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ICANTAR BRANDTEK in China
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The Specifications of Ecosystem Brand Evaluation Model
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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
Qelivered by the brand.
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Value B

» Functional Value/Benefit
» Emotional/Psychological Value

» Self-expressive Benefits —
» Social Value

A strong brand deliver the following values to

customers as promised i ERE R X2 3
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Brand Concept Map

Secondary
Value

Supporting Value
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Brand Essence Wheel
Brand Concept Map

W hat the product

coes for me

Issrie s my

Lore
British, Prestigious,

Classy Home Grown, Classy

How the brand ' How the Dran™
makes me look makes me fee!


https://chasedistillery.files.wordpress.com/2015/04/c-brand-wheel.png

Brand Management A Conventional Approach

Marketing Mix: Dove
products

® antiperspirants/deodorants
® body washes

® beauty bars

® Jotions and moisturizers
® hair care

® facial care products
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BRAND EXPERIENCE MAP
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Starts a profile Finally uploads

v

Tells all her single Enters a “success

8 months since - Lunch date . friends they Finds out he’s still story" contest.
her last date. Too RSt e & ENEANYS ST at the local Dianeranda ., 11d sign up for anactive member The prize is a free
ny cate dating sites to sends notes to Coffee Movie. the site and on match.com Havalian
SOy the Sevesal Shop. “Likes"” match.com getaway.
scene. prospects. e Tl "
e — " How can we best )

How can we get the || convince our target heor on:.:; :de:uringl How can we help her help 'her fe'e; What car;lw‘;do t How can we
attention of our to use match.com || (o0 o b sore sho best once she finds a Gt:l'l lo‘ tab ‘::' st 3‘"’ o rlo.; reinforce her love
desired target? instead of the potential match? shering hes B of the brand?

finds a match? success story with match?
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CUSTOMER JOURNEY LAYERS

CUSTOMER JOURMEY

STAGES CONSIDERATION ACQUISITION SERVICE LOYALTY
CUSTOMER JOURMEY

STEPS

CUSTOMER JOURMEY = f@ﬁ' ffffj@ f j"ﬁ? gﬁf'f} ﬁfjf jéﬂ & .@—?
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CUSTOMER JOURMEY

DEPARTMENTS

Marketing / Online Marketing .- . - - - l- - - - l- - . '- '- - '-' ® - '-
Design / Redaktion ®ee LA K X NI E N e L J , A N
e-Shop Management L J L X N | L X N I E N L X J L L X N | L X N L X N
Customer Mana gement ® ® @ ® 9 ( I XXX ®e L X X K N , A LK K N |
Produkt Management o e ® L JL L L ] o

Accounting ® e ® ® e ®e

Legal . '. - - .‘ .' . - '-
Bezahldienst [ N ] [ ]

Logistikdienstleister [ ] " ] [ ] 9 ®
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1. Strategic Focus GRE&BX £

2. Brand Vision/Promise/Position /i fR R 5 /7 / 5EAr

3. Brand Planning Process 51 £l £+

4. Implementation Process /& & B AT i 2

5. Measurement of Brand Performance 14 5 2 T

- Growth Direction/Strategy gkt 5RHEg
- Business Model BglAsE=

- Value ChainfME &M=,
- A Stakeholder ApproachFl|Z5HH 22 1 A1

Brand Vision and Brand Promise
Core Brand Value
Mental Maps,(» 2 &;and  Positioning
Perceived Competitive Position
b LRI i AR
- Organization, Initiative and Commitment
-Brand Plan — Decision Criteria and Brand Elements

- Leverage of Secondary AssociationsyXK &K A8
- Brand Experience Design g A LG 1411
- Brand Leadership /i:h% 4015

- Role, Functions, and Responsibilities

- Integrating Brand Marketing Activities

- Brand Value Chain and Cross-Functional
Coordination fn M E £ S ESHARE T3 1H)

- Leadership and Monitoring 47 &

Brand Health Audit i 1 AG
Measures of Brand Equity 5 25 5F 5
Brand Asset/Equity Management ‘#5574 HE
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Merci pour votre attention.

A vos questions !

Retrouvez-nous sur notre stand emlyon,
un conseiller en formation est a votre disposition.

msinfo@em-/lyon.com
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