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Ist Generation of Brand Management
F—RKNmEEE RS

EATHLE HE&MT

“Something you Buy””

EHRENBAEERS

2ND GENERATION OF

BrRAND MANAGEMENT
8 — (X P e T

4 J...rllhu...l.n.xl“hu.qg_-_ﬁ#:_.{ . -Brand is a name

. = .Brand management
focused on
brand
awareness

-Quality played a key
role in branding:
Trust its quality
& performance

B AR R
HERME -HEHERRRHT
AedE L BERIEE

3RD GENERATION OF BRAND

MANAGEMENT .00 cnpes. smme

FEoRHMEEIRERLGE weBERANERA
m%%ﬁﬂm%%&%&%ﬂﬁm

,Brand management
focused on brand
preference and brand
personality

»Advertising, lifestyle

marketing, and PR were
major activities
>»Segmentation and
position were the key
factors

4TH GENERATION OF BRAND
MANAGEMENTZ K #)mhE &R Es

»Brand management
focused on brand
preference and
marketing
communications

>Convinced customers

why they should
choose your brand,
but quality was
fundamental

HHEAR:
Al R 2 B — SR R LR R IERERG




5TH GENERATION OF BRAND
MANAGEMENT RN RE SRR,

> Shift from functional value to
emotional value

>Focus on Brand Experience, rely ,
rely on customer engagement to
enrich brand experience

>Develop your brand as a lifestyle

brand, a reason to love the brand
>Pay greater attention to brand
loyalty and the sustainability of
your brand

»>Innovation and customer research
are of strategic importance

EEANBBEE T LIRE MM LTS R,
B T RE R E I A SRR 16 & R O EEE BE 251
S AR E

BRAND MANAGEMENT TODAY
BAKHmEEE RS

Scope of brand management
shifts to “co-creation of
brand value” and “customer
engagement”

Design and management of
“brand experience” is the key

A balanced and holistic
approach to branding

Brand culture and brand
leadership

New measures for brand
equity

AN, AR, FRERTE SR, RS ERT TR B
SER RS, R AR H R

“Something you
Participate In”
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H[E RIS mhREE

THREm /[ B | JHEER [ IRHmhE
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B & C

The
Power of
Co-Creation

FUTURE

Co-Creating Unigue

‘w Vatug with Costomers

- SR
VENKAT RAR o}
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Value Creation Processes

SUPPLIER VALUE- ENCOUNTER PROCESSES CUSTOMER VALUE-
CREATING PROCESSES Processes and practices of CREATING PROCESSES
Resources and practices lgp|  interaction and exchange 4 Resources and practices
applied to manage its that take place within used 1o manage their
business and its customer and supplier activities,
A r o0 H . &L
relationships E relationships, T
= 3
& o
= =
SUPPLIER ] SUPPLIER-CUSTOMER z CUSTOMER
VALUE FACILITATOR VALUE CO-CREATOR VALUE CREATOR
(providing goods, services, +h {interactions, both invest ik [consumplion).
ete.) resources)

CUSTOMER KNOWLEDGE

Actors” Roles
CUSTOMER INTEGRATION

Source: Based on Gronroos (2008) and Payne et al. (2008)

B &B 2 B & CI) i i R B A E R A 2
=> A SMARTH: £1) 78 K7 45 7 5 s

StrategicallyManaging andAllocating
Resources andTechnologies

(RS 3 5 BT R FH S YR AR 47 )

L1427
11EAR Eaar%?

=>What is a brand to customers?




Brand is just a Name? 5 & 4 +#?
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Brand is a Logo: A Great Confusion!
R B

ﬁ|

ORAR B (1 i A 5 RS

30

20

o
2000F  woF  2005F  2004F 2006 WosF  2007F 208 2009F

B ¥ 25 am e A R

» B2009F 3 A S mhBEiiRE, FhAwn (]
M) « BiEm. EmBAANERAIY K mhE.

» IR E IR KT AVIEE, AArn R MR 2 SME MInEL
v BUBFHNSinmhE, BN R EmE s L
H WinfENL, IEERF WS, Rk, InkEa

RBEEL RN ENNEHaEER, FRERR
Brimamh® & 495 (REE T




BiEREWMB~mNE

ey
cheRy
Qe e

RMEME  WRNE
RE2=H ek

v FREEBRY FEm(Chery) FIFTIEHEL 89 BAER" AR50, ASPEAEHEL
“IRBLAC B P EmAE, FERB4mEIEER, FEHEMRK
y EITERS B MIT EA S

y ARG, FIHAENENAFE KA ESGREFER T
RBE(Chery), BL¥EZIERAL. A3, ASEFIEE; “THRd” G Ram)

Exﬁ&ﬁ&ﬁiiﬁﬁﬁr—:ﬁ%ﬁﬁﬁ, BRIBERAZTFNFELZF
CROSSHRZER!, BA2008FItRER LB RH RIE" RINF
RS R AR T ET; BN RS SRENESH

Z kg

» “tLanBAIRHIHE B IR R REF L, Eﬂﬁﬁﬁﬁﬁﬁ4r¥,$ﬁ hEE
FS5EH, BEFEXNNEMBBEIREZE RAEFEN

I _"I'__'l_—'(_

EBATFmhREEE IEFHHE S EEERERAaTER

SRR EYAFIC

iRl mn k8 G zh

ML EmEHE. dRANTRE-MET RO TR, . W
B RO M, HEREREL e PR .

BT PR AR IR, AV ER Rkl RIEEEER. AR

2009F38

i FUH. FRELE. DHRAFLENAFLE. What are still missing?
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Also look at the brands under the
Belle Group

M—I-E % As a corporate brand

F AR 5 — L B AR, A3 A LA B
WEHRFY . B BREL L REEE
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J0VePedle
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LTS mh® ?

A BEES
QUERT - FE - B HRNRL - AU ETENES -
CHZEREY RERLERURE - CEBFUFOREERS
RIEHEES - (AMA)

*B. HIRMES :
"mEERRTHEEREPHFE LR RAER
(Perceptual Entity) - {RIFRTIRE - AIREERERKI  EEK
MEEERYIESSH - (Kevin Keller, 1998)

* BEBEEAIREREEERS . TER - REIGEBEHEEETEE
BRI - 4 ( BlEMercer Management )

BHnmhE s =

> A - HiEHS

>B - MG THEASES
>C - EfiI

>D - EE

> E - §Efdh

40 o] Bl %2 on h#:

& EERERANL RS /70 ER?
> &
> B 8%

EESE?
B

- - FE - B
- All other touch pointsGa k8 1ZfEEh

> —KETEEH?




2006 EfiEEE BN EE TR
® Later were modified to cover:
= BossinifiFEEE _(Values associated with
thibrand). A Family-Brand . @iﬁ )
= FEL :
= RO TS '
- P& FOEE R
= JEE Hhisn

- JEEHEE TR AT
- BRI W
-

2007-2009
ERREERmEN EEITR

&

"MN11 .19 25 d b hil
ZULlLl-1/Z > JlAERYIIE

LTEEmE ?
AR =>

- It is a collection of perceptions in the mind
of the customer based on his/her learning,
purchasing, consumption, and relationship
experience with the brand. Based on such
perceptions the customer is able to perceive
theval/uesdelivered by the brand.

o1 AR P25 AR T T it ST B 752 2 i,
E i fH o AR g 2 R T i (7 12 A~
AL TR A G, I A UL FE 7 5 1752 2 UL vy
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» Functional Value/Benefit

» Emotional/Psychological
Value/Self_expressive Benefits

» Social Value

fim Ji R A IR 2 B
-DhReE(E /A 2
A OEEE P
AL EHEE




ES ki

y [ERB{EVSIHEEEE :

- 2B % (Starbuck)VsZEmnHEE (McCafe)
» BIAEER: FIAERESHNEEEE

on hRREES

Starbucks is selling
coffee as well?

e e .®
STARBUCKS ,
@.FFEE

What are the major differences?
And |mpI|cat|ons for branding?

Brand community
and social value

We fulfill dreams through the experience of
motorcycling by providing to motorcyclists and
to the general public an expanding line of
motorcycles and branded products and services
in selected market segments.

Company Mission + Vision:
=> Prerequisite of Corporate Branding




THE LEGEND OF HARLEY
DAVIDSON MOST PEOPLE TALK
ABOUT IS ITS SUCCESS IN:

Creating a brand community where
many new businesses have emergea’/
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\ Each represents
" the perception
- of your brand!!

Talking to
'éalesperso

All Brand Experiences - past and
present - shape the consumers view of
a brand and will effect their decisions

to buy, buy again...and maybe even

advocate it

V.t AEmEamhg?

P mBEEEEBUTEE .
=E2EUEERFEZER (Differentiation of Unique
Experience)
BRE MM EEBEBZ (Emotional Connections)
RHtEEZESHN=EIEE(Relevance)
FAE MM A F R B 2 (Substantiality)

b S AEE (Brand Trust)

ma g B E S (Brand Loyalty)
RHEZEETEE(Value) + Relevance
RINEEENEERE

EPE T T2 (Growth platform)
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%N Y "L JuIBYS “i@ o WybuAdo

m b4 =R 5EE

BREHERBACENEERIEEZEE

-hB&ES

( ) 4 )\ f
an hE ER S on 8 B B
- AR A& TE A |:> (Brand Experience)
(Positioning) \

|

(Segmentation) lﬁl Hﬂ EEE}] jj % ﬂ
-BEm5 ( )
(Targeting) migEE
-HEE B mEEERREZH
-BEREERER m & BE, A mhE
HEeE SE{eR

\_ J \_ J . Y,

on h8 4B 48 KAt Az

mn R K EEEE N (B EXNEEREN)

an R 2 BR AT A %

BLZR
m=

(Brand Audit and Evaluation)

B2B Vs B2C S H#

» B2C MR ERHEREEX

»B2B muh#: ERNAEINREEME, FXEMH
Rz PR E R EmhEEE. BE
M1 MhRRE R A IR E mmmnhE

EEEEE BT EURTEEIREY | SPUCICLIONUI YA e i o i T i R

P ERZ BT R

FI FlInterbrand i 5 f 56 BE R R 43 BT IR Rk [ 25
1E] .

—AE (commitment)
—{R#&®¥ (protection)
—EMTE (clarity)

—KR 75 (responsiveness)
—HE® (authenticity)

—18RA (relevance)
—HfgE (understanding)
——Ht%¢ (consistency)
—7% 1 (presence)

—Z£ 8% (differentiation)
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So, what are the implications for branding practice?

HaRERREN SR

» What are missing?({\ 5> THE? )
o Certain parts of the value chain

» Production-oriented management mentality
EEAEEEM)
- (well-structured, high level of certainty in cost and
operation control and output/outcome)

» Inadequate market and customer knowledge

(R Z 2 $RY T 35 FNEE 2 F05E)
> (B2B experience, not fighting in the frontline)

» Focus: Inward instead of outward
(EIEED: NIRTMAESNER)

EHit, BOEMsgIZEMETR R, F1F
HIR A TR

» New business model (FEE IR LIEEER)
» Establish a new value chain (B3 #hHE{ESE)
o QOrganization and management system issues (A4FEIE RLEE)
» Change in management mindset (B &8 B 4k)
» A long-term, strategic perspective (£ HIFNERLERZH)
» Shift of focus (FEAEIRED)
- Tangibles to intangibles (B HEEEER8)
o Internal to balance (NZp&EA [ &)
» Prepare for uncertainty (BN EEREZ/ETER)
» Develop brand management capability
(%Efﬂ?xﬁnnﬂﬂgfﬂ £77)
» Brand leadership within the organization
(ARMEETMN T ENERMEEIENEEE)
» Cultivate a matching organizational culture

(FEERLTENEEL)

VIL. & g2 R#HLD

EEEZERBREHRBAELLIN
4> S5 BR i B 5, BB S
i i B B
LS E
EERAREERBEREEE
FRIT >R &S EE (CLP)
g E B ¥ (Brand Asset Management) :
g. —TuREVA (Economic Value Added) /& E
AT
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> PEE MR PIERE Matrix) B EEAE
+HATSHA
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Take-away




