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PreodUucts are: created In
factories.....

Brands are created In customers’
minds and hearts.....



Wihaat s the Branerexpernence?

> [he company. offer
= Viarket intelligence
= Preduct developmeni
= Brand communication
= Retall skills
= Preduct supply.

» The customer expectation

Needs (solve preblem)
Halits

Experiences

Perceived image
Knowledge



e Brana

p A collection ol EXPEMNERCES and GRSER/AtINS
9)/ i CUSTOIMEN

= Before, during, andiafter the purchase
= DUring the preduct's usage

= After sale services



WoereraneErceRCEPLS

> e conporate vranad » e preduct brand
All'messages related to a All'mesages; related to a
company. product the cempany. sells

"'ﬁ Crest




e prand content

1e product per se, the Innevative aspects
1e product functioning

1e leek, the design

1€ ACeess

1e price, more impertantly the value

ae guality:

ne after sales services



e iEne as arcompetitve edge

P SEVeral Ways 1o CoPELE:
= \/la price
= \/la technology.
= \/ia size, clout
= Via geographical presence
= \/ia a mix of these: or others

heseways can net e owWwned;
Fhey: can be imitated



e iEne as arcompetitve edge

p ANreal ranais
= Ownable and unigue

= Creates a strong emotional relatienship
= Reassures custemers
= Best moeney camn buy.

= Can eutliast temporary. Crisis



e RIERRENS Y oUIFStiagE
o) igleelrle

Whether you are competinglin
China or Intermationally



WihEethER VoUFCompPEE N CRIRE o)
IRLEraueREIINZ.

» Growth markets: flatten out, competition: stiffens

» (e earlier youl start preparng fiexr this stififer
Competitive enviroenment, the Better

> YOoU compete with foreign cempanies Who: have
plenty off eEXperiences; In| this practice



iFRe vistal expression




ATBHEFRISteR/ el Visuzl
ofeipleligle

A Westerin perspective



<G Understanadiaimaniyour haver ter walk 10
MIIES! A RIS MOCCASINS »



e ereiRalNermnr e branding

It wWas territorial, and! said « hands ofif »



VIESSEOE < anEs on'>

wy i e

Marlhoro

Fhis vistal shierthandibecane: a pattelinier commercial Brancing:

Business Is identified and recegnised,
a Way of determining| choeice, establishing trust.



e brandas Selif expression




REIEX: and Selif expression

p Relex: stands fior

= SUCCESS

= Richness, luxury.

= EXpensive

= Soephisticated

= Youlare an individual
= Belonging te an elite
= |t Is a bhadge




The brand aSheln exerlence

Consumers are shaping brands themselves






heprandras a visueal
EXPIESSIoN



vV vy

ROLEX 0IF GENEVA

1e symiol
1e name

| L‘;E- ¢

heMessage ®

|"

A Crrewn ter EVery Achievement



Raler a)feinlelfejefe

p Symibel
- \Vora
p lViessage

The Ultimate
Driving Machine




helngredientisranc




e UB

You and Us, UBS



AUDDIFa premitmrcar bicne

» 30Iyears agos......
Audi was the ugly: duckling oni the car scene.

» Audi decided to get Intyo the: premium segment.

» [leday Audi competes withr Mercedes and BMW



e Branertege

(400
Vorsprung durch Technilk.



AUDIE <V erSprune durch eIk
>

= \/Orsprumng means, you are in frent
= YoUu are sporty, competitive
= YOU are progressive

= You are highr guality.



AUDIE <V erSprune durch eIk

>

= SAudifdeveloped theHirst mid engine Ei cal
= Audifwasi st te) pass 400 km p/iarspeed (1956)

= Audinntreduced the Quattrer (permanent 4°wheel drive
[PESSENGEN Car)

= Audinntreduced Multitrenic gear: shiiit



(009

Vorsprung durch Technik.

pleday AUDIFSti2RES o)
= Design

= Premium quality;

= DASSIoN




Glepaltieaderintivieniie
1EIEPNGRES






Nekia: e names e Lege; e messaee

(onnecting People

5 Ak P




e PeWER O e Brane: CoRSUIMER PEFSPECHVE

» Competitive edge, cements, the: relationship
» Part off consumer’s; lifie

» Captures Imagination

» Helps consumers demoenstrate thelr Identity.
» Proevides authoeniy and credibility

» Allews te drive a price premium



herEeWerReirthe Brana:
a companylRtemnal persSpectve
» Unifying rallying peint, It 1S a flag te fiellew
» EOCUSES energy Within the conmpany/

» Guiding star



Vianaaeing theeranc
COMMURICALGIAN PROCESS



10N KRGW, O e KneW eW e

» |mportance off Cooperation between
company. and agency

» [here are many ways te describe a
iUndamentally: similar process

» Difficulty: 1s not to: know, but ter knew: how! te



Different concepts,

all requiring the same company attention

Brand

communications Brand identity
strategy creation

development Implementation




STAGE 1 - BRAND COMMUNICATIONS
STRATEGY DEVELOPMENT

Evaluate to identify

Audience

Imperatives
A 4 Strategy, brand

Client briefing |——| Brandimperatives | —— blueprint and

A creative brief

Commercial
Imperatives

v v v
Briefing meeting Review: Develop the brand blueprint:
— Agree timeline — Key audience needs — core attributes
benefits
values
Develop: personality
— Core brand communication imperatives brand essence

— Agree team — Key commercial considerations




STAGE 2 — Development of a Brand ldentity

Brand identity Brand identity Master artwork
concepts development Basic guidelines

A 4 v A 4
Development of a Agreement and refinement of Master artwork creation
range of identity concepts one creative route with Delivery of simple paper-
with supporting visual one visual language, based logo application
languages demonstrated across key guidelines

print, screen, 3-D applications




STAGE 3 - IMPLEMENTATION

Application
to collateral

Application
artwork

Production

v
Identify internal and
external applications e.g:
— stationery
— signage
— promotional materials

v

Create master artwork and
source local implementation

v
— Printing of items
— Development of more
complete guidelines
— Supervision of local
implementation




IRESUmMnIaR:

» Brands are created! in| customers hearts and minads
» Brands are a collection ofi EXPErences
» (e visual aspects of a brand are a poweriul teol

» Nanaging the precess IS hard Work, requires management attention
and experience

» Branding Is easy te knew! In theory, but It IS challenging ter knew: how.
to translate! it Inte the market....

p [llE rewalasi iy fialk euweIgh the effert
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