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BackgroundWhy Brand Architecture?

Brand architecture is the external 
ΨŦŀŎŜΩof your business strategy; 
consumers and customers know you 
through your brands and your brands 
support your business strategy. 
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ñWhere much of an organisationôsbrand-

building efforts once focused on acquiring, 

launching or aggressively extending 

brandsé.todayôs focus is on trying to get the 

most from existing brands through better 

organising and managing brands and brand 

inter-relationships within the existing portfolio. 

Rob Osler, ñThe type-role-purpose brand 

taxonomyò, Brand Management, July 2007
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Architecture is Strategic

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

Corporate

Business 

Unit

Business

Unit

Products Products

It also describes the role of each 
brand in the corporate portfolio and  
specifies the linkagesbetween 
brands. 

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

Corporate 
Brand

and Driver 
Product Brand

Subbrand

Niche 
brand



! ōǊŀƴŘΩǎ ǊƻƭŜ ƛǎ 
determined by its 
ability to confer 
equity to an offer. 

Understanding 
brand roles and 
linkages helps 
with brand 
naming decisions.
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Brand Roles

Brand Role Description Example

Driver 
(Master)

Drives purchase decision and defines user 
experience. Most represents the 
differentiation inherent to the offer. 

Office 

Co-driver Contributes equally to brand equity in a 
multi-brand offer.

None

Endorser Provides approval, credibility or guarantee 
to a range of products, but is usually not 
the driver.

Microsoft

Ingredient Materials, components or parts that are 
contained within other branded products.

Clipart

Sub-brand Equity is driven by another brand, usually 
driver.

Word
PowerPoint

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


! ōǊŀƴŘΩǎ ǎǘǊŀǘŜƎƛŎ 
purpose reflects the 
intention of the 
company for 
maintaining the 
brand in the 
portfolio.

Understanding 
strategic purpose 
helps prioritize 
marketing 
investments.
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Strategic Purpose

Brand Purpose Description Example

Flagship /ƻƳǇŀƴȅΩǎ Ƴƻǎǘ ǾƛǎƛōƭŜ ŀƴŘ Ƴƻǎǘ ǾŀƭǳŀōƭŜ 
brand.  Account for high proportion of 
ǊŜǾŜƴǳŜΣ ŀƴŘ ƛǎ ŦƻǳƴŘŀǘƛƻƴŀƭ ǘƻ ŎƻƳǇŀƴȅΩǎ 
mission.  High category awareness.

Windows
Office

Strategic hŦ ǎǘǊŀǘŜƎƛŎ ƛƳǇƻǊǘŀƴŎŜ ǘƻ ŎƻƳǇŀƴȅΩǎ 
future sales or market position. Has 
potential of positive impact on overall 
perception of the corporation.

Vista
XBox

Distinguisher Enhances the differentiation of another 
ōǊŀƴŘΦ !ƭǎƻ ǊŜŦŜǊǊŜŘ ǘƻ ŀǎ ΨōǊŀƴŘŜŘ 
ŜƴŜǊƎƛȊŜǊΩΣ ŘƛŦŦŜǊŜƴǘƛŀǘƻǊǎΣ ƻǊ ǎƛƭǾŜǊ ōǳƭƭŜǘǎΦ 

One Care
Live

Cash Cow Money making brand that does not 
represent future significant growth.

MSN
XP

Corporate Low visibility to customers, but important 
to corporate constituents such as 
regulatory bodies, investors, employees, 
trade groups, partners. 

Microsoft

Fighter Response to competitive threat. Protects 
share of other brands in the portfolio.

Hotmail

http://images.google.com/imgres?imgurl=http://i.pbase.com/g6/58/726458/2/70392860.IzRiMAYX.jpg&imgrefurl=http://www.pbase.com/jamesbooth/image/70392860&usg=__Po8wu_fyCzSs13bG00jNPIERb8A=&h=534&w=800&sz=74&hl=en&start=23&um=1&tbnid=vDN6j4ldQGoOmM:&tbnh=95&tbnw=143&prev=/images?q=house+b%2526W&start=18&ndsp=18&um=1&hl=en&rlz=1T4GPMD_enUS307US308&sa=N
http://www.google.com/imgres?imgurl=http://www.ecoprint.ee/files/gallery/windows-logo.jpg&imgrefurl=http://www.ecoprint.ee/?id=2214&h=308&w=348&sz=48&tbnid=tToTaOyV8aO6ZM::&tbnh=106&tbnw=120&prev=/images?q=windows+logo&usg=__H3CSQZxfO_d6eh5AKQCrcOyPNrk=&ei=mv-hSaqlLYzaNNvVtOIL&sa=X&oi=image_result&resnum=1&ct=image&cd=1


BackgroundWhere Architecture Fits

Brand Architectureis part of 
corporate strategy. It should be 
established prior to creating a brand 
strategy

< Produces better long-term strategy 
that is customer-insight 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

I. Corporate Objectives & 
Brand Architecture

II. Brand Strategy

III. Marketing Strategy

Communications

Offer Design

Relationship & Experience

IV. Marketing Execution & Metrics

Strategic Marketing Process
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Architecture is Dynamic

Architecture is more than the corporate or visual identity system of a 
company. It is grounded in market dynamics and changes over time.

Growth Gap

Strengths & 
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Set

Business 

Strategy

Architecture

http://images.google.com/imgres?imgurl=http://www.freefoto.com/images/11/22/11_22_54---Clock-Face_web.jpg&imgrefurl=http://www.freefoto.com/preview/11-22-54?ffid=11-22-54&usg=__D1hA9t5nOMyy8ek1lUSw36IynHQ=&h=600&w=400&sz=85&hl=en&start=10&um=1&tbnid=1wnB-pffHuuexM:&tbnh=135&tbnw=90&prev=/images?q=clock+face&um=1&hl=en&rlz=1T4GPMD_enUS307US308
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When To Revisit?

Brand architecture is revisited 
when companies changestrategic 
direction, or reach key turning 
points in the business

Time 

Growth 

Inflection Points

4Sizable business unit is acquired or sold

4Existing portfolio or structure hindersthe 
effective pursuit of future growth 
opportunities.

4Brands are losing relevancein the 
marketplace

4Brands have been stretchedbeyond their 
credibility and effectiveness

4Too many or too few brands in the portfolio 
to achieve business objectives

4Co-branding opportunity presents itself.

Acquire 

Maytag
Entry of 

foreign 

competition

http://images.google.com/imgres?imgurl=http://www.freefoto.com/images/11/22/11_22_54---Clock-Face_web.jpg&imgrefurl=http://www.freefoto.com/preview/11-22-54?ffid=11-22-54&usg=__D1hA9t5nOMyy8ek1lUSw36IynHQ=&h=600&w=400&sz=85&hl=en&start=10&um=1&tbnid=1wnB-pffHuuexM:&tbnh=135&tbnw=90&prev=/images?q=clock+face&um=1&hl=en&rlz=1T4GPMD_enUS307US308


BackgroundKey Principles

ÅMaximize profitabilityby fulfilling as many 
customer needs as possible at minimum brand 
development and management cost.

ÅSufficiently cover the market and target customer 
segments, but do so with the fewest brands
possible.

ÅProvide customers with the solution they seek 
by creating clear separation ςάŘŀȅƭƛƎƘǘές
ōŜǘǿŜŜƴ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǇƻǊǘŦƻƭƛƻ ƻŦ ƻŦŦŜǊƛƴƎǎΦ

Parsimony

Profit

Partitions



Å Most companies build their businesses through multiple brands. 
!ǊŎƘƛǘŜŎǘǳǊŜ ǎƻƭǳǘƛƻƴǎ ǊŀƴƎŜ ƻƴ ŀ ǎǇŜŎǘǊǳƳ ŦǊƻƳ ΨōǊŀƴŘŜŘ ƘƻǳǎŜΩ 
ǘƻ ΨƘƻǳǎŜ ƻŦ ōǊŀƴŘǎΩΦ
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House of 

Brands

Branded 

House

Spectrum of Solutions

Build equity in multiple brands 

Build brand equity in master brand

Maximize synergies among business units

Target multiple customer segments

Reinforce a global organization mindset

Minimize risk of bad publicity

Single parent brand 

spans a set of 

offerings.

Independent brands, 

each maximizing its 

impact on the market.

Linked 

Brands

http://images.google.com/imgres?imgurl=http://www.boreally.org/photographies/toits/defense-tour-t1-structure-toit.jpg&imgrefurl=http://www.boreally.org/en/photography/rooftops/defense-tour-t1-structure-rooftop-444.html&usg=__AW7LGXBnkqHloBdlvvZ561OZ92E=&h=432&w=650&sz=91&hl=en&start=4&um=1&tbnid=yoFYxheD2Bdc0M:&tbnh=91&tbnw=137&prev=/images%3Fq%3Dphoto%2Bb%2526w%2Bstructure%26um%3D1%26hl%3Den%26rlz%3D1T4GPMD_enUS307US308
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House of Brands

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

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

Brand 1 Brand 2 Brand 3

House of Brands

http://images.google.com/imgres?imgurl=http://farm4.static.flickr.com/3442/3185462594_e4199f6792.jpg&imgrefurl=http://www.flickr.com/photos/vanessabernardeau/3185462594/&usg=__AIRcJKooJt5fqRatkvOxtKmzDWg=&h=385&w=500&sz=112&hl=en&start=3&um=1&tbnid=rI8kI54vZDRztM:&tbnh=100&tbnw=130&prev=/images?q=house+b%2526W&um=1&hl=en&rlz=1T4GPMD_enUS307US308&sa=N
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Master Brand

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

4 Example:  Virgin Group successfully extended the brand into multiple, disparate 

markets and categories based on the lifestyle brand that Richard Branson has built

Consumer Business       

Product 1

Product 2

Etc.

Product 1

Product 2

Etc.

Business and FinanceTravel and Transportation Entertainment House and Home

Use generic descriptors, rather 

than brand names at this level

Branded House

http://www.virgin.com/companies/atlantic.shtml
http://www.virgin.com/companies/trains.shtml
http://www.virgin.com/companies/blue.shtml
http://www.virgin.com/companies/holidays.shtml
http://www.virgin.com/companies/biznet.shtml
http://www.virgin.com/companies/direct.shtml
http://www.virgin.com/companies/money.shtml
http://www.virgin.com/companies/incentives.shtml
http://www.virgin.com/companies/books.shtml
http://www.virgin.com/index.html?console=/companies/drinks.shtml
http://www.virgin.com/index.html?console=/companies/megastore.shtml
http://www.virgin.com/companies/wines.shtml
http://www.virgin.com/companies/energy.shtml
http://www.virgin.com/companies/mobile.shtml
http://www.virgin.com/companies/net.shtml
http://www.virgin.com/companies/one.shtml
http://images.google.com/imgres?imgurl=http://www.cablesurf.com/dungarvan/dl_portlawaerial1.jpg&imgrefurl=http://www.waterfordcountymuseum.org/exhibit/web/Display/article/140/&usg=___QmeGnY7ViLxMSenTiMakHO5ChM=&h=1414&w=2000&sz=632&hl=en&start=34&um=1&tbnid=Bjv-O9yR2Hb95M:&tbnh=106&tbnw=150&prev=/images?q=house+b%2526W&start=18&ndsp=18&um=1&hl=en&rlz=1T4GPMD_enUS307US308&sa=N
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One Master Brand Linked to Company Brands

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

4 Example:  Sony has chosen to maintain multiple brands, which each have significant equity, 
while building a flagship brand that communicates global, financial strength.

Driver

Brand 3

Handheld/

PDA

TVs
Portable 

Music Player Computers Gaming

Linked Brands

Brand 2Brand 1

http://www.sonystyle.com/electronics/wega.jsp?hierc=8611
http://www.sonystyle.com/electronics/walkman.jsp?hierc=8611
/
http://www.scea.com/playstation.asp
http://www.sonystyle.com/electronics/prd.jsp?hierc=8627x8650x9554&catid=9554&pid=31211&type=p
http://www.sonystyle.com/electronics/prd.jsp?hierc=8623x8633x8694&catid=8694&pid=9833&type=p
http://www.sonystyle.com/micros/clie/demo/clie_demo_web.html
http://www.cnn.com/2000/TECH/computing/10/26/ps2games.index/ps2.jpg
http://images.google.com/imgres?imgurl=http://farm4.static.flickr.com/3304/3251193602_7422b775ae.jpg&imgrefurl=http://www.flickr.com/photos/34712046@N03/3251193602/&usg=__o75MiizG4kLUMYO7rVbdJmODx4s=&h=375&w=500&sz=74&hl=en&start=1&um=1&tbnid=drBR7NGyRvKxHM:&tbnh=98&tbnw=130&prev=/images?q=chain+b%2526w&um=1&hl=en&rlz=1T4GPMD_enUS307US308&sa=N
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Brand Role Strategic Purpose

Carhartt® Driver Flagship, Strategic

мууф WŜŀƴǎϰSubbrand Defender

WorkDry® Subbrand Distinguisher

WorkCamo® Subbrand Cash Cow

WorkFlex® Subbrand Distinguisher

Extremes® Subbrand Distinguisher

Water Proof Ingredient Distinguisher

Soft Shell Ingredient Distinguisher

Flame Resistant Ingredient Strategic

Carhartt Architecture

Ψ/ŀǊƘŀǊǘǘΩ ǎŜǊǾŜǎ ōƻǘƘ ŀǎ 
driver and flagship. 

There are few other 
brand roles or strategic 
purposes in the 
portfolio. 

Assessment: 

Highly efficient, but can 
ōŜ ǊƛǎƪȅΧΦ ŜǎǇŜŎƛŀƭƭȅ ƛŦ 
competitors are more 
specialized.

Branded House

http://images.google.com/imgres?imgurl=http://www.shirtfactoryonline.com/images/CarharttLogo.gif&imgrefurl=http://cgi.ebay.com/Carhartt-Boys-YYJ144-Camo-Jacket-Large-10%252F12_W0QQitemZ150324139448QQcmdZViewItemQQimsxZ20090131?IMSfp=TL090131112004r21196&usg=__OwNEwEoAx07S1KTrgT-S1oCeZTo=&h=285&w=319&sz=36&hl=en&start=6&um=1&tbnid=-Obd9kx-AGxoAM:&tbnh=105&tbnw=118&prev=/images?q=carhartt+logo+camo&um=1&hl=en&rlz=1T4GPMD_enUS307US308
http://images.google.com/imgres?imgurl=http://www.listfied.com/wp-content/uploads/2009/bnw/8.jpg&imgrefurl=http://www.listfied.com/19-really-enchanting-examples-of-black-and-white-photography&usg=__zX_IlP3veThaxhBm2PMKyFMMeAk=&h=331&w=500&sz=37&hl=en&start=7&um=1&tbnid=wNo_cHz2X3PdLM:&tbnh=86&tbnw=130&prev=/images?q=construction+worker+B%2526W&um=1&hl=en&rlz=1T4GPMD_enUS307US308


Å Coca-Cola is a 
good example of a 
hybrid brand 
architecture.  

Å Some brands 
benefit from 
association with 
the Coca-cola 
brands, while 
others are driver 
brands on their 
own.
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Coca-Cola Architecture

Brand Role Strategic Purpose

Coca-Cola® Driver Flagship, Strategic

Diet Coke Sub-brand Strategic

Coke Zero Sub-brand Strategic

Coke Classic Co-drivers Strategic

Sprite® Driver Flagship

Fanta® Driver Flagship

Dasani Driver Flagship

My Coke Rewards Ingredient Distinguisher

Powerade Driver Flagship

Minute Maid Driver Flagship

House of Brands

http://www.thecoca-colacompany.com/index.html
http://images.google.com/imgres?imgurl=http://farm1.static.flickr.com/184/469382928_8368c50695.jpg?v=0&imgrefurl=http://www.flickr.com/photos/7871466@N08/469382928/in/set-72157600101268301/&usg=__iDRUe9EEy76Ahc_w4qj47E3SONg=&h=375&w=500&sz=51&hl=en&start=57&um=1&tbnid=FRymDqMaAVsQQM:&tbnh=98&tbnw=130&prev=/images?q=coca-cola+b%2526W&start=54&ndsp=18&um=1&hl=en&rlz=1T4GPMD_enUS307US308&sa=N


5ŀǾƛŘ CΦ 5Ω!ƭƭŜǎŀƴŘǊƻΣ  
Brand Warfare: 10 Rules for Building the Killer Brand, 2001PrK
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Process

Step 2: Brand Architecture 

Mapping

ÅCompare current go-to-

market architecture vs. 

consumer perceptions 

of architecture

ÅIdentify gaps, overlaps, 

inefficiencies and 

synergies 

Step 3: Architecture 

Alternative Development 

ÅDevelop architecture 

options

ÅUnderstand  

corresponding 

business, consumer, 

brand and channel 

implications for each 

option

Step 4: Alternatives 

Screening

ÅDevelop screening 

filters based on 

learnings from Step 1 

ÅFilter options to 

determine most likely 

architecture 

alternatives

ÅIdentify gaps, 

tradeoffs and key 

decision points

Is
s
u

e

ÅHow aligned are external 

and internal perceptions 

of number of brands and 

their roles?

ÅIdentify hidden ñgemsò 

that could be leveraged 

in the future.

ÅWhat are the various 

ways the portfolio 

could be configured 

going forward?  

ÅUnderstand the 

opportunities and risks 

of each approach.

ÅWhich architecture 

alternative best fits the 

short and long-term 

business and brand 

objectives?

ÅMaximize the internal 

capabilities of the 

organization.

Step 1: Strategic Business 

Analysis

ÅUnderstand strategic 

business and brand 

goals

ÅUnderstand customer 

segments and brand 

perceptual 

boundaries/limits

ÅOutline relevant 

trends and 

competitive dynamics

P
ro

c
e
s
s

ÅHow closely aligned 

are the brand and 

business strategies?

A
c
ti

o
n

a
b

il
it

y

ÅIdentify key drivers 

going forward.


