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O OO OO O O Perhaps the most distinctive skill of professional marketers is their ability to create, main-tain,
enhance, and protect brands. Branding has become a marketing priority. Successfulbrands such as Toyota,
Samsung, and Sony command a price premium and elicit muchloyalty. New brands such as Red Bull and AirAsia
capture the imagination of consumers andthe financial community alike. The American Marketing Association
defines a brand as "a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods
or services of one selleror group of sellers and to differentiate them from those of competitors.” A brand is thus
aproduct or service that adds dimensions that differentiate it in some way from other prod-ucts or services designed
to satisfy the same need. These differences may be functional,rational, or tangible-related to product performance
of the brand. They may also be moresymbolic, emotional, or intangible-related to what the brand
represents.Branding has been around for centuries as a means to distingLush the goods of oneproducer from those
of another.2 In the fine arts, branding began with artists signing theirworks. Brands today play a number of
important roles that improve consumers' lives andenhance the financial value of firms.The Rofe of BrandsBrands
identify the source or maker of a product and allow consumers-either individu-als or organizations-to assign
responsibility to a particular manufacturer or distributor.Consumers may evaluate the identical product differently
depending on howit is branded.Consumers learn about brands through past experiences with the product and its
market-ing program. They find out which brands satisfy their needs and which ones do not. As con-sumers' lives
become more complicated, rushed, and time~starved, the ability of a brand tosimplify decision making and reduce
risk is invaluable.3Brands also perform valuable functions for firms.4 First, they simplify product handlingor
tracing. Brands help to organize inventory and accounting records. A brand also offersthe firm legal protection for
unique features or aspects of the product.s The brand namecan be protected through registered trademarks;
manufacturing processes can be pro-tected through patents; and packaging can be protected through copyrights
and designs. These intellectual property rights ensure that the firm can safely invest in the brand andreap the benefits
of a valuable asset.
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