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Design and Manage Brand

Experience
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Brands turn on to senses!




| Therefore:

Your Brand =>

... 1s an Expectation

... that connects ...

... through emotions ...

By differentiating the experience




Use Emotion to Position Your brand?
But Emotions are not rational constructs ...
... they defy logic and reason
.... and are defined by perceptions

... which defines our reality

The key lies in understanding perceptions




Brand Perceptions

The key to managing your brands
... and how people behave around them ...

... IS manage the perceptions of the brand!

You need to manage ...

... the conscious and subconscious elements ....

....of your Brand

Then you can control the perceptions around your brand

... whether this is for ... Your Executive ... Your Staff ...

... Your Customers ... or even Your Competition




Customer experience affects the bottom line

Customer Customer
experience laggards experience leaders
(Bottom quartile) (Top quartile)
Willingness to buy 0 0
more products '7.7 /0 +6-7 /0

o switch -7.6% +8.2%

Likelihood to 0 0
recommend '8-2 /0 +8-4 /0
(Percentages are relative to industry averages)

Source: Forrester report “Customer Experience Boosts Revenue”



So, listen to excellent performers:

XEROX.
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. Design Brand Experience



Definition of Brand experience:

- -

| EXPERIENCE is Experience isthe

what occurs every time a  appreciation or knowledge

consumer sees, feel, about something gained
hears or interacts with
that BRAND and

derived some

through seeing, hearing or
interacting

with it
meanings/ values




All Brand Experieﬁc- -past an’d“’_'

e

present - shape the consumers view"

of a brand and will effect their

decisions to buy, buy again...and —

maybe even advocate it
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Note: Design is based on your analysis

Customer Experience Management Process




How to do it?

- How to experience?
- Scope and dimensions
- Tools



De Beers

Fahier, e,

S WAYS TO
EXPERIENCE A

BRAND

SCHMIT
( O § )GHSG

oFeel
oThink
oAct
oRelate



Scope: A holistic buying, consumption, and

post-consumption experience

Pre-purchasze

Brand

Relationzhin - \ gxperience

EBuilding

' Post-purchase / ;
\ i

Requires you to manage all contact points during pre-purchase, purchase
and consumption, and post-purchase (including relationship building) stage

Purchaszse




Brand experience: A marketing co
prand story

Public Relations Identity System
o o
Apparel Copywriting
’ \
Trade Shows Website
s N
Signage Brochure
1 ’
Packaging TOUCH Advertising
= POINTS -
Product Store Design
V4

CONSUMER

-

Point of Sale



*Product Quality
=Self Image

sService / Attitudes / Skills
=Promise / Interaction

*Risk / Safety
*Shopping Environment
=Ability to Match Life Style

——

Customer
Perceived Value

Behavioral
Satisfaction Intention

Cognitive

— > Affective — Behavior



Belationshin hetiween Brand Preference and

Description Favourable Less Favourable
5.60 4.92
Service/ Attitudes/ Skills 5.81 5.18
Promise/ Interaction 5.77 5.00
Shop Environment 5.34 4.72
Risk/ Safety 6.01 5.31
Ability to Match Life Style 5.29 4.49
Product Quality 5.67 5.00
Self-lmage 5.74 5.06
| Effort 4.97 4.73
Staff Performance 5.11 4.55
Product Quality 5.27 4.59
Service Quality 5.31 4.60

“Risk/safety”, “Service/attitude/skills” and “Self-image”.
» Perceived performance
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Brand Affinity Through Stories + Experience
I

|
Madl.

A

Visual Design
.I.‘ JIII’ 1 | '....
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Experience People

Experience Engin
Architecture Desirable Techno

Storytellers

Brand Story

Brand Value Proposition



Tools

-Service Blueprinting Technique

(M 55 1 1)
- Importance-Performance Analysis
(5 3 P — T 547 1715

-Critical Incident Technique

(REEFFII T TR

-Wheel of Brand Touch Points

-Perceptual Map
-(JE )
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Airline service

Iberia*

Popular

Alitalia*

International

EL AL* |" EL AL*

Turkish *

Tarom*

Croatia*

National

=0
Percetved price = Four Seasons
Hilton
Sheraton Marrion
Haliday Inn
Low High
e giriy Hampion In =R
Percenvred quality Il f Bﬁi I%J
Days [nn
Econolodge
Motel 6
] LLonw
Singapore*®
Swise P BRI
wiss
BA* Lufthansa*
Abu-Dhabi Exclusive
Austrian®
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A 5 1 B H iR 0y

Y5 (Customer Actions)

Al S SR REREAY 72 T.175) (Onstage Contact
Employee Actions)

IE SRS 51 THYESN (Backstage Contact Employee
Actions)

. XFIRSHYAAR » A GITHIREHY (Support Process)
H 751#% (Line-of-Interaction)

7% 11 #% (Line-of-Visibility)

AN H 248 (Line-of-Internal Interaction)

QEEg O Wp

N R R Ry M (Divergence Point)



Customer Action

Line of interaction

Onstage Contact
Employee Actions

Line of visibility

Backstage Contact
Employee Actions

_Line of internal interaction

Support Processes ﬁ_g

]
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Pre-Purchase —7> Consumption —>Post-Consumption

Pre-service In-service Post-service
Operations ——> () —— D > D >l — B
gﬂ;cpr;jse&—>-—>- >0 >l —— @
Logistics ——> () ——> D > D >l — B
Marketing ——> () ——— D > B >l —— B
Design —> I —— D > B >l —— B
cev  — ) —— 08 > 0D >0l — BB

Critical Touch-Point Analysis and the Host Department




BValue-1

BValue-2

BValue-3

BValue-4

BValue-5

Pre-Purchase —>

Consumption

Post-service

>0 —

>0 —

Pre-service In-service
—s 83— >0
—s 83— >0
— 00— 0 > B
—s 83— >0
—s 83— >0

>0 —

>0 —

—>Post-Consumption

>0 —— BB

Critical Touch-Point s and Associated Brand Values Analysis
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Wheel of Brand Touch Points

Identify the critical touch points — similar to
critical incidents technique but goes beyond the
service aspect



Shaping customer experience

Websila
or Store
= D rrencn

Product Customer
Expanance Sarvice B
. Brand Touchpoints
— e AudiadisualfPhysical

choments integrated into
the Drand expiriEnce

Core Brand
Advartising Waord of

Attributes Miaoth
|5 ™, - a

Fromise

gL

Marketing

Pasitianing
Waliae

fedia Interrial

S Hrand

History



Building Brands through the 10 Brand Trigger Points

2

3

=

g e Internal Brand Alignment ¢ Expcutive Vision » Customer Insight
.~ . . .
= e Cultural Alignment * Strategic Alignment » Competitive Analysis
& .
% « Performance Management < Brand Positioning * Industry Analysis

<%.4 « Operational Effectiveness ortfolio Management  * CRM Strategies

« Communication

To conclude:



The New Trend: Co-Creation of Value

and Design of Brand Experience
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lll. Innovation and Brand Experience



10 types of innovation: move beyond products to win

1. Business model m 5. Product performance INlel Pentium™ 4
how the enterprse makes money basic features, performance and functionality
L rrpal
2. Networking 6. Product system Office™
| enterprise’s structure extended system that surrounds an offenng
value chain

WALMART 7. Service Fﬁx_

hOW YOU Service your cusiomers

Product Product  Service Channel Brand  Customer
CAPETENCE
8. Channel
' how you connect your offerings
SRS st CICIaE
assembled capabilites 10 your customers
R 9. Brand
4. Core process it FOW F?UMEWIE your offening's
proprietary processes that add value benefit to customers
@ GE Copital _
- Avation Services 10. Customer experience

how you create an overall (£ EDa s
expenence for customers




10 types of innovation: move beyond products to win

1. Business model DAL 5. Product performance INte!l Pentium™ 4
| how the enterprise makes money basic features, performance and functionality
M rasoft
2. Networking 6. Product system Office™
| enterprise’s structure/ extended system that surrounds an offering
value chain
WAL~MART 7. Service m

how you Service your customers

QD

8. Channel

; how you connect your offerings
3. Enabling process [N 1KCTown| o>
assembied capabilities 0 Yol Cusy e
SIEBEL M 9. Brand
. how you express your offering’s
4, Core process ﬂ%’ benefit to customers
proprietary processes that add value ' !
' GE Capital _
Aviation Services 10. Customer experience

how you create an overall £ J_£=0¢L 165
experience for customers

Apple music used seven types of Innovation



Takeaways:

-



