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I. Research Methods

Theoretical sampling

Data collection methods

-In-depth interviews with business owners

- Longitudinal study: Follow-up interviews
with selected firms

- Focus groups with senior brand management
executives

- Observation at selected sites

- Desk research + company web sites

- Feedback from workshops

-Benchmark studies
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Summary of Findings

1. What Will be Reported

Characteristics of SMEs’ brand building and
management behavior

Brand development and management process:
Description and analysis

Analysis of the brand strategy

Business model and brand strategy
Identification of key success factors

Level of match between requirements

for success and brand management capabilities
Experience for benchmarking

FACULTY OF

THE HONG KONG BUSINESS

POLYTECHNIC UNIVERSITY

THEERMKR

%%IE Ij(% Qualified for the real world



AR EADRBERR
47

i E
ENER

BETES

AR B R

A

fEAER
SR

EFRBE
it

e
o 3

-

RiE

TEE R
(DA

R AR R
FRBLRR ) B IR AL

LaVie

Toy2R

Midi %48 A &

321k

EREE-BEHA

Samuo Global

T EEM KR

BE

JEH & &

BXHIRE

BEREREER

RmEE

EET

REEE

PIE

W R

=REAT

B R IE Prologic

HE (FE) Mk

REERETHE

L E

g

FREHR

HEEH

BRI




B R
N

EERE

EEEE
Re

E A
VAl

ELEE =R

B

BERTFE
TR

BB EFEFEEE
gEH

B2C EHERME
EEAA

ANBRE
B

LaVie

Toy2R

Midi 1518 A &5

R

EREE-BERE

Samuo Global

oL E R R

=44

NEF & e

BICHIR

BREREER

i3t e

FEE

HHEE

PIE

MR

=RET

BB Prologic

hE (EE) HEE

AEETRETR

EROkK

1RIE

FREH

HEEH

BR¥FHE




BRI E R =] I i3 AN H
[l (g R IR AR ZRIRE
FREWEE

BH S =

Mz {hE =E

| R 42

TR 5 i
ﬁ%%%ﬁﬂ%
| B 2

|t R ZE B A] RE A

(B RE RIS

FACULTY OF

Q THE HONG KONG USIN=
? b POLYTECHNIC UNIVERSITY g%ﬂ—%‘;g
> x =] L
v %%}E Ij(% Qualified for the real world



|78 v T s ) i ) S

FACULTY OF
q THEHONGKONG BUSINESS

POLYTECHNIC UNIVERSITY —
= ITHEESK
ﬁﬁfilj{% Qualified for the real world




2. Evolution of Brand Management and Strategic Focus

ODM
r» l Product

OEM > OBM — Brand
- Planning -Brand name
- Selling oriented
Promised Value
-What does the

brand stand for?
- Functional value

Promised Value
- Emotional value

Experience/Lifestyle Brand
-Design & Manage Brand
Experience

Brand as Firm Asset +
Loyalty Management
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Our findings indicate many HK SMEs are trapped in
the “functional value” stage

> ODM |
Product Brand

OEM . OBM -Brand name
- Planning - Selling oriented

Promised Value
- What does the brand stand for?
- Functional value
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Our findings indicate:

Firms have no "OBM"” experience will be less likely
to develop strong brands

Reasons:

-Product is the core element

-Innovation is a key success factor

-More sensitive to market needs and changes:

-New design is a response to customers’ emerging needs
-Mindset/management approaches: More flexible and adaptive
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3. Brand Creation and Development Process

Trade \\4 Experience ‘ : | Lifesty|e|
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“Brand Creation and Development Process” .

Sherriff Luk 2010

Brand
Extension? *
Competition &
egmentation
Analysis

_/f*"(\
N~ ‘\\/‘

ign and Manage
— Brand experience —
Brand elements
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Our findings indicate:

~Planning:
v No plan or incremental planning
v" Piecemeal, lack of integration

»Dominated by selling orientation

A “product brand” approach, only a few defined the
promised value of the brand

»Inadequate brand management know-how: Key
personnel/owner

~Trial and error: Ignore/under-estimate the importance of
market research

»Have to invest to improve their knowledge of the China
market
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Think more of product and advertising, but
little of the role of employees in brand building
and delivery of brand experience

The measures for success

Don’t understand the implications of Brand Life
Cycle for effective management of brand
building and development activities

POLYTECHNIC UNIVERSITY %
T T A o et

Qualified for the real world

FACULTY OF
q b THE HONG KONG




4. Brand Life Cycle and Implications
for Effective Brand Management
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3 Stage of the product life cycle -
Introduction Growth Maturity Decline Bra nd Llfe Cylce
g Total industry \
n sales revenue
Q
3
= Tatal industry
3 profit
= 3
D
& / Brand and the Product Life Cycle
+ /
0 ‘—_’/
MARKETING GAIN STRESS MAINTAIN BRAND HARVESTING, o
OBJECTIVE AWARENESS DIFFERENTIATION LOYALTY DELETION P --.",'-_'fn-r. T
- -.'__:-:-:h:-p
\)?‘m,;; Few More Many Reduced ] o
Competition b I
A
One More versions Full Best sellers
Product product line
Skimming or Gain market Defend Stay profitable » e
Price penetration share, deal market share, ) __
profit —— :
TIME
. Inform, Siress Reminder Minimal
Pramotion ' educate competitive ariented promotion
differences
Limited More outlets Maximum Fewer outlets
Flace outlets
(distribution)
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Brand Life Cycle

Customer
Value
Behavior

Attitude

Recognition
Interest
Awareness

Introduction Growth Maturity Decline

Characteristics of Customers’ Brand Buyer Behavior and
Attitudes at Different Phases of Brand Life Cycle
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Focus of Brand Management Activities
At Different Phases of Brand Life Cycle snerir u, 2010

Brand Extension J
Revitalization
> Word of Mouth vV
_% Coherence ,/,/
|

Relationship J J
Preference I Jf
Liking Ja g
Recall J il
Recognition \/ ,/ ,/,/ J
Interest i i

Awareness Ji I

Introduction Growth Maturity Decline

e SR

Brand Identity
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Q&A

- Thank You -
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