


A New Brand Paradigm
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“Something you Buy”

“Something you
“Something you Love” Participate In”

you Prefer”
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What is a brand?

A brand is a name, term, sign, symbol, or
design, or a combination of them, intended

to identity the goods or services of one seller
or group of sellers and to differentiate them

from those of competitors. - American Marketing
Association
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Classic example: Volvo

Build Your Volvo | Find A Volvo Dealer | Request a Volvo Brochure | Certified Pre Owned Volvos | Volvo Owners Info @

VOLVO MODELS ~ VOLVO SALES & SERVICES ~ ABOUTVOLVO ~

2008 VOLVO XC90
AWARDED TOP SAFETY PICK

STARTING AT $36,210 MSRP

TOP
SAFETY
PICK@RY

Safety First




Great example: BASF
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BASF: Invisible contribution, Visible




Is Starbucks instantly recognisable
from the words

Third place between home and work?




McDonald’s:

The fastest burger
anywhere on earth.




You deserve a break
today

= MDonald’s
HAMBUFIGERS}

ovsn!ﬂ an.l.:ou SOLD _

Audience: Adults

Message: Treat

“ yourself, don’t
cook

Audience: Anyone

Message: Every eats here, must

be good
\ Audience: Teens,
young adults
Audience:
Families Message: We're
hip

Message: . e
it's fun ’m lovin’ it
here
T Did these emerge from audience feedback,
we love to see you smile

or strategy?

.



Also look at the brands under the
Belle Group
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T4 2mh4 ?

A EREX
RIERBT EE S FERE L ETRQAS -
ERFEE AT SRS  ESBSNTHELTRY
RSAEXS - (AMA)

*B. HIZRHIENX :
"mE 2 ARTMENE X E I R AR ENSLIA
(Perceptual Entity) - FRIFETINE - A NEMERER - EEN
R e 2= Ry m4E 14 - (Kevin Keller, 1998)

* T EROASZEEmEENRN - "Fm - RBSEWEEHIRAmE A
MEMBEA - 4 (BleMercer Management )




How do these definition
affect brand management
activities?
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s — Marketing consumer research !E

Consumer

MARKETING Consumer
COMMUNICATIONS experience

Create expectations

Trust

: ; Affection

""" . Reputation product




And a more comprehensive
illustration by:

» Hakuna Matata: The African Food
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Chernatony fzRily (199 8)%3H fiREAHSTHY SRR, 5L
ZEHLUTNHE X -

y mpEE I TME A Z(Value System) » M4
(Personality) » JE5(Image) » Fri&(Logo) » [F{K
XU (Risk Reducer) » /il(Company) » i-@
(Adding Value) » #£E.(Shorthand) - A=
(Legal Instrument) - iA|E/(Identity) > =%
(Relationship) 7 24 & 7E 2 & (Evolving)
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(2006 —2010)
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Answer: aa K8 ELE Y9I &5 888 o
A value-based approach

A “Total Solution” approach: All
dimension — managing all TOUCH POINTS
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(Organizational (Personality)
Associations)
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1 4B 2 A (Self-Expressive)
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- It is a collection of perceptions in
the mind of the customer based
on his/her learning, purchasing,
consumption, and relationship
experience with the brand. Based
on such perceptions the customer
is able to perceive the values

> delivered by the brand
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Example: brand type of cars
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