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Starter Material 

The impact of quality standards on brand 



image and firm attractiveness

The impact of quality standards on brand image and firm attractiveness 
Approx 10-15 mins
A reasonably unexplored area in the literature is whether Quality Standards, such as ISO, have an impact on firm attractiveness and brand image.  If we take the definition of a brand to be a sign or symbol that is used not only to differentiate one product from a competitor’s but also to represents a set of meanings to encourage favourable attitudes towards a product or service we can see that Standards can be a powerful marketing tool.  That is, if our firm promotes its ISO accreditation then we are telling prospective partners that we have achieved a certain level of quality and are a less risky alternative than our unaccredited competitors.

For example, a Nike Shirt may not only differentiate the shirt from other brands, such as YSL, Lacoste or Adidas – but it can also evoke feelings within the consumer, such as 

· High quality

· Excellence

· Flexibility

· Athletic

· Poor human rights record

· Profit maximisation

Task

To begin with, think of as many phrases or adjectives for the following competing brands:

· Microsoft vs. Apple

· Coca-Cola vs. Pepsi

· McDonald’s vs. Burger King

· Foster’s Beer vs. Heineken Beer

In certain industries there is very little physical difference between products or services offered.  As such, firms use branding as a means of differentiation and positioning oneself away from competitors.  Finding points of difference, such as the ones you have identified previously, help to drive sales and build a customer base.

Taken from Standards in Action
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