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Abstract 

The paper discusses the effectiveness of advertising in developing a strong 
brand. There was an attempt to define concept of brand as seen by different 
authors. Kotler (2000) stated that a strong brand should have six basic 
characteristics viz; attributes, benefits, values, culture, personality and 
consumer. To build a brand, four things must be put into consideration-brand 
positioning, brand name selection, brand sponsorship and brand development. 
Advertising is considered to be crucial in building strong brand. Finally, 
factors contributing to the growth of sales promotion in brand building and 
factors preventing firms from building strong brands were looked into. 
Advertising and sales promotion activities are very crucial to the development 
and sustenance of a brand.  

 
 More and more firms and other organizations have come to realize that one of 
their most valuable assets is the brand names associated with their products or services. 
In an increasingly complex and changing world, individuals and businesses are faced 
with more and more choices but seemingly have less and less time to make those 
choices. The ability of a strong brand to simplify consumer decision making, reduce 
risk and set expectations is thus invaluable. Building strong brands that deliver on that 
promised, and maintaining and enhancing the strength of that brand, over time, is a 
management imperative. 
 
 Brand, when given due importance, has serious implications on the business it 
is adjudged the most powerful business tool of this century. (Cannon 2005:289), once 
observed that, some brand names have become so powerful that they have taken 
shadow of other brands in the same product line. Example, magi is considered as a 
brand name for all seasonings, Omo for all detergents in Nigeria.  
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The Concept of Branding  
 Conventionally, (Kotler and Armstrong 2004:285) saw a brand as a name, 
term, sign, symbol, or design, or a combination of these, intended to identify the goods 
or services of one seller or group of sellers and to differentiate them from those of other 
competitors. Technically speaking then, whenever a marketer creates a new name, logo, 
or symbol for a new product, he or she has created a brand. Just like we have individual 
names in the society, that makes us different from others, so is branding in the 
product/service circle.  
 
 Brand can also be seen as a means of identifying and differentiating one 
product brand from others. Such identifying components as noted by (Keller 2003:203) 
are called brand elements. He defined it as, those trade-markable devices that serve to 
identify and differentiate a brand. The main brand elements are brand names, logos, 
symbols, characters, spokespeople, slogans, jingles, packages and signage. 
 
 Brand as viewed by (Kashani 2006:14) can either be product centric or 
customer centric. A product centric brand represents promises, which speak about the 
quality and value of products. Such brands are driven by an internal desire to create 
wonderful products rather than taking the cue from the customer. Customer centric 
brands however, represent promises that are based on an understanding of the customer 
and his needs. Understanding customer and his needs is a fundamental apparatus for a 
brand success. Shima (2005) applauded that when he pointed out that, the key to 
understanding the customer and unlocking the latent power within a brand lies in 
customer relations management (CRM). He sees it (CRM) as strategy used to learn 
more about customer’s needs and behaviors in order to develop relationship with them.  
 
 It then follows that a business or corporate organization that does not imbibe 
the product and customer centricity could have negative effect on corporate 
performance. 
 
Characteristics of a Strong Brand 
 A brand is essentially a seller’s promise to deliver a specific set of features, 
benefits and services consistently to the buyers. A strong brand as put by (Kotler 
2000:404), can or should convey six levels of meaning;  
1. Attributes: A brand should bring to mind certain attributes, eg. Mercedes, 

suggests expensive, well built, well engineered, durable, high prestige, high 
resale value, fast, etc. any of these attributes can be used as a basis of 
advertisement eg. Mercedes which for years was advertised as “engineered like 
no other car in the world”. 
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2. Benefits: A brand is much more than attributes because customers are not buying 
attributes, rather they are buying benefits. These attributes will need to be 
translated into practical and emotional benefits, eg. The attribute durable could be 
translated into the functional benefits that “I won’t have to buy a new car every 
five years”, expensive “the car helps me feel important and admired”.  

 
3. Values: The brand should say something about the producer’s values. The 

Mercedes stands for high performance, safety, prestige, etc, so that the brand 
marketers should figure out the specific groups of car buyers who they would be 
selling these values to.  
 

4. Culture: The brand should additionally represent a certain culture eg. Mercedes 
represents German culture, organized, efficient, high quality, etc. 
 

5. Personality: The brand should project a certain personality. If the brand is a 
person, an animal, or an objects, what would come to mind? Isuzu, Tiger, 
Mercedes suggests a no-nonsense boss as a person, a reigning Lion (as an 
animal) or an austere palace (as an object). 
 

6. User: The brand also suggests the kind of consumer who buys or uses the 
product that is age bracket or class of persons.  

 
When a marketer trades a brand as a name, it will miss the major point of 

branding is to develop a deep set of lasting meaning for the band.  
 

 A product itself is only a product with very little life and attraction. What 
makes a product come out and acquire an appealing personality is the branding. 
Companies that want to survive in the long run should not only create product but they 
should build brands.  
 
Building Brands  
 Branding has become as strong that today hardly anything goes unbranded. 
Even water is packaged in branded containers to differentiate one water seller from 
another. Brand building takes huge investments which in the short run seems wasteful 
but in the long run creates a magnetic personality around the product that enables it 
command a premium. 
 Brand building as a foundation, is captured by (Kotler and Armstrong 
2004,292-297) to include four principal dimensions, namely: 
1. Brand positioning  
2. Brand name selection 
3. Brand sponsorship  
4. Brand development  
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1. Brand Positioning: Marketers need to position their brands clearly in 
target customers mind. This can be done at any of the three levels. 

a. Attributes  
b. Benefits  
c. Beliefs and values  

 
A brand can be positioned on product attributes. For example, marketers of 
Mercedes attributes of being expensive and durable. Over the years they 
advertized it as “engineered like no other car in the world”. However, the 
customers may not much be interested in the attributes, but what the attributes 
can do for them.  
 
A brand is also positioned by lining its name with a desirable benefit. Guinness 
Stout for example is associated with strength, and obviously when taken, it 
translates into functional and emotional benefits. Other successful brands 
positioned on benefits are Volvo (safety); Fed Ex (guaranteed overnight 
delivery), Lexus (quality), etc.  
 
The strongest brand go beyond attributes are benefits positioning. They are based 
on believes and values. This kind of brand pack an emotional wallop. Mercedes 
marketers for example will not only talk about durability and expensive attributes 
or not buying a new car in the next ten years but the high performance associated 
with it. 
 
When positioning a brand, the marketer should establish a mission for the brand 
and a vision of what the brand must be and do. Hence, a brand can be thought of 
as a contract to the customer regarding how the product or service will deliver 
value and satisfaction.    
 

2. Brand Name Selection  
A good name can add greatly to a product’s success. Such as name 
communicates a great deal. This can facilitate brand awareness and brand image. 
In general, an effective brand name suggests something about the product’s 
benefits; is easy to pronounce, recognize, and remember; is distinctive in some 
way; and can be translated into other languages. 
 
Ideally, a brand name should communicate to consumers the major benefits of 
the firm’s products. As consumers become aware of the brand name, they begin 
to associate it with specific product benefits. Example, Sony products in the 
electronics circle are considered with quality benefits. Sometimes, this 
association can make it difficult for companies to change strategies. Take the 
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Nigerian banking industry for example, many banks are finding it difficult to 
incorporate the insurance concept in their operational programme, since the 
inception of the Universal Banking system in Nigeria.       
 

3. Brand Sponsorship  
A brand sponsorship has several options. A product may be launched as a 
manufacturer brand (sometimes called a national brand), a distributors brand 
(also called store, reseller or private brand) or a licensed brand. Two companies 
can join forces and co-brand a product.  
 

4. Manufacturer Brand  
It is sponsored by the manufacturer of the product. The manufacture is 
responsible for the product’s quality and marketing. Many firms like Sony, 
Gillettte, Nokia, etc. use manufacturer brands for their product.  
 

5. Distributor Brand 
It is sponsored by a distributors such as wholesaler or retailer. Although the 
manufacturer’s name may be indicated somewhere on the label, the distributor is 
responsible for the product’s quality and marketing. The Nigeria Oil Industry for 
example is floated with a lot of brand names, such as Tonimas Oil, Austoma Oil, 
etc. these are ordinarily distributors of oil, but their brand names feature 
prominently in the oil industry.  
 

6. Licensed Brand  
This type of branding consists of the right to use a trade mark in exchange for 
paying royalties on the sale of the licensed product. An example of this option is 
putting a university’s name or seal on different products, like clothes or exercise 
books so as to attract a large share of the market  

 
7. Co-Branding  

This is a strategy when two established brand names of different companies are 
used on the same product. Such as adopted to capitalize on the brand equity in 
each brand as a way to appeal to defined target markets more effectively. It has 
become a common practice in our modern society, even non-profit organizations 
use it for example in revenue generation. Example is where a University alumni 
association will use the brand name of such University to attract funds from 
individuals and organizations for its welfare progammes.    
 

8. Brand Development  
A firm can apply any of the four options in developing brands. It can introduced 
license extensions, brand extension, multi-brand and new band.   
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9. Line Extension  
A company can use line extensions when it introduces additional items in the 
same product category under the same brand name, such as new flavor, forms, 
colours, added ingredients and packaged sizes. An example is the Volvo’s recent 
repositioning. Traditionally, the Volvo’s brand was associated with safety but 
during the 1990s the company placed a greater emphasis on sportiness and 
attractive appearance. It did so however, by building on the brand’s traditional 
heritage, designing cars that combined elegance with safety.  
 

10. Brand Extension  
Some companies use their existing brand names to launch new products in other 
categories. For example, a university can use its brand name to even award 
Diploma Certificate in certain fields of human endeavours. 
 

11. New Brand 
New brand names are created when a company has a new product category for 
which none of the company’s current names is appropriate. For example, Honda 
created the Lexus brand to differentiate its luxury car from established Honda 
line. Sometimes, a new brand is introduced when a company believes that the 
power of its existing brand name is waning and a new brand name is needed.  

 
In virtually every product category, these strategies as advanced by Kolter and 

Armstrong (2004) are very common and prominent in brand building. This apparently 
suggests that brand building is an important management aspect that must be explored. 
Moreso, they form the basis for adequate understanding of brand building in our 
today’s competitive society.  

 
As a foundation laying structure exhibited by Kotler and Armstrong (2004) 

emphasis at this point will be placed basically on the effectiveness of advertising and 
sales promotion in building strong brands. 

 
Effectiveness of Advertising in Building Strong Brands 
 Just as good communication is important in building and maintaining any kind 
of relationship, it is also crucial element in a company’s efforts to build strong brand. 
As one of the marketing communication mix, advertising as defined by (Kotler 
1980:467) is any paid form of non personal presentation and promotion of ideas, goods 
or services by an identified sponsor. Advertising is undoubtedly one of the major tools 
companies use to direct persuasive communications to target buyers and publics.  
 
 Over the years, people have sought to determine the purpose of advertising and 
its contributions to the building of strong brands.  
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 Martin Mayer as quoted by (Adirike 1996:11) noted that, “only the very brave 
or the very ignorant can say exactly what advertising does in the market place. In 
ultimate terms, advertising is undertaken to enhance the potential customer’s response 
to a company’s brand. Advertising alone cannot sell a product that is not available nor 
will it convince people to buy products that they fell are of poor quality, too expensive 
or below expectations. More specifically, the purpose of advertising as capture by 
Stanton 1975:512) in building brands include: 
1. To support personal selling programme by watering the grounds for the 

salesman’s call. It also reduces personal selling efforts of a brand by doing some 
of the prospecting. This suggests that, the number of calls made by the salesman 
in selling a firm’s brand is reduced thereby creating a favourable sales 
atmosphere of less contact points, but unprecedented sale volume.  
 

2. To reach prospects that are inaccessible to salesman. Advertising can create a 
good chance that those prospects will come across a magazine that carries the 
brand advertisements. 
 

3. To improve dealer relation. Trade advertising campaign is used to attract new 
dealers by showing them how profitable it is to carry a manufacturer’s brand. 
 

4. To introduce a new brand by creating awareness and building consumer interest 
and a more desirable image in the brand product. It also enhances product 
improvement and modifications.  
 

5. To sustain an existing brand in the market place. It helps established brand to 
retain its position by constantly reminding actual and potential customers of the 
availability of the brand and the company, how they compare with connecting 
brands and firms. In doing this, advertising consistently, communicates the brand 
main benefits and also constantly monitors the market place for any need of 
modification in advertising messages. 
 

6. To reduce customer’s dissonance and eliminate dissatisfaction that may arise 
after purchase. Simple, it reassures consumers of the brand benefits.  
 

7. To pre-sell a firm’s particular brand by providing information concerning the 
brand, its attributes and availability. This further creates a favourable climate or 
induces a state of mental readiness for the sales persons call. References could be 
made to advertisement messages by sales people. It breaks the ice by creating 
familiarity with the brand or company’s name.  
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8. To demarket a brand that begins to excel the level of which the maker feels able 
or motivated to supply. This state of overfull brand demand could be caused by 
either temporary shortages or chronic over popularity of the brand. This can be 
corrected with advertising that is aimed at tailoring demands to fit the available 
supply. For example, the National Electric Power Authority (NEPA) in the 1990s 
embarked on advertising campaign to encourage the wise use of electricity and 
preventing power waste including turning off electrical appliances in offices and 
homes when not needed. Thus, advertising that is used in stimulating a brand’s 
demand is also used in reducing demand for effective brand management.  
 

9. To inhibit competition and influence market structure by creating brand loyalties, 
reducing the consumer’s responsiveness to competitive products (even a lower 
price) and erecting barriers to entry of new produces. This is a practical case that 
can be seen with large successful firms in an industry, while the smaller and less 
known companies are automatically blocked from entering the market.  
 

Effectiveness of Sales Promotion in Brand Building 
 Sale promotion is that something extra that can arouse interest, create a buying 
device spark and immediate reaction from customers, middlemen or company’s sales 
force. Put it another way round, it consist of short-term incentives designed to stimulate 
buying action (Osagie, 2001:29). 
 The sales promotion tools as noted by (Adirika 1996:143-151) could be 
grouped into: 
i. Consumer promotion  
ii. Trade or dealer promotion  
iii. Sales force promotion  
 
Consumer Promotion Items Include 
a. Price Off: This provides a defensive response to offset competitor’s promotions. 

It is a mark down in the retail price of product brand. Such price reduction could 
be applied by the manufacturer or retailers of a product. Price reduction by the 
manufacturer is usually printed on the packet of the product.  
 

b. Refund Offers and Discounts: This is employed to encourage customers to buy 
and reinforce brand loyalty. Refunds are used to create new users and induce 
multiple purchasing. For example, promotion like “buy three units for the prices 
of two”, or buy two”, or buy two and get one free”. When all this is done, it is 
inclined to building loyalty to a product brand. 
 

c. Sweepstakes Contests and Games: They usually attract high customer interest 
and consumer involvement and also generate new triers of a product brand. 
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Sometimes they appear in different ways. It may involve giving a customer 
numbers of letters to complete a sequence. For example, 7ups in 1993 launched a 
game promotion in Nigeria. Customers were expected to win a DAEWOO 
RACER Car by forming the word DAEWOO from letter printed on 7up crown 
corks. This strategy was employed to build 7up brand in the market, and really 
that has gone a long way in building 7up brand in the market.  
 

d. Give Away: These are special gift items to customers meant to remind and 
reinforce a product or company message. Give-away items are usually frequently 
used a relatively cheap items such as wall clock, diary, calendar, pen, pencil, 
stickers, etc. the item introduced can vary with the target audience. Most give-
away are imprinted with the brand or company names. Example, a bottle opener 
given out by Gulder or Guinness with the brand logo and name on it. 

 
Trade or Dealer Promotion Includes 
Direct Incentives: This is done to spur the sales force to higher sales performance. 
Sales programmes are the major direct devices for sales promotion. It may not 
necessarily be cash incentive. Some firms may sponsor sales person for free trip to an 
Olympic game or World Cup. For example, a lot of Nigerian Companies like Coca-
Cola, Nigerian Breweries Plc (NBI PLC), etc. have been sponsoring a lot of people, 
preferably their sales forces team on such trips.  
 
Barriers to Building Strong Brands 
 On the flip side of the coin, the factors that are likely to affect building strong 
brands as posited by (Chernatory and Malcon 1992:142-145), may include;  
 
1. Failure to Understand fully the meaning of the brand: It is critical to 

understand what consumers think and feel about brands and then plan and 
implement marketing programmes accordingly. Most times, managers convince 
themselves of the validity of marketing actions based on a mistaken belief of 
what consumers know or what marketers would like them to know about the 
brand.  

 
2. Failure to live up to the brand promise: A brand should be a promise and a 

commitment to consumers, too often that promise is broken. A common mistake 
is to set brand expectations too high and then fail to live up to them in the 
marketing programmes.  

 
3. Failure to support the brand adequately: Creating and maintaining brand 

knowledge structures require marketing investments. Often, managers want to get 
something for nothing by building brand equity without a willingness to provide 
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proper marketing support or expecting the brand to remain strong despite the lack 
of further investments.  

 
4. Failure to Balance Consistency and Changes Properly with the Brand: 

Managing a brand necessitates striking the difficult but crucial balance between 
maintaining continuity marketing activities and implementing changes to update 
the product or image of a brand. Many times, managers are left behind for not 
making adjustments in their marketing programmes to reflect changers in the 
marketing environment.  

 
5. Failure to understand the complexity of brand equity measurement and 

management: Management requires discipline, creativity, focus and the ability 
to make hundred of decisions in the best possible manner. Sometimes marketers 
oversimplify the process and try to equate success in branding with one particular 
action or approach.  

 
Conclusion  
 In recent years, managers have become increasingly aware of the need to build 
strong brands in the market that deliver a total consumer, value and satisfaction. 
Providing the right brand at the right time permeates success. A responsible marketer 
should therefore cultivate the habit of building brands appropriately that will stand the 
test of time, and create much value for the customers spending. Creating strong brands 
in the market will therefore require excessive advertising and sales promotional 
activities that keep the customer in touch with the changing nature of the brand. When 
brands are well designed and promoted, they create a landslide success in the market.  
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