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| Lund University School of Economics and Management

"The School of Economics and Management at Lund University is one of Sweden's leading
environments for economics education and research — with over 4 000 students, 250
researchers and teachers, and an extensive master’s and doctoral programmes.”

By number of first-choice applicants

Figures from the Swedish Council for Higher Education (UHR) often show that the Bachelor's
Programme in Economics and Business Administration at Lund University is the programme
with the highest number of first-choice applicants, primarily among economics programmes.

Since we are more than just a business school, we have access to Psychology, Sociology and -3
Mathematics.

We are the only school in Sweden that has researchers among the top 100 in business and
management in the world. For example, we are ahead of Handels Stockholm, which is well-
known but has its strength in economics. Research.com
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| Professor Johan Anselmsson
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Theory Practice
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Half the time at the School of Economics and Management in Lund
— within brands, marketing strategy and effects on sales. About 40
articles and books on related topics since 2001.
Johan.anselmsson@fek.lu.se
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A | What is a strong brand?
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A | The brand value chain and why brands matter

* Longterm

» Strategic

* |Internal/ external

e Mind and sales

* Shareholder value

Value

Stages

Multiplier

*Product

*Communication

*Trade

*Employee

*QOther

'y

Awareness *Price premium .
«Associations *Price elasticities *Stock prices
Attt *Market share *P/E ratio
*Altitludes “Expansion success] *Market capitalization
*Attachment
Activit *Cost structure

y *Profitability

«Clarity - . *Market dynamics
*Relevance .gﬁmpﬂ:twe reari:tlons *Growth potential
-Distinctiveness annel suppo * Risk Profile

*Consistency

*Customer size and profile -Brand contribution
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A | How to define and identify — Brand Equity

Brand Equity is the added value endowed on products and ?

services. It may be reflected in the way consumers think, feel,

Produkt

and act with respect to the brand, as well as in the price,

market share and profitability the brand commands.
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A | Think vs Feel — Framing effect by Kahneman
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A | Think vs Feel — Framing effect by Kahneman
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A | The brand even impacts taste

Varumarkning A Varumarkning B
Hollandsk Svensk
4,50 (1-7) 6,05 (1-7)

F. Ferngvist and L. Ekelund 2013
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A | Examples of traditional frames and positioning strategies
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A | Examples of traditional frames
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A | How to build brand equity in the customer’s mind

Imagery/
emotions

Function/
performance

—
Salience/ awareness
F W /



8 | How do you evaluate brand equity?

TRANSVECTOR
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B | Measuring Brand Power

The two general approaches are complementary, and marketers can employ
both. In other words, for brand power to perform a useful strategic function

and guide marketing decisions, marketers need to fully understand (1) the
sources of brand equity and how they affect outcomes of interest and (2)

how these sources and outcomes change, if at all, over time. Brand audits are

important for the former, brand tracking for the latter.

* Brand audit is a focused series of procedures to assess the health of the
brand, uncover its sources of brand equity, and suggest ways to improve

and leverage its equity. Marketers should conduct a brand audit when
setting up marketing plans and when considering shifts in strategic
direction. Conducting brand audits on a regular basis, such as annually,

allows marketers to keep their finger on the pulse of their brands so they
can manage them more proactively and responsively. A good brand audit

provides keen insights into consumers, brands, and the relationship
between the two.

* Brand tracking, the brand audit is used as input to collect quantitative
data from consumers over time, providing consistent, baseline

information about how brands and marketing programs are performing.
Brand-tracking studies help us understand where, to what degree, and in

what ways brand value is being created to facilitate day-to-day decision
making.
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B | Research

30 — 500 online panel interviews

Competing brands .
(strong current, potential threats or relevant / innovative)?

Functional
L. e By —
2 e e * High quality
2 * Genuinely Swedish

* Smooth & simple

* Wide and varied range
Potential emotional / imagery associations * Sustainable

e 20 associations

Potential functional / performance associations

e 20 associations

Imagery

* Reliable

* Most popular

* Unique

* I'm happy to show others

* For people with good taste

* To reward myself



BVA

by TRANSVECTOR

BRAND
VALUE

ANALYSIS

Awareness/ salience

B | Conversion: Awareness / Revenue Premium

Famous, but not so ol :
100 ’
attractive ‘\ V
qﬁldas
Well-known and
\{ attractive
30 PUMA.
Raeebok
22
80 T
70 =
new balance
&0
50
Jasics
Unknown, but
attractive
40
10 20 30 40 50

Resonance/ revenues

RY Linear = 0,429

* The basis for the Y-axis is all 300
respondents. Note that the Y-axis
measures proportion who know
more than only the name.

* The basis of the X-axis is those
who have heard of the brand in
question.

Key points:

* Nike is the strongest — both
attractive and well-known.

* Adidas is number two.
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Adidas vs Competitor Average

B | Revenue Drivers — Adidas vs Competitor average / Impact on Revenue Premium

,09

,01

——

~~

High performance —
Less sales-driven

Sporty For

. T AY
Social responsibility

Available in physid

High-quality prqduc
Good reputation

Sustainability pr
Contemporary cultufe =
Positive/HfappyProfessig
eproduct rangel

d

nalRole models in
endy Formya
s

gh\aquality materials
_‘_\\\ Impression on othe

For everybody
~

High|status Desk 1S, A 3
Innovative ffidentlikeddy friends ~==-="" %
; . ~— .»»7 Encouraging/inspiring
Conscjgus consumers Retro desid Clearpef’gonality /,
etro image Respect people this e /
b’ i 4
Credible/honest br <" Timeless designs v
Astatement Mnique ,,

ypiunity feel Value for money A
— ’

—— 5 < s
Specific target group Durable prodp’ ts Coé\l s
i Forefront ofde§igrf'
‘\\~ —""”
eak 2 [T
Driver
Challenger/underdog Good prices Low performanf:e -
- - More sales-driven
,20 25 ,30 ,35 ,40 45 ,50

Impact on Resonance/ Revenue

@ Betterthan average
Same as average

A\
adidas
Performance 5 %
Matching 65 %

* The values on the Y-axis are based on the
respondents who are familiar with the brands.

* The values on the X-axis are based on all 300
respondents

* The colour of the dots tells you how well the
brand performs relative to competitor average.

* The circled associations are those that have a
unique effects on revenue and draw other
associations with them if improved. They are the
top-three drivers according to a stepwise multiple
regression analysis.

Key points:
¢ Adida’s top-5 good and strong drivers are:
* Wide product range
* Trusted brand
* My personal lifestyle
* Forefront of function
* Impression on others

* The top 5 sales-hampering associations are:
¢ Forefront of design
* Cool
* Timeless designs
* Value for money
* Encouraging /inspiring
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Nike vs Competitor Average

B | Revenue Drivers — Nike vs Competitors / Impact on Revenue Premium

High performance /
W0 More sales-driven
E . Astytemient Desgn
High performance — deproduct range i Bist
Less sales-driven High statjsllCog Tomt of desigr @ Bittre 3n snitt
Club or community foe )
Sty leian o reputatiolf B personaky S4am snitt
i Liked by frierid
25 Unique product range2oeis Espanibily -I'r-nl_nhss ! by e -
Contemporary culbureliersle progd nique TR g g
fuitablein physEahto L ® & &iusted brand
Inmoyatey A - Gmiarka
For everybod 2ue for mogey
a0 Positnvefhappy Farefront of functib gdakty materials
Prafessiana gustafiabiiny profie My personal festyle
c " p-ocl: peopkuseths
CNEC KIS CENELMErs _,:‘ e} brand
Specific Jafpet groupll B ) et
- Retps dimapgne
15 Ratro image
Performance 23 %
Good prices Matching 85 %
10 -
Challenger funtesdog V
Weak
05 Driver Low performance —
More sales-driven
20 25 0 a5 Al A5 il

Impact on Resonance/ Revenue.

The values on the Y-axis are based on the
respondents who are familiar with the
brands.

The values on the X-axis are based on all
300 respondents

The colour of the dots tells you how well
the brand performs relative to competitor
average.

Key points:

Nike has almost perfect alignment
between relative performance and sales
drivers. That’s why they perform so much
better in the funnel.

|18




c | How do you build a strong brand?
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C | Salience/ awareness - Trademark infringement / reputation free-riding

. Renommeésnyltning betyder att man tar hela
Patent, design och trademark eller delar av ett annat varumarkes brand
elements/ trademarks -

Varumarkesintrang betyder att man tar hela eller e
marknadsforingslagen

delar av namnet - immaterialratt

X 2 Deba uppsiog
™

EKONOMI & NARINGSLIV
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C | Ehrenberg & Sharp Distinctiveness, but focuses on brand elements rather
than brand attributes. They talk about distinct brand assets and mean...

Fame

High

o Avoid Use or Lose
i
= . Fame=57%
& Fame=53% @ Unique=79%
2 Unique=77% @
Ignore or Test
15
8 °
k3 [ ]
“Keep Walking”
Fame=29%
Fame=33% e
! Unique=45% UINuCSTTS
Low
0%
low -= . » High
0% Uniqueness 100%

(8 of all links to element)

Romanuik, Jenni, Byron Sharp, and Andrew
Ehrenberg (2007), "Evidence concerning the
importance of perceived brand differentiation,"
Australian Marketing Journal, Vol.15 (2), pages
42-54.
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C | Performance/ function - Points-of-Parity

THE 4 GREATI
AMERICAN DESIGNERS : Attributes or benefits that are not necessarily unique to the
R FORMEN ARE: Perry Ellis brand but may be shared with other brands
P
D e Category points-of-parity — Hygiene attributes.
| (Ej avgdrande)

THSISTHE

LOGO OF THE
LEAST KNOWN OF
THE FOUR

* Correlational PoPs: Pris/ Kvalitet /Kognitiv
dissonans.

e Competitive points-of-parity — Good enough on
attributes that competitors have made to their
PoDs. T.ex. hanga med Apple Idesign, Loka i
smaker.

22
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C | Imagery - Points-of-Difference

/]

Points-of-difference (PODs)

[ yellow tail ]

Attributes or benefits consumers strongly
associate with a brand, positively
evaluate, and believe they could not find
to the same extent with a competitive
brand
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C | How to speed the process

— How we develop associations
indirectly linked to the brand

Employees

'NESPRESSO

Endorsers

Events

Causes

Gzt

WORLDWIDE PARTNER

; Ingredients Company
Alliances \ // P Extensions
N\
\ Other
Brands Country
of origin
People BRAND Places
Channels
Things

\ Third-party

endorsements

BSO

V

b

A
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C | Method
1. Protect your brand (name, logo, pattern,etc.)
2. Build Distinctiveness, i.e. Fame and Uniqueness
3. Opt out of some functional values
4. Identify your soft values
5. Match value to market drivers
6. But distinguish between building botﬁ\parlty and

differentiation
Follow up on the journey — it takes time
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Johan-Anselmsson is

specializing in brand managemen ,ﬁ{ \\
“strategy. Based at Llund Un{versi , ‘\\

L with extensive experience a na yzing d S\
customer loyalty, 'and the intérplay between bra 4
performance. His work bridges.the gap betwee 3
practical application, making him highly sought'after for pr
strategic brand development. : \ .
prominent research group compfrising approximately 20 resea
scholars. LBMG is internationally recognized for its extensive
contributions to brand management research, with numerous
publications in top-tier academic journals. The group's work focuses on -
exploring cutting-edge coneepts such as brand equity drivers, ; J /

sustainability in branding, and strategies for creating long-term value 4
through effective brand positioning. /

Johan.anselmsson@transvector.se > -4
https://portal.research.lu.se/en/persons/johan-anselmsson
https://www.linkedin.com/in/johan-anselmsson-

. . . —— -
With a strong internatiorfal outlook, Anselmsson has a proven track
record of helping orgahizations navigate complex markets and develop

actionable branding strategies. His expertise is grounded in a deep / b4005713/?originalStbdomain=se
understanding of market segmentation, consumer decision-making, ah P https://scholar.google.se/citations 2user=SRwXug8AAAAJ&hl=sv

brand differentiation, making him uniquely equﬂ)ped to provide insights

) X i hs d - https://www.lusem.lu.se/organisation/research-networks/lund-brand-
into global branding challenges. He is adept at leveraging datafdriven

management-group
m; —
"
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