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I. Business Model for
Branding: Conventional

Wisdom
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Business Model for Conventional
Branding Practice

Infrastructure

Partner
Network

Marketing Assets
*Customer Data/ Knowledge

*Brand Equity
l O FFER *Marketing Communication

r
80 © bilit Value Channels . gustomer
apapill IeSAc’[ivi’[y Configuration Proposition/ *Market sensing egments
> Production Management . *Brand Management
> Design & Innovation Brand Promise Capabilities

->Supply Chain Management Sales Management
—>Logistic Management

—>Product strategy

Cost structure Revenues/
Access to Cost Capital Profit Management




NOW, LOOK AT THE BUSINESS
MODELOFATYPICAL OEM
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Business Model of OEMs

Order Management<+—

Partner Network

l

Core

Capabilities

Activity Configuration

€ Production Management
- Sourcing and Material
Planning
- Process Design
- Utilization Management
- Process Platform
- Process Re-Use
- Supply Chain Management
= Logistics Management
= Inventory Management
€ Design/ R&D

Offer
output)

o (

Value
Proportion

*Quality
*Price
Flexibility




So, what are the implications for branding practice?
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=  What are missing? ({ELF-iA T8 ?)

Certain parts of the value chain

* Production-oriented management mentality

GE VL=t an)

(well-structured, high level of certainty in cost and operation control and
output/outcome)

» |nadequate market and customer knowledge

(R S S T 5 A k)

(B2B experience, not fighting in the frontline)

=  Focus: Inward instead of outward




When going for branding, OEMs have to note the followings:
AL > FYOEMsEIEEATVE B iy - AR LN M

New business model (F= 22T HYI R SEEFRL )

Establish a new value chain (ZE 77 871 E (i 5H)
Organization and management system issues (fH B F 1% HE A4 L E)

Change in management mindset (28 & HH FEHE)

A long-term, strategic perspective (4= HARIEEHSEHEL)

Shift of focus (& =& HH L HE)
Tangibles to intangibles (FHTE R EMIZHY)
Internal to balance (NEHEE  ZR#T | )

Prepare for uncertainty (BN E R 2 FIFHEfH)
= Develop brand management capability
(BT e e )
= Brand leadership within the organization
(RAAER T YA SN R e a i R Y pHE )
= Cultivate a matching organizational culture




Il. New Trends in Brand
Management

Even worse are the changes and new
challenges in brand management today
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HLU TR -

 EEAL DL R e (Differentiation of Unique

Experience)
o RS EH R AR RS RS (Emotional Connections)
» eSS IR I B {E(E (Relevance)
" R R T SS (Substantiality)
= nfEEEHE S (Brand Loyalty)
= e EEREEZ (Value)




Conventional 215t Century
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Tangibles . Intangible




III. Domain of Brand
Management Today
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Developing Brand Strategy and the
Associated Brand Plan
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* A Complete Framework
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The Complete Process
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The Complete Process &

: Growth Direction/Strategy
Business Model
A Stakeholder Approach

: Brand Vision and Brand Promise
Core Brand Value
Mental Maps and Positioning
Perceived Competitive Position

: Organization, Initiative and Commitment
Brand Plan — Decision Criteria and Brand Elements
Leverage of Secondary Associations
Brand Experience Design
Brand Leadership

: Role, Functions, and Responsibilities
Integrating Brand Marketing Activities
Brand Value Chain and Cross-Functional Coordination
Leadership and Monitoring

: Brand Health Audit




@ Strategic Vision and Objectives
@ Define and understand your Target Audience
@ Review Current Brand (City) Image
@ Develop a Brand Strategy
< Brand Promise

< Positioning
<> Brand Identity, Image Attributes and Value
Propositions
<+ Marketing Communications: Internal and External
<> Policies and Development Projects
¢ Organize and Execute the Brand Strategy
¢: Brand Health Audit: Measure Success




From Tactics to Strategy (at
Corporate Level)
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You deserve a break
today

Audience: Adults

Message: Treat
yourself, don't
Audience: Anyone cook

Message: Every eats here, must
be good

Audience: Teens,

young adults
Audience:

Families | Message: We're

L hip
Message: =
it's fun i leralny IfF
here

™

we |OV8 tosee you 5mi1e Did these emer




All Brands Must Articulate Their Brand Essence
And Manage It Consistently

Irreverence

Performance, passion for driving
Authentic, real, original
Wholesome family entertainment
Innovation

Ubiquity
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Branding is a Business process
T TS SRS AL R

e Branding is a business process which must be

(B A R, 1, BRI SR )

throughout the organization.

e Branding establishes the

(V7

], 5 TR T H A, e e di /] ) for a
company’s most important asset — its brand.




Brand Strategy — Conventional Approach
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Various Functions

_—"7 -R&D
Business -Finance Brand
Strategy > _HRM | > Strategy
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Brand Strategy — Strateglc Approach

Business
Strategy
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> Brand —_—

Strategy
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Various Functions

-R&D
-Finance
-HRM
-Operations
-Marketing




Brand
Strategy 1

B

Business Brand

(Corporate Growth) Strategy 2

Strategy
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Co-Creation Through
Social Media
Co-Creation through
Service Patticipation

- Positioning Social Network

_ -Distribution
- Product (Design -Location-Based
& Function)

-Integrated Marketing =TI

Communications - Se_rl\al:‘cc:)itla)sesmgn T /Mobile WoM
(Mass Advertising, Video

PR & Event People
Marketing) Googlism
Blog

Facebook
YouTube

Product-Driven Customer-Experience-Driven

Note: Internal factors are not considered here, Copyright - Sherriff LUK
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STRATEGIC BRAND ANALYSIS

Customer Analysis Competitor Analysis BTy Self-Analysis H ¥4
*Trends * Brand image/identity 7% * Existing Brand Image
*Motivation * Strengths, strategies * Brand heritage

eUnmet Needs * Vulnerabilities * Strengths/capabilities
eSegmentation * Trends, Motivations * Organizational values

g *The Soul of the Brand™
BRAND IDENTITY e R 1

(Core, Extended, Essence) -A set of associations we aspire to create

= = A0
S SLIRE SR A R REE
Brand as Product Brand as Organization Brand as Person As Symbol
*Product Scope 1. Organization attributes 1.Personality 1. Visual
*Product attributes 2. Innovation (ex. Genuine,Imagery
eQuality/value 3. Consumer concern Energetic, Rugged, 2. Metaphors
eUses 4. Trustworthiness Personal) 3. Brand
eUsers 5. Local vs. global 2. Brand-customer Heritage
eCountry of Origin relationships

J e
VALUE PROPOSITION EEsE CREDIBILITY A&
eFunctional benefits = Supports other brands in the family
eEmotional benefits
eSelf-expressive benefits

15— AR
BRAND-CUSTOMER RELATIONSHIP- speak their language —Brand Resonance™ n B T

BRAND IDENTITY IMPLEMENTATION SYSTEM- Brand Architecture,
BRAND POSITIONING, Execution J, TRACKING — Monitoring the brand position
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Capability Centric Brand
Management Capabilities

- Deliver Greater Values to
Customers and all Stakeholders

How to do i1t?




The Need of Developing Brand

Management Capabilities
Planning

Marketing Communications Management
Market Sensing Ability

R&D (Product, Service, Process...etc)
Implementation/Operations

Brand Orientation (Culture)

Organizing and Brand Leadership

Strategic perspective




Brand the firm’s

brand to life
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» Therefore, the scope of brand management can be
described by the Brand Wheel

Customer Market  Product
Account Analytics Research Development
Management R&D ,
Customer Design
S5ervice
Accounts _
Receivable Engineering

IT Systems

Manufacturing
Customer 5 .
Installation rocuremen

Supply Chain
Provisioning it

Management -]
I
Distribution Finance
Credit

Management

Sales Legal
Forcasting

Pricing
Contracts
Channel Salesforce Sales Channel

Management Training

Marketing
Communications




