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ProductsProducts are are createdcreated in in 
factoriesfactories……....

Brands are Brands are createdcreated in in customerscustomers’’
mindsminds and and heartshearts……....



WhatWhat isis the brand the brand experienceexperience??

►► The The companycompany offeroffer
MarketMarket intelligenceintelligence
Product Product developmentdevelopment
Brand communicationBrand communication
RetailRetail skillsskills
Product Product supply

►► The The customercustomer expectationexpectation
NeedsNeeds ((solvesolve problemproblem))
HabitsHabits
ExperiencesExperiences
PerceivedPerceived imageimage
Knowledgesupply Knowledge



The BrandThe Brand

►►A collection of A collection of experiencesexperiences and observations and observations 
by the by the customercustomer

BeforeBefore, , duringduring, and , and afterafter the the purchasepurchase

DuringDuring the the productproduct’’ss usageusage

AfterAfter sale servicessale services



TwoTwo brand conceptsbrand concepts

►► The The corporatecorporate brandbrand
All messages All messages relatedrelated to a  to a  
company

►► The The productproduct brandbrand
All All mesagesmesages relatedrelated to a to a 
productproduct the the companycompany sellscompany sells



The brand contentThe brand content

►►The The productproduct per se, the per se, the innovativeinnovative aspectsaspects
►►The The productproduct functioningfunctioning
►►The look, the designThe look, the design
►►The The accessaccess
►►The The priceprice, more , more importantlyimportantly the valuethe value
►►The The qualityquality
►►The The afterafter sales servicessales services



The brand as a The brand as a competitivecompetitive edgeedge

►►SeveralSeveral waysways to to competecompete::
Via Via priceprice
Via Via technologytechnology
Via size, Via size, cloutclout
Via Via geographicalgeographical presencepresence
Via a mix of Via a mix of thesethese or or othersothers

TheseThese waysways cancan not not bebe ownedowned;;
TheyThey cancan bebe imitatedimitated



The brand as a The brand as a competitivecompetitive edgeedge

►►A real brand A real brand isis
OwnableOwnable and uniqueand unique

CreatesCreates a a strongstrong emotionalemotional relationshiprelationship

ReassuresReassures customerscustomers

Best money Best money cancan buybuy

Can Can outlastoutlast temporarytemporary crisiscrisis



The brand The brand isis youryour stage stage 
to the worldto the world

WhetherWhether youyou are are competingcompeting in in 
China or China or internationallyinternationally



WhetherWhether youyou competecompete in China or in China or 
internationallyinternationally??

►► GrowthGrowth marketsmarkets flattenflatten out, out, competitioncompetition stiffensstiffens

►► The The earlierearlier youyou startstart preparingpreparing for for thisthis stifferstiffer
competitivecompetitive environmentenvironment, the , the betterbetter

►► You You competecompete withwith foreignforeign companiescompanies whowho have have 
plentyplenty of of experiencesexperiences in in thisthis practicepractice



The The visualvisual expressionexpression



A A briefbrief historyhistory of of visualvisual
brandingbranding

A western perspectiveA western perspective



«« To To understandunderstand a man a man youyou have to have to walkwalk 10 10 
miles in miles in hishis moccasinsmoccasins »»



The original The original formform of of brandingbranding

It It waswas territorial, and territorial, and saidsaid «« hands offhands off »»



Message Message «« hands onhands on »»

This This visualvisual shorthandshorthand becamebecame a pattern for commercial a pattern for commercial brandingbranding::

Business Business isis identifiedidentified and and recognisedrecognised, , 
a a wayway of of determiningdetermining choicechoice, , establishingestablishing trust.trust.



The brand as self expressionThe brand as self expression



Rolex and self expressionRolex and self expression
►►Rolex stands for Rolex stands for 

SuccessSuccess
RichnessRichness, , luxuryluxury
ExpensiveExpensive
SophisticatedSophisticated
You are an You are an individualindividual
BelongingBelonging to an to an eliteelite
It It isis a badgea badge



The brand as an The brand as an experienceexperience

ConsumersConsumers are are shapingshaping brands brands themselvesthemselves





The brand as a The brand as a visualvisual
expressionexpression



ROLEX of GENEVAROLEX of GENEVA

►► The The symbolsymbol
►► The The namename
►► TheMessageTheMessage

A Crown to A Crown to EveryEvery AchievementAchievement



The brand logoThe brand logo

►►SymbolSymbol
►►WordWord
►►MessageMessage



The The ingredientingredient brandbrand



A brand messageA brand message

You and Us, UBSYou and Us, UBS



AUDI a premium car brandAUDI a premium car brand

►► 30 30 yearsyears agoago…………..
Audi Audi waswas the the uglyugly ducklingduckling on the car on the car scenescene. . 

►► Audi Audi decideddecided to to getget intyointyo the premium segment.the premium segment.

►► TodayToday Audi Audi competescompetes withwith Mercedes and BMWMercedes and BMW



The Brand LogoThe Brand Logo



AUDI: AUDI: «« VorsprungVorsprung durchdurch TechnikTechnik »»

►►«« AdvantageAdvantage throughthrough technologytechnology »» defineddefined::

VorsprungVorsprung meansmeans youyou are in frontare in front

You are You are sportysporty, , competitivecompetitive

You are progressiveYou are progressive

You are You are highhigh qualityquality



AUDI: AUDI: «« VorsprungVorsprung durchdurch TechnikTechnik »»

►► «« AdvantageAdvantage throughthrough technologytechnology »» the proof:the proof:

Audi Audi developeddeveloped the first the first midmid engineengine F1 carF1 car

Audi Audi waswas first to first to passpass 400 km p/h speed (1938)400 km p/h speed (1938)

Audi Audi introducedintroduced the the QuattroQuattro (permanent 4 (permanent 4 wheelwheel drive drive 
passengerpassenger car)car)

Audi Audi introducedintroduced MultitronicMultitronic geargear shiftshift



►► TodayToday AUDI stands forAUDI stands for
DesignDesign
Premium Premium qualityquality
passionpassion



Global leader in Mobile Global leader in Mobile 
telephonestelephones





Nokia: The Nokia: The namename, The Logo, The message, The Logo, The message



The power of the brand: consumer perspectiveThe power of the brand: consumer perspective

►► CompetitiveCompetitive edgeedge, , cementscements the the relationshiprelationship

►► Part of Part of consumerconsumer’’ss lifelife

►► Captures imaginationCaptures imagination

►► HelpsHelps consumersconsumers demonstratedemonstrate theirtheir identityidentity

►► ProvidesProvides authorityauthority and and credibilitycredibility

►► AllowsAllows to drive a to drive a priceprice premiumpremium



The Power of the Brand:The Power of the Brand:
a a companycompany internalinternal perspectiveperspective

►► UnifyingUnifying rallyingrallying point, point, itit isis a flag to a flag to followfollow

►► FocusesFocuses energyenergy withinwithin the the companycompany

►► GuidingGuiding starstar



ManagingManaging the brand the brand 
communication communication processprocess



To know, or To know how toTo know, or To know how to

►►Importance of Importance of CooperationCooperation betweenbetween
companycompany and and agencyagency

►►There are There are manymany waysways to to describedescribe a a 
fundamentallyfundamentally similarsimilar processprocess

►►DifficultyDifficulty isis not to know, but to know how tonot to know, but to know how to



Different concepts, 

all requiring the same  company attention

Brand
communications

strategy
development

Brand identity
creation

Implementation



STAGE 1 – BRAND COMMUNICATIONS 
STRATEGY DEVELOPMENT

Brand imperatives

Commercial
Imperatives

Audience
Imperatives

Evaluate to identify

Review:
– Key audience needs
– Key commercial considerations

Develop:

– Core brand communication imperatives

Client briefing

Briefing meeting
– Agree timeline

– Agree team

Develop the brand blueprint: 
– core attributes
– benefits
– values
– personality 
– brand essence

Strategy, brand
blueprint and
creative brief



STAGE 2 – Development of a Brand Identity

Brand identity
development

Agreement and refinement of 
one creative route with 
one visual language, 
demonstrated across key 
print, screen, 3-D applications

2 (b)

Brand identity
concepts

Development of a 
range of identity concepts 
with supporting visual 
languages

2 (a)

Master artwork
Basic guidelines

Master artwork creation
Delivery of simple paper-
based logo application 
guidelines

2 (c)



STAGE 3 – IMPLEMENTATION

Production

– Printing of items
– Development of more 

complete guidelines
– Supervision of local 

implementation

Application
artwork

Create master artwork and 
source local implementation

Application
to collateral

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



In In summarysummary: : 

►► Brands are Brands are createdcreated in in customerscustomers heartshearts and and mindsminds

►► Brands are a collection of Brands are a collection of experiencesexperiences

►► The The visualvisual aspects of a brand are a aspects of a brand are a powerfulpowerful tooltool

►► ManagingManaging the the processprocess isis hard hard workwork, , requiresrequires management attention management attention 
and and experienceexperience

►► BrandingBranding isis easyeasy to know in to know in theorytheory, but , but itit isis challengingchallenging to know how to know how 
to translate to translate itit intointo the the marketmarket……..

►►The The rewardsrewards by far by far outweighoutweigh the effortthe effort
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