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Why This?

We are asking specifically that you help us:

v See our options for branding and positioning

v Share those options with leaders of product and marketing

Our Hope is...

—® To pick which one to go for as a team.

Covenant Eyes is not a single brand and hasn't been for a
few years now. &5 far back as | can remember, Covenant
Eyes has been utilizing multiple branded products for various
segments,inchuding Safe Home'Safe Haven Sunday, Clean
Hearts Onling, the 40 day challenge and of course, the
Corporate Bramd,

In 2019, we added the Colossal Man Brand, a branded
energizer capable of expanding Covenant Eyes into the
Entertainment space, Screen Accountability, and in 2020

thie Pastor Rownd Table all of which contribute value to our
customers and shape their understand of the corporate brand,

In 2021, we launched Strive which was the first produsct that

g0t it's own separate but integrated brand language to
accompany the newly minted Covenant Eyes logo and brand

created im 2019 and 2020.

in 2022 we will launch Victory and Integrity. These two new
products will agsin change the way Covenant Eyes is understood
oy owr market

We are no longer a single brand to be managed, but a portfolic
of brands that need to be brought into syrergy if we are to take

full achvantage of these new products and achieve our potential.

To do what we are here to do, we need to consider the
dimensions and objectives of Brand Portfolio Strategy and make
the chodces arcund brand architecture using them as a lers,

™
11162021

Brand Portfolio Strategy ™




Part One:

Brand Portfolio

Strategy

Six Dimensions of Brand Portfolio Strategy

The brand portfolio

= Master Brands

- Erlosses/Sul-Brands

= Branded DiMerantigiom
« Alisnice Brands

' Enrp-m'a:e Brands

« Braned Energizers

Partfolio Roles

« Srraregic Brands

« Branced Energizers
= Sihwer Bulecs

= Flariar Brards

= Cash Cow Brands

Product Defining Roles

« Descripnons
= Umnibrella Brard
= Diriver Role

— Brand Portfolio Structure

« Brand Groupings
« Brand Hierarchy Treses
« Brand NeTwonk Models

Brand Scope

« Produ Categories & Sub Categories
* Fuure Scope

Portfolio Graphics
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Part Two
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What Is

Brand
Portfolio

The development and management of a
brand portfolio strategy involves making

a decisions such as whether to;

— Add, delete, or priofitize brands or fub-brands

— Extiand & brand into ancther product category with
deseriptor of A Sub-brand, or 42 an endorser.

Strategy.

The brand portfalio strategy specifias the structure of the
brand portfolio and the scope, roles, and interrelationships
of tha partfalio of brands.

The Goals

— Llge the corporate brand on an offering, or expand it
LSe &3 an endorser.

— Deselop a brand slance.

— Define ar assaciate with & new praduct categony/sub-category,

= Create andifor dial up s branded differentistor, 8 branded featuce,
ingredient of techialagy, dervice, ar program that differentistes.

+ To create synergy, leverage, and clarity within the portfolio
* To create relevant, differentiated, and energized brands.

— Develop a branded energizer, & branded sponsarship, product
prormotion, or other entity that is Bnked to the target brand
adding azeocistions, inberest, and energy.

Brand Portfolio Strategy o4




Dimensions of

Brand
Portfolio

— The brand portfolio

+ Masrer Brands
+ Erddorsensub-Brands

Strategy.

Brand partfalio strategy can be further elaborated in terms
af six dimensions:

The developrment of a brand portfolio strategy invalves six dimensions,
The brand portfolio itself, provides the set of brands to be drawn upan
ta achieve the partfolio objectives. Product-defining rales and partfalio
roles , specify the varied set of roles that each brand could potentially
play. Brand scope reflects the product categories or subcategorias

for which each brand will be relevant (both at present and in the fubure)
and the relationships between brand contexts. The portfolio structure
formalizes the relationships between the brands. Portfolio graphics
indicate how they are to be presented by themselves and relative to
othier brands.

f Brand Portfolio Strategy

imensions o

Six D

 Branded Differentizioms
- Alliarsce Brards

» Corporate Brands

+ Branded Erergizers

Portfolio Roles

 Srrategic Brands
 Branded Energizers
+ Siver Bullets

» Flanker Brards

+ Corporate Brands

+ Carsh Cow Brands

Product Defining Roles

» MAzsrer Brands
« Erforser

» Sul-Brands

« Descripnon
 Product Brands
« Co-Brands

+ Driver Roles

Brand Scope

« Prisiuict Categories & Sub Categnries
« Fulure Scope

Portfolio Structure

» Brand Groupings
+ Brand] Hisrarchy Trees
« Brand Metwork Modek

Partfolio Graphics

Brand Architedure



Dimension One

The Brand

Current Brands,

Portfolio.

The brand portfolia includes all of the brands managed by the
arganization, including the master brands, endarsers, subbrands,
branded differentiators, co-brands, branded energizers, and
corparate brands, even if they seem dormant,

We probably have examples of all seven swimming around in
aur brand, but none have really been designated. For instance
Colossal Mon could be a brand energizer, while Screen
Accauntability could be a branded differantiator.

» Covenant Eyes

» Strive

» Victory

» Integrity

» Screen Accountability
» Clean Heart Online
» Safe Home Sunday
» Safe Haven Sunday
» Colossal Man

» Thrive

» Pastor Round Table
» Iris

|
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Vocabulary for

The Brand Portfolio.

_‘-\\

=

Master Brand

Amasier brand is the primary indicator of the offering,
e poing of reference. Visually, it will usualy take top Biling,
guch 85 GE in the brand GE .lupplianfﬂ-. GE Aviation,

Sub Brand

Asub-brand augmerts of modiles fhe scsociations of & mester

brard in & Specfic profuct-market contest (&g, Porsche inchudes
the subbrand Carrera). It roleis oo create & brand that will De
significanthy cifferant from Lhe master brand, perhaps by aong an
anribune dirmension of & personality element, and thus be appropriace
fior & PAFTICUIAr PrOEUCT OF SEEment,

Alliance Brands
Aliances nvolve D or mone Timns Thal 3sodiare thiir bramnds mge:ha'

ik CEETE SUPETicr markel offerings, of 1o engage in effecie Srategic of
tacical brand-buikding programs. Example (Mike Purn/Apphe iPod,)

Branded Energizer

Ay branded profuct, promotion, Sparsarship, Symbol, program, of cther
entity that by assodiation signilicantly enhances and energizes a targes brand

The Pillsbury Doughbay is & branded symibol that adds Tun and energy
1 Pilsbury. Coiossal Man might be our branded enengizer.

Reting diplay

Endorser Brand

An endorser brand serves 1o provide credibility and
SubEtance o the affering (8.8, Ganeral Mils endorass
Cheerios). Its role i5 1o regresent an organization and s
creinilty A SUDELANCe i based on [he STralegy, rednroes,
values, and heritage of that organization,

Branded Differentiator (Branded Feature)

A brand of subbrand that Sefines & TeETurs, ingrediert,
Service, oF progrem. The customer-Tacing offering could be
Apphe's Retina Display i 8 branded diflerenistee.

Corporate Brands

The I:II'E.i"IiZ.!'I.I'ﬂI"I Brand that can refllect a culture, sef of
valLies, Al SITALEEY 1o CLUSLOMETS And Smployess, unigue
dharaderisics thal can pr'u-.-ide |'.'l'.'|i|"t5. of diflerentiarion
and clarity to the alferirgs. It is parmiculary well suited i
e an endarser brand that creates Ml.i pﬂﬂﬁ':tlil'.'l
fiesibility. Coea Cola i a eorporate brand

Brand Portfolio Strategy OF



Dimension Two

Portfolio

Roles.

Portfolio roles reflect an internal, managerial perspective on the
brand partfalio. When managing a brand portfolio as a whale,
each brand s not a silo, nor is each brand manager an island.
Treating brands as silas “owned” by individuals or arganizational
units can lead to a misallocation of resources and a failure ta
create and exploit synergy across brands. Portfalio roles in part
serva the function of creating more aptimal allacation of
brand-building and brand management resources,

Portfolio roles reflect an internal,
managerial perspective on the

brand portfolio.

Portfolio Roles,

» Strategic Brand

* Branded Energizer
* Silver Bullet Brand
* Flanker Brand

» Cash Cow Brand

\ Brand Portfolio Strategy ©F



Vocabulary for

Portfolio Roles.

Strategic Brands.

Current Power Brand

A strategic brand is one with strategic importance to the arganization. It is a
brand that needs to succead and therefore should receive whatever resources
are neaded. The identification of strategic brands is a huge step toward
ensuring that brand-building resources are allocated to the strategically most
impartant business arenas,

The classic problem is that if future power brands and linchpin brands have no
current sales base, they get starved of resources. The ethic in a decentralized
arganization is that you earn your right to invest behind the brand—the
business unit that earns the maney should be able to imest it. Further, such
investment is not painful to the firm because the earnings can support it.
Whien there is no organizational mechanism to take a total portfolio view, the
default strategy is to let each decentralized unit set its own budget. As a rasult,
nat only are future power brands and linchpin brands inadequately funded,
but also there is overinvestmeant behind large power brands. The identification
of strategic brands provides a vehicle to allocate brand-building resources with
more wisdom and strategic perspective.

Simultaneously, Emerging and Lynchpin brands can get too much attention and
cause axisting power brands tobe neglected.

Future Power Brand

o Sty

Lynich-Pin Brand

Current Pover Bramd: These are Lange dorminant brondss thal generale signifoant
st et profins g projected & moinloin or grow B position,

o palan

~ | ®05

[Hilton]

Chobani

Future Power Brand: Thess ove profected fo generoie significant saies and geofil
A The JUTLirg, B TROUEN now It & & Senev oF ernerging Bravd,

Vocabulary for

Lyrich-Pin Brand: A finchyin Brond wil indirecty fflusnce o2 appossd 1o generats)
Sigicant safes damd market posiian i the JUILVE, sendng as the Tachgin or lesvage
ot of & o Busines ared oF of @ fUle Wil of the fiem.
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Vocabulary for

Portfolio Roles.

Branded Energizers.

Internally Owned or Managed Branded Energizer

& branded energizer is any branded praduct, pramotion, T

sponsorship, symbol, program, ar other entity that by association . ft’r

significantly enhances and energizes a target brand, ;f

The assaciation of the branded enargizer with the target brand G =
should be actively managed over an extended time paricd.

Urnlike a branded differentiator (which supports the affering by Current Power Brand: These are Langs dominont nands that gensrate significant
making it better or by augrmenting it so that it does mare), the Saies and profits ond projected 10 Maintai or grow their position,

branded energizer is an entity that can live beyond the product
and its use. It can be ownead and managed by the firm, a5 in tha

following examples: THEOPEN ﬂ

Enternally Owmned or Managed Branded Energizer

Future Power Brand: Theoe are projemed fo génenae sinifioont gakes and grofit
i1 e franare. ever) Mo aow il i 0 Srall or emerging frand

Covenant Eyes Brand Energizer (Colossal Man)

Oar Brand EI'IEI'SitEr: Caldagal Mon s nol the brond, por i e g r."Iﬂ'SiL'I'...I'ZIt"'r.’ﬂptrh'E
af being his awn broad and lens anengy to the CF Brand

Brand Portfolio Strategy 10



Vocabulary for

Portfolio Roles.

Silver Bullet Brands.

Branded enargizers and differentiators can be sorted into high,
rnedium, and kow priorities in terms af thair impact on the target
brand and the cost invohed. The mast impartant are considerad
silver bullet brands—the brands that can play a strategically
significant role to positively change or support the image of
anather brand,

The specification of a silver bullet role creates some rather
fundamental changes in how a brand should be funded and
managed. When a brand or subbrand such as IBW's ThinkPad is
idertifiad as a silver bullet, the communication strategy and
budget would logically o longer rest salely with the brand-level
business manager. The parent brand group (IBM corparate
communications, in this case) should also be imwalved, perhaps
by augmenting the silver bullat's communication budget ar
featuring its brand in corparate communications.

Silver Bullet Brands

Apple M1 Pra/Max Chips: Apgie b ifs larmol techmalagy 1o sniance fhe
cumernart perception of the Mic Boak We sovme 1o understond the fechadiogy
% (1 ffearre of e forger product angd auodare Tt wilh quaiily and perormonas
This enimarce: the Moc Book Brands imags,

11
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Vocabulary for

Portfolio Roles.

Flanker Brands.

The concept of a flanker brand is to undercut the competitar brand
where it is positioned withaut farcing the main brand to changa its
focus. A flanker brand is aften used when a campetitor cames in with
a law price pasition, intending to undarcut a price premiurm. If a brand
were to respond with price cuts to pratect its market shara, the
profitability of the brand (if not the category) would be threatened.

A flanker brand—in this casa, a price brand—would seek to neutralize
the competitor's position, preventing the latter from acoupying an
attractive niche withaut any resistance,

Crystal Pepsi (Attacking Brand)

CiIYSTHL

PEPSI
a2

Pepsi launched Crystal Pepsi to challenge the percsptions of
the Cola marker

Tab Clear (Flanker Brard)

Cioke repecsitioned Cryaral Pepsi by using Tab, & brand tar preceded Diet
Cioke: byt R am inferior taste, This repesitioned Crystal Pepsi a3 & diet
sida with infesior tasme and the produd falied. This helped Coke avoid
damaging he perceplion that colas should be colored brown.

Brand Portfolio Strategy 12



Vocabulary for

Portfolio Roles.

Cash Cow Brands,

Campbells Soup in & can.

Strategic, silver bullet, and flanker brands require investment and active
management so that they can fulfill their strategic mission. The point of [abeling

a brand as belonging to one of these categories is to create additional corporate
resolUrces, 85 the invohed brands may not be able to justify appropriate programs
basad on their current profit streams.

A cash cow brand, corvarsaly, is a brand that does not require as much
imsestment a5 other poartfolio brands. The sales may be stagnant or slowly declining,
bt there is a hard-core loyal customer base that is unlilkely to leave the brand.

Campbells Red & White label is such a brand—it is the heart of the Campbell's
equity, but the company's real vitality is alsewhera, Other cash cows could be
large brands that simply need less support because they are so established or
hold a strong market position because of patent pratection or market power.
Microsoft Office and Sony Walkman are both probably in this position.

The role of a cash cow brand is to generate margin resources that can be invested
in strategic, siver bullet, or flanker brands that will ba the bases for the future
growth and vitality of the brand portfalio.

g Gampbelli

ety

Thee leonic red and white can of Soup gets very linle branding
aention from Cambells...their vitalty Fes in other product lines,
BUL this one remaing consistently lcrathe.

Mac Book & Mac Book Pro

& MacBook Pro

Apple does far more advertising and branding snound (s line of
phones & rabiers and media serdces Than it does 1S aoual ine
of computers, bt the Mac Book has such 2n estabished and
Tyl Tolioaing that it doesnT meed 1o, The Mac Book refmaing
asource of consistent revenue Tor Apple making i & cash

corw rand.

Brand Portfolio Strategy 12



Dimension Three

Product
Defining Roles.

Whan an affering is proposed, it needs to be identified to customers by a brand or set of brands.
The brand set with product-defining roles reflects an external view of the brands from the
custormer's perspactive. Each brand will ba in ane of the fallowing roles: master brand,

The brand set with product-defining

rodes reflects an external view of the brands

from the customer’s perspective.

Product
Defining Roles,

endarser brand, subbrand, descriptor, product brand, umbrella brand, branded differentiatar,

ar brand allliance.

+ Master Brand

+ Endorser Brand

* Sub Brand

« Descriptor

+ Product Brand

* Umbrella Brand

» Branded Differentiator
+ Brand Alliance

+ Driver Role

l Brand Portfolio Strategy 14



Vocabulary for

Product Defining Roles.

@

L + :
Descriptor
Descriptars define the offering, usually in functional terrms, :
[e.g aircraft engines, appliances, light bulbs) Althowugh not
brands, descriptors play a key rale in any portfolio strategy.
Light Bulhs Ajrcraft Engines Appliances

Umbrella Brand

An urnbrella brand defines a grouping of product offerings
(Micrasoft Office Waord, Excel, PowerPoint tc.) under a
common brand (Microsoft Office). The umbrella brand,
Microsoft Office, can be a more appropriate and effective
wehicle ta gain relevance, visibility, and differentiation than
individual praduct brands, such as Waord, Excal, PowarPoint,
ar Outlaok, althaugh thesa sub-brands have become powearful
vin and of themsehes,

FedEx eBusiness Tools, can be a more appropriate and effective
wehicle ta gain relevance, visibility, and differentiation than individual
product brands, such 2= eShipping Toals, eCommerce Solutions, and
eCommerce Builder.

l

uOffice

03| 01{@2{ 2|08
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Vocabulary for

Product Defining

,

Driver Role

Roles.

A driver role reflects the degree to which a brand drives the

purchase dacision and defines the use experience, While master
brands usually have the dominant driver role, endarsers, subbrands,
of even descriptors or sacond-level subbrands (that is, subbrands to
subbrands) can also play driver roles that can vary in intensity. A driver
brand has earned some level of loyalty; customers would be less
comfortable with the product with the brand missing

1 1 .
& TOYOTA o Hﬁ".-:-mr} ‘
N LA Jarrwli
iPhane
Ty uta (i Coaampad (Db Fraek Bt
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Dimension Four

Brand Portfolio

The brand portfolio structure can be best
understood and analyzed if there is a way to
present its logic clearly and concisely.
Several approaches can be useful,

including:

Structure.

The brands in the portfolio have a relationship with each other. What is the logic of that
structure? Does it provide clarity ta the customer, rather than complexity and confusion?
Does the logic support synergy and leverage? Does it provide a sense of order, purpose,
and direction to the arganization?

Or does it suggest ad hoo decision making, leading to strategic drift and an incaherant
ajumble of brands?

Product
Defining Roles,

* Brand Groupings
+ Brand Hierarchical Trees
+ Brand Network Models

\ Brand Portfolio Strategy 17



Vocabulary for

Brand Portfolio Structure.

Marriott sbructured according bo segment & product

Brand Groupings.

A brand grouping or configuration is a logical grouping
of brands that have a meaningful characteristic in common

and make the various brands understandable to customers.

The groups provide logic to the brand portfolio and help
guide its growth owver time.

Common Grouping Categories
* Segment

* Dsign

» Quality

* Product

» Benefits

- Application

* Technology

» Distribution Channels

FATRFIELD

£
A\arrioft

Marriott — arrel] WIE S @ T i
| 1 !
Courtyard Fairfield Marriott
{Business Traveler) (Leisuire Traseler) [Lubiry™)
*Economy
Nike structures in a variety of ways
J
Mike ——— - - &
Lo DRI-FIT
NIKE WOMEN
! | L
Nike Tennis Nike Womean Mike Dri-Fit
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Vocabulary for

Brand Portfolio Structure.

Brand Hierarchy Trees v [ | R e i | Ty :_“
The logic of the brand structure can sometimes be captured |._?:_::.,| b _:-:J [‘: |-_- l 2 [_--'t
by a brand higrarchy or family tree. ' | o 1
Cogrm Coiyrin

The tree structure looks |ike an organizational chart, with both [ i
harizantal and vertical dimensions. The horizantal dimension reflects ="
the scope of the brand in terms of the subbrands or endorsad brands —r— ]
that raside under the brand umbralla. The vertical dimension captures [ = | E"‘Elm
the number of brands and sub-brands that are needed for an individual
product-market entry, reflecting a key brand portfolio dimension.
A& firrm with multiple brands will require treas for each; in effect, a forest
ay be neaded. Calgate has three toothpaste brands (Colgate, Ultra Brite,
and Viadent) and dozens of other major brands, including Mennen, Softsoap,
Palrmalive, Irish Spring, and Skin Bracer. In addition, some traes may be too
extensive to present on a single page and thus will need to be broken into majar [ l | [ 1
trunks. Since the Colgate oral care products will be difficult to display in one tree T Tepmt Topsa T | tma
structure, it may be useful to consider the toothbrush trunk separately. il | B! | bl | =

| : 1

e
=l
(K] [#] [a]
5 [«
]
|E] |=
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Vocabulary for

Brand Portfolio Structure.

Partial Mike Brand Network

Brand Network Models

Anather approach to reprasenting brand portfolio strategy is a netwark
rodel, which shows graphically the portfalio brands that influence each
master brand and the assaciated customer purchase decision,

In the figure, some major brands that affect Mike are shown. The
thickness of the link shows the impact of one brand on another;
thus, the Miketown, Mike Air, Michael Jordan, LeBron James, and
Tiger Waoods are denated as being important drivers of the Mike
brand. One advantage of such an approach is that it incledes
partfalio brands that are not product brands. Another is that it
partrays indirect relationships as well as direct ones.

Michael
Jardan
Mike fir
Lefron Hike
James Baskethall

== /

Wimce
Carter

Mike Foom
Uitralight

ik
Dri-Fit

Lokelani Fad and Fit
McMichasl MNIKEgoddess
Triathlete Sweepstakes
™ i
Hikegndess
Miketown
Nike
Miketown
RunAfing
Club
Nike Golf L
\ Wands
Taur
Apouracy
i
Bags Balls
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Dimension Five

Brand Scope.

Every brand has a scope dimension that reflects the extent to which the brand
spans product categories, subcategories, and markets. Althaugh all portfolio
brands need to manage scope, master brands have the most critical scope
judgrments ta make, Some master brands (lilke A-1 Steak Sauce) are very focusead,
aften because they are tied to a product category and expansion would dilute the
brand. Others, like 3M, GE, and Toshiba, cover a wide variety of product and market
settings. For example, the GE master brand appears in financial services, aircraft
engines, appliances, and other product settings, and within appliances serves such
diverse segments as consumers, designers, and builders. Others, like Audi, have a
wide urnbredla under a single praduct category.

Onie objective of a brand portfolio is to leverage brand assets by extending strong
brands whosa associations will travel across product categories. When feasible, this
approach can lead to more visible, stronger brands.

The brand portfolio structure can be best
understood and analyzed if there is a way to
present its logic clearly and concisely.
Several approaches can be useful,

including:

Brand Scope,

* Product Categories/
5ub Categories
* Future Scope

l Brand Portfolio Strategy 21



Vocabulary for

Brand Scope.

Product Category/Sub Category

A Praduct Category is a type of praduct or service. Product Categories
are typically created by a firm or industry organizaitan to organize
products. This can include a hierarchy of categaries that resemble a
trae structure or a flat structure such as a list of product types.

Commeon Categories

v Industry Technology or Haspitality)

* Functionality (4ccounting Software or Running Shoes)

» Customer Meeds (Summer Vs, Winter Tires)

» Customer Preferences (Healthy Ingredients/Punb Music)
 Demographics [Children's Goads o Wamen's Clathing)

+ Convenience (Fast Moving Consumer Good/ Fast Food)

+ Quality (Levels such as ecanomy versus Buisiness Class)

» Performance (City Bicycles vs. Racing Bicycles)

» Premiumisation (Craft Production, Pramium Beer vs Regular Baer)

Accourtability Software Category

o

2u|

Covenanttyes
Cowenant Eyes Accowniable 21U Truple
(Soroon Arcoureabilty]  (Intame Accourcabilry] Serganshon
wfitering oooumatilisy
wiitiering
Filter/Blecher Category
= -
"U" Custodio n
CAMOFY CovenantEyes
réet Mamny Qustodia Covenant Eyes
{Rnal Time Ingerniet Alier) (Kl fooused) Homeschood]
Fotusad
Parenital Control Category
-‘-
‘ Custodic 'H"
bark CANCPY
Bark Qustodia Canopy
|Bark Alaris) {Parenial Control {Aeal Tima Internet Filber)
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Vocabulary for

Future Brand Scope.

Apple Brand Extendioninto ipod & then Phone

Future Scope ‘
]
Brand portfalio management must consider not only the current iPod :
scope of the brand but the scope it will have gring forward. Brands s P'r'iﬂl:lﬂlnﬂh | iPhone

are best levaraged as part of a long-term plan that sets forth the
ultirmate product scope, what sequence will take them there, and
what associations are neaded to be successful,

Seeing the trends in MP3 Players, Cell Fhones, spple Extended its
ine of products with a focus on shifting emphasis to these products
over fime. Apple sees a future where people use light weight devices
that they carry with them everywhere ta do their wark and play.

They still make computers but for how long, and their vitality is
facused in the iPhone and iPad markets as weall as media services,
This is an exarmple of scoping the Apple Brand for the future. ipﬂﬂ Pm
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Dimension Six

Portfolio

The brand portfolio structure can be best

understood and analyzed if there is o way to
present its logic clearly and concisely.

Several approaches can be useful,
including:

Brand Scope,

Graphics.

Portfalio graphics are the pattern of brand visual repressntations acrass brands

and across brand contexts. Oftan the most visible and central brand graphic is the
lagn, which represants the brand in nearly all roles and contests, The primarny lago
dirmensions, color, layout, and typeface, however, can be varied to make a staterment
abaut the brand, its context, and its relationship to other brands. In addition ta logas,
portfolio graphics are also defined by suchviswal representations a5 packaging,
symbols, product design, the layaut of print advertisements, taglines, or even the
laok and feel of haw the brand is presentad. Ary of these can send signals

about relationships within the brand partfolio.

* Logos
* Brand Presentation
Elements

l Brand Portfolio Strategy 24



Vocabulary for

Portfolio Grap

Logos

hics.

Logos are the most consistently and intuitively visible of the brand elements.
Lopos communicate through combinations of shape, calor, space, type &
symbalism the meanings, goals and philosophies of the comparny. Some
logas are very literal while others are very symbaolic. Logos communicate
with literal images and with abstract visual semantics.

Within different brand architectures, logos can have high degrees of
similarity across brands or be vastly different and unique to the product,
working independently of the parent brand.

There are four main Brand Architecture Models and each treats the logo
differently across the brands.

s The Branded House

» The Endorsed Brands
« Sulp Brands

* House of Brand

—s Sub Brands

= Branded Houss

——a House of Brands

e DR

.ma?:mﬂ.

B

Brmrd Fan-Ooree

i wwaTcH @€Mews ®0ne

#€1v+ sMusic EMews

FedEx. FedEx. Fed -

e

Q -

EUS G sy (fEl

msinan T el
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Vocabulary for

Portfolio Graphics.

Brand Presentation Elements

Portfolio graphics are also defined by such visual representations as
packaging symbaols, product design, the layout of print advertisemeants,
taglines, or even the ook and feel of how the brand is presented.

Any af these can send signalks about relationships within the

brand portfolio. When chosen well, these assets can wark together

to tell and reinforce a stony that the customer intuitively understands.

Brand Presentation Elements include:
B Lﬁgﬂ

* Typeface Combinaitons

 Color Palettes

* Imagery Styles

s lepns

+ Shape Falettes & Motifs

* Packaging

: Tag Lines

s Waordmarks etc.

Typography Pairing
Cipen Sans ((E Sans Serif)

Aa Bb Cc Dd Ee Ff Gg Hh li Jj Kk LI Mm Nn
Oo Pp Qg Rr Ss Tt Uu Vv Ww X Yy Zz

M Plex Seril (CE Serl)

AaBbCcDdEeFIGgHh 1 J Kk L1 Mm Nn
Oo Pp Qq Rr Ss Tt Uu Vv Ww XX Yy Zz

CE Core Color Palette

Imagery Standards (Fhoto lllustration/loon)

HE Commendal Images

Shape Paletbes & Motifs

L\'\'ﬁ.'l--.

® CovenantEyes
s

Brand Portfolio Strategy 26



Brand Portfolio ...
Objectives. P

The goals of the portfolio are qualitatively different from the goals of indhidual « Lever Brand Asset
brand identities and positions. Creating an effactive and powerful brand is still a Ve EEE AS €is

prime goal, but athers are also key to achieving brand leadership. The objectives
af the brand portfolio are to foster synergy, leverage brand assets, create and . .
maintain market rebevance, build and support differentiated and energized * Create aﬂd Maintain

brands, and achieve clarity.
ey Market Relevance

» Foster Portfolio Synergy

-

» Build and Support
Differentiated &
Energized Brands

» Achieve Clarity
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Objective One

Foster Porfolio Synergy.

A Well Conceived Brand Portfolio Should Result in Several
Sources of Synergies.

» The use of brands in different contexts should enhance the visibility
af the brands, create and reinforce associations, and lead to cost efficiencies.

» The brand portfolio should aveid negative synergies. Differences between brand
identities in different contexts and roles have the potential to create confusion and

diffuse the brand image.

Portfolio synergy imalves allacating resources over the portfolio to suppart the
overall business strategy. Funding each brand merely according to its profit
contribution starves high-patential brands with modest currant sales, as well as
thase with important rales in supporting the portfalio. The identification of brands
with portfolio rales to play is a key first step in making optimal allocation decisions.
In particular, the brand driving a potentially large emerging business needs to be
given axtra resources, even though the justification based on shart-term results
miay be difficult.

Portfolio synergy involves
allocating resources over the
porfolio tosupport the overall
business strategy.

Brand Portfolio
Objective,

* Foster Portfolio Synergy

» Leverage Brand Assets

+ Create and Maintain
Market Relevance

» Build and Support
Differentiated &
Energized Brands

» Achieve Clarity
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Objective Two

Leverage Brand Assets

Leueraglng Brands Means:

» Creating strong brand platforms and then making them work harder.
» Increasing their impact in their core market.

» Extending them into new product-markets as endorsers or master brands.

another dimension of leverage is a vertical extension—moning a brand upscale,
ar inta a value market. The brand portfolio management system should provide
a structure and process to create brand extension opportunities, assess their
risks, and adjust the portfalio accordingly. A portfolio perspective will help
identify and assess risks of extending the brand, particulary when thereis a
vartical extension imalved.

& brand portfalio strategy should also have its eya on the futura and develop

brand platforms that will support strategic advances into new product-markets.
That might mean creating a master brand with significant future extension potential
even if doing so may not be easy to justify with the business of today.

Underleveraged brands
are unused assets.

Brand Portfolio
Objective,

» Foster Portfolio Synergy

* Leverage Brand Assets ‘

+ Create and Maintain
Market Relevance

» Build and Support
Differentiated &
Energized Brands

» Achieve Clarity
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Objective Three

Create and Maintain

Market Relevance.

Relevance for a brand for a customer occurs when two
conditions are met:

* There is a perceived need or desire by a customer for a product category or
subcategory defined by some combination of attributes, an application, a user
group, or other distinguishing characteristic.

* The brand is among the set considered by that customer to be relevant for the
product category or subcategory.

It i5 assumed too often that the anly brand challenge is to win among the brands
within a product categary or subcategory. There are two additional relevance
challenges. One is to make sure that the product categary or subcatagory assaciated
with the brand becomes or remains relevant. The problem may not be that the
custamer picks the wrong brand, but rather that the wrong product category or
subcategory (and brand set) is picked. This implies a need, espadally amang current
or potential market leaders, to manage perceptions of and demand for the product
category or subcategory as well as that of a brand.

if the brand is not dialed up for those
evaluating a product category or
subcategory, it will not have a chance
to be selected.

Brand Portfolio
Objective,

» Foster Portfolio Synergy
» Leverage Brand Assets

* Create and Maintain
Market Relevance

» Build and Support
Differentiated &
Energized Brands

» Achieve Clarity
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Stage One
Brand Relevance
© o———
Identify Praoblem Salect
or Dpportunity Product Category
(Prodblenm) o 5ub Category
- —_—
Want to stop Accountability
comgulshie pom SoftwaraFiters
usage Parertal Condrols

The Brand-Customer Interaction

Key Questions

Stage Two

Brand Preference

& Q L5
Select Brands Select Brand Uzage
to Consider From Experience
(Covenant Epas) Consideration
Ever Acoountable Group
A2 Tugpde (Covenarnt Eyes)
CustodiofBark

wWhat is the
Customees Motivation

it Using Forn?
Fresaent Access to Porm?
Monior Chilcnend

Perception of
Product Category
or Sulb Category

Accountability Softwane?
irnrmiot Fiter?

Parorial Conbrol?

Brands Relevant o
Selected Category

CEAZLITrupk
{Accountabiing Softwars]

CaropywBark
iinternes Flinr

Barkustcdo
Farental Controf)

Differentiaved
Attributes

CE (Scresn Accountabilig
AL [Broveser Basod with
Lioks of Conbgst]
Trapln (Sereanshaot Aoch
PomaGamnling or.

satisfies or
excesds expectations

?
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Objective Four

Build and Support
Differentiated & Energized Brands.

It would be self-defeating not to have strong brands as a brand
portfolio architecture goal. Creating strang brand afferings that
resonate with customers, have a point of differentiation, and

comvey enargy is the bottom line. A well-concaived brand

portfolio strategy can contribute in sevaral ways. It can make

sure that each brand is assigned a role in which it can succead,

and it can foous resources to create mone muscle behind the

miast pramising brands. Branded differentiators can be developad
and actively managed aver time. Brand energizers can be employed
ta add energy and create or change associations.

it would be self-defeating not to have
strong brands as a brand portfolio
architecture goal.

Brand Portfolio
Objective,

» Foster Portfolio Synergy
» Leverage Brand Assets

+ Create and Maintain
Market Relevance

+ Build and Support
Differentiated &
Energized Brands

» Achieve Clarity
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Objective Five

Achieve Clarity of Product Offerings

& partfalio goal shauld be to reduce confusion and achieve clarity among product
afferings, nat only for customers but for employees and partners [such as retailers,
acvartising agencies, in-stare display firms, and PR firms). Employess and partners
shauld know the roles that each brand plays and be motivated ta help the brands
achieyve their objectives. Customers should not be frustrated or annoyed by an
overly complicated brand portfalio stratagy.

Clarity Problems:

» Multiple segments

+ New product opportunities

» Varied competitor types

* Internal Disagreement

+ Powerful and disparate channels

* Reduced differentiation everywhere
» Cluttered communication avenues

Portfolio synergy involves
allocating resources over the
porfolio tosupport the overall
business strategy.

Brand Portfolio
Objective,

» Foster Portfolio Synergy

» Leverage Brand Assets ‘

+ Create and Maintain
Market Relevance

» Build and Support
Differentiated &
Energized Brands

* Achieve Clarity
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Brand
Architecture.

There are four major
brand architecture Categories
and nine sub-categories

BRAND
ARCHITECTURE

—— BRANDED HOUSE
* Same |dentity
« Different Identity

———SUBBRANDS

* Master Brand As Driver
« Co-Drivers

——ENDORSED BRANDS
+ Strong Endorsement
* Linked Names
* Token Endorsement

—— HOUSE OF BRANDS

* Shadow Endorser
* Mot Connected

Brand Portfolio Strategy 4



The

Brand Relationship Spectrum

Brand Relationship

Spectrum
s s
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The

Brand Relationship Spectrum

Brand Relationship

Spectrum
1
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Varant 1 Sarme ldentity

@ &8 ... & ... &Bccraon
ﬁ @ —_— ﬂ Ereny %meplml

Vaniarit 2 Different Idertity

Option 1

Branded
House.

— Branded House

~ Variant 1 - Same Identity
Advantages
Disadvanagas

—~ Variant 2 - Different Identity
Advantages
Dizadvantages

— Recommendations

A Mew Offering Marketed Under An Existing Master Brand.

T T 1 ! ! t 1 1 1

Cornacted 1= Famnt Brand Sapamied From Parere Brand
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Category One:

Branded House.

In a branded house strategy, a master brand mowves from being a primary driver
to a dominant driver role. Any descriptor (Virgin Airlines*) usad has a very modest
ar nonesistent driver role.

The branded house option leverages an established brand and minimizes tha
required investment on each new offering. It also, of course, puts a lat of eggs in one
bashket and limits the firm's ability to targat specific groups.

There are two sub-categories of the Branded House model.

= Variant One: Same kdantity

= Variant Twa: Different Identity

T T ! t ! ! ! ! !

Comacmd o Farant Bond Brand Rlatianihip Spsotnem Sapwra el Froem Farent B nd

— Key Vocabulary

Master Brand:

& raster brand 5 the primany indicator of the alfering,

Lhe poinl of reference. Visualy, & wil usdaly Tae 1op bilng,
suh &5 GE in the brand GE Appliances, GE Awvarion.

Diriver Role:

A driver nole rellans the degres o which a brand drives the
purdhase decsion and defines the use esperience. For the

Teowola Camiy, Toyola plays & prirnary driver rabe while Fard
shares The deiver role or even Suverts o MusLang.

Descriptor

Diescristors describe the olfering ususly in funcrional terms
(&g, sircralt ergines, spplances, Hght bulbs),

(GE Afreraft Engines,
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Branded House: Varignt One

— Advantages:

—* Leverages an estabished brand and minimizes the required
irvestment on each rew oflering,

Same Identity.

The Primary advantage of the branded house is that it leverages and builds large
amaunts of equity in a single brand and all products point back toward that brand.
zoad praducts build equity in the single brand. However, when a product falters ar
gets bad press the whole brand suffers. One example of this accurred in the eary
1598(rs whan someona tainted several bottlas of Tylenal with paison. The Tylenal
brand suffered across brands

Branded holses use desciptors to diversify thair offerings. Kraft sells cheese, salad
dressing and instant mac-in-cheese under the same brand identity. These descriptors
are functional but some of thesa brands begin to take on equity. There are few pure
branded houses left.

Most are hybrids now.

T t ! t ! ! ! ! !

Comacmd o Farant Bond Brand Rlatianihip Spsotnem Sapwra el Froem Farent B nd

s Enhances darily, syrergy, and leverage, three of the goals of
brand architecture,

——a Enhances Oarky - Because there is & single brand to build
SOy i, Tare: af L Brand Can grond 0 UnGErsLand [he valses
of the brand and Iove the Brand Soross dversified produs,

——= Enhances Syrengy - Synengy IS wihen [ DIanis work [ogetisr
fior thie gocd of sach olher, GO Profucts Srass e brand
bl gty in the brand snd in each other,

——= Enhances Leverage - The branded howse Hormoss esiabiished
equity from the master brand to Duikd eguity in mew producs.
Prwweriul brands can quickly spin up mew Brands with linde o
M0 VBSTTEn,

———s & Single Drand execured wel over Time £ easier 1o underscand
and recall than & dogen brands uner a different model,

——s Disadvantages:

—— When one produc Tals, the whole brand is damaged.

Brand Portfolio Strategy 39




Branded House: Variant Two

Different Identity.

The second variant of the branded house is the different identity model. Sometimes a master
brand decides to extend its [ine of products into a category or sub-category that it is not intuitively
affiliated with. GE is kniown for making things that generate or channel energy from their light
bulbs to their appliances totheir aircraft and marine engines. These are logical line extensions that
make sense for GE. But GE saw an oppartunity to leverage its extensive financial assets into a
financial division. Because GE was not established in the finance industry, it had to build a brand in
that sectar that captured a different kind of equity for a different set of services. It was successful,

The desciptor for the different identity brand must be capable of capturing equity and
distinguishing itself from its parent and sister brands in the parent brands comventional category.

1 T ! t ! ! ! ! !

— Advantages:

——a Most of The same advaniages 22 the single identy brand
bt slightly diluted, becausa i usually socompanies & line
Exzengion wihich will rmgac the Brand postioning in the
CLEIGMErs mind.

e 10w The v 00 Eschemd ing0 CHlEEONES i BN 8
natural it for.

——a Leverages brand equity of the master brand (o enter 8 new
CALEZOY OF SUD-CEIBgON.

— Disadvantages:

——a CHUes the parent brand, a0 least in the Short-Lerm.

——s Reduces Carily and Synergy depending on the degres of
difference between the parent brands focus and the
eatEnsion's foous,

o Seemns unprediciable. Typically the descriptor i
funcional rather Lhar unigue enough 1o CApIure sguity.
Thie abiliny of The gescriplor o Cagiure quily musT be
carefuily managed or e ling extension will Tal and
damage the whole Brand,

Comacmd o Farant Bond Brand Rlatianihip Spsotnem Sapwra el Froem Farent B nd
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Branded House: Same identity

aﬁ Covenanttyes

Covenantbyes

Branded House: DFerent kenlicy

It T SATme ideniy Mo, every Bape
ol The service is Covenant Eyes

Branded House: Different identity.
n CovenantEyes educaion

ﬁ CovenantEyes acourrabiit

ﬁ CovenantEyes 21 Dey Detm

CovenantEyes CovenantEyes
Edusatian Accpureabiliey

Branded House: DFferent khenliry

I the Different kdenity Moded, 8 Tumction
afienled descriphor is added 1o the brand
riame 1o indicate the dhvision of the

COFM@Erty i Pepresants.

n

Covenanttyes
21 Dy Dt

m
Lormdid e Saaves kbiriiny Ibexdel, OF ma i Cofline s &8 B VDO (48N Sl 284
Samerane brand

Indzp Forrs, ibe-oode mer v gorens
ine Crrarar Fye dps.
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-l . o e

Vanarit 1 Master Dnweer

Evraind St Brands
dawatcH #News ®0ne
‘ #tv+ ®Music ENews
Varart 2 Co-Drivers
Option 1

Sub
Brands.

— Branded House

— Variant 1 - Master Driver
Advantages
Disadvanagas

— Variant 2 - Co-Driver
Advantages
Dizadvantages

— Recommendations

A brand within a brand that opens doors to new markets.

1 ! T T ! t 1 1 1

Cornacted 1= Famnt Brand Sapamied From Parere Brand
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Category Two:

Sub-Brands.

— Key Vocabulary

Subbrands are brands that modify the associations of a master ar pararnt
brand, which remains the primary frame of reference for the custarmer.

The sub-brands can add

+ associations (Sony Walkman)

+ & brand personality (Calloway Big Bertha)
+ a product category (Ocean Spray Craisins)
+ gnargy (Mike Force)

Sub-Brand have two primary sub-categories

+ Master Brand as Driver

+ Master Brand and Sub-Brand as Co-Drivers

1 ! 1 T 1 1 1 1 1

Conrated 2 Farrns Brand Brard Balatinmh ip Spectiim Sapamtad From Posrs Brand

Master Brand:

& raster brand 5 the primany indicator of the alfering,

Lhe poin of reference. Visualy, & wil usdaly T 1op bilng,
suh &5 GE in the brand GE Appliances, GE Awvarion.

Diriver Role:

A driver nole rellans the degres o which a brand drives the
purdhase decsion and defines the use esperience. For the

Teowola Camiy, Toyola plays & prirnary driver rabe while Fard
shares The deiver role or even Suverts o MusLang.

Descriptor

Diescristors describe the olfering ususly in funcrional terms
(&g, sircralt ergines, spplances, Hght bulbs),

(GE Afreraft Engines,

Co-Driver Role:

The Co-Dirfeer rode ooours when & sub-bramnd has aoguined
56 mch equity That i exsts independently or 22 least as
large inthe customer’s mind 2s the master Brand,

g, MustangiPrarear Jardan
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Sub-Brand: Variant One

— Advantages:

——a Leverages an established Brand and mirimizes 1he reguined
investrsang of e resy Offering,

Master Driver.

In the master driver variant of the Sub-Brand category the Master Brand plays a
dominant rale in the customer's selection of the brand. The subbrand is mora
than a descriptar, but it has a minarity rale in defining the purchase decision and
e expariences.

For exarmple, Toyota is known for building cars that run well and last many years
with minimal mairtenance. The Camry Borrows fram that brand understand and
dominates the new car category for paople who are looking for a safe reliable low
maintenance sedan. Without the Toyota as a master brand driver, the camry
wiould have to compete for the austormears's attention much mare.

Conrated 2 Farrns Brand Brard Balatinmh ip Spectiim Sapamtad From Posrs Brand

Al s Tie MASTEF Drand 10 enter produsds inmoe a variely of
catepneies and sub-catepories 1o appesl o dsrinct niches
it miarker.

—— Allows & mester brand with 1oo broad of 8n appeal 1o socess
niche Segments.

——e Signal that the new offering & novel and newswon iy

— Disadvantages:

—= Diminishes master brand Toous 1o vaning degrees based
G MEMEEEEnT B var ey,

——s Requires more brand building resources including graphics
SEparate spaces and atvertising,

——= Agd comphexy Nt the overall brand srategy
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Sub-Brand: Variant Two

Co-Driver.

— Advantages:

——a Leverages an established Brand and mirimizes 1he reguined
investrsang of e resy Offering,

When batih the master brand and the subbrand have major driver roles, they can

be termed co-drivers. The master brand is performing mare than an endarser rale.
For instance, customers ara buying and using bath Gillette and Sensor; one does

mot markedly dominate the other. Usually for this to be the case, the master brand
already has some real credibility in the product class. Gilletts, with its innovation aver
tihe years, has became a brand that enjoys loyalty in the razor category. Sensor is a
particularly innovative razor, and it too merits and recaives layalty.

1 ! 1 T 1 1 1 1 1

Conrated 2 Farrns Brand Brard Balatinmh ip Spectiim Sapamtad From Posrs Brand

Al s Tie MASTEF Drand 10 enter produsds inmoe a variely of
catepneies and sub-catepories 1o appesl o dsrinct niches
it miarker.

—— Allows & mester brand with 1oo broad of 8n appeal 1o socess
niche Segments.

——e Signal that the new offering & novel and newswon iy

——a ANDids ﬂ'l"l'l'l"li‘ﬂ"lll'g the master brand whike Ei"l'lJlllﬂl'm.l'SFj'
Esoesting credililty in the Sub-Brand.

— Disadvantages:

——= Diminishes master brand Toous 1o vanying degrees based
G MEMEEEEnT B var ey,

——s Requires more brand building resources including graphics
SEparate spaces and atvertising,

——= Agd comphexy Nt the overall brand srategy
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Branded House: Same identity
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!

VICTORY

Sub-Brand: Master Brand Driven
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Branded House: Different identity.

VICTORY

%ﬁs CovenantEyes

Sub-Brand: Co-Brand Driven

I thee Co-Dirbeess Brard Mode,
Viduory vee be launched and i's
experience and innovation woulkd
Alere the Wictony Brand 1o grow
LG 1% i BgUlly CelebiraTan
prand alcrirg I 1o hedd egual
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It wowld be supported with s
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CHICKEN
MENUGETS

— Branded House

Variant 1 5trong Endorser Variant 2 Linked Mame

~ Variant 1 - Strong Endorser
Advantages
Disadvanagas

— Variant 2 - Linked Name

Advantages
Dizadvantages
Variant 3 Token Endorser
Option 3 — Variant 3 - Token Endorser
Advantages

Endorsed e
Brands.

the endorser brand represents an organization providing
assurance that the endorsed brand will live up to its claims.

1 ! 1 ! t !

Correted i Farrt Braned Sapawimd From Farrk Brared
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Category Three:

Endorsed
Brands.

= Key Vocabulary

The endarser brand represents an organization providing assurance
that the endorsed brand will live up to its claims. An endorsed brand
[Lotus) is not independent of the endarser (IBM), but it has enough
freedom to develop product associations and a brand personality
that are differant from that of the endarsear,

Mlthaugh the primary rale of the endorser wsually is to provide
credibility, a strong brand can impact the endorsed brand image and
even play a modest driver role.

aking the endorser strategy work imalves understanding the role of
tihe organizational brand (Covenant Eyes, should CE quit being

synomymous with the product)
1 ! 1 1 1 I ] 1 1
Conrated 2 Farrns Brand Brard Balatinmh ip Spectiim Sapamtad From Posrs Brand

+ paster Brand;

& master brand is the primany indicater of the olfering,

the peirn of reference. Viswsly, iwil ususly ke top billng
such &5 GE in the brand GE Appliances, GE Asiarion.

Driver Role:
A driver nolie reflecs the degree i which a brand drives (he
purchase dedsion and deflines the use experience. For the

Tt Camiy, Toyola plays & primany driver roke while Ford
ahares The deiver fole or even Seivers 1o Mustang.

=+ [Descriptor

Descrigiors descrites the alering, usualy in funcrional terms
.2, aircralt engines, appliznces, Tght bulbal
GE Alreraft Engires,

Co-Driver Role:

The Co-Driver role ocours when & sub-brand has scguired
56 misch equty That & exists independently or 21 least as
large in the customer's ming a3 the master Brand,

2, MustangiPTanesr Jardar

Organizational Brand

Brands 1hal represent onganizarions rathes than
produE. Or ganizationsl Associations are such &5
inmovation, lestership Brd [rust are particulary
réhsvant in erdorser contexs.
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Sub-Brand: Variant One

Strong
Endorser.

In the master driver variant of the Sub-Brand category the Master Brand plays a
dominant rale in the custormers salection of the brand. The subbrand is more
than a descriptor, but it has a minarity rale in defining the purchase decision and

LSS ExpEriences,

For examgle, Toyota is known for building cars that run well and [ast many years
with minimal maintenance. The Camry barrows fram that brand understand and
dominates the new car category for paople who are loaking for a safe raliable low
maintenance sedan. Without thea Toyota as a master brand driver, the carmry
would have to compete for the customears's attention much more.

1 ! 1 1 1 1 1 1 1

Conrated 2 Farrns Brand Brard Balatinmh ip Spectiim Sapamtad From Posrs Brand

Advantages:

Leverages an euahlahed brand and diminishes tha
recred irmestment of the M aiierng.

G The P Erociect BR injiscion of credibility bis
'rrpr:ﬁ.&..‘u’ylh:le elie in the Tonm or restricions.

Allerws the produc to funotion with mare indepentance
Tram the parant brand including graphics presentation
Ared growth Mo iUs own identity over time

Disadvantages:

Pedpbe rust the ney Brand to imbue The Same walees
Lhat thiey bove he endorses Brand Tor, wihen this dossnT
happen the endorser oks in-Sulhentic oF Noormelenl.

Diminighes master brand Toous 1o vanying degrees hased
O MARagement and variaty,

Acks addiional complexity inves branding strategy and
brand management,

Reguires more brand building resources including
graphics separate spaces and atvertising,
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Sub-Brand: Variant Two

Linked
Name.

Another endorsement variant is a linked brand name, where an endorsar i linked
to brands through a name with common elements. This creates a family of brands
with an implicit or implied endorser, This option allows a way to have multiple
distinet brands, each with its cwn personality and associations but also a subtle link
to a master or umbrella brand,

A linked narme provides the benefits of a separate name without having to establish
asacond name from scratch and link it to anather brand.

1 ! 1 1 1 I 1 1 1

Conrated 2 Farrns Brand Brard Balatinmh ip Spectiim Sapamtad From Posrs Brand

Advantages:

Allorws for disting. brands with implied endoraments
Allorws Tor disting brands with disting personalities
ard assocarions and & subtle link 1o the rmasier Drand.

hiinimizes the [ of establishing & new brand name.

Disadvantages:

Dirinisfes master brand THoUS 1o varying degress hased
1 MAMSERENT A Varisty.

Requires more brand building resources including graphics
Senarale spaces and advenising

Acks addiional complexity inves branding strategy and
brand management,

Cowvenant Eyes doesnt lend itsell 1o an appealing
lirked name system _ bt maybe soemething in the
vision retaphor could ke sight. Could be pergehed
& cheesy of Lacky.
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Sub-Brand: Variant Three

Token
Endorser.

— Advantages:

—a (EEg The endorsed Drand even mofe distance nom
e andorser brardl. This oould be mmagmm Ty
Eseit Enatels fresn & fisiiliny perspecive,

—= Allcras Tor disting brands with distineg personalities

M varfant of the endorser strategy is a token endorser (usually 8 master brand
irsaived in several product-market contexts) in which the endorsement is
substantially less prominent. The token endorser can be indicated by a logo, a
statement such ar by another device. In any case, the taken endarser will nat
have center stage; the endorsed brand will be featured.

M token endorser can be especially helpful to brands that ane new or nat yet
established. The token andorsement will have more impact if the endorser;

+ b5 well knonam already + Has a visual metaphor symbal
+ Is consistently prasented + Appears on a family of products
+ i% in the same location in the

1 ! 1 1 1 1 ] 1 1
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ard assocdarions and & subtle link Lo the rmasier Drand.

—= Disadvantages:

s Diifminishes master brand 1o0us 1o varying degrees basad
1 MAMSERENT A Varisty.

|« Requires more brand bulding resources inchuding graphics
Separale spaces and atvertising

——a A additional complesity into branding suategy and
brand management,

—» Requires more brand building resources including
graphics separate spaces and atvertising,
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Endorsed Brand: Strong Endorser

[y

Branded House: Token Endorser,

Endorsed Brand: Sirong Erdorser

A srong endorser ity has mone of &
meaningiul driver role han does & poken
endorser oF linked name relationship.
Therefiore, it has credibillty inthe
procisct-markel Cortex and assoaions

hat e The endorser brand will iake reduced
risli [0 STl e presenied in regular intenals

and in presdmity 1o the endorsed brand
CONPOFENE ICeriity Asser,

VICTORY

-

Endorsed Brand: Token Endorser

I e Tisken Endorser Model, the

e CE brand is minimized and
prcwiifmily Lo Ehe Viciory brand

B minimized, CF Branding

will| S| D pressenl DU AOL Oi0LS.

It il st 85 & Sl logn, & SLATEenT

i e EesE or even plain Dype in the fooles.
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Endorsed Brand: Strong Endorser

) 0 g

OVERSIGHT

O

FORESIGHT

@)y

HINDSIGHT
&

Enfioraesd Brand: Linkesd Mame

The linked name distributes & brand
refated prefic or sulfx or commaon
word across Al the brands tying them
regethier in the rrarkers ming. Eadh
biraned can have very different visual,
&l wertial and philosophical
COMPONEnTs and still be recogrized
25 Deing par of the same master
irarad portioio.

Lirsler this rredel, vicvory ard integrity
may mot be vighle names. Irsiesd, we'ld
hrve Lo pill sormething from the
Covenant E:p'E'S Mol OF S00Me
reference 10 he words [hemashes
Chat ilurinEtes 5 overarching
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L G abea (RS

Variant 1 Shadow Endorser

@ @ B

Variant 2 Mot Connected

Option 4

House of
Brands.

— Branded House

—~ Variant 1 - Shadow Endorser
Advantages
Disadvanagas

— Variant 2 - Not Connected
Advantages
Dizadvantages

the endorser brand represents an organization providing
assurance that the endorsed brand will live up to its claims.

1 ! 1 ! 1 ! 1 - T

Correted i Farrt Braned Sapawimd From Farrk Brared
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Category Four:

House of
Brands.

= Key Vocabulary

The house of brands strategy invohes an independeant sat of stand-alone
brands each focusing an maximizing the impact on a market. House of
brands pursue segments of segments inorder to capture as much of
mass market as possible. For example, the detergent market has multiple
competing brandsfor different kinds of consumers wha identify with
different neads and qualities of the detergent. The new parent market
warnts detergent that is safe for their babies skin, while the boy-marm marlet
wants something that will get out tough stains, ete.

Hawving a house of brands portfalio allows the Master/Parent brand to axplora
avariety or markets without wornydng about brand perception across its other
hioldings being damaged. it also allows the parent comparty to enter multiple
offerings into the category and sub-categorie acquiring market share by
cormpeting with itself

1 ! 1 1 1 1 1

[

I

Conra ted o Fu e Brand B B latindl ip Spactiuim

Sapamtad From Posrs Brand

+ paster Brand;

& master brand is the primany indicater of the olfering,

the peirn of reference. Viswsly, iwil ususly ke top billng
such &5 GE in the brand GE Appliances, GE Asiarion.

Driver Role:
A driver nolie reflecs the degree i which a brand drives (he
purchase dedsion and deflines the use experience. For the

Tt Camiy, Toyola plays & primany driver roke while Ford
ahares The deiver fole or even Seivers 1o Mustang.

=+ [Descriptor

Descrigiors descrites the alering, usualy in funcrional terms
.2, aircralt engines, appliznces, Tght bulbal
GE Alreraft Engires,

Co-Driver Role:

The Co-Driver role ocours when & sub-brand has scguired
56 misch equty That & exists independently or 21 least as
large in the customer's ming a3 the master Brand,

2, MustangiPTanesr Jardar

Organizational Brand

Brands 1hal represent onganizarions rathes than
produE. Or ganizationsl Associations are such &5
inmovation, lestership Brd [rust are particulary
réhsvant in erdorser contexs.
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House of Brands: Variant One

Shadow
Endorser.

& shadow endorser is not connected visibly to the endorsed brand, but many
consurners know about the link. It represents a subcategony in the house aof
brands strategy that provides some of the advantages af having a known
organization backing the brand, while minimizing any association contamination.

Thie fact that the brands are not visibly linked makes a statement about each
brand, even when the link is discovered. it communicates the organization's
realization that the shadow-endorsed brand represents a totally different
product and market segment. This benefits the brands and the audience
whio can maintain their identities, affiliations and aspirations more cleanly if
tiners is negative equity between them and parent compary.

1 ! 1 1 1 1 1 I 1
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Advantages:

MEnirmizes comnecion and |iED||'[‘:,I [T ] parent brand
Bred & aub brars redudng labiity.

All o, Thés IMBSTET Brand 10 QUISTH BNTEr PIofuc CAlegorias
rt ragitionally sssocated with the master brand,

Allerws The master brand 10 market 1o mico-segmens through
niche product offerings that slow the user 1o enjoy sel-eqpressie
pemelits. @ne allows the brand 1o be sell-sxpreasie.

Allerel the paFEnt compary to ermer multiphe prodics into the same
CHIERORY 10 INcrease markel share through selfl-competiion

Disadvantages:

Diminighes master brand Toous significarmly,
Reguires more brand building resources including graphics
Jeparae spaces and advenising.

Adkis espanantial complexity inmo brarding sirategy and
brand management 25 offerings incresss,

Saorifices the eoondmies of soake that oo with
leveraging & beand across mulliphe businesses

InTernal Brands Tend [0 Slopoory managed brands tend
Lo Fagnate and seding.
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House of Brands: Variant Two — Advantages:

N 0 ' —a Minimizes connection and liabiity Delwesn 5 parent brand

Bred & aub brars redudng labiity.

8 Allerwd e MASTET Drard 1o qUISTl BNer product calegones

Connected. e ——

= Allorws thee master Drand 1o makel [0 micno-Segments through
niche product offerings that slow the user 1o enjoy sel-eqpressie
pemelits. @ne allows the brand 1o be sell-sxpreasie.

The house of brands strategy invobses an independent sat of stand-alone

brands each facusing an maximizing the impact on a market. Procter & Gamble
operates mone than eighty major brands, few of which have any link to P&G or

to each ather. In daing so, PRG sacrifices the aconomies of scale that come with
leveraging a brand across mulftiple businesses; each brand needs its own
brand-building investment. Those brands that cannot suppart inestrment
themsebes (especially the third or fourth P&G entry in a categony) risk stagnation
and decline. PEG also sacrificas brand leverage in that its brands tend to have a
narrow range and potentially could be used maore broadby.

——s Allcw the paFEnt compary 1o ermer multiphe producs into the same
CHIERORY 10 INcrease markel share through selfl-competiion

—e Disadvantages:

—a Dirminishes masrer brand Toous significanty.

The house of brands strategy, however, allows firms to position brands clearly on —= Requires more brand bullding resources including graphics

i
functional benefits and to dominate niche segments. Mo compromises have ta be it ool
made in pasitioning to accommadate the brand's use in other praduct-market s Arl eaponential complexity inmo branding sratesy snd
contexts, The brand connects directly to the niche customer with a targeted brand management 85 offerings increass.
and clear valua propositions, G
——a Saorifices the ecomdmies of scake Thal oo with
lesveraging & beand Bcross ruliphe buginesses g
L& Irernal Brands tend to silafpoody managed Drands end o
Lo &agnae and dedine. E
& Theé sooune Turklional facus al the brand sacriices H‘."u&fﬁg! E
BOFOES aUier COMbexTs s Segmenis. 'E
1 1 1 1 1 1 1 1 ] &
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House of Brands: Shadow Endorser

n—mﬂrml yes5
-

‘ ,‘ VICTORY ?"’

STRIVE
\_;) INTEGEITY

Colabrate @
ﬁ Veritas
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The CE Brand & imisiple in this siluaion
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Choosing the Right
Portfolio Architecture.

Question One
« Will the existing brand enhance the offering?

Question Two
* Will the offering enhance the brands that define the offering?

Question Three
* |s there a compelling reason to generate a new brand?
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Quick Reference

5 Objectives of
Brand Portfolio Strategy

1. Foster Portfolio Synergy:

* Using the brands in different contexts enhances the visibility of the brands

* Using the brands creates and reinforces assoclations

« Using the brands correctly should lead to cost efficiencies by creating scale economies
= Avoid negative synergies that create confusion for customers

= Allocate resources across the brand portfolio so that each brand is supported well.

2. Leverage Brand Assets

« Using all brand assets rather than letting them sit dormant
= Creating strong brand platforms and then making them work harder

« Increasing their impact in their core market, and extending them Into new product-markets
as endorsers or master brands.
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Quick Reference

5 Objectives of
Brand Portfolio Strategy

3. Create and Maintain Relevance
* Relevance means that when customers have a need they know our product is the solution
« If relevance is low, we will not be considered in the purchase cycle
« Should be capable of adapting existing brands to respond to changes in competition, channels & technology
= Avoid becoming static as this will cause us to lose relevance
= Victory is a mechanism to build relevance for Covenant Eyes or Integrity

4. Develop and Enhance Strong Brands

« Creating strong brand offerings that resonate with customers,

« Creating strong brand that have a clear point of differentiation

« Create strong brands that convey energy

+ Brand Roles are strategic and clearly assigned

« Brand energizers can be employed to add energy and create or change associations.

Brand Portfolio Strategy &1



Quick Reference

5 Objectives of
Brand Portfolio Strategy

5. Achieve Clarity of Product Offerings

* Reduce Confusion and Achieve Clarity Among Product Offerings (Customers and Employees)
« Everyone involved should know the role that each brand plays and contribute to help it achieve it's goal
*« Reduce customer frustration

Achieving these portfolio objectives becomes especially critical as markets become more complex.

Most firms face multiple segments, new product opportunities, varied competitor types, powerful and
disparate channels, reduced differentiation everywhere, and cluttered communication avenies. In
addition, nearly all firms have multiple brands reaching a variety of markets and need to manage them
as a team that will work together, helping each other rather than getting in each other's way—a challenge
made more difficult by the dynamic setting.

Aaker, David A.. Brand Portfolio Strategy (p. 35). Free Press. Kindle Edition.
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Quick Reference
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Branded House wumsese
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Sub Brands e masme
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Endorsed Brands ue msme
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House of Brands e misme
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