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Marketing Management at Gatorade



How Does Branding Work?

The American Marketing Association defines a brand as “a

name, term, sign, symbol, or design, or a combination of

them, intended to identify the goods or services of one

seller or group of sellers and to differentiate them from

those of competitors.” A brand is thus a product or service

whose dimensions differentiate it in some way from other

offerings designed to satisfy the same need. These

differences may be functional, rational, or tangible—related

to product performance of the brand.



The Role of Brands

A brand identifies the maker of a product and allows

consumers to assign responsibility for its performance

to that maker or distributor. Consumers may evaluate

the identical product differently depending on how it is

branded



The Scope of Branding

Branding is the process of endowing products and services

with the power of a brand. It’s all about creating differences

between products. Marketers need to teach consumers

“who” the product is—by giving it a name and other brand

elements to identify it—as well as what the product does

and why consumers should care. Branding creates mental

structures that help consumers organize their knowledge

about offerings in a way that clarifies their decision making

and, in the process, provides value to the firm



Defining Brand Equity

Brand equity is the added value endowed to products and

services with consumers. It may be reflected in the way

consumers think, feel, and act with respect to the brand as well as

in the prices, market share, and profitability it commands.

Marketers and researchers use various perspectives to study

brand equity



Customer-Based Brand Equity

Customer-based brand equity is the differential effect brand

knowledge has on consumer response to the marketing of that

brand. A brand has positive customer-based brand equity when

consumers react more favorably to a product and the way it is

marketed when the brand is identified than when it is not

identified. A brand has negative customer-based brand equity if

consumers react less favorably to marketing activity for the brand

under the same circumstances.





Brand Equity Models





















REFLEKSI 

• Informasi penting hari ini

• Manfaat penting dari informasi penting hari ini

• Tindak lanjut yang dapat saudara lakukan



Any Questions?

Thank You! 




