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Brand Differentiation

® Don’t just look at your competitors
® Must be based on the expectations of your target customers

® You can deliver this particular value but your competitors

can’t
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Example: Virgin Alr




Exercise 2

o Analyze the relationships among all values

associated with your brand.
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In-Store <.

Experience Gt iad

p { o

Website e g ~ Team ¥

Releases \ SO

Small
Business
Touch
Points

Advertising

Industry
Groups

On-Site
Support

Promotions ;
Team

Social
Metworks

Delivery
Drivers

email correspondence phone etiquette

customer service

networking
newsletter il
tagline brochure
affiliations YD ur logo
experience brand gifts
presentations direct
_ mail
industry tools _
& support ads web site
public speaking environment
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Manage the “Leverage of Secondary

Associations”

< A. Companies (The Firm’s Branding Strategies)

** B. Countries or other geographic areas (COO, COD, CO
Ingredients)

+¢* C. Channels of distributions

* D. Other brands (Co-branding)

y

Made in
[} L

* F. Spokesperson (Celebrity, Endorsements) Britain

** E. Characters (Licensing)

* G. Events (Sponsorship)
» H. Other third party sources (Awards or Review)

These help determine the brand identity as well!

o




Source: www.freshid.com

@fh‘lﬂl designs the universol experience

ecommerce design

experience analysis
visual merchandising

tradeshow booth design
corporate identity

marketing collateral

sales prasentations support center design

Image consultation support training
Source: g{ T brand wertestiig CUStOMeEr
experience productidentity wabilyanals's | e xperience

interaction design

interface design ;
i ; information architecture
standards definition & style quides taxananmy
icon managemant navigation packaging systems

rebrand after acquisition ;
contextual ohservation

|

K user
experience

blag deslgn ; : documentation deslgn
community creaticn
soclal madia planning human factars
Intuition




Leadership (Executive) - Staff

Brand Leadersiip

Visfomn
Mission
Pusiti

Promises
\ :

(Clients/members/
Wi targ, vl unlsere

Leadgership — All Mon-executive Staff

Brand Leadership involves:

-Organizational Branding
-Brand Communications
Employer/Employee Branding
*Personal Branding
Integrated Marketing
«Communications Culture
*Organizational Culture
«Strategic Communications
Interpersonal Communications
Strategic Planning

*Healthy HR practices
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4 ™
The Wealthy Group

® Expected to have more than four million Wealthy households
by 2015, making it the world's fourth-largest country in terms

of the number of wealthy families (annual income exceed

Rmb250,000 or USD36, 574)

® Around 31 percent of the Wealthy families living in China's four

largest metropolitans -- Beijing, Shanghai, Guangzhou and
Shenzhen.

® 50% of Wealthy consumers are in top 10 cities

\ /




( Wealthy Consumers in 2015

-
O
g: Geographic evolution
. L] il l
et Where will the wealthy be living in 20157 Ther-1 ciiss
; F: [ ] Tier-2 cltles
= ."..I;.'g Bl Other citles
S o Wealthy households, millions
"y
™
a i i A,
| |
1 I
I ]
] [
I |
I |
] ]
] ]
i I
g I
1 ]
1.6 0.7 ! :
0.5 (31%) i |
0.5 (34%) | Bl 1.8 (41%)
0.: _ | :
0.6 (35%) i ;
2008 Tier*-1 i Tier-2 Other | 2015
cities ] cities cities i
" About 800 Chinesa citiss are grouped into four different tiers according to their level of total consumption and future growth of fofal consumption
Source; MoKinsey Global Institute, Insights China by Mekinasay — 2008 Wealthy Chinese Consumer Survay
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Wealthy Consumers in 2015

How the wealthy differ

Percent of people with college and above education - tl- e - I 15
X4 — e |

Percent of respondents who strongly agree or agree 53

“Wark keeps me se busy that | find it increasingly hard to - T 19 T 17
enjoy my personal life" | ~5 e

*“| trust foreign brands® -f 25 ‘l' 11

lii

g2 (25 @3
"“Within a range of prices | can afford, | always pay a i 37 f 28
premium for the most expensive and best product’ -

2? ..... S N yeyy
“l am typically among the first to buy new technolagy t & T
products® 4

21 (?)

2]

“Borrowing can imprave my lifestyle” -

Wealthy*® Mass affluent*  Mainstream®

* Malnstream: Consumers with minimum annual household income of RMB 7,200 for tier-4 clties, RMS 8,600 for Her-3 cities, RMB 14,400
for ter-2 cities, RME 18,200 for tier-1 cities; Mass Affusnt: Consumers with annual household inesme betwesn RMS B8,000-250,000;
Wealthy! Consumers with annual heuseheld income in excess of RMB 280,000

Source. Insights China by McKinsey — 2008 Wealthy Chiness Consumer Survey, 2008 Chinesa Consumar Survey
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Middle Class in China

< The growth of middle class:

a) McKinsey’s approach (2006): Lower middle(Rmb25000-
40000), middle (Rmb40001-60000), and upper
middle(60001-10000) class wave: Lower middle class
around 290m people (44% of urban population) in 2011
(Rmb25001.00 to 40000.00 a year). By 2020, middle class
with annual income from Rmb40001.00 to 100000.00 (a
household income of Rmb100000.00 buys a lifestyle in
China similar to that of a household earning USD40,000.00
in the States). By2025this segment will comprise 520m
population and many of them is from 25-44yr old.




Rise of the middle class will further boost user numbers
Dramatic reshaping of China's urban income pyramid in the coming years

2005 household core urban 2015 household core urban
income distribution income distribution
Households (M) Households (M)
HH income (k RMB)
Upper Affluent’ : =200 l
Lower Affluent: 100-200 19
6 Middle Class: 60-100 28
16 Emerging Middle: 40-60 33
Aspirants: 25-40
Poor; <25

By 2015, 150 million people at least Middle class

Note: Assuming 7 RME = $1 USD, Lower Affluent bracket begins at $14,.285/HH and Middle Class begins al 58,57 1HH
1. 2005 Upper AMluent bracket contains less than ¥ milion households
Source: BCG 2008 Urban Income Forécas! Mosal

China's Digital Generations-CICIC-34pmre-MM-BE-FIMAL ppt ThEe Boston Consurrivg Group

Copyright @ 2008 The Bosion Consulting Graug
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The Trend for China Youth

i

ALTO]

o imCEa Eey

Late-80's-

Early-80s EarlyPre-90’s

- «"Cosplay”
eInternet games
eHip-hop

eVirtual co
eDigital
*Sup

eChairman Mao
eCommunism
eRevolution
e "Reforming & Op
eCampus musi

*QQ

*Slam Dunk

Let's wait an
Or Let's cr




a I
General Qutcomes

1. Chinese youth is e.g. /7% of the youth go out to
ibped with restaurant for dinner at least once a
equipped wit week; and a high percentage of
considerable them (around 30%) visit cinema or
consumption power bar or go for Karaokey every week

—

2. Young and smart e.g.China Merchants Bank enjoys a

brand image will : .
contribute to the —youth-thanks-to /oung-ang -

Vauth development of the smart brand image

‘ -l.vu.‘l l- b)
Vidrket

3. High-end brands are A
extremely attractive to A S T

oung consumers
e followed by Nokia and IBM.

S e e.g- internet is emerging as the

Sl e e main tool for young peopie to ]

no brand can afford to acquire information.
ignore
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Brand 4 &

Urigue brand g

Consstent taste
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Irnporied bramd
Brard wherage
Brand 1 &

Espresso specialist

Brand 2 & o Dedicated to dil. Aasbe/soma
Cotfesfor comnol ssers
Preferred by cuinar yppofs.
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(5)Capability analysis and implications
for delivery of the promised value(s)
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Take-away from Workshop 2




