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Chapter 6: Brands, branding and brand culture
Consider a brand that you like and is important to you. Try to answer the following questions:
1.	When was the brand first established?
2.	What is your personal relationship with the brand and what does it represent to you?
3.	Is this a brand that you are interested in with other people and do you ever interact with them around your shared interest in the brand?
4.	Analyse the brand advertising from a cultural perspective – what identity myths and cultural codes does it incorporate in its advertising and what cultural strategy does it pursue?
5.	How is the brand architecture organised and how is the brand portfolio managed?
6.	What role do you feel social media could play in the development of the brand?
Suggested Teaching Strategy
This seminar activity is designed to encourage students to think about the brands they use and their relationship to them. Firstly, students should look up the history of the brand, sometimes students are quite surprised that brands have a much longer historical trajectory than they may have first thought. They should consider their personal relationship with the brand and what it means to them, their affiliation with the brand, why they like it, what role it plays in their everyday life and the importance of the brand to their personal identity and sense of self. Students should also consider if this is a brand they have a shared interest in with other people and the extent to which they may be part of a brand cult or community, as they may be part of a brand community yet be unaware of it before this point.
They should also analyse the advertising of the brand from the cultural perspective of Holt (2004), considering the identity myths and cultural codes embodied in the advertising and evaluate the cultural strategy pursued by the brand, it is essential for students to look at examples of the advertising and try to analyse it from purely a cultural standpoint. Students also need to consider the brand architecture, is it a ‘branded house’ or ‘house of brands’ configuration, which is discussed in the chapter, and they should discuss how the parent company manages the brand portfolio in the marketplace. Finally, students should speculate on how social media can be used to develop the brand and generate consumer engagement, particularly as part of an integrated branding and communications strategy.
