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Topic 2. Brand Audit A: Inventory

Topic 1. Brand Equity

The Menu
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How much 

would you 

pay for this 

pair of shoes?



11

How much 

would you 

pay for this 

pair of shoes?
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How much 

would you 

pay for this 

pair of shoes?
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• Study by Católica Porto Business School at 

the International footwear fair MICAM, in 

Milan 

• Evaluate the contribution of APICCAPS’ 

communication in the perceptions of 

Portuguese footwear

• Blind test to 80 randomly selected 

professionals of the sector, from 26 

nationalities

• Retailers, wholesale, footwear 

manufacturers, independent agents, 

designers, fashion students and final 

clients

+28%
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“From APICCAPS’ point of view, this is the result of 

decades of investment in external promotion, not 

only from the companies themselves but also from an 

institutional investment in the improvement of the 

sector’s collective image. 

In 2009, APICCAPS launched an image campaign 

with the goal of improving the collective image of the 

Portuguese footwear and its companies. 10 years later, 

the sector’s exports increased approximately 50% (from 

1200 million euros to over 1900 million years last year) 

and over 11 thousand new jobs were creating within the 

cluster.”

Equity is 

managed 

carefully and 

built over 

time
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+28%

Brand Equity

The marketing and financial value associated with a 

brand’s strength in a market

• Refers to the positive differential effect that a brand name 

has on customers

• The added value that a respected, well‐known brand 

gives to a product, beyond its functional benefits (Keller)

• A set of brand assets and liabilities linked to a brand 

name and symbol, which add to or subtract from the 

value provided by a product or service (Aaker)
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Brand Equity

“…a set of associations and behaviors on the 

part of a brand’s consumers, channel members 

and parent corporation that enables a brand to 

earn greater volume or greater margins than it 

could without the brand name and, in addition, 

provides a strong, sustainable and differential 

advantage”.    

     

   (Srivatsava & Shocker, 1991)



Strategic Brand Management & Equity

Equity is 

managed 

carefully and 

built over time

A brand is: 

“a mixture of attributes, tangible and intangible, symbolized in 

a trademark, which, if managed properly, creates value and 

influence” (Interbrand)

Strategic Brand Management is a long-term and integrative 

approach that the company adopts in creating, developing and 

managing its brand.

 

It allows the company to differentiate itself from its competitors, 

and communicate its message and market position in a 

consistent and holistic manner.  (Kapferer, 2014)
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Brand Equity perspectives
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1. Brand Equity as an incremental cash flow.

2. Aaker and Biel (1993) take a value-added perspective, 

conceiving brand equity as the value added to the core product 

or service by associating it with a brand name.

3. Keller (1993) takes into account consumer behavior, regarding 

brand equity as the result of consumers’ responses to the 

marketing of a particular brand, which depends on their 

knowledge of that brand. 



Brand Equity & the Brand Audit
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Part A: 

Inventory

Part B: 

Exploratory



Topic 2. Brand Audit A: Inventory

Topic 1. Brand Equity

The Menu
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Brand Audit – what is it
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Brand Audit – what is it

“The purpose behind a brand audit is plain and simple: to gain a 
fundamental understanding of where your brand stands in its current state”

(Henderson, 2015)

• A brand audit is a comprehensive examination of a brand in terms of its sources of 
brand equity

• A brand audit is a “more externally, consumer-focused exercise that involves 
procedures to assess the health of a brand, uncover its sources of brand equity and 
suggest ways to improve and exploit its equity”

A brand audit can be used to set the strategic direction for a brand   (Keller, 2012)
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Brand Audit – what is it

“A Brand Audit requires understanding the sources of brand equity from the 

perspective of both the company and the consumer

From the perspective of the company, it is necessary to understand exactly 

what products and services are being offered to consumers and how they 

are marketed and branded.

From the perspective of the consumer, it is necessary to dig deeply into the 

minds of consumers and tap their perceptions and beliefs to uncover the 

true meaning of brands and products”     

  (Keller, 2012)

Part A: 

Inventory

Part B: 

Exploratory
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Brand Audit – Inventory

Part A

Brand 
Inventory

Part B

Brand 
Exploratory

• The purpose of the Brand 

Inventory is to provide a 

comprehensive profile of how all 

the products and services sold 

by a company are branded and 

marketed

• This is the perspective of the 

company

Rooted in research to 

understand what 

consumers think and 

feel about the brand & 

the product category it 

belongs to, to identify 

sources of equity 25



Brand Audit – Inventory

Part A

Brand 
Inventory

Part B

Brand 
Exploratory

• The purpose of the Brand 

Inventory is to provide a 

comprehensive profile of how all 

the products and services sold 

by a company are branded and 

marketed

• This is the perspective of the 

company

• To complete the profile of each 

product/service, identify:

1. Brand 

elements

2. Marketing 

programs
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Brand Equity & the Brand Audit
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Part A: 

Inventory

Part B: 

Exploratory

1. Brand 

elements

2. Marketing 

programs



Process & end-goal

What are 
consumers’ 

current 
brand 

perceptions 
based on

Is there 
continuity &  
consistency 

in the 
brand’s 

marketing 
efforts?

What are the 
brand’s 

strengths and 
weaknesses?

What are 
the brand’s 

PoP and 
PoD?

What is the 
intended 

positioning?
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Step 1: Data collection

• What is the company putting out there

Step 2: Data analysis & assessment

• Who are the main competitors & how are they 

positioned/what’s their profile? What are the brand’s 

PoPs/PoDs? Strengths, weaknesses?

• What is the intended positioning? Personality? 

• Is there continuity/consistency in the brand’s marketing 

efforts?
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1. Brand 

elements

That part of a brand 

that can be spoken, 

including letters, 

words, and 

numbers

• Name, brand 

tone, language, 

slogans, taglines

Design / visual elements: The 

elements of a brand that cannot be 

spoken 

The visual brand style elements 

include 

• Logo, color, form, imagery 

symbol/character, typography , 

sound
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That part of a brand 

that can be spoken, 

including letters, 

words, and 

numbers

• Name, brand 

tone, language, 

slogans, taglines

1. Brand 

elements
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1. Brand 

elements

Verbal 

Identity

Names
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1. Brand 

elements

Verbal 

Identity

Names
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1. Brand 

elements

Verbal 

Identity

Slogan
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1. Brand 

elements

Verbal 

Identity

Language



https://www.apple.com/legal/intellectua

l-property/trademark/appletmlist.html
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1. Brand 

elements

Verbal 

Identity

Trademarks



Marketing Strategy & Management | Sofia Kousi | March 2022

My 
pleasure

Certainly

Hey dude!

Our records 
indicate a 

balance of $50

Yo, you 
owe us 50 

bucks

How may I help 
you?

What do you 
want?

36

1. Brand 

elements

Verbal 

Identity

Brand 

Voice
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“We were beginning to get some alarming 
feedback from guests who felt we were 
coming off as too robotic”

“Unfortunately, what we were finding is that 
the very consistency itself was coming across 
as formal and excessively traditional. 

It was no longer tracking well with a majority 
of consumers, and especially with our younger 
guests, who perceived it as inauthentic.” 

Lisa Holladay, VP Global brand marketing, 
Ritz-Carlton
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1. Brand 

elements

Verbal 

Identity

Brand 

Voice
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• The character of your 
brand expressed 
through words What you say How you say it

Brand Voice

Values
Messaging

Personality

38

1. Brand 

elements

Verbal 

Identity

Brand 

Voice
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Funny Serious

Casual Formal / Professional

Irreverent Respectful

Enthusiastic Matter of fact

Friendly Authoritative

Modern Classic

Mature Youthful
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1. Brand 

elements

Verbal 

Identity

Brand 

Voice
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1. Brand 

elements

Verbal 

Identity

Brand 

Voice
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1. Brand 

elements

Verbal 

Identity

Brand 

Voice
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Design / visual elements: The 

elements of a brand that cannot be 

spoken 

The visual brand style elements 

include 

• Logo, color, form,imagery 

symbol/character, typography , 

sound

1. Brand 

elements

Visual 

identity
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1. Brand 

elements

Visual 

identity

https://www.pentagram.com/work/rolls-royce-3
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1. Brand 

elements

Visual 

identity

Typography
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1. Brand 

elements

Visual 

identity

Typography
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1. Brand 

elements

Visual 

identity

Logo
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1. Brand 

elements

Visual 

identity

Logo



Using logos to understand 
Brand Architecture
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1. Brand 

elements

Visual 

identity

Logo



Logo as a distinctive 
brand asset
• Brand code

“an exclusive style or 
element of your brand that 
separates it from other 
brands, which makes it 
easier for consumers to 
remember and recognize 
your brand

50

1. Brand 

elements

Visual 

identity

Logo
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Distinctive brand 
code

1. Brand 

elements

Visual 

identity

Symbols/ 

Characters
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1. Brand 

elements

Visual 

identity

Symbols/ 

Characters
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1. Brand 

elements

Visual 

identity

Symbols/ 

Characters
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1. Brand 

elements

Visual 

identity

Imagery
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1. Brand 

elements

Visual 

identity

Imagery



• Logo prominence

• Sub-brand names

• Product descriptor

• Claims made on label

• Colors used

• Materials used

• Shape

• Comparison to competition
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1. Brand 

elements

Visual 

identity

Packaging
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1. Brand 

elements

Visual 

identity

Packaging
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1. Brand 

elements

Visual 

identity

Packaging



Brand assets - distinctiveness
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“bottle so distinct that you 
would recognize it by feel in 
the dark or lying broken on the 
ground.”

1. Brand 

elements

Visual 

identity

Packaging



Color as an asset
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1. Brand 

elements

Visual 

identity

Color
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1. Brand 

elements

Visual 

identity

Packaging

Color as an asset



Sound as an asset
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Audio signature

1. Brand 

elements

Visual 

identity

Sonic



Sound as an asset
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Audio signature

1. Brand 

elements

Visual 

identity

Sonic



Brand Audit – Inventory

Part A

Brand 
Inventory

Part B

Brand 
Exploratory

• The purpose of the Brand 

Inventory is to provide a 

comprehensive profile of how all 

the products and services sold 

by a company are branded and 

marketed

• This is the perspective of the 

company

• To complete the profile of each 

product/service, identify:

1. Brand 

elements

2. Marketing 

programs
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Brand Equity & the Brand Audit

66

Part A: 

Inventory

1. Brand 

elements

2. Marketing 

programs



Review of the 4Ps (7Ps): Identify the inherent attributes of 

the Product (Service)

• Product

– Categories captured in portfolio, product 

innovations

• Price level/position

– Entry, value, mid-priced, premium, luxury

• Promotion / Communications

– Print materials such as brochures, stationery, 

business cards, trade show displays, Website, 

Social media, Advertising, PR, Sponsorships

– Important to note the channel of communication, 

but more important is the 

content/messaging/tone of the communication

• Place/ Distribution

– Exclusive, mass, online only, etc

2. Marketing 

programs

• Process

– Systems of operations & providing 

the service

• People

– Look, training, uniforms

• Physical Evidence

– Design, space, furniture, etc

67



Process & end-goal

What are 
consumers’ 

current 
brand 

perceptions 
based on

Is there 
continuity &  
consistency 

in the 
brand’s 

marketing 
efforts?

What are the 
brand’s 

strengths and 
weaknesses?

What are 
the brand’s 

PoP and 
PoD?

What is 
the 

intended 
positioning

?
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Step 1: Data collection

• What is the company putting out there

Step 2: Data analysis & assessment

• Who are the main competitors & how are they 

positioned/what’s their profile? What are the brand’s 

PoPs/PoDs? Strengths, weaknesses?

• What is the intended positioning? Personality? 

• Is there continuity/consistency in the brand’s marketing 

efforts?



For next time

69

• Upload your 3 

brand choices 

on Moodle 

(Feb 14)
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