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This could be the most important Brand Touchpoint! ‘
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Theoretical Foundation: The
Service Profit Chain

Leadership
Operating Strategy Product/
and Service Service
Delivery System Concept
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® “l don’t understand what we do?”

® The question hung in the air. The executive
director, just three months on the job, did
not know what to do with it. It all seemed
quite obvious to him and yet this long-time
board member was not getting it even
though he had been talking to her for the
last hour about the organization they were
both supposedly committed to.
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=>To support holistic brand management!
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o BENFZHE LEmMEMmE(Live the Brand)




REMEMBER:

@Branding from the Inside-Out!

@Let your employee deliver
brand value, speak for the
brand and defend the brand
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® Individual
® Unit

® Brand Management Committee
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THE NEED OF DEVELOPING BRAND
MANAGEMENT CAPABILITIES

® Planning (351 21)

® Marketing Communications Management (it
iR E )

® Market Sensing Ability (JFEZ&RTHIEAYEE D)

® R&D (Product, Service, Process...etc) (i/f2%)

® Implementation/Operations (=& k7 201 T)

® Brand Orientation (Culture) ({t=-71E)

® Organizing and Brand Leadership (4045 F145%)

® Channel Management (‘&EEH)




