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Abstract
Brands have, today, a fundamental importance in organizations constituting not only a marketing
advantage, but also one of its main assets. Public universities can not remain oblivious to this
situation, and the development of new brands that give support its activities in the field of
research, extension and entrepreneurship programs, not just a luxury or fastidiousness, but a
necessity.
In this context, this paper intends to implement the conceptual model of David Aaker, to propose
a new brand for the entrepreneurial activities developed under (UTFPR) - Universidade
Tecnológica Federal do Paraná.
Building a brand is proposed, using the steps proposed by Aaker of creating a DNA tag, naming
and architecture, making the subsequent process of creating the visual identity backed by a more
detailed study of branding. The approach is qualitative, using bibliographic research and
interviews with the academic user community of the new brand.
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1 Introduction
This paper deals with the process of creating a brand for the network of incubators, and technology
parks of UTFPR - Universidade Tecnológica Federal do Paraná. The institution's pre-incubation
and incubation programs were born in 1997 as the Entrepreneurship and Innovation Program
(PROEM) of the former CEFET-PR, and grew as the institution experienced rapid expansion in
the last two decades. Figure 1, geographically situates the presence of UTFPR in the state of
Paraná. The Maringá campus is not on the map in the planning stage.
In table 1, the description of the situation of pre-incubation programs, incubation and
technological parks by campus of the university.

Figure 1 - Map of UTFPR campuses
Source: The authors, with data from the institution's website
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City

Preincubation

Incubation

Technologic Park

A

Curitiba

Active

Active

-

B

Ponta Grossa

Active

Active

In deployment

C

Cornélio Procópio

Active

Active

In deployment

D

Londrina

Active

Active

-

E

Maringá

Planned

-

-

F

Apucarana

Active

-

-

G

Campo Mourão

Active

-

-

H

Guarapuava

Active

Planned

-

I

Toledo

Active

-

-

J

Santa Helena

Planned

-

-

K

Medianeira

Active

Active

-

L

Dois vizinhos

Active

-

-

M

Francisco Beltrão

Active

Planned

-

N

Pato Branco

Active

Active

In deployment

Table 1 - Situation of the institution's network of technological hotels, incubators and technological parks.
Source: Institution website, UTFPR innovation agency

Lalkaka & Bishop (1996) define a business incubator as a controlled work environment, designed
to assist in the growth of new emerging firms. According to the authors, this environment has
particular characteristics that aim to create a cooperative climate for the training, support and
development of small companies and entrepreneurs. These characteristics include the appropriate
selection of early stage companies with high potential for growth; Physical spaces designed to
house each incubated company.

Antunes A et al (2016) Sustainable development is a model that aims to integrate economy,
society and environment. It has the potential to address fundamental challenges of economic
growth, considering social inclusion and environmental protection. Dolabela et al. (1999)
emphasize that incubators enable the generation of new jobs and new technologies through
entrepreneurship. For Alves (2009), the emergence of new companies needs to be induced by
universities, industry associations, incubators and technology parks, among others. In particular
incubators and parks. The relevance of business incubators in the contemporary technological
world has the role of providing conditions for the realization of an innovative idea.
Silva LCA et al (2015). The process of technology transfer can be extremely important and
strategically for industries and universities. Although the presence of UTFPR in pre-incubation,
incubation and technology parks activities is comprehensive, there is no brand designating these
operations. Internal brands such as PROEM (Entrepreneurship and Innovation Program) and
AGINT (Innovation Agency) are not applied to incubation and pre-incubation activities and
technology parks. These units are only designated. Technology Hotels, Incubators and
Technology Parks. This is why this work proposes the construction of a unique brand for these
operations of UTFPR's entrepreneurship and innovation program.
A brand can be defined as the process of creating a relationship or a connection between the
product of a company and the customer's emotional perception in order to generate segregation
between competition and customer loyalty. (SHAMOON 2012). For Aaker (1991) the brand is;
A distinctive name and / or symbol (such as a logo, trade mark1 or packaging design) that serves
to identify the products or services of a manufacturer or group of manufacturers and to
differentiate them from their competition.
In the 21st century, brand management has become a top management priority of any organization
(Keller, 2003). The creation and management of brands for products or services has been one of
the main functions of marketing departments in recent years due to the traditional focus change
that brands are a source of costs due to their frequent need for investments in communication, To
an intangible asset but of high value to the organization, and the brand can be valued with
reasonable accuracy and negotiated like any other asset of the organization. The same line of
thinking can be found in Aaker (1996) for whom building strong brands has become a marketing
priority because of the competitive advantages generated.
The increased interest in brand strengthening can be best understood when examining the
functions of a brand. For Kotler (1998), the brand has three functions, the first being an unwritten
contract of performance, which once fulfilled guarantees customer satisfaction. The mark also
allows the transaction to be repeated since it represents a pattern already known by the buyer and
putting an end to the mark is an element of differentiation of who is related to it.
The application of the functions of the brand in the network of technological incubators under
analysis reinforce the need of the branding project, since one of the biggest challenges of a
network operation is the standardization of experience, which once obtained can be represented
by a unique brand for the The entire network.

2 The Branding Process
The process of creating the new brand, following the methodology exported in Figure 2, with the
process occurring sequentially, is the synthesis of Aaker's (1996) proposal. The present work does
not propose the visual identity, the last phase of the process, but proposes all the elements that
support the creation of the identity to be realized by an agency or specialized professional.
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Figure 2 - The proposed branding process
Source: Authors

2.1 The brand DNA
The beginning of the process of creating brand DNA, a model adapted from Aaker's (1996)
proposal. In figure 3, this phase is divided into six dimensions, three internal (values, essence and
dream) and three external ones, promise of value, position and tone).
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Figure 3 - DNA Process of the Mark
Source: Adapted from Aaker 1996

Values represent what makes the brand different. Its attributes, rational and / or emotional, that
sets it apart from competitors and makes it relevant to the target audience. The new brand
represents values associated with the main brand that endorses it (UTFPR), such as technology,
innovation, entrepreneurship and network management. UTFPR is the largest multi-campus
university in Brazil, with thirteen operational campuses and one in the implementation phase,
which makes network management an integral part of its management philosophy.
The essence within the proposed model represents the most fundamental value. For Ries (2009),
many brands try to represent everything to everyone, a management strategy that rarely works.
Most successful brands are focused on just one word or concept. The essence of the proposed
brand is "network", emphasizing the capillarity of its hotels and technological incubators and the
strong territorial presence of UTFPR in the state of Paraná.

The "dream" dimension proposed by Aaker means the ideal space of the brand in a future plan. It
is little explored in branding processes, sometimes simply neglected. Among the Brazilian brands,
one that makes intensive use of this dimension is the Itaú bank with the advertising approach;
"This mound the world." The proposal of "dream" for the brand in creation seeks to associate
some of its values as technology and entrepreneurship as a vision of the future, vision is
synthesized in the desire to be the largest network of technology incubators in Latin America.
According to (HASSAN 2012), the phrase "value proposition" (VP) is credited to Michael
Lanning and Edward Michaels, in the work titled, "a business is a value delivery system", the
authors define value proposition as "a clear statement And simple benefits both tangible and
intangible that the company will provide along with the approximate price it will charge from
each customer segment for those benefits. "The value proposition for the new brand invokes
tangible benefits as an adequate physical infrastructure To young entrepreneurs and a level of
services in the areas of management training, consulting, courses and events, all integrated into
the student's daily life on campus, with small time, money costs and lower risks than traditional
means of entrepreneurship. The tone is defined as the psychological aspects that one wishes to
communicate, the tone can be serious, funny, worried, nice, etc. It is complemented by style,
which defines the aesthetic characteristics of communication. (AMBRÓSIO, 2012) An example
of how tone and style reflect the creation of the brand is Hotmilk, the PUC-Paraná business
accelerator, shown in Figure 4. The suggestion is irreverence, humor and little formalism,
something associated with the culture of new startups, especially those based on information
technologies.

Figure 4 - Hot Milk Accelerator logo
Source: www.hotmilk.com.br

The proposed new brand has some beacons to define its tone and style. The endorsing brand,
UTFPR has a classic institutional communication tone. Unlike incubators and accelerators whose
business is mainly associated with information technology, the projects currently housed in the
institution's incubation and pre-incubation network are in various engineering areas, such as
construction, metalworking, electrical engineering, chemistry and food. In this way, a tone and
contemporary style and sober becomes more appropriate the diversity of ideas and technologies
served by the network of entrepreneurship of the institution.
For Kotler (1998), positioning the place that the brand or product occupies in the minds of the
consumers in relation to the competing products. The term was proposed by the authors Al Ries
and Jack Trout in the work Positioning: The Battle For Your Mind in 1981. The mark is
fundamental element to the creation of the intended positioning, being this one of the main
components of the phase DNA of the mark, in the methodology proposed .
The desired position for the new brand is to be recognized as the largest network of technology
incubators in Brazil. Considering the criterion number of cities where there is operation of the
pre-incubation and incubation network of UTFPR.

2.2 Choice of name (naming) of the brand
According to Kotler (1998), the choice of the brand name should meet a series of requirements
such as easy recall and pronunciation, suggestion of attributes about the brand or product,
uniqueness in relation to other brands, and no potential for pejorative associations brand. The
name chosen for the brand is ASTER, a clear link with the main endorsing brand. In interviews
with members of the institution's academic community, the brand showed good acceptance in the
questions of sound and pronunciation and no pejorative potential. The Aspects; Suggested
attributes and uniqueness, had a poor memory on the part of the interviewees.
2.3 Brand architecture
Brand architecture is how an organization structures and names brands under its domain. Brand
architecture, hierarchically relates brands and classifies by functions, within the branding strategy.
There are several possible brand architectures for new products or services, but three of them are
usually the basis for the others.
Individual brands can be defined as a brand strategy in which products are given brand names
that are newly created and are generally not linked to existing brand names offered by the
company (Dillon, 2001). This architecture allows a better projection of the individual
characteristics of the product or service, but they require larger communication budgets.
Individual brands are usually used in hygiene, beauty, food and beverage products. Where, the
hand of a corporate tone is opened and the projection of characteristics of the product is sought.
It also has the advantage that image incidents do not compromise corporate branding.
Brand umbrella, family of brands or monolithic brands, is a branding practice that implies the use
of a single brand name for the sale of two or more related products or services. Monolithic brands
can create advertising efficiencies through reduced brand development costs (LANE 1995). This
strategy lowers a company's marketing costs due to the consumer association of the brand through
which consumers already recognize certain brands, making new products more easily identifiable.
(FARQUHAR 1989). Monolithic marks are composed by the main brand name followed by the
brand designation. As for example "ASTER - Incubator" where the designation term "Incubator"
designs the use of the main mark in that application.
Mixed brands where a umbrella primary brand is applied to an individual brand as illustrated in
Figure 5. In this architecture the endorsing brand projects aspects of product quality and
provenance and the endorsed brand of personality or type.

Figure 5 - Mixed brand structure
Source: www.nestle.com.br

The architecture proposed for the new brand is monolithic in nature, with the ASTER brand being
accompanied by the designations necessary to cover all the portfolio of activities of the UTFPR
entrepreneurship program. The proposed designations for the brand are separated into 2 groups.

Group 1 for operations in cities where there are technology hotels, incubators and technology
parks; ASTER - Incubator; ASTER - Pre-incubation; ASTER - Accelerator; ASTER Technology Park.
Group 2, associated with brand expansion activities, through franchising and internationalization;
ASTER – Franchising and ASTER - International.
2.4 Summary of the proposed brand

Brand DNA

Value

Technology, innovation, entrepreneurship and network
management.

Essence

Network

Dream

To be the largest network of technological incubators in Latin
America

Value proposition

Physical infrastructure, training, courses and events at low cost

Tone

Contemporary, sober

Positioning

Largest network of technology incubators in Brazil
ASTER

Reminder

Proper

Pronunciation

Proper

Naming
Suggested Attributes Few
Singularity

Low

Pejorative association None
Monolithic
ASTER – Incubator,
ASTER - Preincubation
Architecture
Proposed
designations

ASTER - Accelerator

ASTER - Technology Park
ASTER - Franchising
ASTER - International

Table 2 - Summary of the branding work for the visual identity creation phase.

References
AAKER, David A. (2004), Brand Portfolio Strategy: Creating, Relevance, Differentiation, Energy,
Leverage, and Clarity, New York, Free Press.
AAKER, David A. (1996), Construindo Marcas Fortes, tradução Maria Lucía Badejo, Porto Alegre.
ANTUNES A. Francisco AC, Santos M , Sueli FO, Soares M, Kovaleski JL -Sustainable development
and conscious consumption A perception of undergraduate interns in the region of Campos Gerais,
Parana, Brazil. Interciência: Revista de Ciência e Tecnologia de América, ISSN 0378-1844, Vol. 41, Nº.
5, 2016, pags. 312-318.
KELLER, Kevin Lane (2003), Strategic Brand Management: Building, Measuring and Managing
Brand Equity, 2ª ed., Pearson Prentice Hall.
ALVES, Silvana S. A relevância das incubadoras de empresas no mundo contemporâneo. Ponto-eVírgula. Revista de Ciências Sociais número 6: 235-251, 2009. ISSN 1982-4807
DOLABELA, F., PRADO, A. e NETO, F. (1999). Uma incubação sem incubadora: como induzir
parcerias entre empresas de base tecnológica. O caso Squadra – Doctor Sys, 3rd International
Conference on Technology, innovation, and Policy- Global Knowledge Partnerships: creating Value for
the 21st Century, August 30-September 2. Austin, Texas.
SHAMOON, Sumaira, and SAIQA Tehseen. "Brand Management: What Next?" Interdisciplinary
Journal Of Contemporary Research In Business 2.12 (2011): 435–441. Business Source Complete. Web.
October 20, 2012.
KELLER, Kevin Lane (2003), Strategic Brand Management: Building, Measuring and Managing
Brand Equity, 2ª ed., Pearson Prentice Hall.
LALKAKA, R. BISHOP, J. L. Parques Tecnológicos e Incubadoras de Empresas: o potencial de
sinergia. Anprotec. Rio de Janeiro, 1996.
KOTLER, Philip (1998); Marketing para o século XXI. São Paulo: Ediouro, 1ª edição. RIES, Al, RIES
Laura (2009); Batalha na Sala de Reuniões, Campus Elsevier, 1ª edição.
HASSAN, A. (2012), “The Value Proposition Concept in Marketing: How Customers Perceive the
Value Delivered by Firms”, International Journal of Marketing Studies, Vol. 4, No. 3.
AMBRÓSIO, Vicente, (2012) “Plano de Marketing - Um Roteiro Para a Ação”, Prentice Hall, 2ª edição.
DILLON, W.R., MADDEN, T.J., KIRMANI, A., e MUKHERJEE,S. (2001), Understanding What’s in
aBrand Rating: A Model for Assessing Brand and Attribute Effects and Their Relationship to Brand
Equity, Journal of Marketing Research, 38, pp. 415-429.
DOBREE, James e Page, ANTHONY S. (1990), Unleashing the power of service brands in the 1990s,
Management Decision, vol.28, nº6, pp.14-28.
FAIRCLOTH, J.B.; CAPELLA, L.M.; ALFORD, B.L. (2001), The effect of brand attitude and brand
image on brand equity, Journal of Marketing Theory and Practice, vol.9 nº3, pp. 61-75.
FARQUHAR,P.H. (1989), Managing Brand Equity, Journal of Advertising Research, vol.30, nº4,, pp.2433.
LANE, Vicki; (1995); "Stock Market Reactions to Brand Extension Announcements: The Effects of
Brand Attitude and Familiarity". Journal of Marketing 59 (1): 63–77. doi: 10.2307/1252015.
LCS Silva, JL Kovaleski, S Gaia, M Garcia, PP de Andrade Júnior, Technology transfer and knowledge
management in technological innovation center: a case study in Brazil. Journal of Management and
Strategy 4 (2), 78-87

LCS Silva, JL Kovaleski, S Gaia, EASA de Matos, AC de Francisco, The challenges faced by Brazils
Public Universities as a result of knowledge transfer barriers in building the technological innovation
center, African Journal of Business Management 6 (41), 10547-10557.

