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Brand Camp:
Day 4 – Brand Love & Co-Branding

§ Brand-Off #3: Presentations
§ Warm-Up Activity
§ Brand Activity
§ Brand Love
§ Co-Branding
§ BREAK
§ Brand-Off #4: Theme Park SparkB
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BRAND-OFF #3: Presentations



IMPROV: MIND MELD



ACTIVITY



Brand Love Letters.



Dear [Brand You Love],

• I love you so much and for so many reasons, but most of all I love the way 
you [your favorite attribute about the brand].  

• I remember the first time we met, I was only [age in years] years old, and I 
found you [where you tried the product for the first time]. Who knew it would 
be love at first [verb describing how you use the product].

• I must admit, before I found you, I did try other options. For example, I once 
spent time with [insert name of competing brand], but I found that it was to 
[negative attribute about the competing brand].

• Thankfully, I found my way to you, and now I tell everyone about you. When I 
describe you in one word, I say [one-word description of the brand].

Love,
[Your name]



BRAND LOVE



BRAND LOVE

PEOPLE CAN LOVE THE BRANDS THEY CONSUME
§ Stems from Dislike-Like metrics for brand attributes
§ “Brand Love” is not the same as “Interpersonal Love”
§ Brand Love as “emotion” v. “relationship”
§ Notion of enduring relationship with a brand



BRAND LOVE

The Woman Who 
Married Pizza

Article

https://metro.co.uk/2017/01/27/this-woman-married-a-pizza-because-she-loves-it-so-damn-much-6409617/


The Man Who 
Married a Phone

Video

BRAND LOVE

https://www.youtube.com/watch?time_continue=6&v=ebkXwI4CPUs


CONNECTING BEP + BRAND LOVE

Consumer
Brand Resonance

Consumer
Judgments

Consumer
Feelings

Brand Performance Brand Imagery

Brand Salience

(Keller, 2001)

Brand Love is all about 
how consumers think 
of and perceive the 
brand.



BRAND LOVE

Name a brand you 

LOVE!
Name a brand you 

HATE!



BRAND LOVE

Name a brand you 

LOVE!

1. What does your beloved 
brand do that makes you 
love it so much? J

2. What might go wrong that 
would lead you to fall out 
of love with your beloved 
brand? L

FOR EACH FACTOR, LET’S ASK…



BRAND LOVE

Name a brand you 

HATE!

1. What does your hated 
brand do that makes you 
hated it so much? L

2. What could your hated 
brand do that might lead 
you to fall out of love with 
it instead? J

FOR EACH FACTOR, LET’S ASK…



BRAND LOVE QUIZ

I. High Quality (antecedent)
1. The brand is well-made.
2. The functional quality of the brand is good.
3. The brand is practical.

-3 
Definitely 

Untrue

-2  
Untrue

-1
Slightly 
Untrue

0
Neutral

+1
Slightly 

True

+2
True

+3
Definitely 

True
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BRAND LOVE QUIZ

II. Self-Brand Integration
Current Self-Identity

1. Brand says something about who you are.
2. There’s a degree of overlap between the brand and yourself.
3. It’s important to be one of the people who use this brand.

Desired Self-Identity
1. Brand helps you present self to others as the person you want to be.
2. Brand makes you look like what you want to look.
3. Brand makes you feel like how you want to feel.

Life Meaning and Intrinsic Rewards
1. Makes life meaningful; makes life worth living; gives life purpose.
2. Is more than an investment in a future benefit.

-3 
Definitely 

Untrue

-2  
Untrue

-1
Slightly 
Untrue

0
Neutral

+1
Slightly 

True

+2
True

+3
Definitely 

True

(See paper for all factors)
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BRAND LOVE QUIZ

II. Passion-Driven Behaviors
Willingness to Invest Resources

1. Willing to spend a lot of money/time improving and fine-tuning it after buying it. 
2. Willing to spend a lot of time shopping to buy it specifically.
3. Have used it often in appropriate occasions. 

Passionate Desire to Use
1. Feel myself craving to use it / feel myself desiring it.
2. Feel a sense of longing to use it / feeling of wanting toward it.

Things Done in Past (Involvement)
1. Have been involved with the brand in the past.
2. Have done a lot of things with the brand in the past.
3. Have interacted a lot with the brand or the company that makes it.

-3 
Definitely 

Untrue

-2  
Untrue

-1
Slightly 
Untrue

0
Neutral

+1
Slightly 

True

+2
True

+3
Definitely 

True

(See paper for all factors)
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BRAND LOVE QUIZ

III. Positive Emotional Connection
Intuitive Fit

1. Feel psychologically comfortable using the brand.
2. Meets need perfectly/natural fit.
3. Felt right when I first encountered the brand / still feels right.

Emotional Attachment
1. Feels like an old friend.
2. Emotionally connected / feel a bond with the brand.

Positive Affect
1. The brand makes me feels content.
2. The brand makes me feel fun and exciting.
3. The brand makes me feel calm and relaxed.

-3 
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BRAND LOVE QUIZ

IV. Long-Term Relationship
1. Will be using this brand for a long time.
2. Will be part of life for a long time to come.
3. Feel a sense of long-term commitment

-3 
Definitely 

Untrue

-2  
Untrue

-1
Slightly 
Untrue

0
Neutral

+1
Slightly 

True

+2
True

+3
Definitely 

True

(See paper for all factors)

V. Anticipated Separation Distress
1. I would feel anxiety or worry if I didn’t have the brand.
2. I would feel afraid or apprehensive if I didn’t have the brand.

VI. Attitude Valence
1. Satisfaction 2. Compares well with ideal product 3. Like-Dislike
4. Positive-Negative 4. Meets expectations 5. Good-Bad 6. Favorable-Unfavorable
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BRAND LOVE MODEL

VII. Attitude Strength
Attitude Strength (Frequent Thoughts)

1. Very often talk to others about the brand.
2. Frequently finding myself thinking about it.
3. Feel lots of affection toward the brand.

Attitude Strength (Certainty and Confidence)
1. I am certain of my feelings/evaluations of the brand.
2. My feelings/evaluations of the brand come to mind very quickly. 
3. I strongly hold my feelings/evaluations of the brand.

-3 
Definitely 

Untrue

-2  
Untrue

-1
Slightly 
Untrue

0
Neutral

+1
Slightly 

True

+2
True

+3
Definitely 

True

(See paper for all factors)

VIII. Outcomes
1. Strength of Loyalty 2. Resistance to Bad Info 3. Word of Mouth
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BRAND LOVE QUIZ

SELF-BRAND INTEGRATION

PASSION-DRIVEN BEHAVIORS

POSITIVE EMOTIONAL CONNECTION

ANTICIPATED SEPARATION DISTRESS

ATTITUDE VALENCE

ATTITUDE STRENGTH

LOYALTY

WORD OF 
MOUTH

RESISTANCE 
TO BAD INFO

QUALITY
(antecedent)

LONG-TERM RELATIONSHIP

(outcomes)
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The brand that you

LOVE!

1. If your brand’s competitor tried to lure you away 
with a price discount or promotion, would you 
stay?

2. If you had the chance to recommend your 
favorite brand to someone you care about or 
were trying to impress, would you do it?

3. If someone were talking trash about your favorite 
brand, would you believe them or ignore it and 
remain in love with your brand?



CO-BRANDING



CO-BRANDING

WHEN TWO OR MORE BRANDS COME TOGETHER
§ Sometimes they overlap – similar brand profile, reinforce each other
§ Sometimes they are distinct – different brand profile, enhance each other
§ Sometimes one is good at X, the other is good at Y – create a win-win collaboration
§ Sometimes it’s an opportunity to overcome, beat out a shared competitor
§ Smart way to lure others’ customers to your brand (and vice versa)
§ Both sides can leverage the brand thoughts and feelings of the partner brands



CO-BRANDING AS A  STRATEGY

Consumer
Brand Resonance

Consumer
Judgments

Consumer
Feelings

Brand Performance Brand Imagery

Brand Salience
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CO-BRANDING AS A  STRATEGY



CO-BRANDING AS A  STRATEGY

One way to fix your brand’s shortcomings is to 
partner with a brand good at what you’re bad at.

And sometimes it’s smart to partner with a brand 
similar to yours to really leverage that strength.



CO-BRANDING EXAMPLES



REAL WORLD EXAMPLE:  Build-a-Bear



ACTIVITY



Everyone write down ONE brand.
(But don’t show anyone)



Now we are going to pair up.

Your job is to:

1. Create a co-branded product, service, or experience.

2. Why does it make sense for these brands to partner up?

3. What elements from the brands overlap?

4. How can you leverage each brand’s separate assets?

5. What might be a challenge/problem in co-branding?

6. What audience benefits most from this partnership?



BRAND-OFF #4





Wouldn’t it be fun if 
you were assigned to 
create your own 
theme park land?

…now’s your chance.



BRAND-OFF #4: Theme Park Spark

1. The purpose of this assignment is to explore co-branding opportunities.
2. Select ONE theme park brand and ONE additional (non-theme park) brand.
3. Your job is to develop a co-branded ”land” in that theme park that incorporates 

both the branding for which the theme park is known, as well the brand elements
for which the group-selected brand is known.

4. Think through the elements of this land in great detail: 
- What is the land called?
- What rides exist in the land?
- What kind of foods/beverages are in the land?
- What kind of characters/employees are in the land?
- What kind of shows/entertainment are in the land?
- What kind of merchandise is in the land?
- What sort of service experiences are in the land?
- What are the color schemes, designs, logos, etc., used in the land?

5. Use the Customer-Based Brand Equity Pyramid in your process.
6. Discuss what will make customers feel BRAND LOVE with this co-branding.
7. Justify the business reason behind your new branding effort

- Who is the target market?
- What do you want them to do? Why?

8. Your final presentation should include:
- Images/descriptions of the original brands to give an idea of what they are
- The six parts of the BEP for the co-branded land/experience
- Supporting visuals and directions for the new co-branded land/experience

The team will present a 10-15 minute presentation to cover this information, including 
an accompanying slideshow or PDF.

Presentations will be delivered first thing on Day 5.


