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Your brand is what
neople say ahout
you after you leave
the room.
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Three levels of a Product

Augmented Product
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The American Marketing Association defines a brand as “A name,
term, design, symbol, or any other feature that identifies one seller’s
good or service as distinct from those of other sellers. The legal term
for brand is trademark. A brand may identify one item, a family of

items, or all items of that seller. If used for the firm as a whole, the
preferred term is trade name.”

pBLos b 05 3 (S ylo G ol by l5k cremil iy o5 3ol
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http://www.marketingpower.com/_layouts/Dictionary.aspx?dLetter=B

A brand is a reason to choose. Cheryl Burgess — Blue Focus Marketing

A brand symbol as “anything that leaves a mental picture of the
brand’s identity. Leo Burnett

Branding is more than a name and symbol. A brand is created and
influenced by people, visuals, culture, style, perception, words,
messages, PR, opinions, news media and especially social media.
Like when a child is born and given a name, a brand needs
nurturing, support, development and continuous care in order to
thrive and grow.. Lisa Buyer — The Buyer Group
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http://www.bluefocusmarketing.com/blog
http://heidicohen.com/leo-burnett-12-advertising-tips/
http://www.socialprscoops.com/

OlRl OPb 5o Wiy i y25

P VY ole s Cgan Slel B3l g gyl il B Y (g eole lpl gl yo Wi yw

:w!xﬁQLng)L?aﬁL;)'l o|),o
e e Dyle By 08 ¢ pgal ¢ Sl el (Zedle mud ) Cenl Ol ()l oL
Il S b e o Jpame pasds g kel sl oS Je8 onl 5l 9)lse 9 L
olents Dol o8 9 pgal ¢ B gl ofly 5l am ¢ iy cnl 07 0 LS cSlas

nmmn

)Lo.w L LQ)L?U r:l) 9)‘.? U‘?" < ).u ‘) 9 "sl.«é.c‘ ¢ Mﬁ" U"‘)"L“" c Sl 00l oolaul

I @ali.azadimanesh I



* Point of view — branding is a strategic point of view, not a select set of marketing activities

* Customer value — branding is central to creating customer value, not just sound bites and images
* Competitive advantage — branding is a key tool for creating and sustaining competitive advantage
* Engineered — brand strategies must be “engineered” into the strategic planning process

* Meaning — brands get their identity from meanings. Products and services are the blood of a

brand. Your organizational culture and standards for action are the heartbeat.

* Logic and emotion — branding is part science and part art
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I¥pes of brands

* Product Brands

* Service Brands

* E-brands

» Cause Brands

* Nation Brands

* Government Brands
* Global Brands

* Corporate Brands
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y2mate.com - Pepsi  Woodfield Challenge Commercial 1977_360p.mp4
y2mate.com - Pepsi Challenge 1983 Commercial_480p.mp4
y2mate.com - Pepsi Taste Test commercial 1983_360p.mp4

HOW BRANDS IMPACT PERCEPTIONS

— Example: Taste test for soft drinks —

Blind test (Brain Scan (fMRI)) Blind test (Questionnaire)
51
* More people preferred Pepsi 44
* The ventral putamen, one of the :
brain’s reward centers, had a @ ;
response that was FIVE TIMES %
STRONGER FOR PEPSI than
for Coke 5
——
... tastes ... tastes indifferent
befter better
|Source: Colyer (2004) Source: ChernatonyMcDonald (1962)
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HOW BRANDS IMPACT PERCEPTIONS

— Example: Taste test for soft drinks —

Open test (Brain Scan (fMRI)) Open test (Questloggaire)

Brand Waves

* Knowing the brand, nearly all %

subjects preferred Coke
* Especially the medial prefrontal Fﬁ”%

cortex (thinking and judging)

was active overpowering

pleasure from pure taste iy ey R
Source: Colyer (2004) Source: Chernatony/McDonald (1982)
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Neocortex:
Rational or Thinking Brain

Limbic Brain:
Emotional or Feeling Brain

Reptilian Brain:
Instinctual or Dinosaur
Brain

Reptilian Brain
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Brand Position

*

o . Consumers
Position in Marketing Mind
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Lasts a Performance
Longer
How it is made
More
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Efficient Integrated
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Education

Subconscious

Sensory Appeal

Updates
-

L

Advice Helping hand
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Makes you
smarter
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PROPHET

(Functional Benefit) ¢o,5,5 wlss ()

Move from Functional to Self-
Expressive Benefits

Aaker On Brands

000 (Financial Benefit) Jl wlgs (Y

(Emotional Benefit) _olusl wlgs (Y

There is a compulsion to focus in on functional benefits. It comes perhaps from the legacy of the . .
Rosser Reeves unique selling proposition that brought us the candy that “melts in your mouth instead . . pe f
of your hand.” A functional benefit is appealing. Our instinct, especially if we reside in the high tech ( e - X p re SS I O n e n e I ) S‘ )_’ QP v 95

or a B2B sector, is to assume that customers are rational and will be swayed by functional benefits. ) . Aad

Further, when asked why customers buy this brand or avoid that one, we assume they will give
functional reasons. The resulting insights often have an inordinate influence on strategy. But we have
too much evidence from behavioral economists and market researchers that shows customers are far
from rational. We see it every day. Even an airline, when buying a plane, will in the end be influenced
by their gut even with piles of proposal details in front of them.

In most contexts, customers lack the motivation, the time, the information or the competence to
make decisions that will maximize performance outcomes and project functional benefits from other
brand associations. Even worse, strategies based on functional benefits are often strategically
ineffective or limiting:

Social Benefit) s> 4 3l b clal wlgs (O

David Aaker

- Customers may not believe that a brand has a functional advantage because of competitors’
conflicting claims, and they may not believe the benefit represents a compelling reason to buy
the brand.
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TOYOTA : Give You More for Less
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grey?
gorgeous?

Why can’'t more women feel glad to be grey? Join the beauty debate.

campaignforrealbeauty.co.uk I | Dove
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wrinkled?
wonderful?

Will society ever accept ‘old’ can be beautiful? Join the beauty debate.

campaignforrealbeauty.co.uk I | Dove

I @ali.azadimanesh I



THE WORLD IS YOUR STAGE. MAXE ITA MEMORA BLE
~ PERFORMANCE.

LS F SPORT. v sems e

D rexus

I @ali.azadimanesh I



DISTRONIC PLUS. Danger minus.

Vision accomplished. The new S-Class.
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I'C NEVER LET MY WIFE RIDE IT.

AT LEAST NOT UNTIL SHE'S 18.
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DORSA HOME

luxury & Leather
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The Power
of Branding




David Allen Aaker

Product
+
Identity
Br;nd
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* A model, in the context of science, is a simplified representation of some “real’
phenomenon.
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Figure 1: Relation between Brand, Brand Equity and Branding

BRANDING

Source: model proposed by the authors.
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Table 1
Conceptualizations of brand identity

Author (s)

Year

Conceptualizations of brand identity

Kapferer, ].-N.

Aaker, D. A.

De Chernatony, L

Meffert, H. and
Burmann, C.

1992

1996

1999

2005
1996

Hexagonal brand identity prism reflecting the brand's
physique, personality, culture, relationship, reflection,
self-image

Entity-based categorization with four dimensions:
the brand as a product reflects the product-related
associations; the brand as an organization focuses on
organizational associations; the brand as a person
indudes the brand personality; the brand as a symbol
indudes the visual imagery, metaphors and brand
heritage

Six brand identity dimensions: brand personality,
culture and relationship, vision, brand positioning,
the brand presentation

Six brand identity dimensions: heritage,
organizational capabilities, values, personality,

vision and core offering

I @ali.azadimanesh I

HIPEIE

Advertising agencies,
brand consultancies and
such brand-focused
companies as Procter &
Gamble, Nestlé or
DuPont have developed
proprietary models
specifically designed for
the purpose of defining
and aligning a product
brand identity.




How the brand owner

(management) defines what the How consumers perceive
brand is the brand

Goal: as much overlap as
possible

Figure 1: Brand Identity and Brand Image

@

Brand image is how customers perceive the brand

Brand Image Brand Identity

passive and looks
to the past

Tends to be tactical

Might not be salient

ali.azadimanesh

Should be active and look to
the future, reflecting
associations aspired for brand
Should be strategic, reflecting

a business strategy leading to
sustainable advantage

Should reflect brand’s
enduring qualities




We offer superior
customer service

w

)

MARKETING

We offer superior customer service
We offer superior customer service
We offer superior customer service

ey

5

ADVERTISING
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I know you offer superior
customer service
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BRANDING
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Brand
Expectations

Brand
Promise

Brand Identity
(Self-image)

Brand
Behaviour

Brand Image
(Public image)

=
E
@
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=

Christoph Burmann
Tilo Halaszovich
Frank Hemmann

|dentitats-
ENELE
Markenfiihrung

Brand
Experiences

Internal Target Groups External Target Groups
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Brand identity communication process

Sender

Mean of communication

Receiver

Company
Codin

|

Decod

Brand identity

Other signals
4\

LY
Cal

Message

Consumer
ing
N

% Brand image

v

Feedback <

Source: [Doyle, 2001; Starov, 2010]

Competitors’ activities
+ Inappropriate BR ID
+ Inefficient messages
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6 obstacles for BR ID
communication

Reaction

+  Other factors
External brand-related signals
+ Inappropriate communication
channel



Brand Identity

Brand Image

1

Self-image of
internal target groups
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Self-image of

internal target groups
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ATTRIBUTES > Attributes:
\ Product actual attributes and
relevant benefits

BENEFITS

THE —

HANDBOOK OF

. — Benefits: ‘
/ \ Wants & needs that the Q\ﬁémg
( ESSENC}; product claims to meet. DAVID ARNOLD
e — Essence:

Distinctive brand personality
as understood and valued by
its customers
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MERCEDES

Driving | Prestige |

e
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The anatomy of a brand

Attributes

Red roof Red and white
graphic packaging

User imagery- @
" boldness and Strength R
Marlboro
f‘:'liﬂ n[ independence and >'w« EE n E‘ﬁtS

flavour \

of blend %

{cowboy)

Marlboro

Sense of
freedom Strength and

and independence
strength

Strong
flavour
in use

American
imagery

Benefits

Marlboro
Country

Masculine

Attributes

Endorsement of male/
sports activities
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brands are like people

The ones which share a positive and long relationship
with us are the ones who understand us like no one

brand personality is a set of human
characterlstlcs aSS|gned to abrand.

3 3 - ~ £ PG % R ¥
I @ah azadlmanesh I



of our purchasing decisions are made
inthe subconscious mind

Harvard School Professor Gerald Zaltman
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c§> Personality X o ) _
R Fromiess series of characteristics that are not associated with the
g product (image of a typical user, brand sponsorships,
Y age, advertising style, country of origin, company image,
3 company owner's image and celebrity endorsements of

the brand)
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Brand personality isn’t within brands

Current Current

Customer ideal

attraction Personality Personality customer

It is in the human mind

So

Brand personality is different between Users and Non-users

©Mojtaba.Kheradyar
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And that starts as soon as you tum it on.

This is because Mac is easy-to-use and also due to its
symbol, advertising, user groups etc.,

The use of Apple expresses a personal
identity of being non-corporate and creative
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* Two elements affect individual’s relationship with a brand

N ;,.,ff‘"."

1. Relationship between the brand-as-person and the customer
IRMNDLE * Which is analogous to the relationship between two people
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2. The brand personality
* The type of person the brand represents

Real friends. Real bourbon.
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Harley Davidson’s personality of a rugged,

macho, l-am-different-kind suggests that the

product is a powerful, liberating vehicle

I'D NEVER LET MY WIFE RIDE I7.
AT LEAST NOT UNTIL SHE'S 18.
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FEEL THE UPGRADE

Rock out in white leather seats. -

I @ali.azadimanesh I



naIity is a set of human
wFidics assigned to abrand.

proposition

unique selling point
values

What personality how
vision

promise

position
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Eases the complexity ~ relatable

We express ourselves with what we buy and how we use
what we buy. Extensions of our personality, totems ofour
selves, reminders of who we are or would like to be.”

-SETH GODIN
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Aristotle [384-322 BC]

We’'re hardwired for story

!
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Carl Jung [1875-1961

We all have the same instinctive
and unconscious understanding
of behavioral patterns

SUTRIY
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JosEpH CAMPBELL

“

THE HERO AND

THE OUTLAW

Bailding Extraordinary Brands
Throagh the Pewer of Archetypes

THE HERO WITH
A THOUSAND FACES

Carl Jung Joseph Campbell Margaret Mark
Psychologist who introduced Demonstrated that the collective Applied Archetypes to
the term Archetype in 1919 unconscious is cross-cultural Marketing and Branding

1949
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ary Brands

(dino Extraordin s
T:xm‘\w{he power of Archetype
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Margare

B
Margaret

Mark
Carol
Pearson

Archetypes are the
heartbeat of a brand
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" Brand Archetypes

Security & Control
Stability

Belonging &
Enjoyment
Community

Independence &
Fulfiliment
Individualism

Risk & Mastery
Change
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Table 1-1. Characteristics of the Twelve Archetypes

Archetype Characteristics

The Orphan Down to Earth, Virtuous. Focused on Others

The Rebel Free, Innovative, Shocking, Unconventional, Independent, Rebellious
Inspirational, Experiencer of New Things, Individualistic, Rugged,

The Explorer  Investigative

The Sage Contemplative, Academic, Scholarly, Knowledgeable, Self-Reflective
Sensual. Friendly, Physically and Emotionally Attractive, Loving,

The Lover Affectionate

The Caregiver  Compassionate, Healing, Altruistic, Supportive, Selfless, Caring

The Magician  Visionary, Inventive, a Charismatic Leader, a Catalyst
Quick-Witted, Versatile, Communicative, Funny, Entertaining, Amusing,

The Jester Clever

The Creator Creative, Imaginative, Inventive, Cultured, Artistic

The Hero Couragcous, Heroic, Winners, Team Players, Superhuman, Worthy

The Master Responsible, Powerful, Aristocratic, In Control, Influential, Authoritative

The Innocent

Wholesome, Simple, Honest, Authentic, Naive, Moral, Nostalgic
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The 12 Jungian
Archetypes

Are the primary colours to any personality
and each appeal to a specific desire.




Use Balance

For the right Archetypal Mix

Core Archetype

Minimum 70% of
Brand Personality

Influencer Archetype

Up to 30% of
Brand Personality




) y EXPLORE

SPIRITUALITY

PROVIDE PURSUE
STRUCTURE GONNECTION
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Explore
Spirituality

EXPLORE
SPIRITUALITY

@ali.azadimanesh




Leave Legacy

@ali.azadimanesh




PURSUE
CONNECTION

Pursue
Connection

@ali.azadimanesh




PROVIDE
STRUCTURE

Provide
Structure
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EXPLORE
SPIRITUALITY

PROVIDE PURSUE
STRUCTURE CONNECTION
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Archetypes are universal unconscious
ideas or patterns, stories that we all
instinctively understand andrelate to.

Archetypes help you bring your brands
unigue personality and core to life and

magnetically attract the right consumers.

Each archetype fulfills the universal
human desires

diem @ali.azadimanesh
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The Innocent

“Free to be you and me”
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What is the Innocent Archetype?
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hat are innocent archetype brands like?
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SOMETHING WRONG i
SOMETHING RIGHT.

THIS NATION
WAS FOUNPED ON Opne
PRINCIPLE ABOVE ALl ELSE:
THE REQUIREVENT TRAT WE
STAN? UP FCR WHAT WE
BELIEVE, NO MATTER THE
OPPS OR THE
CONSEQUENCES.
WHEN THE MO8
AND THE PRESS AND THE @B
WHOLE WORLD TELL YOU
TO MOVE, YOLR JOB |5 70
PLANT YOURSELF LIKE A TREE
BESIPE THE RIVER OF TRUTH,
AND TELL THE WHCLE
WORLD -~
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AL INne Iinnocent

f @ sarery

Life Is Simple
And Simplicity Is Elegant

Optimistic
The Most Wholesome Things in
fertie Life are Unadulterated and Pure.
Humble

BRAND ARCHETYPES: THE INNOCENT @D ICONIC FOX



Happiness Anguish

Display
Morality Depravity Wholesome Virtue
Simplicity Complexity
Honesty Deceit Foster
Positivity Negativity feel-Good Spirlt

BRAND SLOGAN EXAMPLE

‘Dove

eal Beauty

BRAND ARCHETYPES: THE INNOCENT v ICONIC FOX



Aveeno.

ACTIVE NATURALS:

¥
PDove

The Innocent

BRAND ARCHETYPES: THE INNOCENT M ICONIC FOX



Ton t fence me”
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The Explorer

WILDCRAFT

ROYAL
ENFIELD
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What is the Explorer Archetype?
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What are Explorer archetype brands like? B
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What are Explorer archetype brands like? l
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THE EXPLORER

FREEDOM

Don’t Fence Me In

Exciting
You Only Get One Life.
Fearless
Get Out And Make It Count.
Daring

BRAND ARCHETYPES: THE SAGE @ ICONIC FOX



Adventure Confinement

Celebrate
Exploration Immobility The Journey
The Unknown Entrapment
. . Acknowledge
Self Discovery Incarceration Modern
Liberation Cavutiousness Confinements

BRAND SLOGAN EXAMPLE

BRAND ARCHETYPES: THE SAGE v ICONIC FOX
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“the truth will set you free”
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What is the Sage Archetype?

.83 e 3 A H9iThe Teacher Sage «Scholar W Sk

S OLQA. djdﬂdgwhu‘gs PXWA b-ﬁb

NS S 33 9 25 sl SKila S WA e ¢ 2S KB (EI5A U adl 31 R e

ﬂMaﬂdwdﬁjJ@M\ﬁw

L a3l ) D) 5 P 43 5305 Jhd ¢ UsgRa g By L LIS

ﬁ&ﬂjﬁ\écuﬂaﬁsﬁb\

Philips <Google «PBS BBC :Ji«

I @ali.azadimanesh I



2 ol

MJJDMEJMJcM)&L@J‘_DJ&@&M\Q&‘%‘#‘@EU

e (e
i) ) ORI AS Al aa (o fidia (3£ ¢ Mangd 4" ¢ day A ¢ ORI T Ad B
Al oSl da adia Jul Ay Laily g agdi o L

RGP RT GRS EVPEIPR]

g L Al 1 i g dgjad 5 e oMbl ¢ M S g 1) (g B 28 LSS a3 ja g
i . Gl 1) lda B ol IS K8 aa g )49 U DES e Gl 4915 258
Ll Jsi

@ali.azadimanesh




S o)A o Sl ) A wkSage S oS
A Al ) Lad Gl idie dg 1 Cile Dl b ganadd ¢yl

I TEDTalks
8 %] EDUCATION

IS ol S8BT Ay ) Gl A b Ol ke )
M\&Eguﬁ‘dgggﬁdﬁ#ﬁﬂﬁ}oﬁ
_Aﬁuaui%mdu 0312 Jas g d)l@ﬂeugﬁ#

I @ali.azadimanesh I



UNDERSTANDING

The Truth
Will Set You Free

Knowledgeable
9 Education Is The Path
Assured To Wisdom And Wisdom Is
oo Where The Answers Lie.
Guiding

BRAND ARCHETYPES: THE SAGE W ICONIC FOX



Wisdom
Intelligence

Expertise
Information

Influence

Ignorance
Insanity

Powerlessness
Misinformation

Inaccuracy

Show The
Path To Wisdom

Celebrate
Life-Long Learning

BRAND SLOGAN EXAMPLE

. Don’t be Qvﬂ

BRAND ARCHETYPES: THE SAGE
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The Hero

“wherethere’s a will there’s a way”
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What is the Hero Archetype?
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What are Hero archetype brands like? l
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The Hero

MASTERY

Where there’s a will
theres a way

Honest
We can make the world

Candid better. We have the grit and

determination to outwork the rest.

Brave

BRAND ARCHETYPES: THE HERO w ICONIC FOX



DRIVE FEAR STRATEGY

Mastery Incompetence
Become Stronger
Courageousness Cowardice and Better
Growth Deterioration
Development Downfall Prove People
w
Defence Incapability =

BRAND SLOGAN EXAMPLE

-

JUSTDOIT.

HWHHH.NIKE.COMN

BRAND ARCHETYPES: THE HERO @ ICONIC FOX
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The Outlaw

“rules are meant to be broken”
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-y What is the Outlaw Archetype?
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\What are Outlaw archetype brands like? l
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“»What are Outlaw archetype brandslike?
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The Outlaw

REVOLUTION

Rules are made
to be broken

BRAND VOICE BRAND MESSAGE

Disruptive You don't have to settle for

Rebellious status quo. First, demand more,

. second, go out and get it.
Combative

BRAND ARCHETYPES: THE OUTLAW M ICONIC FOX



DRIVE FEAR STRATEGY

Liberation Servitude
Denounce
Change Conformity Status Quo
Righteousness Complacency
Revenge Acceptance Disrupt + Shock
Independence Dependence

BRAND SLOGAN EXAMPLE

BRAND ARCHETYPES: THE OUTLAW @ ICONIC FOX



DIESEL

BRAND ARCHETYPES: THE OUTLAW @ ICONIC FOX
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“it can happen”
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What is the Magician Archetype? B
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What are the Magician archetype brandslike? l
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What are Magician archetype brands like?
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POWER

It can happen

Mystical

Tomorrow is brighter than today
Informed and all your dreams can come

true if you believe.

Reassuring

I @ali.azadimanesh I




DRIVE FEAR STRATEGY

Transformation Consequences .
Develop A Vision
Knowledge Stagnation & Live By It
Vision Ignorance
Belief Doubt Transformation
Discovery Uncertainty

BRAND SLOGAN EXAMPLE
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The Everyman

“all men and women are created equal”
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) What is the Everyman Archetype?
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What are the Everyman archetype brandslike?
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") What are Everyman archetype brands like? B
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The Everyman

. BELONGING

You're Just Like Me
And I’'m Just Like You

BRAND VOICE BRAND MESSAGE

Friendl
4 When we treat each other with
Humble honesty and friendliness we can
. live together in harmony
Authentic

@ali.azadimanesh




Connection Exclusion

Align with
Togetherness Standing Out Basic Values
Equality Isolation S
i hi Hlit Create a
Fellowship Hostility Welcoming
Inclusion Disassociation Community

BRAND SLOGAN EXAMPLE

P e @
expect more. pay less.
@ali.azadimanesh
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The Lover

“I only have eyes for you”
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What is the Lover Archetype? B
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hat are the Lover archetype brands like? l
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What are Lover archetype brands like?
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The Lpver
. INTIMACY
‘ ‘ | only have eyes for you

Sensual
= Your Striking Beauty Is
Empathetic )
Impossible To Ignore.
Soothing

BRAND ARCHETYPES: THE LOVER l'l ICONIC FOX



Sensuality Rejection

Reaffirm
Closeness Loneliness Beauty
Indulgence Isolation
Affection Invisibility Red Carpet
Love Contempt Ireaiment

BRAND SLOGAN EXAMPLE
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BRAND ARCHETYPES: THE LOVER
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The Jester

“if I can’t dance, | don’t want to be
part of your revolution”

G S 5 e cli gl il )% e JalS @l b adaal o )

G52 028 JuS by (Sla s (21045 e

CRsd e ¢ A el ¢ sl s Iyl

L1l 11 .

SN G2 ) 4l

w

- S,
FOND | S50 | 1/

il | Tattoo Artist S P67




B o & s 218
u“)h‘gﬂ‘Ju&‘““ﬁS?Jgﬂ-&éwbu‘Jgﬂw
ol () o S 0y ¢ Al A dpa g ibandh (6 ) i

Cu FTACS

W3 a0 0l Lady asi 005 pula Ja 2 28 CSaS La &y
1) st B g) a€ SiaS a3 ja dy g padly AST ¢ (i gd

JI\SL;J..:M

A o Al aga 398 G | ASCET 5 At Al gha () gamad) 53

I @ali.azadimanesh I



What are the Jester archetype brands like? !
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What are Jester archetype brands like?
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The
' P EASURE
1

If | cant dance,
I’'m not part of it

Fun Lovin
g We're here for a short time, not

Playful for a long time. Let your hair

down and start living life.

Optimistic

BRAND ARCHETYPES: THE JESTER P rconic rox




Fun Boredom

Promote
Happiness Gloom Good-Times
Laughter Sadness
Togetherness Loneliness Make Them
Positivity Negativity taligh

BRAND SLOGAN EXAMPLE

, "Y1V

DOLLAR SHAVE CLUB

SHAVE TIME.SHAVE MON EY.™
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The Jester

BRAND ARCHETYPES: THE JESTER P rconic rox
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The Caregiver

“love your neighbor asyourself”
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*What are the Caregiver archetype brands like?
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hat are Caregiver archetype brands like? l
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Love Your Neighbour
As Yourself

BRAND VOICE OO0 BRAND MESSAG

Carin
g Everyone deserves care and
Warm we must all strive to bestow
. service upon one another.
Reassuring

BRAND ARCHETYPES: THE CAREGIVER v ICONIC FOX




Support Anguish Othars
Help Helplessness Before Self
Service Ingratitude
Recognition Neglect The Greater Good
Gratitude Blame Is Worth Sacrifice

BRAND SLOGAN EXAMPLE

BRAND ARCHETYPES: THE CAREGIVER v ICONIC FOX
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Service Tailored

TA N o et At b A A to Perfection|
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Taj Dubai is an Inspiring blend of

mwayrummmmmwmm

Toreserve call +9714438 3100 | www.tajhotels.com

memmmmmﬂmmmdlmmmme
Burj Khalifa and its dancing fountains, the best of the city is right on your doorstep.

DUBAI

_ T R
AJ from the commercil and business disiricts and overlooking the (1

Hotels Resorts e cyls deht caycx "“’m
and Palaces 1497144383100 | wwwtajhotels.com
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The Creator

“if it can be imagined, it can be
created”
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What is the Creator Archetype?

5 o , 21 A 218

o U 8k (535 b ol i Syl dg QT 2R e il g3 0 (510 S e
Cud B 9 388 (o (69 98 (A Jgana (g9 JS Al g ) adia

da ol (Al sl s ST 9 AdBIA 3 S

Cond 038 ) e 9 oudd (5 3 s ¢ (bl & L

65 ) 8 Jolae il g i (o) Ly BS o ) 4y

B3 g4 gy CeBA 9 (gl sl ¢ A pa gl | Ad) g 293 U

I @ali.azadimanesh I



AWhat are creator archetype brands like? l
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INNOVATION

If It Can Be Imagined
It Can Be Created

Inspirational
P See Potential Everywhere
Daring and Uncover Originality
. With Liberated Imagination.
Provocative

BRAND ARCHETYPES: THE CREATOR M ICONIC FOX



DRIVE

Creation Stagnation ]
Inspire To Unlock

Originality Duplication Imagination
Self-Expression Familiarity
Encourage The
Pursuit of
Imagination Indifference Originality

Vision Disillusion

BRAND SLOGAN EXAMPLE
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Think different;
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The Creator o
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GIVING YOUR HOME
AMAKEOVER.
THE EASY WAY!

asianpaints

SHE IS VISITING HER
PARENTS OVER THE WEEKEND?
LET A TRANSFORMED HOME

WELCOME HER BACK.

Surprise her by giving your home a quick makeover by painting Just one wall
Choose from a range of textures with as many colour options t create your
unique look, SMS ‘SURPRISE' to 56161, call 1800 209 5678 or log on to
www.facebook.com/royaleplay, and 3 couples coul win & chance to meet Saif*.

COLORFUL
START TO A

REAT

BEGINNING

" asianpaints
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The Ruler

“powerisn’t everything it’s the

. »
only thing
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What is the Ruler Archetype?
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hat are the Ruler archetype brands like?
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The Ruler

CONTROL

Power isn’t everything,

‘ ‘ It’s the only thing

Commandin
g You are Successful in work and
Refined in life. Reward your excellence
. and your achievements.
Articulate

BRAND ARCHETYPES: THE RULER w ICONIC FOX



LOUIS VUITTON

Mercedes-Benz

W

ROLEX

BRAND ARCHETYPES: THE RULER P rconic rox



Power Weakness

Exert
Prosperity Insignificance Leadership
Status Failure
Success Poverty Demonstrate
Wealth Destitution SURSIIOHY

BRAND SLOGAN EXAMPLE

Jo \-Mercedes=Benz
4 The_pgst or.nothing.

BRAND ARCHETYPES: THE RULER v ICONIC FOX




A Crowen For Tvery Achievemenr

W

ROLEX -

EVEN
ACOPY

S VELVIL 4
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‘Ihe Power of Precision
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“When you need a diver's waltch that
no ane would aclually dive in"

ROLEX



Wiversal human desire &
#a¢h archetype meets the desire

Creator Innocent
Ruler innovation safety Sage
control understanding
Caregiver e ice % f Explorer
earn for
service JEACMUICRTY ) freedom
the world jill Paradise
Leave a
belonging Conne.Ct mark on liberation
Everyman with Ooutlaw
others the world
enjoyment power
intimac master ..
Jester 4 Y Magician

Lover Hero

I @ali.azacdimanesh I
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THE CAREGIVER
SUPPORT

CAREGIVER BRANDS

&G;V; Gampblli @

> DESIGN H




THE CREATOR
INNOVATION

CREATOR BRANDS

’

3 Youlube ‘ SONY

> DESIGN




THE EVERYMAN
BELONGING

EVERYMAN BRANDS

> DESIGN




THE EXPLORER
FREEDOM

EXPLORER BRANDS

@’ Jeep

> DESIGN




THE HERO
DETERMINATION

& & o+

> DESIGN




THE INNOCENT
SAFETY

INNOCENT BRANDS

=
innocent

little tasty drinks




THE JESTER
ENJOYMENT

JESTER BRANDS

man: Ol Spice

> DESIGN




THE LOVER
INTIMACY

LOVER BRANDS

> DESIGN




THE MAGICIAN
TRANSFORMATION

MAGICIAN BRANDS

PICTURES

> DESIGN




THE OUTLAW
REVOLUTION

OUTLAW BRANDS

oise SRR




THE RULER
CONTROL

RULER BRANDS

L § D

> DESIGN




THE SAGE
UNDERSTANDING

SAGE BRANDS

' e =
= 5 (5[ C
Massachusotts C
Institute of

Tochnology OXFORD

> DESIGN




mam:

“.
Ok Spice

Jeep
3 YouTube
SONY

’
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Other Names:

Artist
Entrepreneur
Storyteller
Visionary

Other Names:
Angel
Guardian
Healer
Samaritan

" Al 2 m‘ﬂ )

&
Drocks Britthers

BRITISH
AIRWAYS sumer

Q)
Allstate.

You're in good hands

— e -adimanes

| Caregiver

Creator

Provide
structure to
the world




-m method ‘ o | T Other Names:

pesibai iy P,‘[Ul (G 6 3 Child

RED @ M - méP Dreamler

CROSS " l M\ @ L Idealist
a \ WA

Muse

Innocent

Yearn for Explorer

I paradise



Leave a
mark on
the world

Other Names:
Activist
Gambler
Maverick
Rebel
Reformer

Outlaw

Magician

SWISS ARMY

m A

Seeking Change

@ali.azadimanesh




Other Names:

Advocate belonging
Citizen Everyman
Networker
Servant R
b enjoyment
@ A intimacy
Jester

Lover

Seeking Connection

@ali.azadimanesh
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Jennifer Aaker

January 15, 1967 (age 53)
Palo Alto, California, US

Alma mater University of California, Berkeley
Stanford Graduate School of
Business

Occupation Author, Social psychologist

Board member of Brit + Co
California Casualty
Your Story
Accompani
Pixlee

Website https://www.gsb.stanford.edu/facul
ty-research/faculty/jennifer-lynn-
aaker
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https://en.wikipedia.org/wiki/Stanford_Graduate_School_of_Business
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Bo Canaid  d=d (gl ST yauis Jdo

Brand personality
| [ [ |
Sincerity Excitement Competence Sophistication Ruggedness
Down-to-earth Daring Reliable Upper class Qutdoorsy
- family-oriented - trendy - reliable - upper-class - outdoorsy
- small-town - daring - hard-working - glamorous - masculine
- down-to-earth - exciting - secure - good-looking - western
Honest Spirited Intelligent Charming Tough
- sincere - cool - intelligent - charming - tough
- honest - spirited - technical - feminine - rugged
- real - young - corporate - smooth
Wholesome Imaginative Suecessful b 3y uas i 1<) 0
- original - unique - successful ’
- wholesome - imaginative - leader
- confident
Cheerful Up-to-date
- cheerful - up-to-date on &l o lgab g YL oS
- sentimental - independent JYCORSS P IES e 1) B 03
- friendly - contemporary R Sy ] Logso 2 9>
§>lo Q=9 Aok g o 9 L)y
. . cwl Jib s o
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- wholesome Gt
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- cheerful
- sentimental
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Excitement

Daring
- trendy
- daring
- exciting

Spirited
- cool

- spirited
- young

Imaginative
- unique
- imaginative

Up-to-date

- up-to-date

- independent

- contemporary

1ality Scale.

Dhimencione of hrand

I @ali.azadimanesh I
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Competence LA;\?\LJD l

Reliable o2l 550 WHgo Cols) wlide WVgame Hu &S ELw b
- reliable o . T . . ‘oo s . . w la
- hard-working e oldise ) ol diz yislol Ll 3l Lalike glodis all wols,
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- intelligent e col.xzw.bl ) .)Ju)l.g.c L.A.A.’)\LJD A dcgoxo))) Olawo IR L,Q_'>9Jd_)
- technical il . e .1, e L.
- corporate @:mg.o Olsobl bB yiiw Jease SO & (Shao O Cabdgo g (glieubgd
w2 . o 8 v o . . R B
Successful lor & G990 9 (§lowgd (puzxod awl HI951 (6)5VL Cumlo Gl Ll
- successful - - e X
- leader ol ©lyp casVo (391 3929 4 53l HOSU jU Jeame aw ol
- confident 4 . . ~ . X
o2l il Jds 4 gz Gge lodipn ST OB L)l Jease

AS 1w Cuwd Caddge 4 A5 diwslyl o Sig

I @ali.azadimanesh I



Sophistication

Upper class
- upper-class
- glamorous
- good-looking

Charming
- charming
- feminine
- smooth
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Ruggedness

Outdoorsy
- outdoorsy
- masculine
- western

Tough
- tough
- rugged
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Brand Personality

i
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Comparison between the Brand Personality Dimensions in Brazil and in Other Contexts

Brazil

USA

Japan

Spain

CREDIBILITY

Traits (e.g.): loyal,
consistent, correct,
confident, respectable,
etc.

JOY

Traits (e.g.): happy.
extrovert, festive, funny,
ete.

AUDACITY

Traits (e.g.): daring, up-

to-date, modern, creative.

SOPHISTICATION
Traits (e.g.): chic, upper-
class. elegant,
sophisticated, etc.
SENSITIVITY

Traits (e.g.): delicate,
sensitive, romantic,

COMPETENCE

Traits (e.g.): trustworthy,
intelligent, technical,
successful, leader,
confident, hard-working.

SINCERITY

Traits (e.g.): realistic,
familiar, honest, cheerful,
friendly, sincere.
EXCITEMENT

Traits (e.g.): daring,
modern, exciting, young,
spirited, imaginative.
SOPHISTICATION
Traits (e.g.): upper-class,
glamorous, attractive,
feminine.

RUGGEDNESS

Traits (e.g.): adventurous,
masculine, firm, rugged.

COMPETENCE

Traits (e.g.): consistent,
responsible, confident,
masculine, patient.

SINCERITY
Traits (e.g.): Kind, warm,

attentive.

EXCITEMENT

Traits (e.g.): fun, talkative,

optimistic, friendly,
spirited, contemporary.
SOPHISTICATION
Traits (e.g.): elegant,
romantic, chic,
sophisticated, extravagant.
PEACEFULNESS

Traits (e.g.): shy, sweet,
naive, dependent, childish.

PASSION

Traits (e.g.): fervent,
intense, spiritual,
mystical, bohemian.

SINCERITY

Traits (e.g.): correct,
attentive, sincere,
realistic.
EXCITEMENT

Traits (e.g.): cheerful,
extrovert, daring, young,
imaginative.

SOPHISTICATION

Traits (e.g.): glamorous,
chic, elegant, confident,
leader

PEACEFULNESS

Traits (e.g.): affectionate,
sweet, kind, naive,
peaceful.

Note. Source: Aaker, 1. (1997). Dimensions of brand personality (p. 352). Journal of Marketing Research, 34(3), 347-356.
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Archetype Archetype Manifestation Personality Trait Brand Personality Dimension
Stability Reliable Competence
Ruler Tough Ruggedness
Upper Class Sophistication
Stability Imaginative Excitement
Creator Independence Unique Excitement
Upper Class Sophistication
Stability Embraced Sincerity
Caregiver Belonging Welcoming Sincerity
Genuine Sincerity
Belonging Genuine Sincerity
Jester Mastery Charming Sophistication
Imaginative Excitement
Belonging Welcoming Sincerity
Lover Stability Charming Sophistication
Embraced Sincerity
Belonging Welcoming Sincerity
Regular Guy Reliable Competence
Genuine Sincerity
Mastery Adventure Excitement
Outlaw Independence Tough Ruggedness
Charming Sophistication
Mastery Embraced Sincerity
Magician Belonging Reliable Competence
Imaginative Excitement
Mastery Adventure Excitement
Hero Genuine Sincerity
Tough Ruggedness
Independence Unique Excitement
Sage Stability Reliable Competence
Imaginative Excitement
Independence Adventure Excitement
Explorer Unique Excitement
Tough Ruggedness
Independence Genuine Sincerity

Innocent Mastery Unique Excitement
I Reliable Comﬁetence I
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What the brand is / what the brand looks like:
Physical/functional characteristics of the brand

Rational advantage for me. What the brand does:
The results of using the brand.

Psychological advantage of using the brand:
How the brand makes me feel about myself / how
others feel about me, using the brand

If the brand were a person:
How would it be?

Brand Essence: The core of the brand.
Ml The sum of characteristics in the wheel.
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Brand Wheel structural model, Bates Worldwide

Key idea, core

Brand
essence

- Personality

In comparison to other
brands

Physical characteristics
(color, package,
aroma)

Source: [Domnin, 2009; Starov, 2008]
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R Brand Wheel structural model, Bates Worldwide

Key idea, core
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Brand
essence

In comparison to other
brands

Benefits

Physical characteristics
(color, package,
aroma)

Souce [Domrm 2009 Stamv 2008]
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4. Results

1. Vichy Brand ldentity

YOUR IDEAL SKIN

Reliable, stylish/sophisticated,
intelligent T

Brand

oo essence

Skinlife science P 2

Safety \ ersonaht‘l/

Origins: Vichy thermal water P AN A

Pleasure B f \\
Values |

Efficacy Feel self-confident o

Safety Feel charismatic /

Textures Flawless skin &

Deep action Feel on the top of
things (in control)

|
?‘“‘ 7

W vichy .

Paris, 2014

S ol Benefits
Attributes
u,l\, B [i‘ !

Eask I
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New Collection Launch | Marketing Plan

22.10.2009

/ARA
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Zara Brand Wheel

Fashionahle clothes
Varied assortment
Trendy colors
Feminine cuts

Fashionahle product lines for moderate costs
Customer-centered business
Runway trends adapted for the streets

Fashion-oriented woman
Trendy in every situation
Feeling good about looking good

Fashion - friendly
Feminine
Hot and trendy

High-Street Fashion
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BRAND IDENTITY

1. Product scope 7. Organization attributes 9. Personality 11, Visual imagery and
2. Product attributes (e.g. Innovation, consumer, (e.g., genuine, ' metaphors

3. Quality/value concern, trustworthiness) energetic, rugged) 12. Brand heritage

4. Uses 8. Local vs Global 10. Brand-customer ’

5. Users relationships (e.g.,

6. County of origin friends, adviser)
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BRAND IDENTITY
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Brand As Product Brand as Brand As Brand As
5 Saarch Organization Person Symbol
3. Fast 2. Hardworking, 2. Honest, but 2. Simple
Y s . fun, cult playful. design, basic
comprehensive X
4. “The best” 3.Global view 3. Always QETL’at(:gg s
) there for you. ?
5. Find anything: 3. “old
research to fun internet’
6. Everyone

7. International
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1. Physique is the set of the brand’s physical features, which
are evoked in people’s minds when the brand name is
mentioned. Kapferer states that this aspect has to be
considered the basis of the brand.
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Personality is the brand’s character. This can be realized
by using a specific style of writing, using specific design
features or using specific colour schemes. Also a person
can be used to vitalize a brand.
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Culture is the system of values and basic principles on
which a brand has to base its behaviour (products and
communication). Many associations in this area are linked
to the country of origin; Coca-Cola appeals to American
values, Mercedes-Benz to German ones and Citroén to
French ones.
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A brand can symbolize a certain relationship between
people. Relationship aspect requires a brand manager to
express the relationship his/her brand stands for. For
example, Lexus differentiates itself from BMW by giving its
customers the red carpet treatment.
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Reflection (of the consumer) makes reference to the
stereotypical user of the brand and is the source for
identification. When thinking in terms of reflection, in the
case of Coca-Cola you could describe the consumer base
as15 to18 year olds (with values such as fun, sporty and
friendship), while the actual target group of this brand is far
broader.
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6. Self-image is kind of a mirror the target group holds up to
itself. A Porsche driver who thinks others will think he is rich
because he can afford such a flash car. Research has
shown that Lacoste users see themselves as members of a
sporty club, even if they do not actively play any sports. . c.cyen
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Brand Identity Prism — 6 Elements

Physique
Tangible physical qualities.
Logo, colours, housestyle

Personality
What kind of person if it were human ?

Culture
A set of values,
fundamental ideas

Relationship
What kind of relationshi
with other people ?

Aspirational
Reflection

Who is the stereotypical customer ?

Band dentty Prism’ by Jean-Noel Kaplerer, The New Strateqic Brand Management, 2012, p.156

I @ali.azadimanesh I




IR Ny o Hehie Jow

St Y oul 2EHk ygal $ )y le o)y 5>

ALY S350 250

I @ali.azadimanesh I



Always ,
/ Everywhere _ s
7

| o
COIOUI’,I Sharlng

Refreshing

. Q
Community More than v :
v

m= just &
‘ adrink in b
l\‘lND\l!U\ ' 6
a bottle 2

Youthful

Interactive

@ali.azadimanesh




(flagship) |
Beauty bar Z)OV@
Dove » <Y

<

Soft product shapes,

Moisturising
gentle pastel colours

Inspires everyone to ‘feel’ beautiful

g

g Cares for me

Radiant women, comfortable with self

! Gentl /
Logo, entie Innocent -
Mnemonic, |/ Mild p - Dove
White / .
: honesty Well being
I
| Rea I [ grey?
| [ gorgeous?
7/
Beauty ,
/ |
’ [FRLT 7 LY S -h.‘}hu
» & "Now | inow
( PmeOting Challengmg oy N 15 Dot

Self Esteem  Stereotypes

‘real’ women
(no supermodels)

Relationship
S
ainynd

-~
~
~
~
~
~
™ ~

| g
l ~
: I'm

o - . . \
I ¥ - DRRRIRE RN Optimistic E
I

Part of a beautiful community anit Confldant

@ali.azadimanesh

~




185 Jae polwly Colw plhgiw) ghy 35y Cge Jro =lhb o

25 Jao pelwly 395> )5 9 camS gl By e Jso 2hb o

I @ali.azadimanesh I



[ds*amﬁ)%]

e 330 «Noi)T Jo

[ e iy J[ (e 3y ][ Olojlo 35y ]

Oley Je

y92liigy by brand key (Jaw

I @ali.azadimanesh I



L Olyde L Groc dzbao *

VMV

(managers)

0950 585 69 1 g0

NI phiz 4 daw) dgS> ¢

* pogas g leand Wlaiouas

Ulf.)..usuwb
OLS)5 Wloasuas ¢ . S
).uJ
Cudgo U LS5 L dusbao » . . ..
S OEE RS Organization Brand - LS,

ol gy plue) *

+ @IS g Jaill g agilly olyyide

Culture Image
(employees) ( other stakeholders)

I @ali.azadimanesh I



Brand
Expectations

Brand
Promise

Brand Identity
(Self-image)

Brand
Behaviour

=
E
@
=3
=

" Brand Image
(Public image)

Christoph Burmann
Tilo Halaszovich
Frank Hemmann

Brand
Experiences

|dentitats-
ENELE
Markenfiihrung

Internal Target Groups External Target Groups

I @ali.azadimanesh I



Cluwl ol JuKid o juris 4> Hl 05 5 Cugd

6,)L)> Cawl )|)9 (S yiuio de.cul {GSTY-)
WVl 9 AS e Lo

Brand Identity

Brand Image

T
Self-image of -

3
--3---- - oo B

internal target groups

I @ali.azadimanesh I



Brand identity communication process

Sender Mean of communication Receiver
Company Consumer
Coding J Decoding/J

N I
Brand identity 7 > Message 4 Brand image

Other signals —
A v

Feedback < Reaction

Source: [Doyle, 2001; Starov, 2010]

Competitors’ activities - Other factors

Inappropriate BR ID 6 obstacles for BR ID - External brand-related signals

Inefficient messages communication . Inhapprc;pnate communication
channe
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brand's internal target groups
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Brand identity as the self-image of the
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Brand Identity

Vision
Where are we going?

Personality
How are we
communicating?

Values
What do we believe in?,
A

Origin
Where do we

Brand identity as the self-image of the
brand's internal target groups
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Brand Identity
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Personality
How are we
communicating?

Values
What do we believe in?
Competences
at are we capable of?
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9. Essence

The distillation
of the Brand into
Y s The a core idea The single
(S o '))J )b differentiating or promise. most compelling
functional, and competitive
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4. Insight

The element of all you know about the target
consumer and their needs (in this competitive
environment) on which the brand is founded.

2. Competitive 3. Target
Environment

The market and alternative The person and the situation
choices as seen by the for which the brand is always
consumer and the relative the best choice, defined in
value the brand offers in terms of their attitudes and
that market. values, not just demographics.

1. Root Strengths

The original product, values and/or benefits
that made the brand great and on which we want to build.
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2. Competitive
Environment

The market and alternative
choices as seen by the
consumer and the relative
value the brand offers in
that market.

3. Target

The person and the situation
for which the brand is always
the best choice, defined in
terms of their attitudes and
values, not just demographics.

1. Root Strengths

The original product, values and/or benefits
that made the brand great and on which we want to build.
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4. Insight

The element of all you know about the target
consumer and their needs (in this competitive
environment) on which the brand is founded.

2. Competitive
Environment
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The person and the situation
for which the brand is always
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that made the brand great and on which we want to build.
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VALUES & PERSONALITY REASONS TO BELIEVE

female an organization lead by women

independent high ethical standards: meaningful luxury
ambitious integrates tradition and trends

humanistic, social, caring particular craftmanship / one-of-a-kind pieces
traditional and modern curated collections

hospitable

supportive and curative

ESSENCE / BRAND IDEA

Empowerment
| . ) A -
BENEFITS DISCRIMINATOR / USP
Rational: Vieri is a demanding and value-based brand, which represents all facets of my
Vieri combines material and non-material values to a create a higher value. personality. Vieri demonstrates a self-conscious, successful, independent, and
Emotional: caring female role model, that | can identify with and which gives me
Vieri underlines my identity, and represents my vision. Vieri grounds me, and orientation.

gives me strength for my roles and tasks. Vieri makes me stronger.

.

INSIGHT
A growing number of financially independent women buys her own jewelry. They are looking for the outstanding (connoisseurship) and they seek special advisory.
W= For them buying jewelry is about self-acceptance, reward for personal success, and an expression of independence as well as a manifestation of individual values. [T
\ \

COMPETITIVE ENVIRONMENT TARGET
Primarily: Absolute luxury: New money, old money, beyond money
Upcoming high jewelry designerns & brands Focus on old European markets / later growing markets (Asia, South America)
(Irene Neuwirth, Repossi, Loree Rodkin) Women, age: 40 — 65, ambitious, successful, and financially independent
Secondarily: strong personalities (hero archetype), role models for others, socially engaged
High jewelry brands (Chopard, Cartier, Bulgari, Piaget, Chaumet) strong individual opinion about luxury (connoisseurship)

couture-brands with high jewelry collections (Chanel, Louis Vuitton, Dior)

ROOT STRENGTHS
Family company in third generation / based in Zurich, Switzerland
Respected in the industry
Company vision / mission: meaningful luxury



0. REASONS TD BELIEVE 8. DESIEN PHILISOPRY
T

%l of our product
mm:lms

1. BRAND PERSONALITY

The paraanity of

"
ars chosan

6. SERVICE VALUES

v our

4. INSIGHT
The sisment of all we know about our targsted
‘customer and their needs on which our brand i
founded.

. COMPETITIVEENYIRONMENT | 3. TARGET CUSTOMER
Cur targst customers and the

‘situation for which we m!
‘ahways be thair firet o

1. ROOT STRENGTHS

‘What the businses has been Duilt on over history that has mads it succsesil.

GONTAGION

8. REASONS T0 BELIEVE

Wa're thought leadsre and influencers.
W continually punch above our waight.
Wi creats future stars.

Wi have the businesa results and the gold awards to prove It,

Ju=t talk to cur clients.

1. BRAND PERSONALITY

Embrace diffsrent.

‘World ciass brains.

‘Wie'll dis fior 2 good idea.

The new world iz whers we live.
‘We're about buginess not just ads.

Ona stop shop.
‘When you win, we win.

4, INSIGHT
Cen .nm a sinking fseiing that

2, COMPETITIVE ENYIRONMENT.
hinke they can muscle in
current or futurs ciisnts

Indspendent
, DANGER

10. DIFFERENTIATORS

8. DESIGN PHILOSOPHY

Bset in class.

Pretty iz good, idess are Detter.
Made for humans.

B. SERVICE YALUES
T8 in it togetnar.

3. TARGET CUSTOMER

Anyons who's Drave enough to adapt to
this new workd and nesds & partner to
et them thars.
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VETO ECONOMIC
POWER BUYER

LIGHT
INFLUENCER

END USE HEAVY
CHAMPION SeR INFLUENCER

YOUR PRODOCT
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David Aaker’s Brand Equity Model

Perceived

Value

Brand

Reduced Marketing costs
Trade Leverage (influence)
Create awareness etc.

Awareness

Brand
Equity

Perceived

Anchor to which other can be attac
Familiarity liking
Signal of substance/ commitment

he

Quality

Reason-to-buy
Differentiate / position
Price the brand

Build extensions

Brand
Associations

Help process / retrieve information
Differentiate / position
Reason-to-buy

Create positive attitude / feelings
Extensions

Other
Proprietary
Brand Assets

Competitive
Advantage

—

Provides value to
Customer by

Enhancing customer’s:
*Interpretation/ processing
Of information

*Confidence in the
purchase

Decision

—~Use satistaction

wali.acaudliiiiaglilicolli

Provides value to firm

By enhancing:

*Efficiency & effectiveness
Of marketing programs
*Brand loyalty

*Prices / margins

*Brand extensions

*Trade leverage
*Competitive advantage
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Brand Equity

Brand Equity

Awareness Association Perceived Quality
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Brand Recognition

Brand Recall

Top of Mind Awareness
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HIGH

RECOGNITION

LOW

The Graveyard Model

MOJTABA
KHERADYAR

Graveyard <— BRAND —=—"""""7"~
--—"/--J-—a-_
/"-
X

Niche

/ Brand
I,a"
."
|

LOW RECALL HIGH
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Advertising & Branding Consultant




= Brand Awareness

Poor communication I
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Aaker Brand Equity 10
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Brand Evaluation

Brand Awareness

\ Brand Association /

Brand 1
Perceived Quality
Brand Loyalty
Brand Awareness
Brand Association
Brand 2

Perceived Quality

Brand Loyalty
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Customer-based brand equity (CBBE)

What about Brand & Audience

What about Brand N (C.B.B.E) J»

What is Brand

Who is Brand
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Stages of Brand
Development

4. Relationships
What about you and me?

A

3. Response
What about you?

2. Meaning
What are you?

1. Identity
Who are you?

Resonance

Judgments

Performance

Salience

Feelings

Imagery

Branding Objective at
Each Stage

Intense,
active loyalty

A

Positive,
accessible reactions

Points-of-parity
and -difference

Deep, broad
brand awareness
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Auol

Positioning itself as a luxury brand as an alternative to Mercedes

and BMW

Improving Quality Perception
Styling perceived as a strong point
High on reliability

Leader in Sports Car Endurance Racing {Le Mans 24hr)

Leader in 4xd sedan implementation — Quattro
Innovative Design awards

Active

Engagement on Social Metworks

Engagement through placement in blockbusters such as iRobot, Iron Man
Active within highly visible motorsports — Rally, Autocross, Endurance

Halo products — Hybrid, Electric and Supercar

Resonance

Judgements Feelings

Performance

High brand recognition and recall
High Depth and breadth to range

Salience (awareness)

Portrays an image of Fun, Excitement, Self Respecting

Uses technology as its differentiator to make customers feel
smarter about their choice

Emotional play on power, speed, safety, happiness

*  Modern product for Modern Customers
+  Deliberately looking to be different

*  Successful

Sporty

High Digital recognition — 9m Facebook Likes For Audi and 7m Likes for Audi

Motorsport

Strong heritage (based on brand history), in both manufacture of vehicles and winning

in motorsport

@
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commamity, layalty &
attachement

SATISFACTION

comfort and superiority
in all cabin dasses

GLOBAL RESPONSIBILITY &
MIODERNITY

Permanent Innovation combining

eco-effidency and bio-fuel uzage; with responsibde business maode:

SALIENCE
HIGH AWARENESS
TOP of mind between others global leading airlines, high recognition
and as lifestyle perception
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BRAND
RESONANCE
PYRAMID
CBBE

RESONANCE

e Strong brand loyalty.

o Same theme of advertisements
iconic Chanel.

JUDGEMENTS
* Qverpriced.
* Value for money.

FEELINGS
e Sense of high social status / price.

PERFORMACE
* Good quality.
® Durable.

IMAGERY
* Themed use of black and white

* Emphasises luxury / sophistication.

SALIENCE

* |conic brand status.

* Low recall rates, high brand
recognition.

CHANEL

Resonance

Feelings

Performance

Salience

@ali.azadimanesh
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Our survey’s respondents* relationship with
the brand, according to the Lovemarker:

<+ Acommodity for 46.9%

*»  Abrand for 18.8%

< Alovemark for 34.4%

engine supplier for other teams.

<+ Users are loyal to the brand: there's a good chance they will
buy another Mercedes in the future. Its 2013 brand loyalty in
the U.S. stood at 55.9%, making it the 2nd best car brand.

<+ Engagementin F1 each year with a branded team and as an

<+ The 2013 3rd best car brand for quality and 2nd best for
technology/innovation according to U.S consumers.

< Itholds a guaranteed place in the consumers’ set of
choices thanks to its worldwide popularity and success

<+ Still a leading car brand, even though it appears to be
losing ground to BMW and Audi.

Hot on quality for 78% of our respondents*.

@ali.azadimanesh

Mercedes-Benz

% Warmth, security, social approval and self-respect.

< The customer feels he/she deserves the refined
pleasures of life and knows how to enjoy them.

¢ Asserts a privileged lifestyle: “The Best or Nothing”.

<+ Ourrespondents’ emotional associations: elegance,

comfort, class, safety, timeless, tradition, old, noble.




BRAND
RESONANCE
PYRAMID
CBBE

Resonance

Feelings

Performance

Salience

I (@all.azadimanesn J

Y Heineken

RESONANCE

*Repeated purchase.

| oyal following.

eStrong and wide online
community.

eStrong positive perception:
association with happiness and
pleasure.

JUDGEMENTS

e\ery recognizable brand image.

e Trustworthy brand.

o Quality.

oA choice of consideration during
purchase.

eSuperiority.

FEELINGS

eHaving fun.

ePleasure.

eRelaxation (after work and during
holidays).

efashionable and trendy.

PERFORMACE

eUniversal premium larger beer.

¢|ong stoy and heritage: universal
beer.

“Universal” tase.

Design and packaging: iconic
brand name.

e Sustainable brewer (enviroment
reports - charities).

IMAGERY

¢Young male.

s Highly sociable.

o Self-confidence.

o Trendy.

eParty goers.

Special moments / events.

SALIENCE

(lobal branding: green bottle +
red star.

*Huge and strong advertising
campaigns.

e Sharing good moments.

*Friendship.




Name

The most important element of brand identity, after

the essence, is the brand name
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Name
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Naming Brief

Goal of Project

What is the goal of the

proj ple
"D
for the newco of run

shoes.

a

elop a brand name

W

'}

In a Nutshell

What does the company
do? Example: NewCo
provides trail running
shoes for competitive
athletes

Naming Steps

Brand Positioning

How is the brand
positionad? l.e. M
shoes are for toda
modern adventurer and
outdoor enthusiast who
aspires to challenge
thems 2s and belo
a community - one tha
about the
live in.

the highast
in materials

@ali.azadimanesh

Consumer Insights

Any insights out thera?

i.e. Trail running is gaining
popularity among runners
and becoming more and
more mainstream.

Consumers are tuned into
authenticity and will ¢
b vhen they see it.. and
loudly!




Naming Steps

First Step

« Brand Vision

* Brand Essence

« Brand Personality

* Product Category

» Check Competitors’ Names
Second Step

» Create a list of names
Third Step

+ Name Screening

« Brand Vision, Essence, Personality, ...
* Meaningful

+ Different (Competitors)

* Pronunciation

* Reqistry
* Meaning in other countries
« Domain

Fourth Step
* Market Research

SOUICE: ko 553 (sl plS ko LS @ali.azadimanesh




aming Techniques

Descriptive | Geographical Acronyms | Alliteration | Neologism | Combination | Letters and | Arbitrary
or Rhyming numbers

WeChat Fiji Water W: YouTube Kodak Walkman Apple
Sl 0pe Sigled Bayensche Piggly Wiggly b A
l)bT Motoren Tic-Tac
WELE 5 b
GE b
<! 9>

SOUICE: e 255 (il 15 o o9 @ali.azadimanesh




Jud g 2,08 L g olgS

Sguls A5G ¢ Jadly o) 4

b N slp 0,8 a4 pamio

Abl adls 6 )85l iy Sl 8550 e L

sl asle |y Mol s sl Jaoes jo oolaiul e Lls

ML.’ £ :.L) OM . 1°‘E| . “l’l..é

Aol adls cawga 1y ol cBan )b i

L > < Y B 6t —

I @ali.azadimanesh I




SPS LA NN

Slowal cay a5

o ol 0y

e ol 0,5 Jbye

ol slal il axlllas

ks sLluails g5, » Giagh el
ELTREES

~ & 6 t < —

I @ali.azadimanesh I



P sledg) s

IRRELEVANT RELEVANT 1 Ra
DEVIANT DESCRIPTIVE Np N
Marp, Mg

APPLE GENERAL MOTORS TR X

AMAZON ELECTRONIC ARTS 4/

NEOLOGISTIC ASSOCIATIVE

WORD SPOTIFY FACEBOOK
KODAK LINKEDIN

NON-
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Founder: named after person or people The Bill Gates Foundation

Descriptive: convey the nature of the business Match.com
Fabricated: a made up name Kodak, Xerox
Metaphor: a noun used to allude to quality Puma
Acronym: of the full name. Initials only (AGO) M&M :Mars & Murrie
Magic Spell: altered spelling that is unique and memorable Netflix

Combinations of above: Citibank (descriptive & magic spell)
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Brand
Identity

)
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Logo
Tone
Name \
/ Jingle
Brand e
Elements
Slogan / \ Packaging
Characters
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Topology of logos

e The Wordmark
e The Symbol (icon)
e The Combination Mark
e The Emblem
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FJEly!
b8 Q)
e The Wordmark

Canadid Cately Google

The Word Mark is the most common style of
logo—39 % of the top 100 global brands use
this approach.

This type of logo turns the word itself into the
graphic representation of the brand.
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FIEly!

e The Symbol (icon)

B

No words necessary.

QUESTION: What are the benefits of this approach?

ANSWER:

1. Your brand transcends language

2. It creates an iconic presence

3. Opportunity! Only 3% of the top brands in the world are
strictly symbol brands

@ali.azadimanesh
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FJEly!

e The Combination Mark

*22BlackBerry. = at&t Q QepPsi

ROLLS

Egﬁ IIIIIII’ﬁD( McQonare JAGUAR
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An emblem is typically a metallic (or metallic-looking) version of the logo, the term is associated
most with the automotive industry, one of the few remaining manufactured goods that use such
physical manifestations, these days. Also, an emblem can represent a specific division of an
automaker (i.e. Lexus and Scion are emblems of Toyota, but use their respective emblems).
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Monogram logo

®
___M:__
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Logo

Wordmarks or logotypes

_
1
it

Goo gle
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Logo

Pictorial or logo symbols

2. @
:0Lod

L/ ¥ e RS
\\ 1aP jl —
g\ MAELLLI
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Logo

Abstract logo
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Logo

Mascots logo
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Logo

combination
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Logo

emblem

ALEFJAVOSI
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Mercedes-Benz
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1976-1998 1998-2000 2001-2007 2007 -7
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O_\\/ Mercedes-Benz

In communications the Ambition to Lead is
verified by four brand experiences:

i ™
: Qur aim: :
To be the leaders for brand, uct and communications. 1
! I
|
I - i
1 1
' i
: The integrative guiding theme for brand communicasions: 1
: “The best or nothing". :
= 1
: AL NGIBLE B 1
i 1
I 1
1 Responsibility Fascination Perfection :
I
1
: VERIFIABLE BY. :
- 1
i 1
I Refined :
: sportiness ]
\ I
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Brand Sense

Buyology

Bra‘nd Sense

REVISED AND UPDATED

R AR I R

Visual ldentity Martin Lindstrom
Q’\\%—\\\ess 80/700
#)
4 L ;
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Brand Sense

TOUCH TASTE
HEARING
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Background & Mission
Increase the Dunkin Donuts coffee consumer base.
offeo. Vs why s called “The City of Collee”
inkin Donuts’ is mose strongly brankded for donuts than coffee
5 over Dunkin

ablish the thinking that Dunkin
for their colipe fix




From the day we were born we use our senses to learn about
things. We learn it while we’re doing it — and have had a lot of fun.
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Sensory Importance

Taste Sight Smell Sound

Source: Brand Sense by M. Lindstrom
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Image
ograph
Typography Product sound

Colour
Sonic logo
Logo

Flavour Brand music
Product texture
Mouth feel w @

Pack rﬂéterials

Product

fragrance Signature

aroma
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VISION
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VISION

* Sight is the most seductive sense
of all. It often over rules the other
senses, and has the power tc

persuade us against all logic  Look at that
brand!

Well, ever since advertising was born, it was oriented
on our sight, mainly because that sense is most
responsive to the environment.
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92.6%

of the population puts
most importance
on visual factors such as
color and shape when
buying products.
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&f0oca-cola Case Study

e Coca-cola took their color Red very
seriously, Santa Claus traditionally
wore until coca-cola began to
promote him heavily from 1930’s.
Now in every shopping mall across
the western world, Santa wears the
color of coke

I @ali.azadimanesh I



before

Prior to 1931,
Santa was
depicted as
everything
from a tall
gaunt man to a
spooky-looking
elf

Bl
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and take.

*More and more consumers were taking bottles of Coca-Cola
home with them to keep cold in their ice boxes

*Advertising that showed people leaving out a bottle of
Coca-Cola for Santa on Christmas Eve actually inspired many
families to do so - a tradition that, for some, continues today.
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NESCAFE
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Taste
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Colgate/&i®

Flyoride Toothpasté
Imuumlmn sz'HF g
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>

Fluoride Toothpaste
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with Active Fluoride Great Regu?
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* Sound is related to Mood just like Smell is related to Memory

* Sound creates “Feelings and Emotions”. An emotional movie
won’t seem that emotional if one watches it without sound.

*  Most successful brands today are those who that deliver Feelings
and Emotions
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Sound Engineering - Example PORSCEHE 911

PLAY ¢ DOWNLOAD »
5t )
\f
248 PLAY ¥ DOWNLOAD »
011 Carrera 8: Drive Scene
MPA-E oemar
bt PLAY » DOWNLOAD »

Source: httoz/fwww.porsche.com/usa/models/91]31]-camera/eallery(atabindex=6




Company-own
acoustic noise
detection room

From the estimated
Euro billion, that

is needed for the
development of a
new model, up to
5% are spent on
acoustics.

@
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Mercedes Doors Have a Signature Sound




SENSE OF SMELL

¢

-

[Humans are able to "
distinguish over (}!’

lo ooo .that are being
transmitted to

our olfactory
O™C._  different odor N - system in the
molecules... brain...
. -
i -
CC_‘\(. _ - - ..where it is
closely tied to
memory, mood,
stress and
concentration.

I @ali.azadimanesh I



NESCAFE.
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SENSE OF SMELL

Starbucks is one of the companies that is well aware
of the power of sensory branding.

Through their characteristic cozy interiors, nice barristas
and of course the smell and taste of fresh grinded coffee
they occupy all of our senses.

They even stopped serving breakfasts because the smell of the eggs
interfered with the smell of the fresh grinded coffee.

@ali.azadimanesh




1 Skin is largest organ in body

d Our skin has more than 40,00,000 sensory
receptors that can be easily manipulated through
materials, weight, softness and comfort of the

product
d Touch experience includes
 Material
e Surface temperature
* Weight
* Form

I @ali.azadimanesh I



I @ali.azadimanesh I



Plastic Bag

Ice bottle:
265 units are
sold an hour
on average
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Multi sensory branding _

Brand should provide all senses with certain
stimulus

* To connect with customers on a deeper
emotional level

* To deliver brand promise

* To be unique among competitors
* To be first of its kind

e Recognition and perception

I @ali.azadimanesh I
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Background & Mission
Increase the Dunkin Donuts coffee consumer base.
offeo. Vs why s called “The City of Collee”
inkin Donuts’ is mose strongly brankded for donuts than coffee
5 over Dunkin

ablish the thinking that Dunkin
for their colipe fix
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Brand Sense
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Brand Architecture

MONOQOLITHIC ENDORSED FREE-STANDING HYBRID
& @ @ @®
X X X X ’ft‘:ft Ok Ad Y R
Fed -l :‘1;3
%’ e ey f Xy

Fedix Feckix Fodix. [g) &9 De Do D 5 (uts giv gt

..........
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0000 0,0,0,0,0, e,V ¢ x & eV e x+

endorsed-parent endorsed-individual independent

Sub-brands are
Sub-brands Individual

iti independent
share the . Addl.t!onal brands with P
identifier for . . and do not
corporate relationship to
L, corporate share the
organization’s divisi corporate L,
visions brand organization’s
brand name

brand name
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Brand

relationship
spectrum
House of Endorsed Branded
Brands Brands House
Not Shadow Token Linked Strong Co-Drive Master Brand Different Same
Connected Endorser Endorsement Name Endorsement “ e as Driver Identity Idantity
1 l 1 | 1
Universal Obsession
PG Tips Lexus Sony HP GE Capital .
: Pictures McMuffin by Virgin
(Unilever) [Toyota) (Sony) Calvin Klein Bravia DeskJet GE Appliance
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¢ Pros:
HYbI’Id + Flexible-provides option to use master brand, or not
Situational/Combination + Allows for segmentation through endorsement
Cons:
+ Difficult to manage

‘ + Rife with “slippery slopes”

@

TOYOTA

@ © &

TOYOTA




S,
Conceptual analysis of brand architecture and relationships within product

categories

Article in Journal of Brand Management - February 2004

DON: 101057 /palgrave bm. 2540169

CITATIONS READS

96 6,014

2 authors:

Rajagopal Rajagopal ((’3,_ Romulo Ranchez
Tecnologico de Monterrey t;r Universidad de las Americas Puebla
303 PUBLICATIONS 1,511 CITATIONS 2 PUBLICATIONS 150 CITATIONS

SEE PROFILE SEE PROFILE
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Brand architecture constituents

Brand relationship

House of brands Brand endorsement Branded house
1 L 1 1 L 1 I
Independent . . Total brand-product mix
Shadow Nominal and strong Associated .
not connected endorser endor<emé s hame mtegrates b'rand performance
with mother brand incorporating sub-brands
[ : ) ] | ]
Maximisin Positioning on Different product and Reassurance and Stress on attributes
market impact functional benefits market segment credibility from the Link with mother brand
Niche market Parent brand backing mother brand Use value linked name
- - Strong endorsement to
Avoid incompatibilities stress total business
Breakthrough advantages support from the mother
Powerful product name brand
Minimising channel
conflict

Auxiliary brands
Sub-brands category

Stretching of mother brand
application association

Breakthrough new names
Co-drivers
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2t impact and brand hierarchy

Independent House of Auxiliary

brand, not brands Brand endorsement types brands

connected

with mother Shadow Associated
Constituents and attributes brand endorser Nominal Strong name
Maximising market impact High Average Low High High Average
Positioning on functional benefits High High Average High Average High
Niche market High High Average High High High
Different product and market segment Average High High High High High
Parent brand backing Indirect and Indirect and Indirect and Direct and Direct and Direct and

low high low high high high
Strong endorsement from mother brand Absent High Average High High High
Resources and credibility from mother brand Indirect High Average High High High
Stress on attributes High High High High High High
Stretching from mother brand Absent High Low High Average Average
Application association High High High High High High
Breakthrough names Occasional Occasional Occasional Regular Regular Regular
Co-drivers Absent Always Occasional Always Always Occasional
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ing mix

Market

Product life cycle approach

Brand strategies

< >
Strategy Brand Brand Brand Brand
options development reinforcement reposition redesigning
Establish Secure new
Objectives market Expand target market Prepare for
. market re-entry
position segments
Product Assu.re high Identfy weakness Adjust Modify weak
quality y features features
. Build brand Provide Communicate Educate on
Promotion f .
awareness information new features re-entry features
Build Strengthen . '
Distribution distribution channel Dellfcr all Smoothen re-entry
. . versions problems
network relationship
Prici Skimming or Challenge Use good Reduce price to
ricing . ‘e .
penetration competition price deals clear stocks
Product life . . . .
Introduction Growth Maturity Decline
cycle
<
Life cycle
Figure 3 Brand management: The product life cycle a pri,)_ach .
@ali.azadimanesh




‘ The Brand Relationship Spectrum: The Key to the Brand Architecture Challenge

‘ FIGURE 1. Brand Relationship Spectrum
|
' RCA (GE) J
Not
Connected Satum (GM) ]
| House of || Nutrasweet (GD. Searle) J
‘ Brands L Tide (P3G) |
Shadow
Endorser Lexus (Toyotz)
Touchstone (Disney) J
Grape Nuts from Post |
Token - "
Endorsement Universal Pictures, A Sony Compand .
. Docker's, LS & Co. ]
' DKNY
' Endorsed Linked
| Brands [ || Name Mg
Nestea |
Courtyard by Marriott |
Brand Strong
Relationship  |-— Endorsement Obsession by Calvin Klein
Spectrum
Friends & Family by MCI
—| Gillette Mach3 H
Co-Drivers ——-!7 Sony Trinitron J
—Ii DuPont Stainmaster J
H Subbrands
= Buick LeSabre
Master Brand
as Driver —% HP Desiget J
- Dell Dimension ]
—[ ‘GE Capital, GE Appliance |
Different -
dentity —-{7C|ub Med Singles v. Couples l
Branded L LevkEurope.LeviUS |
House _|
BMW |
| Same .
| dentiy —_r Healthy Choice |-

: —{ Virgin
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The Brand Relationship Spectrum: The Key to the Brand Architecture Challenge

FIGURE 2. Selecting the Brand Separation

Does the master brand contribute to the
offering by adding;

» associations enhancing the value
proposition?

+ credibility with organizational associations?
* visibility?

* communication efficiencies?

Will the master brand be strengthened by
associating with the new offering?

Toward a Branded House Toward a House of Brands

Is there a compelling need for a separate
brand because it will:

» create and own an association?

* represent a new, different offering?

» avoid an association?

s retain/capture customer/brand bond?

¢ deal with channel conflict?

Will the business support a new brand name?
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rand Architecture

Brand P

?? 7?

77 ?7?7?
Brand 1 Brand 2 . Brand 3

SOUICE: paie 553 (sjlusiy 15 2o oS @ali.azadimanesh




100%

}

Branded House

One brand creates a single
powerful image, sometimes
with a descritor

FedEx

Express

E

i

LR &

Taoe Npterts

SOUICE: puie 153 (gjlanty plS cain LS

75%

!

Sub-Brands

Combining the corporate
brand with strong sub-brands

Sub brands help differentiate
and boost corporate brand

s

® iPhone
®iPad
sty

50%

!

rand Architecture

25%

}

Endorsed Brands

Leading with a strong
sub-brand but leveraging
corporate brand as endorser

D\

A\arriott

HOTELS - RESORTS - SUITES

@ali.azadimanesh

0%

House of Brands

Decentralized companies
targeting diverse markets




Brand Architecture

* Market type (Mental differentiation in the market) * Enhancer
* Cost Efficiency * Reducing
* Speed of technological change * Reducing
* Possibility of presence in the stock market * Enhancer
* Transfer of brand equity * Reducing
* Parent brand Vulnerability rate * Enhancer

SOUICE: ke 553 (sl IS i oS @ali.azadimanesh




i' {

Virgin Atlantic
Virgin Maobile
Virgin Megastore
Virgin Books
Virgin Wines
Virgin Media
Virgin America

Virgin Heaithcare

For illustrative purposes
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Fed

Corporation

g
j

Sarvicas Ground Freight

Offca Harme Delivery Custorm Critical
Fed-x ]
TechConnect SupplyChain Srmeart Post Multibedal

{

Trade Metwoarks
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Brand Licensing
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o | . NATURAL
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PEOPLE'S ‘ q\?:/wﬁ (é—h GEH: e B
LiRERATION i @ . @ m UMEARITA SOURCE=
[EHEH =D E Gt — WILLIAVRAST>Z
MAXIM e - - H@A .D C?.i"‘._'..‘.\’. LE
STANLEY bk ~S5on nﬁm : l ‘FWW _&.—9@1@ iIStyle: o - - «
THE LIMITED - 1Sy Liz La LANG& — @Revo COBY » - RIPAYS,
-Ds_ﬁh:t—hy —— FHEELY S m
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Ansoff Matrix

@businesstraining

Existing « Products »New

Market Product
Penetration | Development

Increasing
Risk

Markets

Market

Diversification
Development

New

Increasing Risk
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Brand (or Product) Extension

Product Category

Existing New

2 Existin

- 9 Line Brand

Z —Extension m

©

=

New

0 Multibrands New

Brands
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Co-Branding

&

{:e _-!-e—;_ 533
MORE AFFORDABILITY / WIDER ACCESSIBILITY

Jor Versace products in HE M stores

r BlackBerry.
HIGHER PREMNMIUN ON BIACKBERRY
since it attaches itself to the Porsche Desigmn

brand equity
= —
APPEAL TO A NICHE WIARKET/ CERTAIN LIFESTYLE
a wider demographicis reached Nike appealing
to Apple users and vice versa
I @ali.azadimanesh I




Merge-Branding

THE CHALLENGE

Company A

Existing
vision, existing :
culture, existing New Entity
perception, existi
ng products:
BRAND A

NEW
BRAND?!

Own creation

Wwdlil.dsauliiidlicedlili
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e,
.
)
G

b White 21%)> - Black 1628
e 11% HGieen 125

I Source: http://www.joehallock.com/edu/COM498/preferences.html @all-azadlmaneSh I


http://www.joehallock.com/edu/COM498/preferences.html

HEAP/INEXPENS I HIGH QUALITY -

* Orange 26% BIack 43%
* Yellow 22% * Blue 20%>

BTG 13%
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RELIAB | COURAGE

*Blued3% + Purple 29%

e Black 24%
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o
. Orange 28%
* Yellow 26%

* Purple 14
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14%

* Purple 23%
+Green 1424
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* Orange 33%

+ Brown 20% + Orange 22%
* Grey 17% * Purple 22%

ni-
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.Red

Bold - Passion - Courage - Strength - Energy - Survival -
Masculinity - Sexy - Romance - Excitement - lntensity - Urgency -
Aggressive

) i CNN G

Negative: Defiance, aggression, visual impact, strain.
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B

Trust - Conservative - Dependable - Intelligent -
Efficient - Serene - Wisdom - Loyal - Dependalile -
Cool - Secure - Logic - Commnmication

Negative: Coldness, aloofness, lack of emotion, unfriendliness, uncaring, un-
appetizing
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Outimism Confidence Friendliness Creativity
Hapwiness logical Progressive Playiul
Intensity Clarity

sass Ll 9 ..\-fsbua ;..ﬁj)é il 9 un.lbui:,: aled 9 Uﬁa,qudq);r3 4.3|.7...u3.3 < ald Ufé) ¢ 355 c.f;')
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9 Sk Olesioge 2hb sl 36 O 9 39d e o3kl LuSH g sluw ST S, 2 3 S,

-5 o B 03kl 50 bl gy Pluws 9 Fdsbgs 9 SThes slasSs)

Negative: Irrationality, fear, emotional fragility, depression,
anxiety, frustration, attention-getting, suicide, anger

Sprint

@ali.azadimanesh




Green

Karmony - Balance - Nature - Growth - Wealth - Fertility - Peaceful
- Life - New - Restoration - Money - Iranguility - Calimness - Fresh

Sy
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Negative: Boredom, stagnation, blandness, enervation, cool,
envy
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P e

Royalty - Mystery - Vision - Luxury - Royalty -
Wealth - Evotic - Majesty - Grandeur - Opulence -
Contaimment - Authenticity

Negative: Introversion, decadence, suppression, inferiority
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“

Energetic - Sociable - Physical Comfort - Food -
Passion - Abundance - Fun - Youtfiful - Warintl
Change - Stimulation - Affordable

HARLEY-DAVIDSON

Negative: Deprivation, frustration, frivolity, immaturity.
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Femininity - Calming - Survival - Tranguility
Sexuality - love - Warmith - Nurture - Romance

T 22852 asweam PINIR

VICTORIA'S SECRET
Negative: Inhibition, emotional claustrophobia, emasculation,
physical weakness, agitation
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Black

Sophistication - Glamour - Security - Authority - Power - Strengil -
i o Intelligence - Professional - Credible - Trendy

Negative: Oppression, coldness, menace, heaviness,
evil, death or mourning

Ekﬂ &J
S5 9 gSel (>hb 53 9 A8 e Lt |y liel 9 392 oy ¢ Sliapdd ¢ CBLB ¢ 01ya5 s ol
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Hygiene - Sterile - Purity - Clarity - Cleanliness -
Peace - Neutral - Efiicient

e Negative: Sterility, coldness, barriers, unfriendliness, elitism,
_— mourning (in some cultures/societies)
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. Newtral  Power - Strength - Intelligence
\  Slimming - Authority

Negative: Lack of confidence, dampness,

depression, hibernation, lack of 0Ilafyjl 0!/]/
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rown
Seriousness - Relialility - Organic - Comfort - Earth

Negative: Lack of humour, heaviness, lack of sophistication,

° 9
sadness, mourning (in some cultures/societies) Gl%’;‘? !g?n‘
F
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“People make up their minds within 90 seconds of their
initial interactions with either people or products.
About 62-90 per cent of the assessment is based on
colors alone”

-Impact of color on marketing, 2006
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Hubspot CTA Test

{dPerformable = L3Performable =
Stop closing the door on S $10p closing the door on Jpre—
potential customers. Get potential customers., Get o
your message right with ﬂ your message right with
Performable. N Performable
(] = [=wsst =
U S e o e b Pt t
e e e S o o 20 [ —— > e s g e e e
& e
P i Ty ey pe— Be—— [ UV ——

Get Started Now! Get Started Now!

* Red garnered a 21% greater conversion response.

I @ali.azadimanesh I



I @ali.azadimanesh I



Sl ply 0 09290 yolie plu

Wy gl 4 b e iy & Dl o i A

' - 3 Solid 2 2. i it ol

P AR S dajyd GRUAS] > L i i o3 0l gabole o iy el g vl R8I
! i ol inaiy T et [l T O

- Segs ek Wl e

|¥ M i iy

pan 3> L) s
’ PREICT BRI
- ORI

SNOWaLIr | 2351 (ygs;1
1Foo 592,44d 11 U ol sl culgs

Isource: @ali.azadimanesh I



Wbl Jlish l ciglaz, e

WwWw.lenz i @

Isource: @ali.azadimanesh I



Sl plo ;0 0990 yolie plu l

Isource: @ali.azadimanesh I



Sl ol )0 09290 yolic Lo

PR ECH PIPL

Sl sl 25 sl A

dhyn & Oole g g MTN
4
lgi Lladiil ay adaan

Juilpl chypsol gleasiug
a._é).z: @ Jgy—bag &g_un

S ez il bl ogles
AaiS ayd Juuilul bl cogles
1Sy el U [y gl
S8 a2 Juudal b ©las
28 gy Juwilyl b1 ©oglai
S azpad Juuilpl by Coglis

N 2. ©
Isource: @ali.azadimanesh I




Investors

Our Legacy of
Innovation

No other American company can claim a heritage of innovation as
deep and broad as GE. From Thomas Alva Edison’s first
incandescent light bulb to the latest jet engine brimming with
internet-connected sensors and 30-printed parts, GE has pioneered
technologies that have spurred world-transforming changes and
improved the lives of billions. We've encapsulated GE's global
impact in nine different industries, highlighting four key
technological transformations where we have consistently led the
way. Together, these moments trace an arc of innovation that has
no parallel—a proven 150-year commitment to progress that will
help propel a brighter future for the world.

About us

Careers @

GE is working to help move Australians around the world with
efficient, reliable and quiet air travel. GEnx series jet engines are
designed to reduce fuel consumption and associated CO,
emissions, while performing well below the designated aviation
noise limit standards. While you're thinking about footprints
on foreign shores, GE is thinking about the footprint to get you
there. When it comes to moving Australia, GE Works.

GE 0il & Gos

Businesses ©® @




MANTRA, MOTTO, TAGLINE AND
SLOGAN
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1) "2 s DA g easia sliae 4 il saiaLBrand Essense o) sie 4Brand Mantra | ibe X ) (sl A o
<wiBrand Promise X Jé gles 48 (48 Y

Some Brand Essence or Bran Mantra :

*Disney : Fun family entertainment
*Nike : Authentic athletic performance

«Starbuck : Rewarding everyday moments

iranmct ) sad a8 £
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Tagline

Tagline helps to further understand the:

» Brand personality

* Brand essence (

C __®Taq Line

Tagline:
* Short
* Memory retention

* Repetition
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Tagline

Descriptive Exaggerated Imperative Specific
. /l.l JUSTDOIT.
Em@uawwmuﬂqm V
The Ultimate
Driving Machine
® OLAY
TARGET

Expect More , Pay less

’

Think different.
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Brand Signature
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