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Abstract: 

 

This research addresses the strategic importance of branding, customer value generation and 

competitive advantage in modern commercial management. In this study, three globally 

known organisations – Apple Inc., Nike Inc. and Starbucks Corporation – are used as a case 

study to evaluate how brand identity, digital marketing, advertising, public relations and 

customer relationship management (CRM) converge to generate long-term commercial 

success. The analysis, which employs a qualitative, case-study-based methodology, finds that 

the key drivers of customer loyalty, premium pricing power and lasting competitive 

advantage are effective brand positioning, emotional resonance and consistent value 

communication. The findings indicate that brands that link their internal capabilities with 

external market perceptions are better able to resist competitive pressures and achieve 



superior financial performance. The paper finishes with a recommendation for an integrated 

brand management framework for organisations to establish sustainable competitive 

advantage through strategic branding and customer-centric value delivery. 

 

Keywords: Brand, Customer Value, Competitive Advantage, Digital Marketing, CRM, Brand 

Positioning 

 

1. Introduction 

 

In the current corporate environment of digital disruption, increasing global rivalry and fast-

changing consumer expectations, branding has become one of the most potent tools of 

commercial strategy. A brand is not just a logo or a tag line, it is the sum of all the 

experiences a customer has with an organisation – its promise, personality, values and 

identity. Keller (2013) notes that great brands help to minimise the consumer’s perception of 

risk and they build a reservoir of customer goodwill that translates into measurable 

commercial results such as repeat purchase, premium pricing and market share gain. 

Customer value is the perceived benefits of a product or service compared to its cost, and is at 

the heart of any successful marketing strategy. According to Kotler and Keller (2016), 

organisations that continuously supply higher customer value have a durable competitive 

advantage as customer defections are unlikely to occur to competitors delivering less 

attractive value propositions. It’s a philosophy that applies in every industry from technology 

to retail to hotels and services. 

 

Digital marketing, social media, influencer culture and data-driven CRM systems have 

profoundly changed how organisations generate and communicate brand value. Brands that 

effectively use these tools may interact with consumers at numerous contact points, 

customise their messaging and react in real time to market feedback – capabilities that did not 

exist for brands a generation ago. 

This paper will discuss these concepts with reference to three renowned global brands, Apple 

Inc. (technology), Nike Inc. (sportswear/retail) and Starbucks Corporation 

(hospitality/services). All these organisations have shown a continuous commercial 

performance based on distinctive brand strategies, the production of consumer value and the 

advanced use of digital and relational marketing techniques. This research analyses their 

methodologies, highlights lessons transferable and provides practical tactics for organisations 

wishing to establish great brands and sustainable competitive advantage. 

The structure of the report is as follows: Section 2 presents an overview of the major 

theoretical frameworks. Methodology is outlined in Section 3. Section 4 presents the three 

case studies. Section 5 presents critical discussion and Section 6 ends with strategic 

recommendations. 

 

2. Review of Literature 

2.1 Brand Positioning and Identity 

Brand identity is the set of associations and traits that a company intentionally tries to create 

among its stakeholders (Aaker, 1996). This includes the brand name, symbol, values, 

personality and the emotional and functional benefits it promises to give. Capferer (2012) 

defines brand identity using the Brand Identity Prism, consisting of six dimensions: body, 

personality, culture, relationship, reflection, and self-image. Organisations that pull together 

each of the six elements tend to establish brands that resonate well with consumers and 

compel great loyalty. 



Brand positioning is the process of developing the company’s products and image to occupy 

a distinctive place in the minds of the target market (Kotler & Keller, 2016) strongly tied to 

identity. Effective positioning demands a comprehensive awareness of the competitive 

landscape, the needs of the client, and the capabilities of the business itself. De Chernatony 

(2010) contrasts functional positioning, where the brand competes on product features, from 

emotional positioning, where the brand competes on values and aspirations. The latter is 

more and more popular for premium and lifestyle brands. 

Brand positioning is a crucial backdrop to Porter’s (1985) paradigm of competitive strategy. 

Organisations pursuing a differentiation strategy are more so than organisations following a 

cost leadership strategy, which are less reliant on branding to justify premium prices and 

create obstacles to imitation. Differentiation translates into financial performance through 

brand equity, which is the commercial value that arises from consumer perception of the 

brand (Aaker, 1991). 

2.2 Delivering Customer Value 

The idea of client value is fundamental to contemporary marketing theory. Woodruff (1997, 

p. 141) defines customer value as 'a customer's perceived preference for and evaluation of 

those product attributes, attribute performances, and consequences arising from use that 

facilitate (or block) achieving the customer's goals and purposes in use situations'. This 

definition highlights the importance of perception: value is not an objective property of a 

product but is co-created in the interaction between the product and the customer's needs, 

expectations and context. 

Organisations develop customer value via multiple means. Zeithaml (1988) identifies four 

characteristics of consumer value: the product, the quality/price relationship, the customer’s 

receipt vs giving up and the overall worth of the product to the customer. According to this 

framework, Prahalad and Ramaswamy (2004) suggest that value is now largely co-created 

through the interaction between firms and consumers, which they refer to as ‘value co-

creation’. This shift places the customer at the centre of the value creation process and has 

significant implications for how organisations design products, services and experiences. 

A related term is customer lifetime value (CLV), which is the total net profit a corporation 

anticipates to generate from a customer over the whole course of their relationship (Gupta & 

Lehmann, 2005). CLV has become an important statistic in commercial management, 

changing the organization’s focus from a transactional to a relational approach to marketing. 

Companies with a high CLV are more likely to spend much on CRM, loyalty schemes and 

one-to-one communication. 

2.3 Digital Marketing, Advertising, Public Relations and CRM 

The advent of digital technologies has reshaped the marketing landscape. Chaffey and Ellis-

Chadwick (2019) describe digital marketing as the use of digital technologies to support 

marketing activities to achieve profitable acquisition and retention of customers. Digital 

channels such as search engine optimisation (SEO), social media marketing, email marketing, 

content marketing and influencer marketing provide brands with unrivalled reach, targeting 

and measurability. 

Advertising remains a core element of brand building. According to Shimp and Andrews 

(2013) the three main objectives of advertising to a brand are to inform consumers about the 

availability and characteristics of a product, to persuade consumers to accept the brand and to 

remind existing customers to remain loyal. The move to digital advertising has permitted 

real-time optimisation and customisation but has presented new concerns regarding brand 

safety, ad fatigue and data privacy. 

Public relations (PR) is complementary in controlling the organisation’s reputation and 

goodwill across the other stakeholders other than its immediate client base. Effective PR 

through media relations, corporate social responsibility (CSR) activities, crisis management 



and community relations builds brand credibility and trust that paid advertising cannot fully 

achieve (Grunig, 2009). 

client relationship management (CRM) solutions allow organisations to collect, interpret and 

utilise client data to tailor marketing communications, predict needs and improve service 

delivery. Payne and Frow (2005) suggest that CRM is not just a technology but also a 

strategic perspective that places the relationship with the customer at the core of 

organisational decision making. The organisations that successfully connect their CRM with 

their marketing and commercial strategy have higher levels of customer retention and more 

efficient marketing spend. 

2.4 Competitive Advantage via Branding 

Barney (1991) resource-based view (RBV) of the company provides a theoretical foundation 

for understanding how branding promotes competitive advantage. “A firm can achieve 

sustained competitive advantage when it possesses resources that are valuable, rare, 

inimitable and non-substitutable (VRIN)”, as described by Barney [4]. A well-established 

brand developed over the years through regular investment in identity, experience and 

communication fits all four VRIN criteria and is one of the most significant sources of 

enduring competitive advantage. 

The relationship between brand strength and financial performance has been widely explored. 

Madden, Fehle, and Fournier (2006) show that firms with strong brands generate 

substantially greater shareholder returns than the market average, indicating that brand equity 

is not simply a marketing construct but a fundamental financial asset. This conclusion also 

adds further evidence to the case that decisions around branding deserve the same amount of 

strategic rigour as decisions around capital allocation, pricing or operational efficiency. 

 

 

3. Research Methodology 

The research design is qualitative and based on secondary data analysis and comparative case 

study methods. The case study technique is considered suitable for exploratory and 

explanatory research questions to get insights into ‘how’ and ‘why’ phenomena occur in their 

real-world environment (Yin, 2018). The case study approach is methodologically 

appropriate as this paper tries to explore the practical ways in which branding and customer 

value generation drive competitive advantage. 

Three companies were chosen as case studies: Apple Inc., Nike Inc., and Starbucks 

Corporation. The selection criteria were: (1) global brand awareness and sustained 

commercial success for at least two decades; (2) documented evidence of strategic branding, 

value creation and CRM investment; (3) sectoral diversity (the three companies span the 

technology, retail and hospitality/services sectors respectively) to allow for cross-industry 

comparison; and (4) availability of credible secondary data, including academic studies, 

published financial reports and reputable industry analyses. 

Data were collected from several secondary sources such as peer-reviewed journal 

publications, text books, annual reports, industry reports of Interbrand and Brand Finance, 

and trustworthy news sources. Secondary data was used over primary data collection because 

the strategic branding decisions of these organisations are well recorded and examined in the 

current literature, giving a rich evidence base without the logistical constraints of primary 

research. 

The analytical framework for each case study is based on four elements that emerged from 

the literature review: brand identification and positioning; customer value generation; digital 

marketing and CRM; and competitive advantage. This methodology allows for methodical 

comparison of the three situations and for deriving transferable strategic lessons. 



This methodology is not without its limits. Secondary data are also subject to publication bias 

and the sample of cases selected, all of which are very successful worldwide brands, may not 

be reflective of the issues experienced by smaller or less well established firms. We examine 

these restrictions in more detail in Section 5. 

 

 

4. Results 

4.1 Apple Inc. - Brand Identity and Premium Brand Positioning 

 

Apple Inc. is one of the world’s most valuable brands, consistently placed first or second in 

Interbrand’s Global Best Brands rankings (Interbrand, 2023) with a brand worth of over $500 

billion in recent years. Apple’s commercial success is tied to its brand strategy, which is 

based on three pillars: simplicity, innovation and premium positioning. 

Apple’s brand identity is defined by a minimalist look that extends into every element of the 

customer experience — from product design and retail locations to advertising campaigns 

and packaging. This constant identity creates quick recognition and delivers a consistent 

message of values: beauty, sophistication and ease of use. Aaker (1996) points out that 

consistency in brand identity is a key generator of brand equity and Apple is a great example 

of this. The company’s design language has been surprisingly similar throughout decades and 

across product categories. 

Apple prices its gear the way it does because it wants to stay a premium brand. Apple’s 

products are priced far above comparable competitors, with the iPhone sometimes retailing at 

a premium of 30–100% over Android equivalents, but nevertheless sells in great volumes. 

This seeming paradox can be explained by the power of Apple’s brand equity, where 

consumers are willing to pay a premium where the Apple brand communicates quality, status, 

and membership in a desirable community (Kotler & Keller, 2016). This pricing power 

clearly translates into stronger gross margins: Apple’s gross margin typically exceeds 40%, 

compared to an industry average closer to 25–30% (Apple Annual Report, 2023). 

Apple’s customer value proposition goes beyond the product to the larger ecosystem of 

services, software and gadgets that tie users into a seamless digital world. The Apple 

ecosystem includes the App Store, iCloud, Apple Music, Apple TV+, Apple Pay, and a 

variety of interoperable hardware devices. Such an environment causes considerable 

switching costs, helping to lock in customers and provide recurring revenue streams. This 

ecosystem model is a complex form of value co-creation: customers invest time and data in 

customising and populating the Apple environment, therefore increasing the value they gain 

from it while also increasing the cost of defection. 

Apple’s marketing and advertising strategy is also unusual. The company has generally spent 

a relatively small amount of revenues on advertising (1-2% of net sales) relative to 

competitors, and has relied more on product releases as PR events, word-of-mouth and the 

'halo effect' of its most iconic goods (Kahney, 2019). Apple’s retail stores are not typical 

retail outlets but immersive environments that are potent brand communication vehicles and 

generate some of the greatest income per square foot of any retailer in the world. The 

corporation has made great progress in its usage of digital platforms, with rising investment 

in targeted digital advertising, Apple-produced content and social media engagement. 

4.2 Nike Inc. - Emotional Branding and Value to Customers 

 

Nike is the world’s largest sports footwear and clothing corporation with more than $51 

billion in annual revenues for fiscal year 2023 and consistently ranks among the top ten 

brands in the world (Nike Annual Report, 2023; Brand Finance, 2023). Nike's competitive 



edge is built in emotional branding -- the ability to connect with people not just on the basis 

of product features, but on the basis of shared values, goals and identities. 

One of the most recognised brand slogans in history, the ‘Just Do It’ tagline, debuted in 1988, 

is a good example of Nike’s emotional branding strategy. Instead of focusing on specific 

product features, “Just Do It” connects to universal human ideals of ambition, perseverance 

and self-improvement. This emotional resonance crosses product categories and demographic 

borders allowing Nike to go from athletic footwear into apparel, equipment and lifestyle 

fashion without diminishing its brand equity (Holt, 2004). 

Nike’s customer value generation strategy is multi-faceted. At the functional level, Nike 

invests extensively in research and development, investing almost $1 billion per year to 

develop truly superior performance items approved by professional athletes (Nike Annual 

Report, 2023). Nike also offers value on an emotional and social level through narrative, 

athlete relationships, and community building efforts that allow consumers to express their 

identities and goals through the brand. Another value creating layer is the Nike+ platform and 

Nike Training Club app, which offers consumers personalised training programs, 

performance tracking and community involvement that extends the brand relationship well 

beyond the point of sale. 

Nike's digital marketing approach has experienced a substantial transition in recent years, led 

by the company’s Direct-to-Consumer (DTC) effort. Historically, Nike has relied primarily 

on wholesale retail partners but has invested extensively in establishing its own digital 

commerce platform, mobile applications and branded retail shops. In 2023, almost 24% of 

total revenues came from digital sales, and the DTC channel in general, encompassing digital 

and owned retail shops, accounted for over 40% of revenues (Nike Annual Report, 2023). 

This move gives Nike better control over the consumer experience, less margin leakage to 

retail middlemen, and first-party data that can be leveraged to customise marketing and 

product development. 

Nike’s use of CRM and data analytics to tailor consumer engagement is becoming 

increasingly sophisticated. The Nike Membership programme, with more than 160 million 

members worldwide, provides the brand with valuable behavioural and preference data that 

enables targeted messages, exclusive product drops and tailored product suggestions. This 

campaign is a great example of how digital marketing and CRM can work together to 

develop long-term client relationships and enhance CLV. 

 

4.3 Starbucks Corporation - Experiential Value and CRM 

 

Starbucks Corporation is the largest coffee house business in the world with more than 

36,000 shops in over 80 countries (Starbucks Annual Report, 2023). Starbucks’ commercial 

success is based on a unique brand proposition, the ‘Third Place’ idea, which makes 

Starbucks outlets a cosy, friendly environment between home and work. This experience 

value proposition sets Starbucks apart from commodity coffee manufacturers and allows for a 

large pricing premium over competitors. 

Starbucks has a brand personality based on specific values: good coffee, human connection, 

community, and sustainability. All of these beliefs are expressed in everything we do – our 

store design, the names we write on cups, the way we teach our baristas, the music we play 

and even the way we offer seasonal products. In the experience economy, companies that 

transform their services into memorable experiences can charge a premium that commodity 

producers cannot match (Pine & Gilmore, 1999). Starbucks is likely the archetypal example 

of this principle: customers spend three to five times the price of a home-brewed cup of 

coffee not just for the product but for the experience of being in a Starbucks store. 



Starbucks’ Rewards loyalty program is one of the retail sector’s most effective CRM projects. 

As of 2023, the programme has more than 31 million active members in the United States 

alone and Rewards members represent nearly 57% of US company operated revenues 

(Starbucks Annual Report, 2023). The programme is successful in its ability to generate rich 

consumer data, encourage repeat purchase and give tailored offers that boost the relevance 

and value of every engagement. This information is used by Starbucks to provide 

personalised menu recommendations, targeted promotions and store-level inventory 

adjustments based on local demand patterns, which is a substantial competitive edge over 

smaller businesses. 

Starbucks’ digital marketing approach is very tied to the Rewards program. The Starbucks 

mobile app, which is the primary way customers interact with the loyalty program, regularly 

ranks as one of the top retail apps in the United States. Starbucks gamifies the loyalty 

experience by rewarding purchases with “Stars” that can be redeemed for free products, 

which makes it inherently appealing to engage repeatedly and decreases the cost of customer 

retention. Its social media presence is especially strong on Instagram and TikTok, which help 

magnify seasonal marketing and user-generated content, allowing for greater brand exposure 

at relatively low marginal cost. 

An important part of Starbucks’ brand strategy is undoubtedly the CSR and sustainability 

component. Ethical sourcing of coffee, environmental sustainability and community 

investment are key to the brand’s identity and help develop confidence and credibility with 

more values-conscious consumers. This fit between brand values and corporate action is 

compatible with Holt’s (2004) notion of ‘culture branding’—a strategy in which the brand 

positions itself as an agent of positive cultural change, hence creating strong loyalty amongst 

consumers who share those values. 

 

5. Discussion and Conclusions 

 

The research of Apple, Nike and Starbucks reveals some common strategic elements that 

provide light on the link of branding, consumer value and competitive advantage. The 

discussion in this section critically examines these themes, draws links to the theoretical 

frameworks developed in the literature survey, and notes implications for commercial 

management practice. 

The first and most important theme is the significance of brand consistency. In all three case 

studies, brand identity is distinguished by a remarkable coherence and longevity. Over 

decades, Apple's minimalist look, Nike's aspirational language, and Starbucks' 'Third Place' 

concept have remained mostly constant, even as the companies have grown into new markets, 

product categories, and digital channels. This consistency is not accidental, but rather 

intentional: all three businesses have been willing to forego short-term revenue prospects – 

by not licensing their brands or entering low-cost market niches – in order to maintain long-

term brand equity. This discipline is compatible with Kapferer (2012) claim that diluting the 

brand identity is one of the most destructive strategic mistakes a brand manager can make. 

The second subject is the importance of emotional value in modern brand strategy. All three 

firms are investing in functional product quality, but the key driver for their competitive 

advantage is emotional and social value – the ability to make consumers feel something. 

Apple makes people feel sophisticated and creative; Nike makes people feel sporty and 

aspiring; Starbucks makes people feel welcomed and connected. This emotional dimension of 

brand value is compatible with De Chernatony’s (2010) differentiation between functional 

and emotional positioning of brands and with Holt’s (2004) idea of famous brands as cultural 

symbols. 



This discovery is of extreme importance for the practice of commercial management. 

Emotional distinction provides the main basis for competitive advantage in industries where 

functional product differences are increasingly commoditised and any manufacturer may 

produce a high-quality smartphone, running shoe or cup of coffee. Organisations that invest 

in understanding the emotional and social needs of their target customers and design their 

brand identity and customer experiences accordingly are likely to enjoy greater loyalty, 

pricing power and commercial resilience than those that compete on functional attributes 

alone. 

The third element relates to the strategic use of digital marketing and CRM to enhance brand 

value. All three organisations have invested heavily in digital platforms, proprietary apps and 

loyalty programmes that build direct, data-rich ties with their customers. These investments 

serve numerous strategic functions at the same time: generating first-party data for 

personalisation, creating switching costs that reinforce loyalty, enabling real-time feedback 

on product and campaign performance and reducing reliance on third-party intermediaries. 

The most obvious example of this is Nike’s DTC makeover, but Apple’s ecosystem and 

Starbucks’ Rewards program work in a similar way. 

This is consistent with the notion of Payne and Frow (2005) that CRM should be considered 

as a strategic approach and not a technological solution. The organisations featured in this 

report don’t use CRM merely to manage customer contacts, but rather to understand and 

influence the customer relationship at every touch point, from pre-purchase awareness 

through post-purchase support and community engagement. This holistic approach to CRM 

integrated with digital marketing and brand strategy is a key enabler of the high CLV metrics 

underpinning each organisation’s financial performance . 

The fourth subject focuses on the interaction between sustainability, CSR and brand value. 

Starbucks and Nike in particular have made large investments in CSR and sustainability 

activities, and appear to have commercial as well as ethical rationale for such investments. 

Consumers - particularly younger generations - are increasingly looking to brands to take a 

stand on social and environmental issues, and those organisations that can credibly link brand 

values to real corporate behaviour enjoy considerable goodwill and loyalty (Kotler & Lee, 

2005). Conversely, organisations that make superficial or inconsistent CSR claims run the 

risk of damaging their brand equity through accusations of ‘greenwashing’. This risk 

highlights the importance of authenticity and transparency in ethical brand communication. 

Several limitations must be acknowledged in the critical analysis of the findings. Firstly, they 

are all global market leaders with resources and competencies that smaller organisations do 

not possess. The brand-building strategies outlined – billion-dollar-plus advertising budgets, 

proprietary digital platforms and global retail networks – are not directly transferable to 

organisations that do not have that scale. Secondly, the success of these organisations is not 

due to branding alone; each also achieved excellence in operational efficiency, product 

development and strategic partnerships. Branding is a necessary but not sufficient 

prerequisite for the commercial success witnessed. 

Thirdly, it is worth noting that even the most successful brands are not immune from strategic 

failure. Nike suffered huge harm to its reputation due to athlete controversies and criticism of 

labour procedures in the 1990s. Starbucks has suffered from over-saturation of stores and 

inconsistency of customer experience. Apple has been criticised for its pricing tactics and 

environmental impact. Such events serve to show that brand equity is fragile and needs active 

management through consistent behaviour in all areas of the organisation's activities. 

Despite these restrictions, the findings provide a number of transferable insights for 

commercial managers in businesses of all sizes. Organisations that develop a clear and 

emotionally resonant brand identity, consistently invest in communicating that identity 

through all touchpoints with customers, harness digital tools to build personalised and data-



driven customer relationships, and align their corporate behaviour with their stated brand 

values are well-positioned to build sustainable competitive advantage, regardless of scale 

 

. 

6. Conclusions 

This paper studied the strategic importance of branding, customer value generation and 

competitive advantage in commercial management through case studies of Apple Inc., Nike 

Inc. and Starbucks Corporation. The data reveals that strong brands are one of the most 

potent sources of sustainable competitive advantage accessible to organisations functioning in 

competitive markets. These organisations have turned their investment in branding into long-

lasting commercial success through brand identity, emotional resonance, constant 

communication of value and integrated digital CRM. 

The literature analysis revealed that branding provides competitive advantage through the 

creation of brand equity, which is a valuable, uncommon, inimitable and non-substitutable 

asset that enables premium pricing, customer loyalty and market share increase. The case 

study analysis showed how Apple, Nike and Starbucks each operationalise these theoretical 

principles in distinctive ways appropriate to their respective industries and customer bases but 

with a common commitment to brand consistency, emotional value creation and strategic 

investment in digital marketing and CRM. 

The discussion identified four transferable strategic themes: Brand consistency as a long-term 

asset; Emotional differentiation as the primary source of competitive advantage in 

commoditised markets; Digital marketing and CRM as strategic amplifiers of brand value; 

and the commercial importance of authentic CSR and sustainability commitments. These 

topics provide concrete direction to commercial managers looking to create or reinforce their 

organisation’s brand positions. 

Based on these findings, the following strategic advice are presented for organisations that 

aspire to establish powerful brands and lasting competitive advantage: 

• Invest in brand identity clarity: Organisations must have a well defined, emotionally 

captivating and consistently articulated brand identity that sets them apart from competitors, 

not just at a functional level, but at a values and aspirational level. 

• Customer experience: every touchpoint in the customer journey – from first awareness 

through purchase, use and advocacy – should be intended to deliver and reinforce the brand's 

promise. 

• Build owned digital relationships: organisations need to invest in owned digital platforms, 

loyalty schemes and CRM capabilities that create first-party data, minimise reliance on 

intermediaries and facilitate personalisation at scale. 

• Align brand values with corporate behaviour: CSR and sustainability commitments have to 

be authentic, measurable and embedded in the operational choices of the organization, not 

just presented through marketing claims. 

• Be careful with brand equity: companies must be careful not to chase short-term revenues at 

the expense of brand equity, for example, by over-discounting, making poor brand extensions 

or producing poor quality. 

In conclusion, branding is not a peripheral marketing activity but a core strategic competence, 

which if handled with discipline and understanding, provides rewards which are among the 

most enduring and commercially significant available to modern organisations. The cases of 

Apple, Nike and Starbucks show that the investment needed to establish a truly excellent 

brand is considerable, but so are the returns. 
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Appendices 

Appendix A: Summary of Case Study Organisations 

The following table summarises the key commercial and branding characteristics of the three 

organisations examined in this report. 

  

Apple Inc.: Founded 1976. Sector: Technology. Brand Value (2023): ~$504 billion 

(Interbrand). Key Brand Attributes: Simplicity, innovation, premium quality. Primary Value 

Drivers: Ecosystem integration, design excellence, pricing power. Digital CRM: Apple ID 

ecosystem, App Store, iCloud, Apple One subscriptions. 

  

Nike Inc.: Founded 1964. Sector: Sportswear/Retail. Annual Revenue (FY2023): ~$51.2 

billion. Key Brand Attributes: Athletic aspiration, innovation, cultural relevance. Primary 

Value Drivers: Emotional branding, athlete endorsements, DTC digital platform. Digital 

CRM: Nike Membership (160M+ members), Nike+ app, Nike Training Club. 

  

Starbucks Corporation: Founded 1971. Sector: Hospitality/Services. Stores (2023): 36,000+ 

in 80+ countries. Key Brand Attributes: Community, experience, sustainability. Primary 

Value Drivers: Third Place experience, Rewards loyalty programme, seasonal innovation. 

Digital CRM: Starbucks Rewards (31M+ US active members), mobile app. 

 

 

Appendix B: Analytical Framework Applied 

Each case study was analysed using the following four-dimensional framework derived from 

the literature review: 

•       Dimension 1 – Brand Identity and Positioning: What is the brand's core 

identity? How is it positioned relative to competitors? What positioning strategy 

(functional vs. emotional) is employed? 

•       Dimension 2 – Customer Value Creation: How does the organisation create 

functional, emotional, and social value for customers? What is the role of the 

product, service, and experience in value creation? 

•       Dimension 3 – Digital Marketing and CRM: What digital marketing 

channels and tools does the organisation use? How is CRM integrated with the 

broader marketing strategy? 

•       Dimension 4 – Competitive Advantage: How do branding and customer 

value creation translate into measurable competitive advantage (pricing power, 

market share, customer loyalty, financial performance) 

 

 

Appendix C: Key Brand Equity Metrics 

Brand equity is measured through a range of quantitative and qualitative metrics. The key 

metrics referenced in this report include: 

•       Brand Value (Interbrand/Brand Finance Rankings): A financial estimate of 

the economic contribution of the brand to the organisation. 



•       Gross Margin: Reflects pricing power and the premium commanded by the 

brand over cost of goods sold. 

•       Customer Retention Rate / CLV: Measures the effectiveness of CRM and 

loyalty strategies in building long-term customer relationships. 

•       Loyalty Programme Membership and Revenue Contribution: Indicates the 

commercial impact of CRM programmes on revenue. 

•       Net Promoter Score (NPS): A widely used measure of customer advocacy 

and brand loyalty. 

 


