough Wild West. This strong identity told more about who the consumer should 

be to be worth of using Marlboros product, rather than trying to fit into consumer lifestyles. 

Marlboro became a strong number one in the tobacco industry (Trout & Rise, 2000).

Old commercial messages have been built on smart copy and were mostly expressed verbally. But 

the best way to get into the audiences minds is the use of powerful visuals (Ries, 2012). Coca-Cola 

is recognizable on the store shelves because of its red can, Louboutin’s shoes are recognized by  the 

red sole, and a pink ribbon is associated with Breast Cancer Awareness Foundation. These visual 

symbols are much stronger in the minds of consumers than the words that those brands are 

communicating with (Ries, 2012). In 1973 study of Professor Lionel Standing, subjects were asked 

to look at 10,000 images over a 5 day  period. Every  image was presented for 5 seconds. After 

seeing all of the images, subjects are shown some of them again but  mixed with the images that 

they  have not seen before. Subjects were able to recognize 83% of showed images (Standing, 

1973). It is very doubtful that slogans would be as highly recognizable. 

4.1.3.1 Managing Audiences

Loyal costumers are important to brands as they provide with a steady income. They are ready to 

spend more money on the brands of their preference and do it more often than the consumers that 

do not feel any loyalty at all (Mancini, 2009). They are also usually  willing to share with their 

enthusiasm towards a certain brand with their peer network. Today’s consumers expect from brands 
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to reflect their identity (Kapferer, 2008). It helps them to demonstrate their commitment to the 

social groups, movements or even political views. Advertisers and managers should have it in their 

minds while trying to target their audiences. 

A process called segmentation is a very useful strategic research tool, helping to determine target 

groups with highest potential of becoming the loyal consumers (Mancini, 2009). Segmentation 

helps to identify  the channels that are most effective in communicating with them, when to use 

those channels and where. It can help  brand managers to save a lot of money and to maintain the 

brand identity. An example of failed targeting could have been observed in south of USA where one 

of the banks have spend a lot of money on advertisement without determining the target groups 

with most potential. The bank was sponsoring NASCAR, as its managers and chief marketing 

officers believed that NASCAR fans showed the most potential of becoming the new costumers and 

that this sport reflected their loyal costumers. After conducting the segmentation they found out that 

70% of their loyal customers preferred opera over NASCAR. Likelihood of finding the new 

customers among opera goers was also way higher then among sports fans.

Social media is crucial for maintaing the loyal costumers and communicating with them. Huge 

amount of the consumers are using the social media to write reviews the about products and 

communicate about their brand experience (Nielsen, 2011)(Mancini, 2009). Effect of the social 

media on branding and managing audiences is wider described in the Brand Presence section.

Facebook along with the other social platforms is becoming more and more of a traditional media 

(Creamer, 2012). That means it should not consider the brand managers how many fans the brands 

page have, but instead figure put how to reach more consumers and how to keep them interested. 

Without  the well managed social profiles, the audiences role will be just reduced to clicktivism1. It 

means that the consumer will just simply acknowledge the brands appearance on the social platform 

and forget about it. In Facebook terms it  means low PTAT (People are Talking About This). Brands 

involvement in supporting the social and environmental causes should be communicated via social 

platforms to increase PTAT. Entertainment is highly popular on the social platforms and helps to 

reach even wider audiences. This kinds of action creates the positive publicity around the brand, 

which is considered the best form of advertising (Ehrenberg, Barnhard, Kennedy & Bloom, 2002)
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(New York Times, 2013)(Euro RSCG Worldwide, 2010) (Nielsen, March 2012)(Glendinning, 

2007).

Professor Ehrenberg created a very  interesting theory, stating that the brand loyalty is just a myth 

(Ehrenberg 1988). Even a well know analytic company  Nielsen, that have published several articles 

about the brand loyalty, sends vague hints that the brand loyalty is getting less and less important as 

today’s consumers are constantly reevaluating brands (Nielsen, 2010). A survey conducted in the 

U.S. in September and October 2011 have shown that 66% of the respondents have switched a 

brand in past year because of a bad consumer experience (Bulik, 2012). Consumers expectation of 

brand’s performance are raising and if those expectation can not be met, there is a big possibility 

that the consumers will switch their preferences. Most of the loyalty  programs have proven to be 

inefficient or not fulfilling the expectation of companies that have launched them (Hall, 2013). 

What may prevent the consumers form drifting away form a brand is the brands identity. People are 

far less willing to leave behind something that reflect their own identity  then some insignificant 

bonuses and perks. 

Brand managers have realized the value of a strong brand identity  in the process of seducing the 

consumers. Brands identity helps the consumers to identify themselves with the brands on a 

personal and sensory level (Kapferer, 2008)(Gobé, 2009). Brands with a strong identity generates 

followers (Temporal, 2010). Expanding group of followers creates the popularity around the brand. 

Popular brands usually do not aim in maintaining the small groups of loyal consumers, but rather 

concentrate on penetrating the market and connecting with as many consumers as possible with  the 

adequate message on adequate channels (Creamer, 2012).

Kapferer in his book, The New Strategic Brand Management, is also talking about the risks. When 

purchasing products like spirits, medicine and food, consumers pay  more attention to what brands 

they  are choosing. It is a psychological repercussion as consumers consume those products and they 

affect their bodies directly (Kapferer & Laurent, 1988). When dealing with this kind of products it 

is very common that consumers choose the brands that they know and trust. It is very  hard to 

change the consumers purchasing preferences (Kapferer, 2008). To overcome the uncertainty  of 

choosing the brand, marketers should highlight the internal qualities of the product with external 

appeal, such as price, quality marks, place where the branded products are sold and of course the 
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style and design of packaging (Kapferer, 2008). Kapferer provides a very interesting table in his 

book, reviling some brand’s functions in the eyes of the consumers. 

 Table 1.2

 Function       Consumer benefit

 Identification       To be clearly  seen, to quickly identify 

        the sought-after products, to structure 

        the shelf perception.

 Practicality        To allow savings of time and energy 

        through identical repurchasing and 

        loyalty.

 Guarantee       To be sure of finding the same quality  

        no matter where or when you buy the

        product or service.

 Optimization       To be sure of buying the best product in 

        its category, the best performer for a

        particular purpose.

 Badge        To have conf i rmat ion of your 

        self-image or the image that  you present 

        to others.

 Continuity       Satisfaction created by  a relationship of 

        familiarity and intimacy with the brand

        that you have been consuming for 

        years.

 Hedonistic       E n c h a n t m e n t l i n k e d t o t h e 

        attractiveness of the brand, to its logo, 
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        t o i t s c o m m u n i c a t i o n a n d i t s 

        experiential rewards.

 Ethical       Satisfaction linked to the responsible 

        behavior of the brand in its relationship

        with society  (ecology, employment, 

        citizenship, advertising which doesn’t 

        shock).

 Source: Kapferer, J. N, 2008, p. 22
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4.2 Discussion

From the study it  can be observed that the brand identity is very vaguely described in the literature 

that have been studied when writing this thesis. Most of documentation that have been used when 

writing this thesis, was not specifically  addressed to the subject that was studied. Mostly the brand 

identity  was presented as a part of the broader marketing concept, branding. In order to be able to 

draw conclusions from the documents used, it  was necessary to compare them with each other and 

then complement them. Lack of understanding the concept of the brand identity by  marketers 

results in the fact that  most of the brand identities today  are created by PR and advertising agencies. 

The problem this fact raises is that the consistency of the brand identity may be broken as soon as 

the company decides to change the agency. That may lead to a situation where the identity will lose 

connection to its past and develop  a whole new identity, that will be unknown to the consumers. 

Investing in the brand identity should be considered by the marketers because as today, the brand 

identity has surpassed the products qualities in the purchasing behavior (Nielsen, March 2012).

Big corporations have no longer the monopoly on the media. The social media has enabled the 

small brands to gain the publicity  and encounter consumers in relatively  easy way that do not 

require big financial investments but creativity and seductive identity. The social media publicity 

thrives on the personal encounters and that can be only achieved if a brand develops an identity that 

can be personally adapted by  the consumers. Today people are turning away for the big, mainstream 

companies and searching for ones that can grant them an exciting experience when discovering the 

brand, its products and services. They are looking for experiences that they can adapt to their own 

personality.

The market today is driven by three generations that are very different from one another. This 

diversion is even deeper within them. That creates the situation where marketers cannot follow the 

same pattern when addressing the different generations, groups or niches. They can neither expect 

that the Generation X will at some point respond to the same marketing strategies that the Baby 

Boomers are responding to today. That applies also to the Generation Y and Z. 

Brand identity has grown to a strong and crucial aspect of the branding and marketing. It was 

possible because of the change in the market share; Generations X and Y are taking over from the 
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Baby Boomers. During the research on this thesis the lack of information on the brand identity 

could have been observed. It might be caused by the fact that marketers today still see the Baby 

Boomers as their primarily target group  as they  are the biggest spending force (Nielsen & 

BoomAgers, 2012). Many  publications about the marketing strategies encountered during the 

research on this thesis were using the Professors Ehrenbergs famous book, Repeat-Buying: Facts, 

Theory and Applications, from 1988 as a reference. This book is relevant when targeting the Baby 

Boomers, although does not apply to the other generations. The Generation X and Y are very 

different from the Baby Boomers and do not respond to the similar values (Gobé, 2009). Professor 

Ehrenberg states that brand loyalty is a myth that can only grant the short-time increase in sales, and 

consumers are far more considered about the internal values of the product (Ehrenberg, 1998). This 

theory  is adequate to the Baby Boomers who responds to the performance, achievement and status. 

But the today’s market is shifting towards generations X and Y for who the brand identity is more 

important than the product performance (Nielsen, March 2012)(Gobè, 2009). During the research 

on this thesis it  could have been observed that experienced marketers, such as Marc Gobé and Jean-

Noël Kapferer, sees this change on the market and already are developing the strategies to adapt to 

it. They are encouraging the marketers and advertisers to approach the consumers on a personal 

level and try to seduce them with the brand’s personality. But on the other hand Baby  Boomers 

might not be highly responsive to those strategies. That shows how difficult it  is to develop a 

marketing strategy  for the today’s market. It is important to adjust those strategies to the target 

groups. That leads to the market based on personal encounters. 

The list presented in the chapter Conclusion is not an invariable document. It was created under the 

pressure of the aspects of today’s eclectic market. It is important to notify that the research this 

thesis is based on is mainly  created by the western scholars and marketers, and have considered the 

specifics of the western consumers and their purchasing behavior. The outcome of this thesis should 

be adjusted to the very  specifics of the situations and environments encountered, as the eclectic 

market cannot be addressed with one universal theory. 
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4.3 Conclusion

As a result of the study conducted in this thesis the list  of actions, that should be considered by 

brand marketers who want to preserve and strengthen their brands identity, can include the 

following. Those actions described in the list are not invariable and should be adjusted adequately 

to the situation and environment. 

• When brand marketers have a problem when developing the brand identity  due to big amount of 

competitors, it may be worth considering the creation of an own product category. Own category 

grants brand marketers the freedom in creation of the identity.

• Developing the guidelines to constitute the brands identity  should be done in the early stages of 

the brand creation process. This type of document would prevent from the actions that may  harm 

the brands identity. Marketers should know what the identity of their brand is.

• Brand image and aesthetics should be adequate to the brands identity. Brand image is external 

sign of the brands identity. Visual assets are more memorable for the consumers then copy1 and 

that is why they are so important. Those assets are also the investment in the brands identity that 

will benefit in the future.

• Brand should not bend its identity and try to adapt to the trends and fads. Adaptation to the 

cultural and social changes is necessary although not to the price of the identity. That can be 

achieved by smart and moderate highlighting of the brands values that are the most adequate to 

the very changes that are taking place. 

• Brands communication should be adequate to the brands identity. The channels that would be 

used should be relevant to the values that the brands is representing and its identity, encountering 

the consumer in the relevant places and situations. Overdoing the presence can weaken the 

brands identity as it can be considered as intrusive. 
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• Brand should be true to its roots. With help of the inherited values, experiences and history, 

brand managers can develop a very strong identity.

• Competition is healthy  for the brands identity. Brand managers are working harder on 

strengthening the identity and distinguishing their brand form the competition. 

• Brand identity should be felt in different ways at different times during the brand experience.

• Brand and its identity  should be an inspiration to the consumers. It  is desirable to get the 

consumers involved in the process of molding the brands identity and sharing its vision. 

• Social media presence is required to connect  with the consumers on the personal level, share 

brands values and strengthen the brands identity in the eyes of the consumers. Brands strategy 

for the social media platforms should be developed as this channel is the most grateful one in the 

contact with the consumers. 

• Communication with consumer is far more rewarding for the brands identity then persuasion. 

• Publicity is a great form of advertisement that easily allows to present rich content of brands 

identity  for the audiences. Publicity spreads the word about brands notable actions and 

strengthens its identity.

• Brand identity should be foremost to communicate with the segments that show the most 

potential and share similar values with the brand. With support of these niches the brand will 

gain even stronger identity.

• It is important to listen to the audiences but  it is even more important to be true to the vision of 

the brands identity, otherwise it would loos its strength and meaning.

• A brand should be involved in the issues that are most relevant to its identity and the values it  is 

communicating. But brand marketers should remember that  brands are not supposed to change 

the society. Radicalization of brands involvement in the issues might have negative outcome on 

the brands identity.
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• Content that  overlaps all of the brands actions would help  to keep to consistency  of 

communication and brands identity. 

• It is important to place the brands identity  in the long term memory  of the audiences. This can be 

achieved by simple and easily  adopted messages. Innovation is a friend of this kind of efforts. 

Desirably it would lead to the situation where a brand will own a word in the mind of consumer.

• Contraction of the brand is beneficial for its identity. It would narrow the interest  and 

competence of the brand. That would lead to the situation where the brand will be specialized in 

a certain field. Eventual expansion should be conducted with the help of multi branding1 ; this 

will prevent the weakening of the brands identity.
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