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Why Brand Architecture?

Brand architecture is thexternal
W T | obyBuRbusiness strategy:
consumers and customers know you
through your brands and your brands
support your business strategy.

AWher e muacrhg @ri somndi onods
building efforts once focused on acquiring,
launching or aggressively extending

br ands é. focasdsaow toymg to get the
most from existing brands through better
organising and managing brands and brand
inter-relationships within the existing portfolio.

Rob Osl er , -rdielpbhrpose brgna
t a x o n oBmnagnd Management, July 2007
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Architecture Is Strategic

To be effective, each brand needs its
own strategy. Brand architecture
establishes theptimal
interrelationshipsof brands within a
single company.

It also describes theole of each
brand in the corporate portfolio and
specifies theinkagesbetween
brands.

Brand architecture may or may not
line up with internal organization
structures.

Subbrand

Corporate
Brand

and Driver
Product Brand

Business
Unit




Brand Roles

NI N VA~ ¥eF:1 Brand Role Description EE

de_tgrmlned by Its Driver Drives purchase decision and defines useOffice
ability to confer (Master) ~ ©Xperience. Most represents the

equity to an offer. differentiation inherent to the offer.

Codriver Contributes equally to brand equity ina None
multi-brand offer.

UnderStandmg Endorser Provides approval, credibility or guaranteeMicrosoft

brand roles and to a range of products, but is usually not
linkages helps UL
with brand Ingredient Materials, components or parts that are  Clipart

naming decisions. contained within other branded products.

Subbrand Eaquity is driven by another brand, usually \Word
D . driver. PowerPoint

Microsoft' e .

Office


http://images.google.com/imgres?imgurl=http://vcal.swkls.org/jm1/images/ms-office-logo.jpg&imgrefurl=http://vcal.swkls.org/jm1/&usg=__0NLV1EpJHln65R17cWZYnu_A2Xw=&h=480&w=560&sz=31&hl=en&start=27&um=1&tbnid=QOE36Fg893HZRM:&tbnh=114&tbnw=133&prev=/images?q=microsoft+office+professional+2007+logo&start=18&ndsp=18&um=1&hl=en&rlz=1T4GPMD_enUS307US308&sa=N

Strategic Purpose

NI N IRV =NeF:1 BrandPurpose Description Example

purpose reflects the Flagship | 2YLI y&Qa Y2aid OAaiwihdows YR Y+
i i brand. Account for high proportion of Office
intention of the NEOSy dzSz FyR Aa F2AyRFGAZYL ¢
company for mission. High category awareness.
malnta_lnlng the Strategic hT AGNY 6S3IA0 AYLRNIVisEODS (2 O
brand in the future sales or market position. Has XBox
D ortfolio potential of positive impact on overall

: perception of the corporation.
Understanding Distinguisher ~ Enhances the differentiation of another  One Care

ONY YR® ! fa2 NBETSNNBRyel?2
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strategic purpose
helps prioritize

. Cash Cow Money making brand that does not MSN
marketlng represent future significant growth. XP
Investments. - : :

Corporate Low visibility to customers, but important Microsoft

to corporate constituents such as
regulatory bodies, investors, employees,

' U trade groups, partners.
I_'U Fighter Response to competitive threat. Protects Hotmail

share of other brands in the portfolio. 5
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Where Architecture Fits

Strategic Marketing Process

|. Corporate Objectives &
Brand Architecture

ll. Brand Strategy

lll. Marketing Strategy

IV. Marketing Execution & Metrics

Brand Architecturds part of
corporate strategy. It should be
establishedorior to creating a brand
strategy

< Produces better longerm strategy
that is customeiinsight driven and
encompasses brand platforms with
long-term growth potential

< Minimizes waste and inefficiency by
building fewer stronger brands with
less overlap

< Actively manages the linkages
between brands to leverage
credibility in support of new
opportunities



Architecture is Dynamic

Architecture is more than the corporate or visual identity system of a
company. It is grounded in market dynamics ahdnges over time.
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When To Revisit?

Brand architecture is revisited 4 Sizable business unit is acquired or sold

when companieshangestrategic

direction, or reach key turning 4 Existing portfolio or structur@indersthe
points in’the business effective pursuit of future growth

opportunities.

4 Brands aréosing relevanceén the
marketplace

Growth Acquire 4 Brands have beestretchedbeyond their

Maytag credibility and effectiveness

Entry of
foreign
competition

4 Too manyor too few brands in the portfolio
Inflection Points to achieve businessbjectives

4 Cobranding opportunity presents itself. .

v

Time
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Key Principles

Parsimony

Profit

Partitions

ASufficiently cover the market and target customer
segments, but do so with thiewest brands
possible.

AMaximize profitability by fulfilling as many
customer needs as possible at minimum brand
development and management cost.

AProvide customers with the solution they seek
by creatlng clear separatlocna RI@fch IKGE
0SG6SSY GKS O2YLI yeQa L



Spectrum of Solutions ’, ;

A Most companies build their businesses through multiple brands.
I NOKAGSOUdzNE az2fdziAzya NYy3aS 2y
12 WK2dzaS 2F O0NIYyRaQo

Linked
Brands

Independent brands, Single parent brand
each maximizing its House of Branded spans a set of

impact on the market. Brands House offerings.

Reinforce a global organization mindset
Build equity in multiple brands

Build brand equity in master brand

Target multiple customer segments
Maximize synergies among business units

Minimize risk of bad publicity

10
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House of Brands

4 Description Each brand stands on its own with no linkages to any other brand

[ Brand 1 ] [ Brand 2 ] [ Brand 3 ]

4 Example Ford Motor Company has chosen to maximize the value of its brand portfolio by
maintaining a portfolio of brands that serves different customers and market segments

o
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Branded House

4 Description: One flagship/driver brand, applicable to all customer segments,
serves as the umbrella and primary point of reference for all product and service
offerings

[ Master Brand ]
| |

Consumer Business <«—— Use generic descriptors, rather
than brand names at this level
Product 1 Product 1
Product 2 Product 2
Etc. Etc.

4 Example: Virgin Group successfully extended the brand into multiple, disparate
markets and categories based on the lifestyle brand that Richard Branson has built

e ) - —
ww G = G
vrrg'mmmmﬂoéﬁ:rm E @ %accunt virgin.m!t @w nnnnnn - @«:}I

Travel and Transportation Entertainment House and Home Business and Finance
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Linked Brands

4 Description Strong cedriver brands are linked to a flagship/driver brand that
unifies and provides additional credibility and substance

 owver

_—1 |
| Brand1 ]| Brand 2 ][ Brand 3 )

4 Example Sony has chosen tmaintain multiple brandswhicheach havesignificant equity,
while building a flagship brand that communicates global, finastiahgth.

_SONY

| _ WEGA [N ENTY

e Portable
TVs Music Player Computers  Gaming

EV’F r

Handheld/
PDA

5
&
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Carhartt Architecture

o R o Branded House
W/ I NKFNIUGQ aSNBBSa 020K | a

driver and flagship. Brand Role Strategic Purpose
Carhartt® Driver Flagship, Strategic
There are few other Myy d WSI y &ubbrand Defender
brand roles or Strategic WorkDry® Subbrand Distinguisher
purposes in the WorkCamo® Subbrand Cgs.h qu
folio. WorkFlex® Subbrand D!st!ngu!sher
port Extremes® Subbrand Distinguisher
Assessment: Water Proof Ingredient Distinguisher
Soft Shell Ingredient Distinguisher
High|y efficient, but can Flame Resistant  Ingredient Strategic

0S NAA|lEeXd SALISOAlLfte AT
competitors are more

specialized. ‘ |

Carhar‘ﬂ
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CocaCola Architecture

A CocaColais a House of Brands
good example of a
hybrid brand Brand Role Strategic Purpose
architecture. CocaCola® Driver Flagship, Strategic
Diet Coke Subbrand Strategic
Coke Zero Subbrand Strategic
A Some brands Coke Classic Codrivers Strategic
benefit from Sprite® Driver Flagship
association with Fanta® Driver Flagship
the Cocacola Dasani Driver Flagship
_ My Coke Rewards Ingredient Distinguisher
brands, while Powerade Driver Flagship
others are driver Minute Maid Driver Flagship

brands on their

own. Thhe Ctely Cempany
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Process

Issue

Actionability

Process

Step 1: Strategic Business
Analysis

AUnderstand strategic
business and brand
goals

AUnderstand customer
segments and brand
perceptual
boundaries/limits

AoOutline relevant
trends and
competitive dynamics

AHow closely aligned
are the brand and
business strategies?

Aldentify key drivers
going forward.

Step 2: Brand Architecture
Mapping

ACompare current go-to-
market architecture vs.
consumer perceptions
of architecture

Aldentify gaps, overlaps,
inefficiencies and
synergies

AHow aligned are external
and internal perceptions
of number of brands and
their roles?

Al dentify hi
that could be leveraged
in the future.

d

d §

Step 3: Architecture
Alternative Development

ADevelop architecture
options

AUnderstand
corresponding
business, consumer,
brand and channel
implications for each
option

AWhat are the various
ways the portfolio
could be configured
going forward?

> AUndest@nd the

opportunities and risks
of each approach.

Step 4: Alternatives
Screening

ADevelop screening
filters based on
learnings from Step 1

AFilter options to
determine most likely
architecture
alternatives

Aldentify gaps,
tradeoffs and key
decision points

AWhich architecture
alternative best fits the
short and long-term
business and brand
objectives?

AMaximize the internal
capabilities of the
organization.
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