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There are three types of brands. Functional brands are bought by consumersto satisfy
functional needs. Many of consumers’ associations with these brands are, as one would expect,
related to the physical features and basic functions of the products. Successful functional
brands are closely tied in buyers' minds to specific product categories and they often share
many associations with other brands in the same product category. Beyond serving basic
needs, many functional brands differentiate from their competitors, which over much if not all
of the same functionality, by offering superior performance or by providing superior
economy.

Image brands create value principally by projecting an image. While they may be based
on an extraordinary product, these brands are distinguished from competitors because buyers
see them as offering a unique set of associations or image. Image brands are often created in
categories where products are relatively undifferentiated or quality is difficult to evaluate, or
where consumption of the product is highly visible to others. Under such circumstances, the
images attached to the brand add value in terms of distinguishing it from other brands or by
serving as a“badge” informing others of one's group membership or accomplishments. In
either caseg, it isthe set of images attached to the brand that define the brands’ uniqueness and
create symbols that are highly valued by buyers. Some brands that begin as functional brands
may evolve into image brands. Image brands may be created in many ways by adding
product features that evoke images, or make an emotional connection with buyers, by
associating a brand with particular types of users, or by clever advertising campaigns.



Experiential brands differ from image brands in terms of their emphasis. Whereas image
brands focus on what the product represents, experiential brands focus on how consumers feel
when interacting with the brand. The brand experience is co-created by the brand and the
consumer at the time of consumption and, consequently, it is unique and highly personal.
In-deed, such abrand may be experience differently by the same individual at different times.

An experiential brand may include atangible product, but thisis not required. Moreover,
if aproduct is part of an experiential brand, ownership of it may never be transferred to the
consumer. Instead, products, environments, and services are combined to create temporary
multi-sensory encounters with the brand. Consequently, the “place” and “ people”’ components
of service delivery are particularly important in creating strong experiential brands.
Experiential brands connect with consumers’ desire to move beyond a self-presentation and
focus on self-enriching experiences and causes. Interacting with the brand is an end in itself,
rather than being a means to some other goal.
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