i ZX

1. 2111 %Elfilﬁy (I F[ Tl e
y L~ fl lﬁ[')
1115 '*f*cfﬁ[fﬁi'w%.
MV, - fi_gﬁ?"p”ﬁi
V.2 A LA




A New Brand Paradigm
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“Something you Buy”
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“Something you Trust”

“Something you Love”

“Something you
Participate In”
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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 4
-

VOLVO MODELS ~ VOLVO SALES & SERVICES ~ ABOUTVOLVO ~

2008 VOLVO XC90

Safety First




Great example: BASF

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.
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Audience: Anyone

Message: Every eats here, must
be good

You deserve a break
today

or strategy?

Audience: Adults

Message: Treat
yourself, don’t
cook

\ Audience: Teens,
young adults
Audience: ,
Eamilies j -{ \ Message: We're
_~ hip

Message: . Lo
it's fun 'm lovin’ it
here

w711 Did these emerge from audience feedback,

we love to see you smile



Also look at the brands under the
Belle Group
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How do these definition
affect brand management
activities?
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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

Consumer

MARKETING Consumer
COMMUNICATIONS experience

: s Create expectations

Trust

Affection ol
Loyalty Branded




And a more comprehensive
illustration by:

» Hakuna Matata: The African Food
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(2006 — 2010)
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http://www.bpovia.com/blog/wp-content/uploads/2009/05/200831812754211-21.jpg
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A “Total Solution” approach. All
dimension — managing all TOUCH POINTS
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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

e delivered by the brand
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Example: brand type of cars
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http://www.google.com/imgres?imgurl=http://www.albanyworldofcars.com.au/assets/224/DesignAssets/VW-logo-big.jpg&imgrefurl=http://www.albanyworldofcars.com.au/6247550/albany-world-of-cars-volkswagen.htm&h=1000&w=1000&sz=136&tbnid=ttKZkirj6Y3tLM::&tbnh=149&tbnw=149&prev=/images?q=volkswagen+logo&usg=__iYC0fmUUgZT4yWfJ_U52d3Bz9yU=&sa=X&oi=image_result&resnum=1&ct=image&cd=1
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» Functional Value/Benefit

» Emotional /Psychological
Value/Self_expressive Benefits

» Social Value
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Exercise 1

» What are the values, benefits, attributes most
of your target customers can associate with
your brand?

—



[MI.&

h# 2256 7

= O
/L\ZEIIII:I




anaging the Building Greds

Gustomer Customer

Experiences
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http://www.amazon.com/gp/reader/0684854236/ref=sib_dp_pt/002-2208587-6297610#reader-link
http://www.amazon.co.uk/gp/reader/0273661957/ref=sib_dp_pt/203-0269614-4707176#reader-link
http://www.amazon.co.uk/gp/reader/0333990137/ref=sib_dp_pt/203-0269614-4707176#reader-link
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A8 7T *deﬁ puzlib— (Differentiation of Unique
Experience)

’iﬁéﬁ hfﬁ’!fﬁlr’* & lﬁ‘f,—\q—(Emotional Connections)
HLHLT & S SR P25 R {17 i (Relevance)

RS Py2ER 51 = R4 (Substantiality)

Brand Trust

Fﬁ#ﬁ'ﬁl R, FF‘,'J(Brand Loyalty)

AR 2 7T ’j}T?ﬁ’(VaIue) + Relevance
A’J?;r’r\?‘?ﬁéfr SR [

Growth platform
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Today

Marketing consumer research !E

Consumer
MARKETING Consumer
COMMUNICATIONS experience

ures Create expectations

Trust .
g Branded
Reliability Reputation product

All touch points

- Service elements

- Service area

- Channel performance

- Brand community..... etc

25ign and Manage
DERmagicnce!




The Extended Domain of Branding

AR

Social Media

Customer
Community

Co-Creation through
Service Participation

Social Network

-Distribution
-Location-Based \
Services
+ - Service Design Mobile WoM
-Process Video
-People
\ Googlism
Blog
Facebook
YouTube

gduct-Driven

Customer-Experience-Driven
>

Do pgee not considered here, Copyright - Sherriff LUK
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A PBVSLT fif ) L5 (Brand Audit and Evaluation)




Take-away from Workshop 1
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