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What we have seen so far: Brand and Brand Strategy

■ Brand history and definitions

■ Branding process

■ Brand Identification System

■ Brand value & brand audit

■ Brand management

■ Brand choreography and customer journey
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Section 2: Media Planning

■ Owned, paid & earned media

■ Offline and Online key media metrics

■ Media scenario: Video, Audio, Text

■ Google Ads

■ Meta For Business and other social media platforms

■ The advertising budget

■ The media planning process
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Today we end the program

■ Brand history and definitions

■ Branding process

■ Brand Identification System

■ Brand value & brand audit

■ Brand management

■ Brand choreography and customer journey
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A quick recap: Branding Building Process

1. Define and position the Brand  (Vision, Mission, Values, Brand 
Personality and Brand Value Proposition)

2. Express the brand

3. Build awareness and reputation for the brand

4. Measure the brand
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So far we have seen how to build a brand

1. Define and position the Brand  (Vision, Mission, Values, Brand 
Personality and Brand Value Proposition)

2. Express the brand

3. Build awareness and reputation for the brand

4. Measure the brand
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But what if we have to manage 
more than one brand?
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Brand Management: brand portfolio
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Brand architecture and brand portfolio

A company's branding strategy usually involves 
a plurality of brands

The set of brands managed by an organization is 
called Brand Portfolio
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David Aaker

A brand portfolio strategy is about a family of 
brands, their roles and their relationship with 

each other
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Brand architecture and brand portfolio

■ The decisions related to its management (Brand Portfolio Strategy) 
concern:

– The composition of the brands mix
– The relationship between these brands

– The role that each brand must play and in which product 
category
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Companies are increasingly careful about 
brand portfolio strategies
(to avoid cannibalization)
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Brand Portfolios
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Brand/Product matrix

■ The brand/product matrix is a graphical representation of the 
relationships between brands and product categories

■ The brand portfolio width depends on the variety of products that 
the company sells
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Brand Portfolio depth

The depth of the Brand Portfolio is linked to the number and nature 
of the brands in each product category
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Nestlè Brand Portfolio
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Nestlè’s product categories

■ Diary products

■ Breakfast Cereals

■ Ice Cream

■ Chocolate confectionery

■ Prepared foods/ frozen food

■ Beverages

■ Petcare

■ Nutrition

■ Foodservices
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Brand Portfolio depth

Since the company tries not to cannibalize itself, usually the brands
in the same product category have different targets or roles
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How to define a product category?

There is no absolute criterion, each company determines the 
categories according to the market objectives and its specific 
strategies. 
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Marriott Portfolio Architecture
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David Aaker on successful Brand Portfolio Strategy

A successful brand portfolio strategy should deliver
– synergy, 

– leverage, 
– clarity, 

– relevance, 

– differentiation and 
– energy. 

To achieve this goal, an ongoing effort to review and refine is usually 
needed.
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brand hierarchy
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Brand hierarchy

a brand hierarchy is a useful means of 
graphically portraying 

a firm’s branding strategy.

26Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning



Brand hierarchy

As with any hierarchy, moving from the top 
level to the bottom level typically involves more 

entries at each following level—in this case, 
more brands.
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Brand hierarchy

■ the simplest representation of brand hierarchy might be 
as follows:
– Corporate (or company or mother or umbrella) 

brand

– Range brand or Family Brand (refers to different 
products categories) 

– Line brand 

– Individual brand (product name)
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Each category could have more Line and Individual Brands
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Brand Extension strategies
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Brand Extension strategies

■ When companies want to expand their business, they have these 
options:

– Brand Portfolio diversification: launch a new brand for each new 
product category they market;

– Multi-Branding Strategy: launch new brands in the same 
category (with different product features)
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Brand Extension strategies

■ When companies want to expand their business, they have these 
options:
– Brand Portfolio diversification: launch a new brand for each new 

product category they market;
– Multi-Branding Strategy: launch new brands in the same 

category (with different product features)

– Line Extension: launch new products in the same category with 
the same brand

– Category Extension: the same brand is used for products in 
different categories
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Brand-category strategy matrix
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Brand Extension strategies

According to Farquhar (1989), the two fundamental areas of the brand extension are the Line and 
the Category extension: same brand in the same category or in different ones
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Brand Extension strategies

Brand extension is mostly used when a product or service has a well-
developed image

In fact brand managers use this as a strategy to increase and leverage 
brand equity. 
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From jam to snack
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Let’s try and guess some brand extension 
strategy…
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Which kind of strategy choose P&G for Dash Pods?

! Diversification?

! Multibranding?

! Line extension?

! Category extension?
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Brand-category strategy matrix
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Which kind of strategy choose Ringo for Ringo icecream?

■ Diversification?

■ Multibranding?

■ Line extension?

■ Category extension?
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Brand-category strategy matrix
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Which kind of strategy choose Hero for the food bars?

■ Diversification?

■ Multibranding?

■ Line extension?

■ Category extension?
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Brand-category strategy matrix
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Disney Category Extension
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Main Brand Extension typologies

1. Same product different packaging
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Main Brand Extension typologies

2. New product that contains the same features, or that give the same 
benefits
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Another example: moving from rice grains to ready-made 
risottos, rice cakes, and other rice-based products."
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Main Brand Extension typologies

3. Complementary products (e.g. toothpaste and toothbrush)
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Main Brand Extension typologies

4. Products relevant for the same target of the brand

Brand Management & Media Planning
50Stella Romagnoli | LM Marketing & Digital Communication 2024-25



Poste Italiane sells everything!
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Products relevant for the same target of the brand
(that leverage on the values of the brand)
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Main Brand Extension typologies

5. Products in category where the company has acquired high 
competence
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Main Brand Extension typologies

6. And products that can take advantage of the brand image
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Main Brand Extension typologies

1. Same product different packaging

2. New product that contains the same features, or that give the same 
benefits

3. Complementary products (e.g. tooth paste and toothbrush)

4. Products relevant for the same target

5. Products in category where the company has acquired high 
competence

6. And products that can take advantage of the brand image

Brand Management & Media Planning
55Stella Romagnoli | LM Marketing & Digital Communication 2024-25

same features, or that give the same 



Brand extension pros and cons

Pros:
■ Facilitate acceptance of new products

■ Savings (launch, development, marketing costs)
■ Revitalize the mother brand, attract new customers
■ Allow additional extensions

Cons and risks:
■ Confuse consumers
■ Water down brand’s meaning or damaging the image of the original brand

■ Cannibalize sales of the original brand
■ Meet the resellers resistance
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Brand architecture strategy
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Brand Architecture

Brand architecture is an organizational structure of the brand portfolio 
that specifies brand roles and relationships*.

It demonstrates how brands within an organization relate and interact 
and how they are distinguished. 

Brand architecture involves the relationship between the master 
brand and sub-brands and how they support each other.
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Brand Architecture strategies

There are 4 main brand architecture strategies:

1. Monolithic Identity (or Branded House)

2. House of Brands (or free-standing)

3. Endorsed Identity and sub-branding

4. Hybrid
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Monolithic or
Branded House
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Monolithic Identity

Monolithic Identity (or Branded House):
one name and one identity. 
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Monolithic Identity

The mother brand (company brand) is 
associated with all the products. There must be 

a consistency of values among the different 
activities of the business.
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Monolithic Identity pros & cons

■ One of the main pros of this approach is that it favors the extension 
of the brand portfolio thanks to the awareness of the mother brand, 
and this greatly reduces the costs of launching new products

■ The drawbacks are that is more difficult to differentiate the 
products and the target audience, and there’s the risk of weakening 
the brand
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Launching new products with the same 
brand is called

Brand Extension
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A really strong brand can afford brand 
extension
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House of Brands or
Branded Identity
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House of Brands or Branded Identity

With this strategy each product has a separate 
and indipendent brand identity
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A House of Brands classic example
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House of Brands or Branded Identity

Among the pros of this strategy there is the possibility of manage
market niches separately from the mother (or master) brand

■ This strategy can be effective to increase coverage in a mature 
market, trying to satisfy consumer variety research.

■ Sometimes this strategy is the result of acquisitions of brands or 
companies’ mergers (that have consolidated brands)

It is the most expensive strategy, because every brand represents a 
cost center
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Barilla group
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In this case the company does a Brand portfolio 
Diversification or a Multi-Branding Strategy 
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Endorsed Identity and 
Sub-Branding
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2. Endorsed identity e sub-branding

In this case each product has its own identity, 
but relies more or less directly

on the Corporate Brand
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2. Endorsed identity Vs. sub-branding

■ The sub-branding strategy has two fundamental pros:
– it ensures a relative margin of autonomy in positioning with 

respect to the main brand
– On the other hand it creates a strong link with the master brand, 

relying on the established associations

■ It therefore allows a good degree of differentiation in the product 
portfolio, maintaining consistency with the company offering
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Sub-branding Vs. Endorsed Identity

The sub-brands architecture is closer to a 
Monolithic strategy: the master brand most 

often acts as a key driver.

78Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning



Sub-branding Vs. Endorsed Identity

the master brand starts off the product title and the sub-brand follows 
it. 
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Sub-branding is similar to the Monolithic strategy
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Sub-branding Vs. Endorsed Identity

In contrast to sub-brands, endorsed brands are 
closer to the house of brands architecture. 
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Sub-branding Vs. Endorsed Identity

■ As with a house of brands, endorsed brands see many products 
and offerings under separate brands, but they are supported by the 
master brand. 

■ In this case, the endorsed brand plays a major role, has a separate 
identity and uses the masterbrand’s endorsement as a quality 
stamp – it helps the endorsed brand build awareness and trust. 
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Endorsed identity examples
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When the endorsed brand become more famous and gains 
more value, it then become the endorser itself
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With new brand extensions
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Hybrid
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Hybrid brand architecture strategy

Hybrid strategy mostly comes from acquisitions 
of well known brands, 

When it is more proficient to keep them as such 
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Hybrid solutions are most common
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From House of Brands to Hybrid (thanks to brand extensions)
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Brand Architecture Strategy examples
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Summing up
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Co-branding
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Co-branding, is a marketing 
strategy that involves strategic 

alliance of multiple brands jointly 
used on single product or service.
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Co-branding purpose

■ The typical co-branding agreement involves two or more 
companies acting in cooperation 

■ The object for this is to combine the strength of two brands, in 
order to increase the premium consumers are willing to pay, make 
the product or service more resistant to copying by private label 
manufacturers, or to combine the different perceived properties 
associated with these brands with a single product.
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Main types of co-branding

1. Product-based co-branding and 

2. Communications based co-branding
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Product-based co-branding

Product-based co-branding involves linking of multiple brands from 
different companies in order to create a product. It maybe categorized 
into

■ Parallel co-branding

Parallel co-branding is the marketing strategy where multiple 
brands come together and create a combined product co-branded

■ Ingredient co-branding

Ingredient co-branding is when a brand is an ingredient of another 
brand product.
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Parallel co-branding
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Product co-branding examples
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Ingredient co-branding

Intel inside
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Ingredient co-branding
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Other types of co-branding

Licencing co-branding: one brand (e.g. Lego) use another one to 
increase the appeal of its products (Star Wars)
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Licencing co-branding
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Communication based co-branding

Communication based co-branding involves linking of multiple brands 
in order to jointly communicate and promote them.
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Collaborations
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Collaborations
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Collaborations
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Rebranding

110Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning



Reason for rebranding

According to Muzellec and Lambkin (2006), the most common 
reasons for organizations choosing to rebrand are:

1. mergers and acquisitions (33%) 

2. spin-offs (20%).

3. Image related issues (17.5%) seems to be the third crucial element.
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4 options for rebranding in case of mergers and acquisitions 

According to Lambkin and Muzellec (2008), the four options are: 

■ One brand, usually that of the acquirer (A or B).

■ Joint brand, where the names of the acquirer and the acquired are combined 
(A-B).

■ Flexible brand, where both brands are kept and used selectively (A&B).

■ New brand, which replaces both existing brands with a completely new.
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Key parameters when considering the rebranding strategy

In the context of mergers and acquisitions, there are key parameters 
which should be taken into account when deciding the rebranding 
strategy to put in place (Lambkin & Muzellec, 2008):

■ The relative size and strength of the merged companies

■ The type of products or services offered

■ The relatedness of markets and products

■ The geographic distance
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Typology of the corporate identity structures that may be assumed 
in the context of a merger (Machado et al., 2012, p.517)
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The rebranding strategy could fail if 
employees do not support it.
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Wind-3 in Italy
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Rebranding or restyling?

In rebranding the positioning
must also change (the identity 
changes, not only the name 
or the logo)

This an example of a recent 
campaign: from “Italcementi” 
to “Heidelberg Materials”
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Ready to play?
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