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http://tripcart.typepad.com/.shared/image.html?/photos/uncategorized/2007/03/14/starbucks_il_divino.jpg
http://upload.wikimedia.org/wikipedia/commons/5/55/HK_Kln_Bay_EMAX_Starbucks_Coffee.JPG
http://worldofgiftbaskets.com/index.php?main_page=product_info&cPath=20&products_id=44&zenid=d58a37af0f35664b3659e44cc7cc5138
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http://www.qype.co.uk/place/263462-Starbucks-Coffee-Genf/photos/568371
http://simonleong.com/wp-content/uploads/2009/01/hk_starbucks_coffee_in_caine_road.jpg
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Design and Manage
Brand Experience
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http://3.bp.blogspot.com/_Co-NcLNyFP4/ShsSU9ISncI/AAAAAAAAGg8/-4_vA4GrCoI/s1600-h/smashbox+friends+family.jpg
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http://2.bp.blogspot.com/_Co-NcLNyFP4/Sh1sM2lrvaI/AAAAAAAAGjU/08fDlTQ4u6w/s1600-h/benefit+beauty.jpg

Vb S
— 7
Product design |
Consumer
MARKETING Consumer
AUGMENTED PRODUCT COMMUNICATIONS experience
Differentiating features Create expectations
Quality Trust
Price Affection Branded
Support Loyalty :ar:j € ¢
Reliability Reputation produc

All touch points

- Service elements

- Service area

- Channel performance

- Brand community..... etc

Design and Manage
Brand Experience!
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The Complete Process = FiiEAH

1. Strategic Focus: %E'ﬁ%%ﬂr

2. Brand Vision/Promise/Position:Fﬁ#ﬁﬂl{E{FJlﬁﬁ/%—_"’\j‘:
3. Brand Planning Process: fil/ 4P {37
4. Implementation Process:ﬁ#ﬁ@ﬁﬁﬂﬁw—?iﬁaﬁﬁ

5. Measurement of Brand Performance:Ffl‘ [’F‘[FE[!H%EIELEFJ
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Source: Mckinsey 2009 Eor each country/region, what do you expect its
condition to be (in terms of influence in the world
economy) as it emerges from economic crisis¢

Much stronger/ Unchanged Somewhat/ I Don't know
stronger much weaker
China 71 12 2
India 53 28 E]
United States 23 19 1
European Union 22 33 1
Japan 12 37 E]
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To enable HK manufacturers and SMEs to build and sustain brand equity
through the development and implementation of brand planning
protocols that fit local and regional contexts both in Hong Kong and
China

To provide local SMEs with concepts and techniques on designing their
brand elements and aligning their resources deployed in integrated
marketing communications and cross-functional market context

To develop a framework and a set of guidelines that enable individual
SMEs to:

¢ check its readiness for brand creation;

¢ identify the actions that need to be undertaken first in order to develop the required
capabilities crucial for effective brand management;

+ formulate brand development strategies and establish the related brand management
procedures in a systematic way; and

+ identify the measures for brand health check

To explore brand management issues that are unique in the context of the
China market

To benchmark the brand creation and management experience of pioneer
firms so as to deal with various brand management related issues in a

more efficient manner »
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Never Tried Tried but Tried and Successful
by Thought Failed still Continue
of Branding

Hong Kong Based Firms

Guangdong Based Firms
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® Three firms: 2 in HK, 1 in Guangzhou
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