


48 Building the Right Brand Awareness

competing brands. Armed with the right information — whether througbw absorbent it is, the puppy remains uppermost in many people’s minds
marketing, or even through experience from using the brand — the camd many can instantly identify it with the Cottonelle brand.

sumer comes to know what is unique about the brand and begins to con-

nect emotionally with it. Ultimately, the consumer decides, consciouglystrong brand can also command higher prices since consumers are
or subconsciously, that your brand is superior to others for one or malke to identify the reasons why they attach a higher value to your brand.

reasons. Consumers like to know what they’re buying and why they’re buying it,
but without being given this information, the market is wide open to any
Why bother building your brand, you ask? brand.

You may be wondering why it's so necessary to apply so much effort into

building brand awareness. What are some of the rewards that come fri@iping your consumers to choose your brand

creating a strong brand? Branding helps your consumer to make easier purchasing decisions. In g
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cision and shapes their ownership experience. Why do you purchastea set of expectations about your products. Again, think cute labrador

particular brand of toothpaste? If you aren’t a dentist, how do you regilyppies and toilet paper.

know what the points of difference are unless the toothpaste company

tells you? The fact is, a strong brand can render actual product features practically
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Bonding with your consumers tent message about the value of your company or product. It also helps

Appropriate branding fosters trust and builds for your target consumgos to sell value, and the intangible characteristics that surround your

an emotional attachment to your product or company. As a result of finsducts.

attachment, your target will make purchasing decisions based at least in

part, upon emotion. Think of Cottonelle toilet paper and the irresistiflening to be your consumer’s friend
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2- or 3-ply, how many sheets per roll, the composition of the tissue or lingalty and not just selling a product. It will also signal that you're seri-

ous about serving your customer’s needs and that you intend to be
around for the long term. The purpose of branding is not neces-
sarily to capture an immediate sale but rather to build a lasting
impression of your company and your products, and to nurture
relationships with your consumers, both existing and potential.

Turning the reasons into actions

Now that we've examined the reasons for building strong, posi-
tive brand awareness, let's now look at how to make it happen.
+H YGOTG UGTKQWU CDQWYV VJG DGPG-\V
brand as a leader, there are a number of tasks that need to be im
RNGOGPVGF $TKGE€[ VJIG[ CTG

V&G+*PG VIJG XKUKQP
VSWKNF C DTCPF YQTVJ DGNKGXKPI KP
V.KUVGP VQ VJG EQPUWOGT

Clearly it's vital to ensure our efforts are applied in the right di-

rection. However, if we only adhere to what we perceive to be
the best option, and we don't take on board other points of view,
then we will fail to see the entire picture. Without doubt, the cru-
cial viewpoint is that of the consumer, without whom it would be

pointless to build the brand at all.

Focus a good proportion of your branding objectives on the con-
sumer’s wants and needs because regardless of the product ol
service you are selling — whether plasma televisions or teeth whit-
ening products — your brand will always be viewed in a certain
way. Itis up to your efforts to shape the way consumers view
your brand.

Remembering a few of these concepts will assist in building your
brand in ways that achieve your goals most effectively, and ef-
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