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Ist generation of brand management

>ldentified ownership

and liability

et >No idea of
ATFL T HE&AN management

“Something you Buy




2ND GENERATION OF BRAND
MANAGEMENT

.:’.:":":'.:".i","'*""-‘ 1 ch bk b akr -Brand is a name

.Brand management
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-Quality played a key
role in branding:
Trust its quality
& performance
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“Something you Trust”




3RD GENERATION OF BRAND
MANAGEMENT

>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
MANAGEMENT
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m Baking Soda &
Peroxide Whitening

>Brand management
focused on brand
preference and
marketing

communications

>Convinced customers
why they should
choose your brand,
but quality was

“Something you Prefer” fundamental
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5TH GENERATION OF BRAND
MANAGEMENT

“Something you Love”




BRAND MANAGEMENT TODAY

“Something you
Participate In”

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
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Brand

| create
therefore
| buy

Ed Malthouse, Research Director at the IMC Spiegel Research Initiatives,
Northwestern University together with research associates Su Jung Kim and

Mark Vandenbosch analyzed social media and purchasing data from

Canadian company LoyaltyOne’s Air Miles.
They found that when consumers are engaged in contests that “evoke

positive expressions and involve active customer-creation such as
submitting a photo or video”, they are more likely to purchase in the short
and long-term. “If consumers are involved in the creation of the benefit, they
tend to value it more and think about it longer than if it was presented to
them directly”.
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What is a brand?

A brand is a name, term, sign, symbol, or
design, or a combination of them, intended

to identity the goods or services of one seller
or group of sellers and to differentiate them

from those of competitors.-American Marketing
Association
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Classic example:Volvo

Build Your Volve | Find A Volvo Dealer | Reguest a Volvo Brochure | Certified Pre Owned Volvos | Volvo Owners Info @
Voo

VOLVO MODELS ~ VOLVO SALES & SERVICES ~ ABOUT VOLVO ~

2008 VOLVO XC90
AR TP ST

Safety First




Great example:BASF

BASF:Invisible contribution, Visible

iUCCeSS




Is Starbucks instantly recognisable
from the words

Third place between home and work?




McDonald’s:

The fastest burger
anywhere on earth.

-




Audience: Anyone

Message: Every eats here, must
be good

or strategy?

You deserve a break
today

Audience: Adults

Message: Treat
yourself, don't
cook

\ Audience: Teens,
young adults
Audience: )
Families M_essage: We're
~ hip

Message: - . g ra
it’s fun rm lovin’ it
here

i Did these emerge from audience feedback,

we love to see you smile



Also look at the brands under the
Belle Group

ME 5 As acorporate brand
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How do these definition
affect brand management
activities?
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Marketing consumer research

Consumer
MARKETING Consumer
COMMUNICATIONS experience

es  Create expectations

.......... Trust _
Affection 'l

Branded

Loyalty product

Reputation




And a more comprehensive
illustration by:

» Hakuna Matata: The African Food
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- All other touch pointsm 8 1% 525
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- |t 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

.the valuesdelivered by the brand
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Example: brand type of cars
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Answer: dahE ELR AT B iR i
A value-based approach
é, “Total Solution” g
Ime

roach: All
nsion — manag;ﬁ; af/a TOUCH POINTS

“Hit B8 I

(Organizational  (personality)
Associations)
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(Imagery)

SE:ESuliEiE

(Self-Expressive)
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» Functional Value/Benefit

» Emotional /Psychological
Value/Self_expressive Benefits

» Social Value
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Does your brand

connect with your
customers on an
emotional level?

Doas your brand give
your customers
a reason to
believe?

DIFFERENCE VAEUE

Does your

| . brand deliver
the value expected?
AWARENESS

Are your customears
and key stakeholders

aware of your brand?
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it is time for you to
ilyze apd assess Okashi



Exercise 1

» What are the values, benefits, attributes most
of your target customers can associate with
your brand?
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SEARCH INSIDE!"
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anaging the

Gustomer
Xperience
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Building Greae<
Customer
Experiences
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(Schmitt)
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LT 422 mh#?

HEmMMAEETETLT4EE ¢
=EZ2{ELIZRErEER (Differentiation of Unique
Experience)

A B mp B EA 1B 2 (Emotional Connections)
2 A= XSz B E(Relevance)

S I AR R B B (Substantiality)
Brand Trust

a0 B BEE S (Brand Loyalty)

R EZEE TREE (Value) + Relevance
A EEENEERE

Growth platform
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Today

Marketing consumer research !§

Consumer

MARKETING Consumer
COMMUNICATIONS experience

T Differentiatir atures Create expectations

oy [ Trust
ice Affection
30 Loyalty
Reliability Reputation

Bred
product

All touch points

-Service elements
-Service area

-Channel performance
-Brand community..... etc




The Extended Domain of Branding
oo b E TR EEES

(mn

Sodial Media

Customer
Community

Co-Creation through
Service Participation

Social Network

-Distribution
-Location-Based
Services
- Service Design
-Process
-People

Mobile WoM
Video
»

Googlism
< Blog

Facebook

YouTube

Customer-Experience-Driver:

not.considered here, Copyright - Sherriff LUK
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ACTIVE INVOLVEMENT
The company's boundaries
should allow involvement
of stakeholders; users and
other actors in the external
contest,

Core Brand is the driver
\ for the brand-driven-

innovation company. It
! should connect to any
: company aspect.
I

(THE CORE)

BRAND

O driven company

# By creating touch points in
your brand you provide a
more easily way of
connecting to your brand;

Cﬂmpany for users; your workforce
Culture and all other aspects.

Mindset

TOUCH FOINTS

Such touch points also
ought to be provided for
your external context.

http:Source://www.branddriveninnovation.com/
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Take-away




