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Great	ads	don’t	just	sell—they	ignite	conversations,	stir	emotions,	and	leave	a	lasting	mark	on	culture.	These	19	iconic	campaigns	didn’t	just	make	waves—they	set	the	standard.	Discover	their	secrets,	and	learn	how	to	make	your	next	ad	one	for	the	history	books.	From	TV	spots	that	became	cultural	phenomena	to	experiential	marketing	stunts	that
redefined	audience	engagement,	these	campaigns	represent	the	pinnacle	of	advertising	creativity	and	strategy.	Each	one	broke	new	ground,	offering	timeless	lessons	for	marketers	looking	to	make	an	impact.	Television	has	long	been	the	gold	standard	for	reaching	mass	audiences	with	unforgettable	storytelling.		These	iconic	TV	ads	captivated
viewers,	sparked	conversations,	and	set	benchmarks	for	how	brands	could	use	the	medium	to	leave	a	lasting	impression.	Apple’s	Super	Bowl	ad,	1984,	was	more	than	a	commercial—it	was	a	rallying	cry.	Directed	by	Ridley	Scott,	the	cinematic	masterpiece	depicted	a	dystopian	future	inspired	by	George	Orwell’s	1984.	In	a	dramatic	sequence,	a	lone
heroine	smashes	a	giant	screen,	projecting	the	image	of	an	authoritarian	leader	and	symbolizing	Apple’s	mission	to	disrupt	IBM’s	dominance	and	empower	individuality.	The	ad	aired	just	once	during	the	Super	Bowl,	yet	its	impact	was	immediate	and	profound.	It	broke	every	advertising	convention	at	the	time:	no	product	shots,	no	features—just	a	bold
narrative	that	aligned	Apple	with	freedom,	creativity,	and	rebellion.	The	Macintosh	launch	that	followed	cemented	Apple’s	identity	as	a	brand	for	innovators	and	iconoclasts.	Takeaways	for	marketers:	Be	bold:	Revolutionary	campaigns	often	defy	the	status	quo	to	make	a	statement.	Tell	a	story:	A	compelling	narrative	resonates	far	deeper	than	a	list	of
features.	Align	with	values:	Position	your	brand	as	a	champion	of	ideals	your	audience	cares	about.	1984	Apple’s	Macintosh	Commercial	(HD)	Nike’s	Just	Do	It	campaign	redefined	the	brand	and	athletic	marketing.	The	first	commercial	featured	80-year-old	marathoner	Walt	“Iron	Man”	Stack	jogging	across	the	Golden	Gate	Bridge,	paired	with	the
now-iconic	slogan:	Just	Do	It.	The	ad’s	brilliance	lay	in	its	simplicity.	Instead	of	focusing	on	elite	athletes,	it	connected	with	everyone,	from	casual	joggers	to	professionals.	By	highlighting	the	universal	desire	to	push	limits	and	overcome	challenges,	Nike	positioned	itself	as	more	than	a	shoe	company—it	became	a	motivational	brand.	Takeaways	for
marketers:	Find	universality:	A	message	that	resonates	broadly	can	expand	your	audience.	Use	simplicity:	Simple,	powerful	slogans	like	Just	Do	It	stick	and	endure.	Show	real	stories:	Authenticity	in	storytelling	builds	trust	and	emotional	connections.	Nike	–	Just	Do	It	(1988)	–	Very	first	commercial	Pepsi’s	Gladiator	commercial	was	a	cinematic
spectacle	that	brought	pop	culture	to	the	Super	Bowl	stage.	Set	in	a	Roman	coliseum,	the	ad	featured	Beyoncé,	Pink,	and	Britney	Spears	as	gladiators	who	defied	the	oppressive	emperor,	played	by	Enrique	Iglesias.	The	women	overthrew	the	ruler	and	reclaimed	their	power,	distributing	Pepsi	to	a	roaring	crowd—all	to	the	beat	of	Queen’s	“We	Will
Rock	You.”	This	ad	stood	out	for	its	star-studded	cast,	larger-than-life	production,	and	bold	storytelling.	It	flipped	traditional	gladiator	tropes	on	their	head	by	showcasing	women	as	empowered	heroes	in	a	typically	masculine	setting.	The	blend	of	music,	rebellion,	and	pop	culture	aligned	perfectly	with	Pepsi’s	bold,	fun,	and	youthful	brand	identity.
Takeaways	for	marketers:	Think	big:	High-energy,	cinematic	campaigns	grab	attention	and	stay	memorable.	Subvert	expectations:	Challenge	stereotypes	or	conventions	to	create	impactful	narratives.	Leverage	star	power:	Using	cultural	icons	and	music	amplifies	a	campaign’s	relevance	and	appeal.	Pepsi	Commercial	HD	–	We	Will	Rock	You	(feat.
Britney	Spears,	Beyonce,	Pink	&	Enrique	Iglesias)	Old	Spice	revitalized	its	image	with	this	humorous,	fast-paced	ad	starring	Isaiah	Mustafa.	In	just	30	seconds,	Mustafa	effortlessly	transitioned	from	a	shower	to	a	boat	to	a	horse,	delivering	witty	one-liners	about	masculinity	and	confidence—all	while	promoting	Old	Spice	body	wash.	The	ad’s	absurd
humor,	sharp	writing,	and	charismatic	delivery	made	it	a	viral	sensation,	bringing	a	legacy	brand	back	into	cultural	relevance.	It	also	sparked	a	campaign	of	follow-up	videos	directly	responding	to	fans’	social	media	comments,	setting	a	new	standard	for	audience	engagement.	Takeaways	for	marketers:	Use	humor:	Bold,	unexpected	humor	grabs
attention	and	sticks	in	people’s	minds.	Be	memorable:	A	distinct	tone	and	voice	help	your	brand	stand	out.	Engage	directly:	Interacting	with	your	audience	extends	the	life	of	a	campaign.	Old	Spice	|	The	Man	Your	Man	Could	Smell	Like	Snickers	hit	a	home	run	with	its	Super	Bowl	ad	starring	Betty	White.	In	the	ad,	a	group	of	friends	plays	a	rough
game	of	football,	with	one	player,	portrayed	by	White,	performing	poorly	and	getting	tackled	into	the	mud.	A	teammate	hands	her	a	Snickers	bar,	and	after	taking	a	bite,	she	transforms	into	a	young	man,	highlighting	the	message	that	hunger	can	make	you	act	out	of	character.	The	campaign’s	mix	of	humor,	nostalgia,	and	relatability	made	it	an	instant
hit.	The	concept	was	so	versatile	that	it	continued	for	years	with	new	scenarios	and	celebrities,	making	“You’re	Not	You	When	You’re	Hungry”	one	of	the	most	successful	taglines	in	modern	advertising.	Takeaways	for	marketers:	Be	relatable:	Universal	truths	like	hunger	resonate	across	demographics.	Leverage	nostalgia:	Familiar	faces	evoke	strong
emotional	responses.	Create	longevity:	A	flexible	concept	can	evolve	into	a	long-term	campaign.	Snickers	–	Betty	White	(Super	Bowl	2010	Commercial)	–	[HD]	Print	ads	have	long	been	a	canvas	for	bold	ideas,	relying	on	striking	visuals	and	clever	messaging	to	make	an	impact.		These	iconic	campaigns	demonstrate	the	power	of	simplicity,	humor,	and
creative	risk-taking.	Pepsi’s	Halloween	ad	delivered	a	playful	jab	at	its	rival,	Coca-Cola.	It	featured	a	Pepsi	can	dressed	in	a	Coca-Cola	cape	with	the	tagline,	“We	wish	you	a	scary	Halloween!”	This	tongue-in-cheek	visual	cleverly	framed	Coke	as	the	“scary”	choice	while	reinforcing	Pepsi’s	bold	and	irreverent	brand	personality.	The	ad	stood	out	for	its
humor	and	simplicity.	It	wasn’t	a	heavy-handed	comparison—it	was	lighthearted	and	fun,	engaging	audiences	without	alienating	Coke	fans.	Takeaways	for	marketers:	Inject	humor:	Humor	grabs	attention	and	helps	establish	a	lighthearted	connection.	Healthy	competition:	A	playful	nod	to	competitors	can	create	buzz	without	alienating	audiences.	Stay
true	to	your	brand:	Always	reinforce	your	core	identity—in	Pepsi’s	case,	boldness	and	fun.	Volkswagen	flipped	automotive	advertising	on	its	head	with	Think	Small,	a	minimalist	print	ad	celebrating	the	Beetle’s	small	size	as	a	virtue.	While	other	car	brands	focused	on	power	and	size,	Volkswagen	embraced	its	difference,	positioning	the	Beetle	as
practical,	economical,	and	approachable.	The	ad’s	clean	layout	and	self-deprecating	tone	became	a	blueprint	for	modern	advertising.	It	turned	what	might	have	been	perceived	as	a	weakness	into	a	compelling	strength,	proving	that	honesty	and	simplicity	can	win	over	audiences.	Takeaways	for	marketers:	Keep	it	simple:	Clear,	straightforward
messages	cut	through	the	noise.	Turn	weaknesses	into	strengths:	Highlight	unique	qualities,	even	those	perceived	as	disadvantages.	Embrace	authenticity:	Honesty	resonates	more	than	overstated	claims.	IKEA’s	print	ad	pushed	boundaries	by	inviting	women	to	urinate	on	it.	Yes,	you	read	that	right.	The	ad	incorporated	a	pregnancy	test;	if	it	detected
pregnancy,	a	discount	for	a	baby	crib	was	revealed.	This	unconventional	approach	connected	IKEA	with	expectant	mothers	in	a	deeply	personal	way.	It	was	bold,	interactive,	and	used	technology	to	create	a	unique	experience,	making	it	one	of	the	most	talked-about	campaigns	of	the	year.	Takeaways	for	marketers:	Be	bold:	Sometimes,	breaking	norms
is	the	best	way	to	stand	out.	Use	technology	creatively:	Integrating	innovation	can	elevate	a	campaign’s	impact.	Personalize	the	experience:	Engage	your	audience	on	a	personal	level	to	forge	deeper	connections.	The	iconic	“Uncle	Sam”	poster	is	one	of	the	most	recognizable	ads	in	history.	Featuring	Uncle	Sam	pointing	directly	at	the	viewer	with	the
words,	“I	Want	You	for	U.S.	Army,”	it	was	an	emotionally	charged	call	to	action	during	World	War	I.	Its	directness	and	urgency	tapped	into	patriotism	and	personal	responsibility,	compelling	millions	to	enlist.	This	ad	remains	a	textbook	example	of	how	to	mobilize	action	through	simple,	impactful	design	and	messaging.	Takeaways	for	marketers:	Be
direct:	Clear,	targeted	messages	are	highly	effective	in	prompting	action.	Evoke	emotion:	Emotional	appeals	motivate	audiences	to	respond.	Incorporate	strong	imagery:	Iconic	visuals	amplify	recognition	and	impact.	When	KFC	faced	a	chicken	shortage	in	the	UK,	the	brand	turned	a	crisis	into	a	moment	of	humor	and	transparency.	Their	print	ad
featured	an	empty	bucket	with	the	letters	“FCK”	replacing	the	KFC	logo—a	cheeky	acknowledgment	of	their	misstep.	The	ad’s	humorous,	self-aware	tone	diffused	frustration	and	won	public	sympathy.	It	showed	that	admitting	mistakes	with	a	sense	of	humor	can	strengthen,	rather	than	harm,	a	brand’s	relationship	with	its	audience.	Takeaways	for
marketers:	Own	your	mistakes:	Acknowledging	errors	builds	transparency	and	trust.	Use	humor	wisely:	Humor	can	diffuse	tension	and	humanize	your	brand.	Be	authentic:	Genuine	responses	strengthen	customer	loyalty,	even	in	tough	times.	Billboard	ads	transform	everyday	spaces	into	unforgettable	marketing	moments.		These	campaigns	show	how
bold	visuals,	interactive	elements,	and	clever	concepts	can	captivate	audiences	on	the	go.	McDonald’s	iconic	I’m	Lovin’	It	billboards	have	become	a	cornerstone	of	its	global	brand	identity.	With	vibrant	images	of	its	menu	items	paired	with	the	universally	recognized	slogan,	the	ads	create	an	instant	emotional	connection	with	viewers.		Their	simplicity
and	positivity	evoke	feelings	of	comfort	and	familiarity,	reinforcing	McDonald’s	as	a	go-to	destination	for	a	quick,	enjoyable	meal.	Takeaways	for	marketers:	Consistency	wins:	A	unified	message	across	campaigns	builds	long-term	recognition.	Pair	visuals	with	emotion:	Strong,	appealing	visuals	evoke	instant	connections.	Keep	it	simple:	A
straightforward	message	often	resonates	most	effectively.	Netflix	grabbed	attention	with	a	series	of	cryptic	billboards	declaring	Netflix	is	a	joke.	Without	any	context,	the	bold,	minimalist	text	sparked	widespread	curiosity	and	confusion.		Later,	it	was	revealed	that	the	billboards	were	part	of	a	campaign	to	promote	Netflix’s	extensive	lineup	of	comedy
specials.	The	ads	reflected	the	streaming	giant’s	playful	and	self-aware	branding,	and	showed	how	mystery	can	drive	conversation	and	intrigue	before	delivering	a	clever	punchline.	Takeaways	for	marketers:	Create	mystery:	A	campaign	that	teases	rather	than	tells	can	generate	buzz	and	engagement.	Embrace	the	unexpected:	Surprising	your
audience	can	reinforce	your	brand’s	playful	or	creative	persona.	Leverage	public	curiosity:	Getting	people	talking	about	your	ad	is	a	win	for	brand	awareness.	British	Airways	turned	heads	with	an	innovative	billboard	that	used	real-time	flight	tracking	to	create	a	personalized	experience.	As	planes	flew	overhead,	the	billboard	displayed	flight	details,
such	as	the	destination	and	flight	number.		This	interactive,	tech-driven	approach	turned	a	static	ad	into	a	dynamic	and	engaging	moment,	making	passersby	pause	and	connect	with	the	wonder	of	flying.	Takeaways	for	marketers:	Use	technology	creatively:	Real-time	data	makes	advertising	feel	dynamic	and	relevant.	Personalization	matters:	Tailoring
your	campaign	to	the	viewer	enhances	engagement.	Make	it	memorable:	Interactive	elements	leave	a	stronger	impression	than	static	visuals.	Taj	Mahal	Tea	captivated	audiences	with	a	rain-activated	billboard	that	combined	music,	culture,	and	technology.	The	installation	featured	a	giant	santoor	that	produced	classical	Indian	music	when	raindrops
struck	its	strings.		This	ingenious	campaign	celebrated	the	monsoon	season	and	showcased	the	brand’s	commitment	to	blending	tradition	with	modern	innovation.	Its	cultural	resonance	and	immersive	design	earned	widespread	acclaim,	including	a	Guinness	World	Record.	Takeaways	for	marketers:	Be	innovative:	Combining	art,	culture,	and
technology	creates	unforgettable	campaigns.	Connect	with	context:	Aligning	your	ad	with	environmental	or	cultural	triggers	can	enhance	relevance.	Engage	the	senses:	Multisensory	experiences	make	your	message	more	impactful.	Tylenol’s	headache-themed	billboard	in	Toronto’s	Dundas	Square	took	creative	exaggeration	to	new	heights.	Featuring
a	real	bulldozer	and	wrecking	ball,	the	installation	dramatized	the	pounding	intensity	of	a	headache	while	showcasing	Tylenol	as	the	solution.		The	eye-catching	display	turned	a	common	ailment	into	an	unforgettable	visual	story,	making	the	ad	relatable	and	hard	to	miss.	Takeaways	for	marketers:	Exaggerate	to	communicate:	Bold,	larger-than-life
imagery	drives	home	your	message.	Use	real-world	elements:	Incorporating	physical	objects	creates	a	memorable,	immersive	effect.	Solve	problems	visually:	Highlight	the	problem	and	position	your	product	as	the	solution.	Experiential	marketing	campaigns	immerse	consumers	directly	in	the	brand	experience,	fostering	deeper	connections	and
creating	memorable	moments.		These	innovative	campaigns	showcase	how	interactivity,	personalization,	and	bold	ideas	can	amplify	a	brand’s	impact.	Coca-Cola’s	Share	a	Coke	campaign	replaced	its	iconic	logo	with	popular	names	on	bottles,	encouraging	customers	to	find	and	share	bottles	featuring	their	own	or	their	friends’	names.		The	campaign’s
playful,	personalized	approach	resonated	with	millions,	sparking	a	social	media	frenzy	as	people	shared	photos	of	their	customized	bottles.	Takeaways	for	marketers:	Focus	on	personalization:	Tailored	campaigns	create	strong	emotional	connections	with	consumers.	Encourage	social	sharing:	User-generated	content	amplifies	visibility	and	strengthens
brand	engagement.	Leverage	simplicity:	A	straightforward	concept,	executed	well,	can	achieve	global	appeal.	Red	Bull	took	experiential	marketing	to	unprecedented	heights—literally.	The	brand	sponsored	Felix	Baumgartner’s	record-breaking	freefall	from	the	stratosphere,	which	was	streamed	live	to	millions	worldwide.		The	feat	showcased	Red
Bull’s	association	with	extreme	sports	and	cemented	its	reputation	as	a	brand	that	pushes	boundaries.	Takeaways	for	marketers:	Think	big:	Ambitious,	once-in-a-lifetime	experiences	can	elevate	your	brand’s	image.	Align	with	brand	values:	Ensure	your	campaign	reflects	your	core	ethos—in	Red	Bull’s	case,	daring	and	adventure.	Leverage	media	buzz:
Events	that	capture	public	attention	naturally	generate	widespread	coverage.	The	Pepsi	Challenge	invited	consumers	to	participate	in	a	blind	taste	test	comparing	Pepsi	and	Coca-Cola.		By	placing	the	decision	directly	in	the	hands	of	consumers,	the	campaign	shifted	perceptions	and	highlighted	Pepsi’s	taste	superiority,	sparking	conversation	and
loyalty	in	the	competitive	soft	drink	market.	Takeaways	for	marketers:	Engage	directly:	Real-world	interactions	build	trust	and	create	memorable	experiences.	Use	competition	strategically:	Comparing	your	product	to	rivals	can	be	impactful	when	done	tactfully.	Empower	consumers:	Letting	audiences	make	the	call	fosters	confidence	in	your	product.
1982	Pepsi	Cola	“Take	the	Pepsi	challenge”	TV	Commercial	To	promote	the	Barbie	movie,	Warner	Bros.	launched	an	AI-powered	selfie	generator	that	allowed	fans	to	create	personalized	images	of	themselves	as	Barbie	or	Ken.		These	shareable,	customizable	creations	generated	excitement	and	inclusivity,	making	fans	feel	part	of	the	Barbie	universe.
Takeaways	for	marketers:	Embrace	technology:	Use	tools	like	AI	to	deliver	unique,	engaging	experiences.	Prioritize	inclusivity:	Campaigns	that	make	everyone	feel	involved	resonate	broadly.	Drive	social	sharing:	Personalization	combined	with	shareable	content	maximizes	campaign	reach.	The	power	of	great	advertising	lies	in	its	ability	to	move,
engage,	and	surprise.	As	a	marketer,	you	hold	the	tools	to	create	campaigns	that	don’t	just	sell	but	inspire.		Use	the	lessons	from	these	groundbreaking	ads	to	experiment,	innovate,	and	connect	on	a	deeper	level.		The	next	iconic	campaign?	It’s	yours	to	create.	In	today’s	marketing	world,	cultural	relevance	is	key	to	everything	from	getting	your
content	seen	by	the	right	people	to	creating	communities	and,	ultimately,	conversions.	You’re	no	longer	competing	with	just	your	competitors;	you’re	competing	against	the	latest	memes,	and	cat	videos,	and	don’t	forget	the	platform	algorithms.		Social	listening	is	your	fast-track	way	to	becoming	a	culturally	relevant	brand.	What	is	social	listening?
There’s	been	a	lot	of	buzz	about	social	listening	recently,	but	what	does	it	actually	mean?	In	short,	social	listening	just	means	tracking	conversations	on	social	media	platforms.	Many	brands	use	social	listening	to	track	brand	mentions,	analyse	sentiment	and	track	comments	to	respond	to	(brand	monitoring).	While	this	is	extremely	useful,	social
listening’s	often	overlooked	value	is	in	the	consumer	and	cultural	insights	it	can	uncover.	In	fact,	many	social	listening	tools	allow	you	to	listen	to	multiple	other	digital	sources	such	as	video	sites,	blogs,	review	sites,	news,	and	even	some	messenger	services,	ensuring	that	you	can	find	your	online	audience,	wherever	they	are.	How	can	it	help	my	brand
be	culturally	relevant?	Social	listening	has	many	uses	for	different	teams,	but	it	excels	in	four	ways	for	marketers	who	are	looking	for	cultural	relevance.	Understanding	your	audience.	This	is	incredibly	important	to	marketers,	and	social	listening	can	help	you	do	that	in	real	time	and	with	real	data.	Moving	beyond	marketing	personas,	you	can	see
what	actual	people	are	saying	about	any	topic	you	desire	–		as	they’re	saying	it.	More	than	demographics,	you’ll	learn	what	your	audience	is	interested	in,	what	they	like	and	dislike,	what	motivates	them	and	much	more.	Understanding	conversation	around	a	topic.	What	are	people	saying	about	your	brand?	Your	competitor’s	brand?	The	holidays?
Summer	vacation?	How	people	are	cleaning?	Whatever	you’re	interested	in	learning	about,	social	listening	allows	you	to	quickly	tap	into	conversations	about	the	things	that	matter	to	you.	You	can	analyse	this	content	to	identify	pain	points,	white	spaces,	and	moments	of	opportunity.	Tracking	Trends.	We	all	know	how	important	trends	are	to	social
media,	regardless	of	the	platform,	but	how	do	you	know	which	trends	are	relevant	to	your	brand	and	your	audience?	Social	listening	can	help	you	identify	the	right	trends	for	you	and	stop	you	from	making	missteps	or	posting	after	a	trend	has	peaked.		Optimising	your	social	strategy.	Once	you’ve	gathered	all	your	data	and	uncovered	game-changing
insights,	you	can	apply	these	to	your	social	strategy,	ensuring	that	your	brand	moves	at	the	speed	of	culture.	The	same	audiences	often	engage	in	different	ways	on	different	platforms.	Using	social	listening	to	supercharge	your	social	strategy	with	robust	data	is	the	best	way	to	ensure	social	success.	Isn’t	social	listening	just	for	huge	brands?	No!	It’s	a
common	misconception	that	you	need	a	team	or	specially	trained	analysts	to	get	started	with	social	listening.	While	all	brands	can	benefit	from	social	listening,	smaller	brands	with	more	limited	budgets	often	see	the	biggest	benefits,	as	a	social	listening-informed	strategy	can	help	you	cut	through	the	noise	and	even	identify	the	best	ways	to	spend
your	social	ad	budget.	Getting	started	is	easy.	Setting	up	a	social	listening	search	in	YouScan,	a	top-rated	social	listening	tool,	is	intuitive	and	simple.	It	is	suitable	for	both	beginners	and	seasoned	professionals.	Right	from	the	homepage,	you	can	see	what’s	trending	in	your	search,	what	the	sentiment	is,	and	where	in	the	world	the	posts	are	coming
from.	Traditionally,	to	analyse	social	data,	you’d	already	have	to	have	some	understanding	of	the	topic	that	you	were	investigating.	But	with	YouScan’s	AI	agent,	Insights	Copilot,	you’re	able	to	use	an	AI	chat	function	to	analyse	and	interrogate	your	data	for	you,	removing	the	need	for	in-depth	topic	understanding.	Ask	CoPilot	to	perform	a	SWOT
analysis,	who	the	biggest	influencers	are,	which	brands	appear	in	the	conversation,	or	the	key	insights.	This	tool	makes	social	listening	insights	available	to	all	marketers,	regardless	of	experience.	In	short,	social	listening	helps	you	know	your	audience	better,	and	those	insights	mean	that	you	can	create	better	content	for	the	people	ready	to	engage
with	you.	Contact	YouScan	for	a	demo	today.	Determining	why	customers	should	choose	your	product	is	the	foundation	of	a	successful	marketing	strategy.	You’re	either	a	new	product	entering	a	crowded	marketplace	or	a	niche	product	whose	benefits	are	being	introduced	to	the	world.	Regardless	of	what	category	under	which	your	product	falls,	it’s
important	to	establish	a	connection	with	your	targeted	customers	by	speaking	to	their	needs	and	wants,	a	practice	that	creates	a	culture	of	brand	love.	Brand	love	is	a	marketing	strategy	that	looks	to	adopt	brand-loyal	customers	and	turn	them	into	advocates	or	influencers	for	your	brand.	In	an	effort	to	achieve	this	culture,	brands	must	foster
customer	satisfaction,	customer	value	and	relationship	marketing.	Let’s	take	a	look	at	the	three	elements	needed	to	successfully	create	a	culture	of	brand	love.	Customer	satisfaction	is	the	communication	strategy	of	explaining	to	your	audience	exactly	why	the	product	will	satisfy	their	needs.	In	a	busy	world	full	of	travel	for	work	and	pleasure,	airlines
have	become	a	bit	stricter	with	the	amount	and	size	of	luggage	that	passengers	bring	aboard	the	plane.	There’s	no	fun	in	diligently	packing	your	carry-on	luggage	for	a	four-hour	flight,	fighting	through	long	security	lines	and	locating	your	gate	at	the	very	end	of	the	terminal	just	to	find	out	that	your	bag	is	too	big	to	bring	aboard	the	plane.	In	this
scenario,	the	brand’s	goal	is	to	provide	a	product	that	guarantees	customer	satisfaction	as	a	result	to	the	issue	at	hand.	The	problem:	bulky	luggage.	The	solution:	Away	luggage.	Away	founder	Jen	Rubio	told	Forbes	that	she	asked	herself,	”How	do	we	take	something	really	simple	and	make	people	care	about	it?”	In	2016,	Away	luggage	was	born.	Away
has	since	expanded	beyond	luggage	and	now	sells	other	travel	products	and	lines.	According	to	an	interview	with	NewsCred	Insights,	Away	communicates	customers’	satisfaction	through	content	marketing	and	brand	storytelling	that	effectively	talks	about	the	features	and	best	uses	of	the	products	and	how	it	enhances	the	travel	experience.
Customer	value	is	the	strategy	of	demonstrating	the	product	value	and	ensuring	that	said	value	is	clearly	communicated	and	desired	by	the	target	audience.	Brooklinen—which	calls	itself	“The	Internet’s	Favorite	Sheets”—is	a	New	York	City-based	e-commerce	retailer	that	sells	luxury	sheets	and	other	bedding	items.	In	an	interview	with	DigiDay,
founders	Rich	and	Vicki	Fulop	said	Brooklinen	dedicated	some	marketing	investment	to	subway	advertisements	and	paid	social	media	campaigns,	but	it	primarily	depended	on	word-of-mouth	as	a	way	to	express	the	value	that	customers	place	on	Brooklinen	products.	Customers	hype	the	value	of	Brooklinen’s	products	across	the	brand’s	social	media
accounts.	In	a	world	where	consumers	rely	on	reviews	from	other	consumers,	Brooklinen’s	approach	to	communicate	customer	value	is	one	of	the	most	effective	forms	of	marketing.	Relationship	marketing	requires	brands	to	establish	a	strong	bond	with	their	audience	and	the	ability	to	illustrate	organic	growth	with	their	customers	throughout	the
course	of	the	relationship.	As	the	world	moves	faster	by	the	minute,	consumers	demand	quality—and	quickly.	Regional	coffee	shops	such	as	Gregorys	Coffee	offer	high-quality	products	while	maintaining	a	quaint	atmosphere	for	their	customers.	Gregorys	also	provides	competitive	offerings	such	as	the	Gregulars	app,	which	allows	customers	to	order
ahead	and	access	coffee	shop	perks	and	rewards.	Gregorys	Coffee	also	maintains	flexibility	with	its	offerings,	so	it	may	change	with	customers’	needs.	“We’ve	always	tried	to	blend	this	idea	of	quality	and	quantity,”	Gregorys	Coffee	CEO	Gregory	Zamfotis	told	Forbes.	“We	can	give	a	boutique	coffee	experience	while	serving	many,	many	people,	as
you’d	find	at	a	mass	market	location,	like	Starbucks	or	Dunkin’	Donuts.	We	are	able	through	systems,	training	and	design	to	process	lots	of	guests	while	maintaining	an	extremely	high	level	of	quality.”	According	to	Zamfotis,	the	coffee	chain	has	become	a	destination	for	people	seeking	quality	coffee	and	innovative	products.	Moving	into	this	new
decade	of	marketing,	look	to	court	your	customers	by	creating	a	culture	of	brand	love.	Remember	to	instill	customer	satisfaction,	demonstrate	customer	value	and	establish	strong	relationship	marketing	strategies	while	looking	to	grow	your	products	and	features	to	meet	consumer	needs	and	wants.	Illustration	by	Bill	Murphy.	Icon	image	We	noticed
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that	you	encounter	using	the	contact	form	on	this	website.	This	site	uses	the	WP	ADA	Compliance	Check	plugin	to	enhance	accessibility.	Branding	is	one	of	those	terms	that	we	hear	a	lot,	but	what	does	it	actually	mean?	In	simple	terms,	branding	is	the	process	of	creating	a	unique	identity	for	your	business	that	resonates	with	your	target	audience.	
It’s	more	than	just	your	logo	or	catchy	tagline;	it’s	how	people	perceive	and	feel	about	your	business	as	a	whole,	including	your	values,	your	personality,	and	how	you	communicate	with	your	customers.	Branding	is	about	creating	a	connection	with	your	audience.	Think	about	it	this	way:	your	branding	is	the	face	and	personality	of	your	business	in	the
eyes	of	your	audience.	When	you	get	it	right,	you’re	not	just	a	business,	you	become	a	trusted	friend	to	your	customers.	Take	Coca-Cola	for	example.	Their	iconic	red	logo	and	“Share	a	Coke”	campaign	aren’t	just	about	soda;	they’re	about	fostering	feelings	of	happiness	and	togetherness.		These	values	drive	the	emotional	connection	that	makes	the
brand	so	powerful.	In	a	world	full	of	distractions,	where	customers	have	endless	options,	branding	is	the	key	to	standing	out	and	staying	relevant.	To	capture	your	audience’s	attention	and	loyalty,	you	need	to	highlight	what	makes	your	brand	truly	unique	and	worth	choosing	over	others.		Your	brand	needs	to	carve	out	a	distinct	space	in	the	minds	of
your	customers.		Branding	is	about	telling	a	compelling	story	that	resonates	with	your	audience,	showcasing	not	just	your	product	but	why	it’s	different,	why	it	matters,	and	why	it	should	be	their	choice.		For	example,	while	many	companies	sell	phones,	Apple	has	built	a	brand	around	innovation,	simplicity,	and	luxury.	Their	sleek	design,	user-friendly
interface,	and	consistent	messaging	about	being	on	the	cutting	edge	of	technology	are	what	truly	set	Apple	apart	in	the	highly	competitive	tech	market.		Every	new	product	release	by	Apple	isn’t	just	about	the	features;	it’s	about	reinforcing	the	values	and	lifestyle	that	the	company’s	brand	represents.		71%	of	consumers	are	more	likely	to	buy	from
brands	they	trust	(source).	Branding	is	the	key	to	building	that	trust.		It’s	not	just	about	having	great	products;	it’s	about	consistently	delivering	on	your	promises	and	creating	a	reliable,	trustworthy	experience	for	your	customers.	Branding	ensures	that	every	aspect	of	your	business,	your	messaging,	customer	service,	and	product	quality	aligns	with
your	brand	values	and	expectations.	When	your	brand	is	consistent	and	reliable,	customers	feel	confident	that	they	can	count	on	you	every	time.	This	nurtures	trust	and,	over	time,	builds	credibility	with	your	audience.	When	you	think	of	Amazon,	what	comes	to	mind?	For	most	people:	fast	deliveries,	easy	shopping,	and	a	hassle-free	experience.	
Amazon	has	built	a	strong	brand	around	reliability	and	convenience,	and	it’s	because	of	their	consistent	delivery	of	these	promises	that	customers	trust	them.		Every	time	you	make	a	purchase	on	Amazon,	you	know	what	to	expect,	and	that	reliability	makes	you	more	likely	to	return	for	future	purchases.	Your	branding,	from	your	logo	and	messaging	to
your	customer	interactions,	should	consistently	reinforce	this	sense	of	trust	and	reliability.		One	of	the	most	influential	factors	in	a	consumer’s	decision	to	purchase	from	a	business	is	the	emotional	connection	they	feel	with	the	brand.		This	connection	goes	beyond	just	liking	a	product	or	service,	it	taps	into	personal	feelings,	shared	values,	and	a
deeper	sense	of	trust.		When	customers	feel	aligned	with	your	brand	on	a	personal	level,	they’re	not	just	buying	a	product;	they’re	buying	into	a	story,	a	belief,	or	an	experience	that	makes	them	feel	something	meaningful.		Emotional	connection	is	the	core	element	of	your	relationship	with	the	customer,	and	it’s	also	the	driving	force	behind	the
success	of	your	marketing	efforts.		This	connection	builds	loyalty,	fosters	advocacy,	and	makes	customers	more	likely	to	return,	time	and	time	again.	Take	Nike.	The	brand	doesn’t	just	sell	sportswear,	it	sells	empowerment.		With	its	“Just	Do	It”	slogan,	Nike	taps	into	the	universal	desire	for	personal	achievement	and	growth.		This	emotional	connection
to	the	idea	of	greatness	and	self-improvement	has	made	Nike	a	brand	that	people	don’t	just	buy	from;	they	connect	with	it,	making	it	one	of	the	most	powerful	brands	in	the	world.	Branding	transforms	a	business	from	just	a	product	or	service	provider	into	a	trusted	companion	in	your	customers’	lives.		Branding	and	marketing	go	hand	in	hand,	but
they	are	not	the	same	thing.		Marketing	is	all	about	promoting	your	products	or	services	and	driving	immediate	action,	such	as	clicks,	sign-ups,	or	purchases.		Branding	is	the	long-term	effort	that	shapes	how	your	customers	perceive	your	business.		The	identity	and	promise	you	create	set	the	tone	for	and	amplify	your	marketing	efforts.	When	your
brand	is	clearly	defined,	all	marketing	activities	become	more	cohesive,	recognizable,	and	impactful.	Starbucks	branding	centers	around	a	premium	personalized	coffee	experience	and	a	welcoming	atmosphere.		This	isn’t	just	about	the	quality	of	their	coffee,	it’s	about	creating	an	experience.		Whether	it’s	the	green	and	white	logo	on	their	coffee	cups,
the	inviting	ambiance	of	their	stores,	or	the	friendly	tone	of	their	social	media	posts,	Starbucks’	brand	identity	is	consistently	reflected	across	every	marketing	touchpoint.	A	well-defined,	consistent	brand	strengthens	all	marketing	campaigns,	giving	them	the	structure	and	credibility	to	resonate	with	the	audience	and	drive	results.		In	business,	sales
are	the	ultimate	determinant	of	success,	and	branding	is	what	guarantees	those	sales.		When	your	brand	fosters	trust	and	builds	relationships	with	your	audience,	sales	become	a	natural	outcome.		Not	only	will	customers	continue	to	return,	but	they	will	also	recommend	your	business	to	others,	driving	even	more	sales	and	expanding	your	customer
base.		That’s	how	strong	branding	leads	to	sustained	growth	and	adds	lasting	value	to	your	business.	Brands	like	Nike,	Apple,	and	Coca-Cola	aren’t	just	selling	products;	they’re	selling	a	promise,	a	lifestyle,	and	a	set	of	values	that	resonate	with	their	customers	on	a	deeper	level.	These	emotional	connections	lead	to	greater	trust	and	ultimately	to
repeat	sales.		Now	that	we’ve	covered	the	“why,”	let’s	examine	the	key	elements	and	strategies	for	creating	a	successful	brand.	Your	brand	identity	is	what	we	typically	think	of	as	branding.	It	includes	all	the	visual	elements	that	make	your	business	easily	recognizable,	like	your	logo,	color	palette,	and	typography.		Your	brand	identity	is	defined	and
distinguished	by	being	memorable,	unique,	easily	identifiable,	and	aesthetically	appealing.		The	key	to	building	a	strong	brand	identity	is	prioritizing	consistency	across	all	media	channels.			Consistency	in	your	brand	presence	makes	your	brand	easily	recognizable	over	time	and	reinforces	your	customers’	connection	to	it.		A	great	example	is
McDonald’s	golden	arches,	which	are	universally	recognized	everywhere.		The	company	has	done	an	excellent	job	of	ensuring	that	the	iconic	logo,	signature	colors,	and	restaurant	design	consistently	reflect	the	brand’s	identity	worldwide.	Your	brand’s	mission	and	values	are	the	foundation	of	its	identity.		They	define	why	your	business	exists	beyond
just	making	a	profit.		Your	brand	mission	and	values	represent	the	promise	and	story	behind	your	brand.	When	your	mission	and	values	are	clear	and	authentic,	they	become	powerful	communication	tools	with	your	audience,	deepening	their	connection	with	your	brand	and	nurturing	brand	loyalty.		This	alignment	between	your	business	and	your
customers	makes	them	more	likely	to	buy	from	you	again	and	recommend	your	brand	to	others.	Patagonia,	for	example,	has	built	its	brand	around	environmental	responsibility.	Their	mission	is	not	just	about	selling	outdoor	apparel,	but	about	positively	impacting	the	planet.		From	offering	eco-friendly	products	to	running	campaigns	advocating	for
environmental	causes,	Patagonia’s	mission	is	woven	into	every	aspect	of	its	branding.	This	naturally	attracts	environmentally	conscious	customers	who	feel	aligned	with	these	values.	Brand	positioning	is	about	identifying	the	specific	problem	your	brand	solves	for	customers	and	differentiating	yourself	from	the	competition.		Spotify	for	instance,
positioned	itself	as	the	go-to	platform	for	unlimited	music	streaming	at	an	affordable	price.	Instead	of	requiring	customers	to	purchase	individual	songs	or	albums,	Spotify	offered	access	to	millions	of	tracks	for	a	low	monthly	fee,	emphasizing	convenience	and	personalization.	By	focusing	on	affordability	and	a	tailored	listening	experience,	Spotify	met
the	demand	for	accessible,	on-demand	music,	which	resonated	with	music	lovers	tired	of	the	traditional	pay-per-song	model.	In	short,	Spotify’s	brand	positioning	was	about	solving	a	real	problem:	making	music	more	accessible	and	affordable	while	offering	a	personalized,	on-demand	experience.		This	positioning	allowed	Spotify	to	build	a	strong
emotional	connection	with	its	audience	and	stand	out	in	a	crowded	market.	Your	brand	voice	showcases	your	brand’s	personality	through	your	choice	of	language,	vocabulary,	and	emotional	tone	of	messaging,	whether	you	post	on	social	media,	write	email	campaigns,	or	engage	with	customers	in	support	chats.	Familiarity	breeds	trust.	Maintaining
consistency	across	your	brand’s	interactions	fosters	a	sense	of	connection	with	your	customers,	solidifying	their	relationship	with	your	business.	Old	Spice’s	brand	voice	became	famous	for	its	humorous	and	irreverent	tone,	particularly	with	the	“The	Man	Your	Man	Could	Smell	Like”	campaign.		Actor	Isaiah	Mustafa’s	over-the-top,	confident	lines,	like
“I’m	on	a	horse,”	made	the	brand	stand	out	in	a	market	filled	with	traditional,	macho	advertising.		This	unique	voice	resonated	with	a	broad	audience	and	became	a	pop	culture	phenomenon,	helping	Old	Spice	reinvent	itself,	remain	relevant,	and	connect	with	younger	consumers.		The	success	of	this	campaign	solidified	Old	Spice’s	brand	voice	as	both
bold	and	playful,	making	it	instantly	recognizable	even	years	later.	Your	brand	is	more	than	just	how	it	looks;	it’s	how	it	makes	people	feel.		Every	touchpoint,	from	your	website	to	your	product	packaging	and	customer	service	interactions,	should	reinforce	your	brand	identity.		Creating	a	seamless	and	positive	customer	experience	strengthens	brand
loyalty.	Zappos	is	known	for	its	excellent	customer	service,	which	is	a	core	part	of	its	brand.		Their	willingness	to	go	above	and	beyond	to	satisfy	customers	has	helped	them	build	an	incredibly	loyal	customer	base.	Brand	consistency	across	all	platforms	and	interactions	builds	trust	and	recognition.		Your	brand’s	visuals,	messaging,	and	values	should
be	the	same	whether	you	post	on	social	media,	design	ads,	or	handle	customer	service.		The	more	consistent	you	are,	the	easier	it	will	be	for	customers	to	recognize	and	trust	your	brand.	Consistency	strengthens	and	amplifies	all	other	elements	of	branding	strategy	and	is	at	the	core	of	your	connection	with	your	customers.	Building	a	brand	doesn’t
happen	overnight.	It’s	a	process	that	requires	careful	planning	and	ongoing	effort.	Here’s	how	to	get	started:	Understanding	why	your	business	exists	and	what	values	guide	your	decisions	is	the	foundation	of	strong	branding.	The	values	you	establish	will	shape	how	customers	perceive	your	business	and	influence	every	aspect	of	your	marketing	and
customer	interactions.	Questions	to	Ask	Yourself:	What	core	purpose	does	my	business	serve	beyond	just	making	a	profit?	What	values	do	I	believe	in	and	are	non-negotiable	for	my	business,	and	how	do	they	align	with	my	audience’s	values?	How	will	my	brand’s	values	influence	the	way	I	engage	with	customers	and	make	business	decisions?	Goop
built	its	brand	around	the	values	of	wellness,	self-care,	and	luxury.	Its	mission	is	to	sell	products	and	promote	a	lifestyle	of	mindful	living	and	personal	well-being.	Goop’s	values	are	reflected	in	its	curated	health	product	offerings,	as	well	as	its	emphasis	on	holistic	health	throughout	its	content	and	experiences.		To	differentiate	your	brand,	start	by
understanding	your	competitors.	What	are	they	doing	right?	What	could	they	improve?		Use	this	research	to	carve	out	your	own	niche	and	find	areas	where	you	can	offer	something	unique.	Design	a	memorable	logo	and	choose	a	color	palette	and	typography	that	match	your	brand	personality.		Your	logo	and	aesthetics	should	be	easily	identifiable	by
your	target	customer	and	distinguishable	from	your	competitors’	as	well.	Consistency	is	key;	your	identity	should	be	adaptable	across	digital	and	physical	spaces.	Your	brand	voice	should	reflect	your	mission,	values,	and	personality.		It’s	how	you	communicate	with	your	audience	and	should	be	consistent	in	all	content.		Whether	you	want	to	be	funny,
professional,	or	empathetic,	your	brand	voice	will	shape	how	your	customers	relate	to	you.	From	your	website	to	social	media,	ensure	your	brand	is	consistently	represented	across	all	touchpoints.		This	means	applying	your	brand	guidelines	to	every	interaction	and	platform	where	customers	encounter	your	business.	You	want	your	brand	to	say	the
same	thing	and	more	importantly,	feel	the	same	way	across	all	touchpoints	with	your	business.	This	creates	a	consistent	brand	presence	customers	can	rely	on	and	trust.	Your	people	are	your	business,	and	they	are	the	brand	when	interacting	with	customers	across	channels.	Ensure	every	employee	understands	your	brand’s	mission,	voice,	and
values.		This	will	ensure	consistency	internally	and	externally	across	all	customer	touchpoints,	from	marketing	materials	to	customer	service	interactions.	Branding	isn’t	static.	As	markets	change	and	customer	needs	evolve,	your	brand	should	be	adaptable.		Regularly	assess	how	your	customers	perceive	your	brand	and	adjust	as	needed	to	stay
relevant	and	consistent.	While	you	work	to	build	your	brand,	here	are	a	few	common	mistakes	to	watch	out	for:	Inconsistent	branding,	such	as	using	different	logos,	fonts,	imagery,	or	tone	across	platforms,	confuses	customers,	weakening	your	brand	presence	and	undermining	marketing	efforts	across	platforms.		Always	maintain	consistency	in	how
your	brand	looks	and	communicates.		Keep	this	in	mind	at	the	design	stage,	ensuring	your	logos,	fonts,	images,	etc.,	can	be	easily	translated	across	media	channels	and	their	individual	formatting	and	content	requirements.	Without	a	clear	mission	or	purpose,	your	brand	can	become	directionless.	Be	clear	about	what	your	brand	stands	for	and	how	it
adds	value	to	your	customers’	lives.	Your	values	align	your	customer	with	your	brand,	so	don’t	overlook	the	importance	of	building	a	set	of	values	and	a	mission	you	resonate	with	and	represent	authentically.	Avoid	copying	what	others	are	doing,	as	this	ultimately	dilutes	your	brand	and	can	lead	to	competitors	profiting	from	your	efforts.		Find	what
makes	your	brand	unique	and	amplify	those	strengths	to	stand	out.		Ensure	your	unique	offering	is	communicated	consistently	across	all	elements	of	your	brand,	from	your	logo	to	your	brand	voice	and	values.	A	beautiful	logo	is	essential,	but	it’s	only	one	part	of	branding.		Your	brand’s	messaging,	values,	and	customer	experience	align	with	the
design.	Your	branding	is	just	as	much	about	developing	and	sustaining	a	strong	connection	with	your	customers	as	it	is	about	having	beautiful	aesthetics.	Customers	can	tell	when	a	brand	isn’t	being	genuine.		Always	be	true	to	your	values	and	deliver	on	your	branding	promises.	Like	any	other	relationship,	you	want	to	be	honest	about	who	you	are	and
what	you	stand	for.		Starting	from	an	authentic	place	creates	a	genuine	connection	with	your	customer	base,	strengthening	brand	loyalty,	and	keeping	your	customers	coming	back.	Your	customers	are	your	best	brand	advocates	and	the	strongest	indicator	of	the	efficacy	of	your	brand	strategy.		Listening	to	and	gathering	customer	feedback	can
highlight	areas	for	improvement,	identify	strengths,	and	reveal	opportunities	to	enhance	your	brand.	If	you’re	looking	to	take	your	branding	to	the	next	level,	AMA	offers	a	wide	range	of	branding	courses	that	provide	in-depth	insights	and	strategies	to	help	you	build	a	stronger,	more	effective	brand.		Whether	you’re	just	starting	out	or	refining	your
current	strategy,	these	courses	are	designed	to	help	marketers	at	every	level.	For	more	advanced	training,	consider	exploring	AMA’s	marketing	courses	to	gain	a	deeper	understanding	of	branding’s	role	in	the	broader	marketing	landscape.	By	understanding	the	core	elements	of	branding,	learning	from	the	success	stories	of	leading	brands,	and
avoiding	common	pitfalls,	you’ll	be	on	your	way	to	building	a	brand	that	stands	out	and	lasts	in	the	competitive	landscape	of	2025	and	beyond.	Your	customers	are	bombarded	with	marketing	daily,	so	how	do	you	make	them	stop	and	pay	attention?		The	answer:	creativity.	A	clever,	well-executed	campaign	doesn’t	just	get	noticed—it	sticks,	gets
shared,	and	drives	results.	We’re	breaking	down	15	creative	campaign	ideas	designed	to	make	your	brand	stand	out.	From	viral	challenges	to	unexpected	collaborations,	these	strategies	inspire,	engage,	and	deliver	measurable	results.	Here	are	15	creative	campaign	ideas	that	will	grab	attention,	spark	engagement,	and	get	your	brand	the	recognition
it	deserves.	Influencer	marketing	isn’t	new,	but	how	you	use	it	can	make	all	the	difference.	The	key?	Creativity	and	authenticity.	Audiences	trust	influencers	who	integrate	your	brand	into	their	lives	in	natural	and	engaging	ways.	Here’s	how	to	make	it	work:	Focus	on	nano	and	micro-influencers:	These	influencers	may	have	smaller	followings,	but
their	engagement	rates	are	higher,	and	their	audiences	trust	them	more.	In	fact,	44%	of	marketers	prefer	nano-influencers	for	their	campaigns.	Get	creative	with	content:	Move	beyond	basic	product	placements.	Try	campaigns	like	lifestyle	integrations,	“day	in	the	life”	features,	or	challenges	that	showcase	your	product	in	action.	Involve	influencers
in	the	creative	process.	Let	them	pitch	ideas	for	how	they’d	present	your	brand	to	their	audience.	This	ensures	authenticity	and	taps	into	their	unique	style,	making	the	campaign	more	engaging	and	relatable.	Example:	HISTORY	Channel’s	“Stay	Curious”	campaign	The	HISTORY	Channel	partnered	with	TikTok	influencers	to	create	high-quality,
platform-specific	content	for	their	“Stay	Curious”	campaign.	The	result?	Over	12.2	million	views,	50,000	new	followers,	and	a	significant	boost	in	brand	visibility.	This	campaign	shows	how	leveraging	the	right	influencers	on	the	right	platform	can	help	you	reach	new	demographics.	2.	Engage	customers	with	user-generated	content	(UGC)	Nothing
builds	trust	like	content	created	by	your	own	customers.	In	fact,	user-generated	content	is	8.7	times	more	impactful	than	influencer	content	and	6.6	times	more	effective	than	branded	content.	Why?	Because	it’s	real	and	relatable.	Here’s	how	to	make	UGC	work	for	you:	Host	content	challenges:	Encourage	customers	to	share	photos,	videos,	or	stories
featuring	your	brand.	Offer	incentives	like	discounts,	exclusive	products,	or	shoutouts	on	your	social	channels.	Integrate	UGC	into	your	marketing:	Feature	customer-created	content	in	your	ads,	website,	and	social	media.	Highlighting	real	users	builds	credibility	and	fosters	community.	Make	it	easy	for	customers	to	participate.	Create	a	branded
hashtag	and	provide	clear	instructions	for	submissions.	The	simpler	the	process,	the	more	likely	people	will	join	in.	Airbnb’s	#LiveThere	campaign	redefined	travel	by	encouraging	users	to	immerse	themselves	in	destinations	like	locals.	The	campaign	leaned	heavily	on	UGC,	inviting	travelers	to	share	their	experiences	using	the	#LiveThere	hashtag.
The	result?	A	significant	boost	in	user	engagement,	positive	sentiment,	and	global	brand	recognition.	Airbnb	cemented	its	position	as	more	than	just	a	lodging	platform—it	became	a	symbol	of	authentic,	immersive	travel.	Flash	sales	create	urgency	and	excitement.	They	play	on	FOMO	(fear	of	missing	out)	to	drive	quick	decisions	and	higher	sales.		​​For
instance,	during	Black	Friday	2023,	consumers	spent	$38	billion	online.		A	well-executed	flash	sale	also	attracts	new	customers	who	stick	around	long	after	the	sale	is	over.	Here	are	some	tips	for	executing	a	winning	flash	sale:	Make	it	exclusive:	Offer	early	access	to	loyal	customers	or	VIP	members.	This	adds	a	sense	of	privilege	and	builds	loyalty.
Keep	it	short	and	sweet:	Limit	the	sale	to	a	few	hours	or	a	single	day	to	maximize	urgency.	Promote	strategically:	Use	email,	social	media,	and	SMS	to	hype	the	sale	in	advance	and	keep	the	momentum	going	during	the	event.	Create	a	series	of	flash	sales	targeting	different	product	categories	or	customer	segments.	This	keeps	customers	engaged	and
returning	to	see	what’s	next.	Amazon’s	Prime	Day	is	a	24-hour	flash	sale	offering	exclusive	deals	to	Prime	members.	The	event	features	significant	discounts	across	various	categories,	creating	a	sense	of	urgency	and	exclusivity.	This	strategy	boosts	sales	and	increases	Prime	memberships,	demonstrating	the	power	of	well-executed	flash	sales.	4.
Storytelling	campaigns	to	build	emotional	connections	Storytelling	isn’t	just	marketing—it’s	how	brands	create	lasting	emotional	bonds	with	customers.	A	powerful	narrative	can	evoke	empathy,	build	trust,	and	inspire	loyalty.	In	fact,	55%	of	consumers	say	they’re	more	likely	to	consider	future	purchases	from	a	brand	whose	story	they	love,	while	44%
would	share	that	story	with	others.	Here’s	how	to	make	storytelling	work	for	your	brand:	Create	a	relatable	narrative:	Highlight	real	stories	that	align	with	your	brand’s	mission	or	values.	Make	it	emotional:	Focus	on	themes	like	overcoming	challenges,	community,	or	empowerment	to	connect	with	your	audience.	Share	across	channels:	Use	videos,
social	media	posts,	and	blog	articles	to	amplify	your	story.	Feature	your	customers	or	employees	in	your	storytelling	campaigns.	This	adds	authenticity	and	strengthens	the	sense	of	community	around	your	brand.	The	“Like	a	Girl”	campaign	challenged	stereotypes	and	empowered	girls	to	embrace	their	strength.	Combining	a	viral	video	with	impactful
messaging,	it	inspired	millions	and	won	multiple	awards.	This	campaign	shows	how	storytelling	can	spark	positive	change	while	elevating	brand	visibility	and	loyalty.	LIke	a	Girl	–	Always	TV	Commercial	Nothing	creates	buzz	like	an	unexpected,	exclusive	event.	Pop-ups	combine	surprise,	exclusivity,	and	real-world	engagement	to	leave	a	lasting
impression.	According	to	research,	85%	of	consumers	are	likely	to	purchase	after	participating	in	a	brand	event,	and	91%	leave	with	more	positive	feelings	about	the	brand.	Here’s	how	to	pull	off	a	successful	pop-up:	Make	it	experiential:	Create	an	immersive	environment	that	ties	into	your	brand.	Use	mystery:	Keep	the	location	or	details	under	wraps
till	the	last	moment	to	generate	curiosity	and	excitement.	Leverage	social	media:	Encourage	attendees	to	share	their	experiences	with	hashtags	and	live	updates.	Offer	exclusive	products	or	discounts	at	the	event	to	make	attendees	feel	like	insiders	and	create	a	sense	of	urgency.	To	celebrate	BLACKPINK’s	new	album,	Spotify	hosted	an	immersive
three-day	pop-up	event	featuring	photo	rooms,	exclusive	merch,	and	interactive	experiences.	The	mystery	and	exclusivity	attracted	massive	attention,	driving	attendance	and	social	media	buzz.	Today’s	consumers	expect	brands	to	stand	for	something.	Partnering	with	social	or	environmental	causes	enhances	your	brand	image	and	fosters	deeper
connections	with	your	audience.	In	fact,	78%	of	liberal	and	52%	of	conservative	consumers	want	brands	to	take	a	stand.	Here’s	how	to	integrate	cause-driven	marketing	into	your	strategy:	Pick	a	cause	that	aligns	with	your	brand:	Authenticity	is	key.	Choose	issues	your	brand	is	genuinely	passionate	about.	Make	it	actionable:	Tie	your	campaign	to
tangible	outcomes,	like	donations,	awareness,	or	community	involvement.	Engage	your	audience:	Encourage	participation	through	social	media	challenges,	fundraising	events,	or	purchases	tied	to	donations.	Create	long-term	partnerships	with	causes	rather	than	one-off	campaigns.	Consistency	builds	trust	and	reinforces	your	brand’s	commitment.
Ben	&	Jerry’s	launched	the	Empower	Mint	flavor	to	highlight	voter	suppression	issues	and	educate	customers	on	barriers	to	voting.	The	campaign	included	informative	videos,	local	events,	and	advocacy,	effectively	combining	product	promotion	with	a	powerful	social	message.	Introducing	Empower	Mint	|	Ben	&	Jerry’s	A	well-executed	viral	challenge
can	turn	your	brand	into	a	global	sensation.	By	encouraging	user	participation	and	tapping	into	the	power	of	social	media,	you	can	spark	widespread	engagement.	Here’s	how	to	launch	a	viral	challenge:	Keep	it	inclusive:	Create	a	challenge	that	anyone	can	participate	in,	regardless	of	skill	or	resources.	Make	it	shareable:	Focus	on	a	visually
compelling	or	entertaining	concept	that	naturally	fits	into	social	media	platforms.	Tie	it	back	to	your	brand:	Ensure	the	challenge	subtly	promotes	your	product	or	aligns	with	your	values.	Partner	with	influencers	or	celebrities	to	kick	off	the	challenge	and	amplify	its	reach	right	from	the	start.	The	Ice	Bucket	Challenge	raised	awareness	and	$115
million	for	ALS	by	inspiring	over	17	million	people	to	participate	worldwide.	The	campaign’s	simplicity	and	shareability	made	it	a	viral	hit,	demonstrating	the	power	of	combining	a	good	cause	with	social	media.	Collaborations	create	buzz,	exclusivity,	and	new	opportunities	to	reach	different	audiences.	Limited-edition	offerings,	especially	when	tied	to
popular	figures	or	brands,	can	generate	massive	excitement	and	drive	sales.	Here’s	how	to	make	collaborations	work:	Choose	the	right	partner:	Pick	a	collaborator	whose	audience	and	values	align	with	your	brand.	Highlight	exclusivity:	Promote	the	“limited”	aspect	to	drive	urgency	and	FOMO	(fear	of	missing	out).	Leverage	both	audiences:	Use	the
combined	marketing	power	of	both	brands	to	amplify	visibility.	Bundle	the	limited-edition	product	with	exclusive	perks,	like	early	access	or	behind-the-scenes	content,	to	maximize	appeal.	McDonald’s	collaborated	with	Travis	Scott	to	offer	his	favorite	meal	as	a	limited-time	promotion.	The	campaign	was	so	successful	it	caused	ingredient	shortages	in
some	locations,	proving	how	an	unexpected	partnership	can	drive	massive	demand.	Subscription	boxes	build	loyalty	and	create	consistent	revenue	streams.	They	also	offer	a	unique	way	to	surprise	and	delight	customers	with	curated,	exclusive	products.	Here’s	how	to	launch	an	effective	subscription	service:	Focus	on	customization:	Allow	customers
to	tailor	the	box	to	their	preferences	for	a	more	personal	experience.	Add	value:	Include	exclusive	items,	early	product	access,	or	significant	savings	to	make	the	subscription	irresistible.	Promote	retention:	Offer	loyalty	perks	for	long-term	subscribers,	such	as	bonus	items	or	discounts.	Use	seasonal	themes	or	limited-edition	items	to	keep	the
experience	fresh	and	encourage	long-term	subscriptions.	FabFitFun	delivers	a	curated	mix	of	beauty,	wellness,	and	fashion	products	every	quarter,	tying	them	to	seasonal	themes.	By	including	items	from	female-founded	and	BIPOC	brands,	they	stand	out	in	the	crowded	subscription	market	while	resonating	with	socially	conscious	consumers.
Consumers	are	increasingly	eco-conscious,	and	brands	that	demonstrate	a	genuine	commitment	to	sustainability	can	build	trust	and	loyalty.		A	green	campaign	showcases	your	values	and	helps	your	customers	feel	good	about	supporting	your	business.	Here’s	how	to	run	a	successful	sustainability	campaign:	Highlight	real	impact:	Share	data	and
stories	about	the	positive	change	your	campaign	is	creating.	Engage	your	audience:	Encourage	customers	to	participate	through	recycling	programs,	eco-friendly	product	swaps,	or	social	media	challenges.	Be	transparent:	Authenticity	is	crucial—avoid	“greenwashing”	by	backing	up	claims	with	evidence.	Tie	sustainability	to	product	quality.
Emphasize	how	environmentally	friendly	choices	also	result	in	durable,	high-quality	products.	Patagonia	urged	customers	to	buy	less	and	recycle	more	with	their	“Don’t	Buy	This	Jacket”	campaign.	This	counterintuitive	approach	reinforced	their	commitment	to	sustainability	and	strengthened	their	brand	loyalty,	proving	that	taking	a	stand	can	drive
meaningful	results.	Augmented	reality	is	a	game-changer	for	brands	looking	to	give	customers	an	interactive	and	personalized	shopping	experience.	AR	allows	users	to	see	how	a	product	fits	into	their	lives	before	making	a	purchase,	reducing	hesitation	and	increasing	confidence.	Here’s	how	to	leverage	AR	effectively:	Focus	on	practicality:	Use	AR	for
products	that	benefit	from	visualization,	such	as	makeup,	furniture,	or	clothing.	Make	it	mobile-friendly:	Ensure	the	AR	feature	is	easy	to	access	on	smartphones	to	maximize	reach.	Encourage	sharing:	Allow	users	to	share	their	AR	experiences	on	social	media	to	amplify	the	campaign.	Combine	AR	with	gamification.	For	example,	create	fun	challenges
or	incentives	for	users	who	engage	with	your	AR	feature.	IKEA’s	Place	app	lets	customers	visualize	furniture	in	their	homes	using	AR,	making	it	easier	to	find	the	perfect	fit.	By	allowing	users	to	“try	before	they	buy,”	IKEA	reduced	returns	and	boosted	customer	satisfaction,	demonstrating	the	value	of	immersive	tech	in	retail.	Limited-edition
packaging	is	a	smart	way	to	refresh	your	product’s	appeal	and	generate	excitement.	Special	designs	tied	to	events,	holidays,	or	collaborations	can	make	your	brand	stand	out	on	shelves	and	encourage	collectibility.	Here’s	how	to	create	compelling	limited-edition	packaging:	Tie	it	to	a	theme:	Link	the	design	to	a	relevant	event,	holiday,	or	trend.
Promote	collectibility:	Highlight	the	exclusivity	of	the	design	to	drive	demand.	Use	it	for	storytelling:	Include	messaging	on	the	packaging	that	connects	with	your	audience.	Collaborate	with	artists	or	designers	for	unique,	eye-catching	packaging	that	becomes	a	conversation	piece.	Coca-Cola’s	holiday-themed	packaging,	featuring	festive	designs	and
iconic	imagery,	consistently	drives	consumer	interest.	The	seasonal	cans	tap	into	nostalgia	and	holiday	cheer,	creating	a	memorable	connection	with	the	brand.	Customer	appreciation	goes	a	long	way	in	building	loyalty	and	strengthening	relationships.	By	rewarding	your	most	dedicated	customers,	you	create	goodwill	and	encourage	them	to	advocate
for	your	brand.	Here’s	how	to	run	a	successful	appreciation	campaign:	Personalize	the	message:	Send	personalized	thank-you	notes,	exclusive	offers,	or	rewards.	Surprise	and	delight:	Offer	unexpected	perks,	like	a	free	product	or	early	access	to	a	sale.	Highlight	loyalty:	Recognize	your	top	customers	publicly	(with	their	consent)	on	social	media	or
through	email	campaigns.	Use	data	from	your	loyalty	program	or	purchase	history	to	tailor	rewards	to	individual	customers	for	maximum	impact.	Chewy	goes	above	and	beyond	to	thank	its	customers	by	sending	surprise	hand-painted	portraits	of	their	pets.	The	company	has	gifted	over	1,000	free	portraits	weekly,	created	by	professional	artists	using
photos	customers	upload	or	share	during	interactions.	These	unexpected,	personalized	gifts	generate	immense	goodwill	and	excitement,	with	recipients	often	sharing	their	stories	on	social	media.	The	campaign	not	only	reinforces	customer	loyalty	but	also	amplifies	Chewy’s	reputation	as	a	brand	that	genuinely	cares	about	its	customers	and	their
beloved	pets.	Interactive	quizzes	are	a	fun	way	to	engage	customers	while	subtly	guiding	them	toward	products	or	services	that	suit	their	needs.		Quizzes	also	provide	valuable	insights	into	customer	preferences,	which	can	inform	future	marketing	efforts.	Here’s	how	to	create	a	great	quiz:	Keep	it	short	and	engaging:	Limit	questions	to	keep	the	user’s
attention.	Make	it	valuable:	Provide	personalized	product	recommendations	or	insights	based	on	their	answers.	Promote	on	social	media:	Use	platforms	like	Instagram	and	Facebook	to	drive	quiz	participation.	Offer	an	incentive,	like	a	discount	or	freebie,	to	users	who	complete	the	quiz	to	boost	participation.	Function	of	Beauty	offers	a	personalized
skincare	quiz	that	provides	custom	product	recommendations	based	on	user	responses.	The	quiz	drives	conversions	and	enhances	the	customer	experience	by	delivering	tailored	solutions.	Customization	is	a	powerful	way	to	engage	customers	and	make	them	feel	invested	in	your	brand.	By	letting	them	design	their	own	products,	you	create	a	sense	of
ownership	and	boost	satisfaction.	Here’s	how	to	launch	a	successful	customization	campaign:	Provide	easy-to-use	tools:	Offer	intuitive	interfaces	for	designing	products.	Showcase	their	designs:	Allow	customers	to	share	their	creations	on	social	media	to	inspire	others.	Emphasize	exclusivity:	Highlight	that	the	final	product	is	one-of-a-kind,	tailored
just	for	them.	Combine	customization	with	limited-edition	drops.	For	instance,	allow	users	to	customize	products	for	a	short	time	to	create	urgency	and	excitement.	Nike’s	Nike	By	You	customization	service	lets	customers	design	their	own	shoes,	selecting	colors,	materials,	and	details	to	create	a	product	that	reflects	their	personality.	This	campaign
drives	engagement	and	reinforces	Nike’s	identity	as	a	brand	that	celebrates	individuality.	The	next	step	is	simple:	pick	one	idea	and	start.	Whether	it’s	launching	a	flash	sale,	collaborating	on	a	limited-edition	product,	or	crafting	a	storytelling	campaign,	taking	action	is	what	matters.		Test	it,	track	the	results,	and	refine	as	you	go.	Start	turning	these
ideas	into	results	today.	Free	for	Members	Only	Free	for	All	On-Demand	LearningLive	Online	LearningIn-Person	LearningToolkitArticlesCertifications	Build	a	standout	personal	brand	with	our	research-backed	tips.	Elevate	your	brand	and	career	with	Edgewood	College’s	graduate	business	program	offerings.	In	the	bustling	marketplace	of	today’s
digital	world,	where	every	scroll	and	click	shapes	our	perception,	you	may	find	yourself	standing	amidst	a	sea	of	faces,	each	vying	for	attention	and	recognition.	How	do	you	set	yourself	apart?	The	answer:	by	managing	your	personal	brand. 		It’s	the	story	you	tell	the	world	about	who	you	are,	what	you	stand	for,	and	why	you	matter.	As	a	marketing
professional,	you	understand	the	power	of	storytelling,	and	your	personal	brand	is	your	most	compelling	narrative	yet.	Therefore,	let’s	explore	research-backed	tips	to	building	a	personal	brand	that	captivates	and	resonates. 		Define	Your	Brand:	Take	some	time	to	define	who	you	are	professionally	and	emphasize	what	sets	you	apart.	We	all	have	a
personal	brand,	whether	we	want	one	or	not!	Your	personal	brand	is	how	others	perceive	you,	so	make	sure	you	have	a	clear	understanding	of	how	you	want	to	be	seen.		Be	Authentic:	Researcher,	Afef	Sahli	emphasizes	the	power	authenticity	holds	in	winning	over	stakeholders.	Don’t	be	afraid	to	show	your	true	self	–	people	resonate	with	sincerity	and
honesty.	We’re	all	humans	at	the	end	of	the	day	and	the	importance	of	human	connection	cannot	be	overstated. 		Stand	Out:	Business	co-founder,	Lynn	Manternach’s	advice	is	clear:	don’t	be	boring!	Find	ways	to	differentiate	yourself	from	the	crowd.	Highlight	your	unique	skills,	experiences,	and	personality	traits.	Successful	marketers	focus	on	their
product’s	value	propositions.	In	personal	branding,	you	are	the	product	–	showcase	your	value! 		Stay	Relevant:	Top	business	thinker,	Dorie	Clark,	and	international	expert	in	business	psychology,	Tomas	Chamorro-Premuzic,	stress	the	importance	of	continuous	evolution.	Keep	your	personal	brand	fresh	by	staying	up	to	date	with	industry	trends	and
adapting	to	changes.	Audit	your	personal	brand	once	a	year. 		Communicate	Consistently:	Whether	it’s	through	your	LinkedIn	profile,	networking	events,	or	presentations,	ensure	that	your	personal	brand	message	is	consistent	across	all	platforms.	This	builds	credibility,	reinforces	your	brand	identity,	and	builds	audience	trust.		Show,	Don’t	Just	Tell:
Just	like	in	marketing,	thought	leaders,	Jill	Avery	and	Rachel	Greenwald	suggest	proving	your	worth	through	action.	Showcase	your	skills	and	expertise	through	tangible	achievements	and	contributions.		Incorporating	these	techniques	into	your	personal	branding	strategy	can	help	you	effectively	leverage	your	brand	and	stand	out	in	your	professional
endeavors.		Ready	to	take	your	skills	to	the	next	level?	Add	advanced	graduate	education	to	your	personal	brand	and	turn	your	expertise	into	mastery	with	Edgewood	College’s	fully	online	advanced	degree	program	offerings	in	business.	Whether	your	goals	include	incorporating	cutting-edge	leadership	strategies	into	your	workplace	or	sharpening



your	executive	presence,	our	comprehensive	offerings	empower	you	to	excel	in	today’s	competitive	landscape. 		If	the	personal	brand	management	insights	shared	today	specifically	struck	a	chord	with	you,	our	newly	launched	MA	Business	Communication	and	Leadership	degree	program	is	tailor-made	for	marketing	professionals	like	you. 	Take	the
next	step	in	your	professional	journey	and	embark	on	a	transformative	learning	experience	with	Edgewood	College.	ELEVATE	YOUR	BRAND	THROUGH	EDUCATION	Private	labels	(PLs),	also	known	as	store	brands,	own	labels,	or	retailer(-owned)	brands,	have	been	around	in	most	consumer-packaged	goods	markets	for	decades.	In	2023,	PLs	held	an
average	global	value	share	of	19.4%,	a	number	that	rises	to	36%	when	singling	out	Western	Europe	(NIQ	Broadbank	2024),	and	there	is	no	indication	that	the	ceiling	has	been	hit.	Gielens	et	al.	(2023)	recently	projected	an	average	growth	of	16.9%	share	points	across	over	2,000	markets	(category-country	combinations),	although	not	all	markets	are
expected	to	gravitate	toward	the	elevated	PL	shares	that	are	seen	in	Western	Europe.	Over	the	last	four	decades,	over	700	papers	have	explored	strategies	to	either	increase	PL	share	for	retailers	or	protect	national-brand	share	for	manufacturers,	with	the	price	gap	between	PLs	and	national	brands	and	the	inherent	characteristics	of	the	product
category	being	the	most	frequently	studied	drivers	of	PL	share.	Comprehensive	reviews	of	these	drivers	have	been	offered	by	Keller,	Dekimpe,	and	Geyskens	(2022)	and	Sethuraman	and	Gielens	(2014),	among	others.	Get	this	article	as	a	PDF	Historically,	PLs	were	seen	as	inferior	to	national	brands	and	positioned	as	low-cost	or	budget-friendly
alternatives.	However,	over	the	last	decade,	many	retailers	have	started	to	strategically	position	their	PLs	beyond	just	price	by	also	fostering	emotional	bonds	with	consumers.	A	survey	from	Numerator	(2025)	found	that	59%	of	U.S.	consumers	believe	PLs	offer	an	above-average	value	for	their	price,	indicating	a	growing	appreciation	of	and	emphasis
on	quality	and	brand	attachment	beyond	mere	affordability.	This	shift	in	consumer	attitudes	is	evident	across	diverse	segments.	Younger	shoppers	are	increasingly	choosing	grocery	stores	based	on	their	PL	offerings,	demonstrating	that	store	brands	are	now	seen	as	genuine	competitors	rather	than	mere	substitutes	(De	Jong	2024).	Similarly,	high-
income	consumers	are	prioritizing	PLs	at	growing	rates,	with	70%	of	shoppers	earning	over	$100,000	annually	selecting	their	grocery	store	based	on	PL	products	(Sheehan	2024).	These	changes	have	enabled	retailers	to	prioritize	their	own	labels	over	national	brands.	They	allocate	PLs	more	favorable	in-store	placements,	such	as	Costco’s	Kirkland
Signature	products,	which	are	often	placed	at	eye	level	or	in	high-traffic	areas	within	the	stores.	In	addition,	retailers	are	promoting	PLs	through	targeted	discounts	and	loyalty	programs.	For	example,	Kroger	regularly	offers	10%–20%	discounts	on	its	Simple	Truth	organic	PL	line	through	digital	coupons,	while	Walmart+	members	receive	exclusive
savings	on	select	Great	Value	products.	This	prioritization	of	PLs,	often	at	the	expense	of	national	brands,	is	particularly	visible	in	online	platforms,	where	the	practice	of	self-preferencing—where	a	retailer’s	own	brands	are	favored	over	third-party	brands—has	sparked	significant	antitrust	scrutiny	(Long	and	Amaldoss	2024).	As	a	natural	outcome	of
these	strategic	evolutions,	some	PLs,	such	as	Costco’s	Kirkland	and	Loblaw’s	President’s	Choice,	have	become	trusted	brands	in	their	own	right	and	are	no	longer	viewed	as	mere	budget	options.	Following	these	evolutions,	academic	research	on	PLs	has	also	shifted,	moving	from	a	value-based	focus	to	a	more	quality-centered	approach,	where	various
elements	of	the	branding	toolkit	are	gradually	being	infused	and	explored.	This	transformation,	known	as	“PL	brandification,”	has	unfolded	in	three	key	steps:	first,	a	focus	on	quality	as	the	initial	step	toward	PL	brandification;	second,	differentiation	as	a	critical	next	phase;	and	finally,	the	full	embrace	of	PL	branding	as	the	third	and	most	advanced
stage	in	this	transformation.	Already	more	than	twenty	years	ago,	Corstjens	and	Lal’s	(2000)	seminal	paper	in	the	Journal	of	Marketing	Research	emphasized	that	product	quality	should	be	a	critical	factor	in	PL	strategy.	Their	findings	show	that	in	markets	where	consumers	are	sensitive	to	quality	and	where	inertia	affects	brand	choice,	a	quality-
focused	PL	strategy	enables	retailers	to	succeed.	In	contrast,	a	“cheap	and	nasty”	PL	approach	intensifies	price	competition.	Crucially,	they	argue	that	PLs	must	exceed	a	certain	quality	threshold	to	build	long-term	profitability.	After	improving	PLs’	objective	quality,	it	is	essential	that	consumers	also	perceive	a	reduced	quality	gap	between	PLs	and
national	brands.	Steenkamp,	Van	Heerde,	and	Geyskens	(2010)	demonstrate	that	in	countries	in	the	PL	development	stage,	marketing	tactics	such	as	advertising	and	distinctive	packaging	are	especially	effective	in	managing	the	perceived	quality	gap	between	PLs	and	national	brands.	In	contrast,	in	PL-mature	countries,	focusing	on	manufacturing
fundamentals	is	more	impactful,	as	the	belief	that	national-brand	manufacturers	produce	PLs	is	more	effective	in	reducing	the	perceived	quality	gap	than	in	PL-development	countries.	Not	surprisingly,	in	mature	PL	markets	like	Spain,	retailers	are	likely	to	heavily	rely	on	national-brand	manufacturers	as	their	PL	suppliers.	This	is	evident	as	more	than
70%	of	PL	suppliers	across	all	retailers	in	Spain	are	dual	branders,	producing	both	national	brands	and	PLs	(Ma	et	al.	2024).	Another	way	to	foster	this	belief	may	be	through	copycatting.	Aribarg	et	al.	(2014)	show	that	copycatting	increases	consumers’	preference	for	PLs.	Yet,	when	a	well-known	retailer	name	appears	on	a	copycat	product,	this	may
inadvertently	weaken	the	appeal	of	the	imitating	PL.	However,	the	dissemination	of	these	insights	has	not	been	uniform	across	the	globe.	While	some	regions	have	embraced	quality-focused	strategies,	others	have	been	slower	to	adopt	these	approaches.	In	particular,	the	quality	gap	between	PLs	and	national	brands	remains	significant	in	the	United
States	and	emerging	markets.	According	to	Steenkamp	(2023),	PLs	have	not	yet	achieved	quality	equivalence	with	national	brands	in	these	regions,	limiting	their	competitive	potential	and	consumer	acceptance	compared	with	more	mature	markets.	As	PLs	evolved	beyond	their	initial	focus	on	price,	differentiation	emerged	as	a	crucial	strategy	in
shaping	their	competitive	positioning.	Choi	and	Coughlan	(2006)	were	among	the	first	to	introduce	the	notion	of	differentiation	as	a	key	factor	in	explaining	how	PLs	should	position	themselves	relative	to	national	brands.	According	to	their	framework,	when	national	brands	are	differentiated,	a	high-quality	PL	should	align	itself	closer	to	the	stronger
national	brand,	while	a	lower-quality	PL	should	position	itself	closer	to	the	weaker	national	brand.	However,	when	national	brands	are	undifferentiated,	PLs	must	distinguish	themselves	from	both	stronger	and	weaker	competitors.	Importantly,	PLs	cannot	afford	to	remain	undifferentiated	in	terms	of	either	quality	or	features	if	they	wish	to	remain
successful.	As	such,	their	work	hints	at	two	distinct	paths	for	differentiation:	vertical	differentiation,	which	focuses	on	quality	tiers	such	as	economy,	standard,	and	premium	PLs,	and	horizontal	differentiation,	which	emphasizes	unique	product	attributes.	We	now	turn	to	the	academic	work	that	further	explores	these	two	differentiation	paths	in
greater	depth.	Acknowledging	the	importance	of	quality	differentiation,	many	retailers	now	offer	multitier	PLs,	as	illustrated	in	Figure	1	for	two	leading	retailers,	Tesco	and	Kroger.	Standard	PLs	(depicted	in	the	middle	column)	typically	mimic	mainstream	national	brands	by	offering	comparable	quality	at	lower	prices,	while	premium	PLs	(shown	in
the	right-hand	column)	offer	superior	quality	at	higher	prices,	often	with	unique	ingredients,	flavors,	or	packaging.	In	contrast,	economy	PLs	(shown	in	the	left	column),	focus	on	cost	reduction	by	cutting	back	on	expensive	ingredients,	allowing	retailers	to	pursue	enhanced	quality	without	neglecting	the	economy-seeking	segment	of	their	shoppers.
Figure	1Examples	of	vertically	differentiated	PL	lines	Many	retailers	have	fully	embraced	this	shift,	moving	away	from	a	single-tier	PL	approach.	In	the	United	Kingdom,	premium	PLs	already	account	for	8.4%	of	total	PL	sales,	while	economy-tier	PLs	make	up	4.7%	(NIQ	Brandbank	2024).	This	strategy	enables	retailers	to	capture	a	broader	audience,
from	budget-conscious	shoppers	to	high-end	consumers	seeking	premium	PL	alternatives.	Ultimately,	this	results	in	a	product	portfolio	that	is	vertically	differentiated	in	both	price	and	quality,	but	it	must	be	carefully	managed	to	avoid	unintended	cannibalization	(Amaldoss	and	Shin	2015;	Geyskens,	Gielens,	and	Gijsbrechts	2010).	While	PL	tiers	help
retailers	cover	the	full	price–quality	spectrum,	their	introduction	may	also	trigger	cannibalization.	Economy	PLs	may	pull	customers	from	both	national	brands	and	higher-tier	PLs,	while	premium	PLs	can	challenge	premium	national	brands.	Geyskens,	Gielens,	and	Gijsbrechts	(2010)	suggest	that	to	minimize	cannibalization,	retailers	should	counter
the	brand-type	similarity	effect	by	positioning	PL	tiers	on	different	shelves	or	using	stand-alone	brand	names	instead	of	subbrands.	Interestingly,	national-brand	manufacturers’	concerns	about	PL	proliferation	are	often	overstated.	Geyskens,	Gielens,	and	Gijsbrechts	find	that	PL	tiering	can	sometimes	even	increase	national-brand	choice	share.
Premium	national	brands	should	emphasize	quality	and	avoid	price	cuts,	while	mainstream	national	brands	should	leverage	mixed	displays	alongside	other	PLs	and	national	brands	to	encourage	favorable	consumer	comparisons.	What	should	the	quality	levels	of	multitier	store	brands	be?	Amaldoss	and	Shinn	(2015)	suggest	that	retailers	align	the
quality	of	their	different	PL	tiers	with	national	brands	to	reach	all	types	of	consumers.	This	approach	helps	reduce	overlap	between	their	own	PL	products,	but	it	increases	competition	with	national	brands.	Although	this	added	competition	can	affect	profitability,	retailers	can	manage	it	by	carefully	adjusting	the	prices	of	both	their	PLs	and	national
brands.	In	fact,	with	their	control	over	pricing,	retailers	can	even	position	one	of	their	PLs	as	the	top-quality	choice.	However,	when	national	brands	dominate	a	category,	retailers	may	allow	a	national	brand	to	take	the	top	spot,	ensuring	their	PLs	can	still	appeal	to	a	wide	range	of	consumers.	As	PLs	evolve,	retailers	are	increasingly	turning	to
horizontal	differentiation	to	stand	out	in	the	market.	A	key	approach	involves	incorporating	nontraditional,	intangible	attributes	such	as	organic,	eco-friendly,	health,	and	fair	trade	into	their	PL	offerings.	Figure	2,	for	instance,	highlights	how	Carrefour	prominently	emphasizes	the	organic	attribute	within	several	of	its	food	categories.	Similarly,	Tesco
prioritizes	the	eco-friendly	attribute	in	some	of	its	nonfood	categories,	while	Kroger	underscores	health	through	its	Simple	Truth	product	line,	which	is	distinguished	by	the	avoidance	of	unwanted	ingredients.	Figure	2Examples	of	Horizontally	Differentiated	PL	Lines	A:	Examples	of	Products	in	Carrefour’s	Organic	PL	Line	B:	Examples	of	Products	in
Tesco’s	Eco-Friendly	PL	Line	C:	Examples	of	Products	in	Kroger’s	Health-Friendly	PL	Line	In	this	respect,	Maesen	(2025)	highlights	the	growing	trend	of	introducing	organic	PLs.	These	PLs	are	horizontally	differentiated	from	conventional	standard	PLs	by	offering	unique	qualities	that	only	appeal	to	some	consumers.	By	focusing	on	such	attributes,
retailers	can	compete	more	effectively	with	(organic)	national	brands	and	lower	the	risk	of	cannibalizing	their	existing	PL	lines.	As	PLs	increasingly	benefit	from	horizontal	differentiation,	their	new	product	lines	are	becoming	strategic	weapons	not	only	to	sustain	their	own	sales	but	also	to	steal	share	from	leading	national	brands.	Over	80%	of
grocery	retailers	identify	innovation	as	the	top	strategy	for	growing	PL	market	share	(Rafferty	2023).	For	instance,	Target’s	Good	&	Gather	has	introduced	over	2,500	new	PL	products,	while	Kroger	launched	680	new	items	in	2023	and	Albertsons	added	more	than	800	PL	products	in	2021.	In	Spain,	Mercadona	operates	23	“co-innovation	centers”	that
test	11,000	products	annually,	showcasing	a	sophisticated,	data-driven	approach	to	product	development	(McOuat	et	al.	2024).	Research	by	Gielens	(2012)	demonstrated	that	standard	PLs,	in	particular,	are	more	likely	to	compete	directly	with	national	brands,	with	their	new	product	introductions	effectively	capturing	share	from	both	rival	national
brands	and	other	PL	tiers	within	the	retailer’s	portfolio.	To	transform	PLs	into	true,	competitive	brands,	retailers	must	take	an	additional	leap	beyond	quality	improvement	and	differentiation	by	fully	embracing	comprehensive	branding	strategies.	Bronnenberg,	Dubé,	and	Sanders	(2020)	highlight	that	while	consumers	expect	PLs	to	perform	well,	they
are	still	less	likely	to	choose	them	over	national	brands	due	to	their	deep-rooted	loyalty	to	established	national-brand	names.	To	fully	capitalize	on	their	PLs’	potential,	retailers	must	therefore	integrate	more	branding	elements	into	their	strategies.	Doing	so	can	help	break	through	the	aforementioned	brand-loyalty	barriers	and	create	stronger,	lasting
consumer	connections	with	PLs.	Both	brand	naming	and	advertising	play	a	crucial	role	in	this	transformation.	To	build	effective	PL	brands,	retailers	must	carefully	choose	brand	names	that	enable	consumers	to	more	easily	differentiate	among	various	PLs.	After	all,	the	key	to	branding	is	that	consumers	perceive	differences	among	brands	within	a
product	category.	An	important	decision	for	retailers	involves	whether	to	align	their	PL	brands	with	the	store	banner	or	use	a	stand-alone	brand	name.	With	store-banner	branding,	the	link	between	PL	product	and	retailer	is	explicit,	enhancing	the	likelihood	of	positive	spillover	effects.	Germany’s	Edeka,	for	example,	has	its	banner	name	in	the	naming
of	both	its	economy	(Edeka	Gut	&	Günstig)	and	premium	(Edeka	Genussmomente)	tiers,	consistent	with	the	branding	strategy	used	on	its	long-standing	standard	tier	(Edeka).	The	Spanish	retailer	Mercadona,	in	contrast,	opted	to	use	the	stand-alone	name	“Hacendado”	for	its	standard	PL	products	in	the	ambient	and	frozen	food	categories.	For	the
standard	tier,	Schnittka	et	al.	(2015),	using	a	survey	in	Germany,	conclude	that	store-banner	branding	increases	PL	recognition	and	PL	attitude.	Geyskens	et	al.	(2018)	demonstrate	the	benefits	of	store-banner	branding	for	standard	PLs	by	examining	a	Dutch	retailer’s	strategic	relaunch	of	its	entire	standard	PL	portfolio.	Overall,	the	PL	rebranding
was	a	success,	with	PL	sales	soaring	by	27%	in	the	first	quarter	after	rebranding,	and	profits	also	experiencing	an	increase.	The	rebranding	initiative	drove	PL	growth	in	product	categories	where	PLs	are	traditionally	weaker	than	national	brands.	By	leveraging	its	banner	name	on	its	standard	PL,	the	retailer	effectively	capitalized	on	its	strong
reputation.	For	the	economy	and	premium	tier,	Keller,	Dekimpe,	and	Geyskens	(2016)	studied	a	large	pan-European	sample	of	over	220	PL-branding	decisions	made	by	over	150	retailers	across	more	than	25	countries.	They	conclude	that	retailers	benefit	most	from	store-banner	branding	their	premium	PLs	when	they	possess	high	brand	equity	or
follow	a	hi–lo	price	format.	However,	for	retailers	with	lower	equity	or	an	everyday-low-pricing	strategy,	stand-alone	branding	for	the	premium	tier	becomes	more	effective.	Importantly,	even	when	using	stand-alone	branding,	retailers	can	benefit	from	using	a	common	(umbrella)	brand	name	for	all	categories,	rather	than	working	with	multiple
category-specific	brand	names,	as	this	may	facilitate	consumers’	mental	categorization	and	credibly	signal	positive	intercategory	quality	correlations.	Keller,	Geyskens,	and	Dekimpe	(2020)	studied	three	substantially	different	retailers	that	switched	to	an	umbrella	brand	name	for	one	of	their	(economy	or	standard)	PL	tiers.	Figure	3	shows	in	this
respect	how	SPAR,	a	leading	Dutch	convenience	store	chain,	switched	from	a	diffuse	set	of	category-specific	brand	names	to	a	single	unified	name,	“OK€.”	In	all	three	instances,	the	rebranded	PL	tier’s	intrinsic	brand	strength	increased.	Figure	3SPAR’s	Rebranding	of	Category-Specific	Brand	Names	to	a	Single	Unified	Name	As	a	final	frontier	in
branding,	PL	retailers	can	explore	advertising	to	elevate	their	PLs.	Historically,	PLs	relied	on	price	and	shelf	placement	to	drive	purchases,	since	advertising	campaigns	for	a	wide	variety	of	PLs	across	various	categories	were	seen	as	cost-prohibitive.	Recently,	however,	Kroger	invested	$2.5	million	in	an	advertisement	highlighting	its	PL	products.	In
this	campaign,	it	seeks	to	complement	its	core	focus	on	value	and	product	features	with	stronger	attitudinal	and	emotional	appeals	(see	Figure	4,	Panel	A).	Moreover,	the	rise	of	social	media	and	new	retail	advertising	platforms	offers	fresh	opportunities	for	cost-effective	advertising.	For	example,	Kroger	actively	leverages	its	Instagram	account	to
prominently	feature	its	PL	products	in	an	engaging	and	entertaining	manner	while	also	providing	additional	product	information	(see	Figure	4,	Panel	B).	This	approach	reflects	a	broader	trend	among	leading	retailers,	who	are	increasingly	using	digital	channels	to	tell	the	stories	behind	their	PLs.	These	narratives	often	highlight	key	aspects	such	as
ingredient	sourcing,	production	methods,	and	product	origins,	enabling	brands	to	deepen	consumer	engagement	and	build	trust	while	distinguishing	their	offerings	in	a	competitive	market.	Such	efforts	help	create	stronger	brand	awareness	and	build	emotional	connections.	Yet,	the	academic	study	of	advertising’s	role	in	PL	branding	remains	largely
unexplored,	opening	new	avenues	for	research	in	this	area.	Szymanowski	and	Gijsbrechts	(2012),	for	example,	found	that	a	retailer’s	PL	is	not	entirely	private,	in	that	consumers	use	their	positive	experiences	with	one	PL	to	upgrade	their	beliefs	about	rival	retailers’	store	brands.	It	would	be	interesting	to	study	to	what	extent	messages	with	different
content,	or	through	different	media	(see	also	Danaher	et	al.	2020),	may	help	to	better	appropriate	advertising’s	branding	benefits.	Figure	4Examples	of	Kroger’s	Advertising	Campaign	Dedicated	to	Its	PLs	A:	Kroger’s	Television	Advertising	Campaign	for	Kroger	Peanut	Butter	2023	B:	Kroger’s	Instagram	Account		The	transformation	of	PLs	into	fully-
fledged	brands,	holding	significant	equity	on	their	own	account,	unfolds	in	three	steps	prioritizing	(1)	quality,	(2)	strategic	differentiation,	and	(3)	full-scale	branding.	First,	quality	remains	the	foundation	of	successful	PL	strategies.	Retailers	must	ensure	their	PLs	consistently	meet	or	exceed	consumer	expectations	to	foster	long-term	loyalty.	Beyond
objective	quality	improvements,	bridging	the	perceived	quality	gap	is	equally	critical.	In	markets	where	PLs	are	still	developing,	advertising	and	distinctive	packaging	are	effective	tools	to	enhance	perceived	quality,	whereas	in	PL-mature	countries,	leveraging	consumer	beliefs	that	PLs	are	produced	by	trusted	national-brand	manufacturers	plays	a
more	significant	role.	The	second	step	in	PL	brandification	is	to	differentiate	with	purpose.	Retailers	achieve	this	through	a	two-	or	three-tiered	approach,	structuring	PL	portfolios	into	economy,	standard,	and/or	premium	tiers	to	cover	the	price–quality	spectrum.	At	the	same	time,	they	may	harness	the	power	of	horizontal	differentiation	by	embracing
attributes	like	sustainability,	fair	trade,	and	ethical	sourcing.	This	approach	positions	PLs	as	compelling	alternatives	to	national	brands	while	curbing	the	risk	of	cannibalizing	existing	products.									The	third	and	final	step	in	PL	brandification	is	to	choose	the	PL’s	brand	name	wisely.	Aligning	the	naming	strategy	with	each	tier’s	objectives	is	crucial—
while	a	banner-aligned	name	reinforces	trust	and	strengthens	the	retailer’s	overall	brand	image,	a	stand-alone	name	can	provide	greater	flexibility,	particularly	for	premium	tiers	seeking	independent	positioning.	In	addition,	the	naming	strategy	should	align	with	the	store’s	format.	In	a	hi–lo	pricing	model,	store-banner	branding	is	particularly
effective	for	premium	PLs,	leveraging	positive	spillover	effects	from	the	retailer’s	reputation.	Conversely,	in	everyday-low-price	formats,	stand-alone	branding	for	premium	tiers	helps	create	a	distinct	premium	perception	without	overly	relying	on	store	credibility.	Retailers	should	also	evaluate	the	benefits	of	umbrella	branding,	as	using	the	same
brand	name	across	an	entire	PL	tier	can	reduce	consumer	uncertainty	and	enhance	the	overall	sales	performance	of	the	PL	brand.	As	PLs	continue	to	evolve,	several	research	gaps	warrant	further	exploration.	First,	the	role	of	advertising	in	PL	brandification	remains	an	open	question.	It	is	unclear	how	different	advertising	strategies—such	as
storytelling,	influencer	partnerships,	or	targeted	social	media	campaigns—affect	consumer	perceptions	of	PLs.	Further	research	could	explore	how	advertising	effectiveness	varies	by	PL	tier.	Understanding	the	long-term	impact	of	PL	advertising	on	PL	equity	would	provide	valuable	insights	for	both	retailers	and	researchers.	Second,	while	prior	work
has	examined	individual	elements	such	as	tiered	pricing	and	store-banner	branding,	there	is	limited	understanding	of	how	these	elements	interact	with	shelf	positioning,	promotional	intensity,	and	category	management	to	influence	the	PL	brand’s	equity.	For	example,	does	a	premium	PL	benefit	more	from	prominent	shelf	placement	than	a	standard-
tier	PL,	or	do	price	promotions	have	a	stronger	impact	on	lower-tier	PLs?	A	more	integrated	perspective	on	these	dynamics	could	help	retailers	optimize	their	PL	strategies	to	maximize	brand	equity.	Finally,	the	rise	of	e-commerce	and	algorithm-driven	recommendations	raises	new	challenges	and	opportunities	for	PLs.	Online	environments	enable
new	forms	of	self-preferencing,	where	retailers	promote	their	own	PLs	over	national	brands,	a	practice	that	has	drawn	increasing	regulatory	scrutiny.	Future	research	could	explore	the	effects	of	digital	shelf	placement,	targeted	advertising,	and	algorithmic	bias	on	PL	success,	shedding	light	on	how	these	strategies	influence	consumer	decision-
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