nd Management & Consumer Behavior — Session 5

Learning Objectives:

After completion of this session, the learner will be able to know:
*What is brand awareness?
*What is brand image?

*What is brand equity

*How new brands are introduced?
*What is brand extension?

Shaping Lives..
ﬁ G
Empowering C

Dr. Sisir Rar

Brand Awareness, Brand Image, School of Mar
Brand Equity & Brand Extensions

Topics to be Covered:

*Brand Awareness
*Brand Image

*Brand Equity
Introducing New Brands
*Brand Extensions



Vhat is brand awareness?

Brand awareness is a marketing term that
describes the degree of consumer
recognition of a product by its name.

+Ideally, awareness of the brand may include the
qualities that distinguish the product from its competition.

RAD ANAREAESS

*Brand awareness refers to the familiarity of consumers
with a particular product or service.

*A brand awareness campaign seeks to familiarize the
public with a new or revised product and differentiate it
from the competition.

*Social media has become an important new tool in
brand awareness marketing.
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Brand Extensions

What is brand extension?

*Brand extension is the introduction of a new product that relies on
the name and reputation of an established product.

*Brand extension works when the original and new products share
a common quality or characteristic that the consumer can
immediately identify.

*Brand extension fails when the new product is unrelated to the
original, is seen as a mismatch, or even creates a negative
association.
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My Curiosity is all Yours




