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Brand equity

¢ Brand Equity is aset of assets linked to abrand’s name and
symbol thatadds to the value provided by a product or
service to afirm and/or that firm’s customers

¢ Brand Equity isaset of liabilities linked to a brand’sname and
symbol thatsubtracts from the value provided by a product
or service to afirm and/or that firm’s customers




Exhibit Z2: The Universe of Brand Performance

By pletting a represantative group of brands” scores for both strength and stature, this matriz derived from the BrandAsset Valuator shows an
accurate picture of a brand's status and overall performance.

These brands have low brand strength but high These brands hawve become irresistible,
potential. They have built some energy and combining high brand strength with high brand
relevance, but are known to only a relatively stature. They have high earnings, high margin
small audience. Consumers are expressing power, and the greatest potential
curiosity and interest. to create future value.
A i Fi ] Microsoft
= e e T Pepper Mike '
= Wikigedia i rintendo Wii Apple Target
Crocs £ LG GE
Harley-Davidsomn
AnD H A Toyaota
Mini Cooper 2 iPhone b Ll
; = . xero
- - TN BlackBer L Adidagy : renol
Limdt i £ l':." E
Tazo SanDisk : |-
E DirecTV
Glacéau Palm NiKSR
Vitamin Burger King
. Lenowg Water NICHE/MOMENTUM
wr =
= MASCAR Al
== Grameen Bank H Staples
= Silk Soyrmilk 3 P
_ = Facebook : Rlordstrom Block buster
s S Zara Moet & Chandon Bbsolut
= = Shisgido =solu » o1
E E; Red Bull Autotrader
wy Bausch & Lamb
— Garnier Denny’'s B K of A )
= Kayak.com ank o merica
=1 Lacoste MNEBA
= Spring
= o Gerber
Flickr 1 Michelob
BitTorrent Kia
MNapster ERODING/DECLINING
Sy Life Vespa Finesse
Wonage Taster’s Choice rMidas
t
Jo ?:5 Bristan Century 21 Greyhound
armeer Prudential
Sehlitz Dirers Club Efferdent | Al Py
Lo G —
STATURE
Esteem and Knowledge
These brands, with both low brand stature These brands show why high brand stature
and low brand strength, are not well Known by itself is imsufficient for maintaining a
among the general population. Many are Lleading position. They struggle to overcome
naw entrants; others are middling brands what consumers already Know about and
that hawve Lost their way. expect from therm.

Source: Young & Rubicam BrandAcset Valuator
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> Management of brand equity involves investment to create and
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enhance these assets

o N [EIFHM R i AR BRI/ H=CEE (B E
» It is imperative to be sensitive to the ways in which strong brands
create value
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BRAND EQUITY MODEL

Total Sample

Aware

—

Tried

4

Disposition

v

Insist

Prefer

Accept

Reject

Current User Base

Entrenched | Preference | Acceptors

Loyalists Basket

—

Not Tried

4

Disposition

v

Prefer/intend

Accept/No Opinion

Reject

Unaware

Future Potential

Unaware

—ve

Immediate Potential

Lost

Indifferent
Persuadables

Possible
Persuadables

Product
Rejectors

Concept
Rejectors

Source: BJM/NFO Brand Equity Model, 1999
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Awareness

R

Familiarity

Brand
E uity :

Illage
Preference DHHE‘;F%@:L &personality
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Perceived
quality of
ingredient

Relationship:
Contract or
Long term

B. & D Expertise
Innovation

B2B Brand

Credibility of Equity Competitor
Company Activity

Regulatory Price
Understanding Strategy




RS BT {E A Z AV FE{%(A.C. Neilsen, 2005)

= S5trong Brands

= High Profits

= Equity under
leveraged

= Vulnerable to
competiitor or other

= Ivestigate how the LI TANREL actinty

brand's performance
can be improved
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Measures of
Awareness

Measures of
Intellectual Perception

» RECOGNITION

(e.g. quality)

Measures of Perceived

Uniqueness

-

L.

Measures of Perceived

I~
/

Popularity

Measures of Emotional

> REPUTATION

» | DIFFERENTIATION

> r MOMENTUM \
- AFFILIATION

Attachment

(e.g. favoritism)

REGARD

\
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/ Processes of building brand equity:Source: Combination of Goodyear (1996) and Keller (1993) 6-stage models \
Stage Branding Term Explanation of Branding Terms Brand equity built in the stage

1 e =Tl =  Commodities »  Brand equity barely exists in this stage

. Packaged goods

. Major proportion of goods in non-

industrialized context
= Minor role in Europe/USA
. Supplier has power

2 LR E £ BE = Brand name often name of maker = Brand Awareness
. Name used for identification - Brand Recall
. Any advertising support focuses on rational - Brand Recognition
attributes . Brand Associations
. Name over time becomes guarantee of - Attributes: Product-Related
quality/consistency - Benefits : Functional
. Strength of Brand Associations
3 T E M = Brand name be "stand alone" = Brand Associations
. Marketing support focuses on emotional - Attributes: Non-Product-Related
appeal (usage imagery)
. Product benefits; advertising puts grand into - Benefits : Experiential
context = Uniqueness of Brand Associations
4 THRg Ry SR = Consumer now 'owns' brand; brand taps into |= Brand Associations
higher-order values of society - Attributes: Non-Product-Related
. Advertising assumes close relationship (user imagery)
. Use of symbolic brand language - Benefits : symbolic
. Often established internationally - Secondary associations
5 e R e = Brands have complex identities = Brand Associations
. Consumer assesses them all - Attitudes
. Need to focus on corporate befits to 'diverse' - Secondary associations (company)
consumers

. Integrated communication strategy essential
through-the-line

6 YBT3 =  Company and brands aligned to social and [=  Brand identity (Kapferer ,1997)
political issues; . Favorability of Brand Associations
. Consumers 'vote' on issues through
companies;

= Consumers now 'own' brands, companies

and naliriac
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96%
83%
79%
79%
75%
71%
63%
63%
63%
48%
46%
45%
33%
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AR, ISH) AR R EHAESRE,
(EEY A AER AT 7Iﬁ(DaVis and Dann, 2002)

i RO R RS (Brand Awareness)

i R ) (Brand Recognition)

)T ﬁﬁ(Brand understanding)

i R tl:?il:"r%(Brand Uniqueness)

R T AR %‘fﬁ(Bramd Relevance)

it R 5 AT FE (Brand Credibility)

o i ) 2 (Brand Preference)

i B (Brand Consideration “Set”)

i WL I 25 8 B AN DR SI2 PR ) S Y BE /T (Brand

Consideration Conversion)

o HER AR T Y ifm(Brand Delivery)

i R (Brand Satisfaction)
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* i W L BE ) (Brand Stretch)

i R TR BE N 51 3T J@jg(Brand—driven Customer
Acquisition)

* i BAEEE AT REAL / DR 4598 28 1 1% (Brand-driven

Customer Retention)

s EU e (Fe57) Birdi S H BB (Brand
Share of Wallet)

* 0 H—E‘Wﬁi’fﬁ(Brand Premium Price)

* i AL U (Brand Loyalty)

HAT 3 R S B
#1170 bR AT AN =R WKwy /v / &
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2002)
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Brand Essence
Encapsulates the soul of the brand,

— E'?_ o g P A N ey ij{ 1 DNA,in one phrs or senfence
IZIIIIH NS S v b =

The feeling of how
he experience satisfies

* Consumer Benefit
Summarizes the emotional need L
state of the consumer \

A Summarizes the tangible experience - what do
/ the attributes give your consumers?

> Product Atiributes
Tangible assets of your product or service - focus on
the most desirable / differentiated aspects
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Strong share of wallet

Kellerfyis
vinl
Weak share of wallet ﬁB E':‘FQH,\J §§J

Veltage

Old Navy 2 g
Gap 0.9
Mika

Tommy Hilfiger
Liz Claibsrme

Guess

Hautica
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A B 15 (Advocacy)
JR 2% HE A I A R

f FL— % (Community)
JBT 2 A L TR]R V8 I o FE
}H3% (Connected)
AL Z RSN, B 5k

A [A](Identity)
i DR b ot R T B, T2 BRI R

£ = (Awareness)
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Ml AkSS  30%

EALRS oo | R S6%
—

e 150, I 75 21 31%

. —

= A S S TR =

SRR s e jo0, | IEHRE 32%
UEZF RS 18%

SRS 29% SRS 21%
I T HAE 34% AN == 15%
fFFEE  29% RFFEE 21%

k25 R 55 33% k5 R 5% 17%
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Examining the brand: customer perceptions and experiences
Revealing the truth: the brand as customer stories
Establishing activities and tactics for effective branding
Avoiding negative influences on your brand
BT onhi TR

Applying the Goodyear Six Stages of Brand Evolution

The importance of creating a loyalty relationship
Strengthening brand loyalty by focusing on the customer

Designing the customer experience

ETRE R R

Achieving results for customers through service quality

Maintaining employee satisfaction to ensure retention

Ensuring productive and high-performing employees

Quantifying customer satisfaction to create superior customer value
Increasing profitability through customer loyalty

A bmE AT

Driving financial results and repeat business with satisfied customers

Ensuring satisfaction through excellence in employees and leaders
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> BAEBENEE

° Ma1nta1n1ng ex1st1ng customers vs. generating new customers
® Examining why customers abandon an organization

® Fortifying customer experiences with each contact

® Exceeding customer expectations

> BEEEIIRH

® Empowering employees to be "emotional engines"

® Motivating employees to seek opportunities for interaction
® Disney methods for connecting with customers' emotions
® Assessing the Disney relationship cycle

- RERKIERRER

® Studying your target market

® Aligning your organization with customer values

® Inspiring employees to understand your audience

® Creating well-informed interactions to strengthen the bond between your customers and your

brand
> PR FASEE T T NER EBRF IR A
® Fostering a sense of ownership for the customer
® Making your brand a form of self-expression
® Performing a relationship gap assessment

® Incorporating regular benchmark analyses
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Collecting and hstening to customer feedback

® Assessing the potential ROI for a customer relationship management program
° Identifying a potential customer base and taking action toward reaching that base
> {HEnEREEE

* Committing to perform what is promised

® Making your brand promise unique, believable and compelling

° Prioritizing your communication to key target audiences

° Telling a story through your communication

> mmhREAL

° Rating your organization in relation to competitors

° Distinguishing your products or services

> HERRIEER(T

® The Disney philosophy on corporate responsibility

° Considering your impact on the surrounding community

* Improving loyalty through Social Responsibility policies

> BIUFFEMEHRRES

® Maintaining long—term relationships that lead to sustainable advantage

° Maxirnizing brand loyalty across audience segments

° Applying brand loyalty mapping at each point of contact
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Brand Asset =Customer Equity + Market Equity
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Market based (& transaction valuations of comparable brands

(trailing/currentforward years)
(Based on transaction values of comparable brands
and adjusted for difference:

Cnmparable Brands - Price to EATY EBT/ EBITDA, etc.

Mult pl es method - Price to sales amount / sale quantity, etc.

(Eased on beta of comparable listed companies)
DlSCDllIlt:EEi L‘*_Hh ]:_"lD‘F.-‘i.n"S . -Premium Profit method (hased on future free cash
method (premium profit / floves arising from net price premium enjoyed)
oyalty savings : : :
royalty savings) -Relief from Royalty method (based on future free
cash flows equalto net rayalty payments saved)

Cost based
-Historical Cost method (trailing)
Cost method -Replacement Cost method [current)




What are common to this
approaches (Rubicam,
SuperBrands...)?
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Approach

Market
Approach
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Royalty rekef mathod

Prce Premium & Volume
Pramum method

Incremanta cash flow
meihad

WAFZR=KAR *

o

Cost Approach
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Income-sphit method

Multi-penod excess
eamings method
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Tabe 22 Samplk brand walue cakulation

Year 1 Year2 Year 3 Year 4 Year &
bl arkoat (Llnit=s) 250,000 00D 258,750,000 2ET A06250 2TTATSAE0 286,880,750
Barkeat growsth rats A48 A5, 4%, 4%
Barket shara (Volume) 15% 17% 155, 219 20%
Wolume 37,500 000 43,587,500 B0Ea3.1E88 8 207 588 5T 3Te 50
Price ($) 10 10 i0 11 11
Price chamngs 2% 2% 29 2%
Brand ed Rewenues 375,000,000 450,871,875 531,503,725 621 341,172 625,326,631
Cost of sales 150, 026D Q0T 120,348,750 232,793 420 2423 5365 460 20130 ERD
Gross margin 226, 000 00D FT0EZAZE 319,190,235 arzam.roz TS 105070
Markating costs &7, 500 000 211565938 a5, TETOTA 111 241 411 112528794
Diepreciation 22500 3,381,539 3589874 4 560,059 4,680 950
Other overheads 12, TS0)000 2543504 265091865 3 pET0E0 Ed IR 5 B
Ceantral cost allocation 3, T=0000 4508719 EA19=37 5212412 5,253 265
EBITA (Earnings Before Interest,

Tax and Amortization) 132187 500 158,032,235 187,524,263 210022763 220457 528
Applicabla taxas 5% 445,255 BIS Eh X218 E5 G353 450 TG E5T 26T TT A4S ETS
MOPAT (Met Operating

Profit After Tax) BS.921 875 103,20s,018 121,880,771 142 364,796 143,277 954
Capital Employed 131,250,000 157,805,156 186,104,204 217,469,410 218,864,321
Working capital 112,500,000 136251 553 1895095118 185402351 127,587 982
Mt FFE 15, TS0, 000 22243, 504 26200,186 3 pET0E0 3,633
Capital Charge Bt 10,500,000 12624413 14,505 549 17 397553 17,500,146
Irtangible Earnings TEA421 875 an,s81,80& 106,285,227 124967243 125, 768819
Role of Branding Index TATs
Brand Earnings 59.583.261 71,658,469 B4, 526,229 8724122 20,357 367
Brand Strength Score (=153
Brand Discount Rate T 4%
Diiscowurnted Brand Earnings 4T al16 &2, 10,587 6B, 230,515 74200384 89,531 .01
M P (Met PresentWValua) of

Discounted Brand Earnings

B EFHEEA(4) -

(Years 1-5) 300546442 o BB R %iﬁ:{ 4) .
Lorg4erm growth rate 25% — .
MNPV of Tarmins| InterBrandiy o E (g 1578

BrandWalus {beyond Year &) 1424475 520 = N

BRAMDVALLIE

1,784,022 082
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