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What is Brand?
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What is Brand / 'T+}’Qiiﬂi‘|:l|:lh¥'b?

A good brand makes you satisfied when you buy & consume it
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 You will only choose the brand if the brand can satisfy you
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The virtuous circle of a good brand
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you feel good
about the choice
you have just made

the brand
promotes and
nurtures

e

the brand
is positioned
the brand helps )
you to make your
choice

the brand knows
what makes you
feel good




What is Brand / f1/)BE2 ShRHY

Much more than a name and a slogan
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A brand name is much more powerful than advertisement
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The heart of the brand is an idea
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That’ s how a brand lives, learns and grows

o LR R 1E e LA AE, B RRE



New Business and Brand Models
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New Business and Brand Models
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the brand

packaging _

warranty

portfolio

availability



New Business and Brand Models
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 Brands can encompass entire lifestyles
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e Emotional charges and experiences that go well beyond their products
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New Business and Brand Models
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New Business and Brand Models
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New Business and Brand Models
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THE BODY SHOP

The Body Shop



New Business and Brand Models
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New Business and Brand Models
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Starbucks



New Business and Brand Models
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New Business and Brand Models
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New Business and Brand Models
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tommy,
tommy girl

THE FRAGRANCES BY TOHMT HILFIG



New Business and Brand Models
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Bleak advertising days of 1991
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The brand as an emotional charge
e R A A T B

DISCUSSION // 3136

Try it with your favourite brand,
write down six or so things — how
many facts, how many emotions?
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The brand as an emotional charge
e R L A T R

The brand image is of course more than a picture or
a logo, and those associations might be called the
brand’ s “emotional charge”

One of the strengths of a good brand is that it does
all its best work inside your head
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The brand as an emotional charge
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The brand as a guarantee of authenticity
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If a brand makes a promise of performance then it must able
to prove it. Often the proof is in the longevity of the
brand, but this can be a problem
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The brand as a guarantee of authenticity
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The brand as a guarantee of authenticity
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The higher the price tag or the
higher the risk involved in the
purchase the more important is the
promise
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Some products give long lists of
their features as proof, but good
brands can achieve the same end more
effectively
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The brand as a guarantee of authenticity
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The brand as a guarantee of authenticity
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Durex Exotic Range



The brand as a guarantee of authenticity
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[t is not easy for a brand to change
an emotional charge that has become
firmly attached



The Brand as Satisfaction
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The brand as satisfaction
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e Simply seeing the bottle, if we recognize the name and think
well of it, it can convince us that the taste will be good
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The brand as satisfaction
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FMCG (PR VHAERS i)
e Duracell battery in the

Christmas toy that goes on,
and on, and on
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The brand as satisfaction
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Alibaba is the world ‘s
leading brands of e—commerce
between enterprises, bringing
together supply and demand
massive information, and 1is
the world’ s leading online
marketplace and business
community
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Welcome to Alibaba.com! Join Free | Sign In Chat anline free with TradeManage

Alibaba.com

~ Glohal trade starts here.™

Products Selling Leads

Browse by Category
Agriculture

Apparel
Automobiles & Motorcycles

Trade with the World v+ China | » India
Business Services Buying Leads Prodi
Chemicals galvanized steel sheet O+0 aul
EGSFS%J;::EHEMWHM = dumet wire i
Construction & Real H END CAPS FOR CARBON = Pol
Ectate = Db ddelod YWoooks hloo = saic

Hot News F AlDaDa.com ana KLlA JoIn nanas o |

Big Buyers are looking
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The brand as satisfaction
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Service (IR¥5ZE)

e Hong Kong and Shanghai Banking
Corporation provides customers
with a superior wealth management
and financial services

Tt LR HE MR T % PR R
B o B S




Brand’ s slogan as a promise of performance
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FMCG  (CPREVHAER h)

— Vitasoy’ s latest slogan ' stand
by me’ ad. not only conveys a
message that Vitasoy provide
nutrient-rich, high—quality and
delicious products, but also
evoked the link between Vitasoy
and Hong Kong people.
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Brand’ s slogan as a promise of performance
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— Kee Wah Bakery represents Hong Kong’s
souvenir, like the Macao Choi Heong Yuen and
Koikei; thus adds another identity to Kee Wah
Bakery
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Brand’ s slogan as a promise of performance
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'The world's local bank' HSBC Bank
slogan conveys the message that it is
not only a large multinational bank,
but also provide tailor-made
financial services for local investors
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Brand’ s slogan as a promise of performance
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Service (I %3£)

— The Tao Heung Group providing customers with diversified and economic dishes, and
also let customers the time when dining out, giving a '"home' feeling
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The brand as a social expression
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Certain brands have always been good for those in pursuit of recognition
through their purchasing behaviour
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Driving a new Mercedes, wearing a Rolex watch and hanging a LV bag; these
are very characteristic statements of the conspicuous consumer.
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The brand as a social expression
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e Brands that make social expressions relate to the customer s confidence
about themselves, but in a complex way
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e The designer label for example, Versace, is a confident statement about who
they are, while for others it is a desire to belong to a recognized group,
that is born out of insecurity
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e Sometimes we like to have our purchasing decisions ~approved’, and while
seeing others wearing the same designer jeans, might upset some, for others
it says — 'whew, I did the right thing.’
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The brand as a social expression
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The subtext of many car advertisements is more about reassuring you that
you have in fact already made the right decision and it will be respected

by your peers, than it is about trying to influence you to buy in the first
place
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Conformity/nonconformity — —E/A~—%

Social expression can be about conformity or nonconformity, and brands can
fit either of the positions. Drinking Qingdao Beer can set you apart from
the crowd, while Heinekan will make you become one of the group

jfiﬁijum ﬁszT ﬁﬁ’] ﬁﬁnnﬁmjL}{k/\ﬁg{T*
fEEFS, FIANTEFhIOKER & Bl & 5 IR IR & B AfEZ
A5 T AR =7 Wyl Bl AR B 2 N BERY — 41




The brand as a social expression
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Finding and securing your brand s level

R A K T

e Sustaining a brand image at the level of a social expression is an
expensive activity and requires a continuity of credibility over a long
period. Entry costs are always high, but they rise dramatically as the
intensity of the emotional charge increases. And then, the higher the
emotional charge, the more precise your positioning
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The brand as a social expression
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. Rather than simply aspiring to the highest level, it is more sensible to
recognize what level is realistic for your brand and your resources
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. Two Main Ways I%%j'ﬂﬁl igj& &

— Brand activity — what that brand does to build its image
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— Customer interaction — how customers relate to the brand
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Brand Activity
R E

e Brands must change, as must products. Nobody would expect a Sony
product to be the same today as it was just two years ago. Is that
product renewal or brand renewal? The answer is that it is both -
some brands are about being up to date.
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Brand Activity
ATy AR

e Virgin was made all the more
powerful as a brand just because Sir
Richard Branson kept trying to take
a balloon around the world, and had
longish hair.
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Brand Activity
R E

Of course some brands manage to get along with doing very little — no
linked promotions, no advertising, just the continuation of a heritage
built up by a previous generation of brand managers.
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Customer Interaction
A2 H g

Brands can pour millions into urging their customers to interact with them,
and get very little return
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Customer Interaction

EESER

Factors that determine the level and nature

of customer interactions:

— the
— the
— the
— the
— the
— the
— the
— the
— the
— the

price paid;
budget available;

percentage of your budget involved;

frequency of purchase;
risks involved in use;

consipicuity of the purchase;
b . .
consumer s desire to make a statement;

consumer s aspirations;
importance of consistency;

utility of the product or service; t. the

tangibility of performance;

— the number of brands competing for attention;
— the number of interactions with the brand
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Customer Interaction
A2 H g

e The number of interactions with the brand, is a factor that has come
increasingly to the fore with the rise of so called superbrands. These are
often found in the world of fashion and clothing (Nike, Tommy Hilfiger), and
in retailing and entertainment (Gap, Starbucks, Disney, Sky).
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Customer Interaction

EESER

Andrex

The Andrex brand builds emotional responses that go well beyond the

everyday utilitarian factors. The Andrex puppies exude messages of

softness, warmth, care and responsibility, while at the same time helping

to communicate messages about the length of the roll. It is a subtle blend

with a strong appeal. It is also a very neat solution to the problem of
‘“taste’ in saying what you need to say about such a product.
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Brand evolution & brand definition
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Brand evolution and brand definition
o SR ) R 2 N LA

customer
expectations

the brand
definition

brand
evolution



Brand evolution and brand definition
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With a circular process, the brand managers can act or react.
Reacting reduces the risk of failure, but also increases the risk

of being overtaken by competitors

A delicate balance
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Brand as personality
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Brand as personality
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A collage of the pictures and words can express
people’ s perception of a brand
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Brands can be described in very technical terms, but we

want to understand is just customers perceptlons
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Who 1s your brand

REE RO An i ?

With the help of a professional market researcher (experienced
in brand positioning) to pose the questions and assess the
result, exercise like these will help you to construct a
personality profile of your brand:

BLSERI TG ST N B RESFie: AR R 00 R /8E M LA BESER) 45 BT 2 e Y — 18]
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B/R HAYME? Ts this what you aimed for?

MEEAE, AR EHPETBR? If not, is it close enough?

ARAS R4, Bl an{afa/ N2ARE? 1f not, how can we close the gap?

IRAIE, B 5 BN 2 (K 2% S SR 38 CAS N, TAER AL . .. If not,
might the described personally actually be preferable? It is after all
already established in the customer’ s mind:



Brand as personality
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There are strong links between the looks and the character
of a brand and the looks and character of a person, the
brand as a personality is of huge importance, people can

identify with people they can love them, but they can also
hate them
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Brand as personality
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Why seeing the brand as a personality helps?

e The brand as a personal relationship
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Familiar Acquaintance A trusted A lover or A lifetime
face or “male” friend “soulmate” companion
>




The brand as a mark of loyalty
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The brand as a mark of lovyalty
P FEE o R ) R Bk B

True loyalty does not result from bribery. Retailer loyalty
cards, credit card membership reward schemes, air miles, these
are all bribery, and when the bribe is withdrawn or the novelty
wears off, the customer looks elsewhere
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The brand as a mark of lovyalty |
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Many studies have shown that when consumers buy a discounted
product for reasons of price alone, they still yearn to buy the
higher priced, big brand name alternative, but money won out this
time — just wait until they win the lottery
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The brand as a mark of lovyalty
P RE o ) R

True loyalty results from the quality of the relationship built
between the supplier and the customer. If this involves direct
human contact, the brand is the main and most representative
representation of the relationship
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The brand as a mark of lovyalty
P RE o ) R

1. V& E B R BACR A E,  gr hnfA 23% (The more
complex of the relationship the customer has with the brand,

the higher the loyalty)

2. —EEEZFTENVEE B I e S H & 4 A 83K (The more the
brand can identify with the customer’ s pressing issues, the
more chance for building long—lasting loyalty)



The brand as a mark of lovyalty
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If they can increase those customer interactions then they
have a good chance of increasing brand’ s significance and
so the customer’ s loyalty. The brands that inspire the most
loyalty are those that are most significant to the customer
as a result of their high level of involvement.
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The brand as a mark of lovyalty
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Brands of course act to increase their significance by
various means, some more long— lasting than the others. Esso
and Shell have little to distinguish between them, but if
one brand adds a shop to its station, with a cash machine,

and clean toilets, then it will win loyalty, until the other
brand matches it.
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The brand as a mark of lovyalty
P FEE o R ) R Bk B

e Adding to the product element of the brand is often less

effective than other actions, and it is also relatively easy to
copy.
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A longer— lasting loyalty might be built if identify one brand
as more environmentally sensitive, or as a more responsible

employer — the link between the brand image and the reality of
the company behind the brand.
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Marketing —its purpose and practice
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Company capabilities — Market needs
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Marketing is a matching process between capabilities of the supplier and the needs of the market or
customer, in pursuit of a profitable competitive advantage.
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The marketer’s task is to find the match between these two pursuits and, most importantly, to do it better
than the competition. The more unique the match can be, provided it is a genuine match of real
capabilities and real needs.

MR ENESEERIL SR, @8 S EMAEI R REHESE,
The brand manager’s task is to help develop this match and represent its uniqueness through the
uniqueness of the brand.

ERRIERESFERAMEN M0 —BEHES, EEBERMNEHIE DERELARER
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Brands will live and prosper so long as they continue to express a unique match between real needs and

real capabilities. As needs change, as they almost always do, so must the supplier’s capabilities, and so
must the brand.



The rise & rise of the retail brand
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The rise and rise of the retail brand
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e Big FMCG product brands’ wused to be very superior in their
attitude to retailers. When the retailers had the temerity to
launch products under their own names, these efforts were dismissed

as ¢ no brands”
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e Quality and consistency of own labels improved, the imitation of
branded packaging design became rife and throughout the 1990s many
branded suppliers were speaking with their lawyers almost as
frequently as with their customers.
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The rise and rise of the retail brand
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e (Customer brands still have a power over retailers, but only
if they continue to behave as customer brands -
understanding the needs of their target customers, coming up
with the goods, and investing in communicating that
achievement.
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e Brands have no rights, least of all a right to survive -
that depends on their ability to understand their customers
better than anyone else.
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