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Your brand is what
neonle 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.”

AbLod b 0 2 5 o Sl (ol 5l (ol iy ol

el gyl lid i gl S8 laie
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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
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* 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
&Souree‘ 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

W’»ﬁ\

* 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

Thinks

Neocortex

Decides
Reptilian Brain

I @ali.azadimanesh I



L/ 30008 A0 )

Cortical Relieve/ Intuitive Decision

I @ali.azadimanesh I



. 0.0

(G )0 O.Q).) d.u

Brand 4

Brand 3 Brandfand 2 Brand 7




@ali.azadimanesh



. -
T Marwy I+ the Bible e Struaery—the Mont el Adversising ook Ever Wtten ||

POSITIONING:
The Battle for Your Mind

E gy

1976

1980 i 207

ANNIVERSARY EDITION

WITH COMMENTS
BY THE AUTHORS

AL RIES * Jack TROUT

39y 625 39l Cuaw > LS I JB U

i Caoaw ols JURCS
I ('%ali.azadimanesh I



Brand Position

*

o . Consumers
Position in Marketing Mind
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PROPHET

(Functional Benefit) so,5,I5 wls (1

Move from Functional to Self-
Expressive Benefits

Aaker On Brands

000 (Financial Benefit) JL wlgs (2

(Emotional Benefit) _.lu>lwlss (3

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 . . he

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 ) 5 )_’ Q5_> 1) 93

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 (5

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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You're Iooknual aperfoc| VolvaAVolvo Ihal But the of this car were also protected in
perfc i designed it to. waysyoucanm msldcmwchswmd

Its fmn( and rcarends.f r llapsed estraint System,
impact. As a result, much of the crash energy w& steering column and, of cmuse. 3-point seat

ahsofbed instead of bemgpassed on m lhe ngels be]l. rear,
The cars middle sect ‘{ Every Volvo s desiy

Thath e e e pme rcumpanmem is inall these ways. And, as a result, will look mnwkab}y

surrounded by Volvos unique *safety cage”” Made of six smtﬁ_r () I!husone after bemg in the same type of accident.

box section steel pillars, this protective housing s strong you' saftly,  wyoLwo
enough to support the weight of six Volvos. you can't find a more bwuuﬁnlcar Amm}\‘hﬂmm
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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
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DISTRONIC PLUS. Danger minus.

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

AT LEAST NOT UNTIL SHE'S 18.
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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

Source: model proposed by the authors.
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Table 1

Conceptualizations of brand identity Q,_,\_,\ 8 _3‘_3

Author (s) Year Conceptualizations of brand identity

Kapferer, ].-N. 1992 Hexagonal brand identity prism reflecting the brand's Advertisi ng agencies,
physique, personality, culture, relationship, reflection, brand consultancies and
self-image

Aaker, D. A. 1996 Entity-based categorization with four dimensions: such brand-focused

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,

companies as Procter &
Gamble, Nestlé or
DuPont have developed

proprietary models
De Chernatony, L 1999

Meffert, H. and
Burmann, C.

2005
1996

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

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
We offer superior customer service
We offer superior customer service

“ & - & -

oY

MARKETING ADVERTISING BRANDING

We offer superior
customer service

1 know you offer superior
customer service

=

@ali.azadimanesh




@ali.azadimanesh




Brand
Expectations

Brand
Promise

Brand Identity
(Self-image)

Brand
Behaviour

Brand Image
(Public image)
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Christoph Burmann
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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
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ATTRIBUTES

» Attributes:
\ Product actual attributes and

BENEFITS relevant benefits THE
/-,\ | . Benefits: HANDBOOK OF
\ Wants & needs that the E\ﬁémg
4 ESSENCE - product claims to meet. DAVID ARNOLD
— Essence:

Distinctive brand personality
as understood and valued by
its customers
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MERCEDES

Driving | f Prestige |
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M gi )T 35 0 ol U
The anatomy of a brand

Attributes

Red roof Red and white
graphic packaging

User imagery- @
Marliboro boldness. and strength >

Man independence and m« E‘E n EﬁtS

P flavour )
Marlboro i i
Sense of
freedom Strength and ﬁg%nj
and independence 0 e
strength
American
imagery
Benefits
Marlboro Brawn
Country Lustell filter

Attributes

End@rsement @f malef
sports|activities
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product (image of a typical user, brand sponsorships,
age, advertising style, country of origin, company image,
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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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.

v ¢ v .'.‘ 2 ..- A 1 % ”V- v‘ V X ; R " <
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naIity is a set of human
P ics 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 of our
selves, reminders of who we are or would like to be.”

- SETH GODIN

ldiom @ali.azadimanesh I



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

S92 J)B
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of our purchasing decisions are made
inthe subconscious mind

Harvard School Professor Gerald Zaltman
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What are archetypes & where did they come from?

JoSEPH CAMPBELL

“

THE HERO AND

THE OUTLAW

B 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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B
Margaret

Mark
Carol
Pearson

Archetypes are the
heartbeat of a brand
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Brand Archetypes

Security & Control
Stability

Belonging & Independence &
Enjoyment Fulfiliment
Community 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 Emetionally 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

I @ali.azadimanesh I
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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




" EXPLORE
SPIRITUALITY

PROVIDE PURSUE
STRUCTURE GONNECTION
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Explore
Spirituality

EXPLORE
SPIRITUALITY
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Leave Legacy
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PURSUE
CONNECTION

Pursue
Connection
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PROVIDE
STRUCTURE

Provide
Structure
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EXPLORE |
SPIRITUALITY |  LEGAGY

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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DOESN'T MATTER
WHAT THE PRESS SAYS.
POESN'T MATTER WHAT The
POLITICIANS CR THE MO8s5 SAY.
POESN'T MATTER (£ THE WH: E
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PRINCIPLE ABOVE ALl ELSE:
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STAN? UP FCR WHAT WE
BELIEVE, NO MATTER THE
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AL INne Innocent

f W sarery

Life Is Simple
And Simplicity Is Elegant

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

BRAND ARCHETYPES: THE INNOCENT P 1conic rox



Happiness Anguish

Display
Morality Depravity Wholesome Virtue
Simplicity Complexity
Honesty Deceit Foster
Positivity Negativity reel-Good Spirt

BRAND SLOGAN EXAMPLE

s

N\ Y

BRAND ARCHETYPES: THE INNOCENT v ICONIC FOX

Dove

Real Beauty




Aveeno.

ACTIVE NATURALS:

¥
PDove

The Innocent

BRAND ARCHETYPES: THE INNOCENT P rconic rox



The Explorer

qgon’t fence me”
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What is the Explorer Archetype?
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What are Explorer archetype brands like? l

15y o]
@ LT LA Gobo 395 4 Cauwd BB auiS S gl 43 jLd s ¢ 1330 « jL (2

R by s AISLEL § 332 Glojue ayad gy phSed 4SS JUs
Gl B)lris juc a5 4135 Shyidl 4y g 35 law |,

Hgpdne polwal

ORYELT055 ¢« pumxie ¢ "p)la5 390 gad (o « Ki2)d b« g2yl
G2 @&29)5 1) 395 S 9 (T &5 WS (5o Jldiuol (o S)lo I ) 9launs]
AU (50 g T b Hhw @ ) (gylie a5 (2ledT 009 @ ¢« Jimd

IS (50 S 395 (5125 b L T
DA jro ibS dpol 4 Wjye ddiad (gly prine ¢ pighs 01 lous

ol Q,A.UO Ol? 9)9T93 ))9144&\5” ]«
@ali.azadimanesh




-) What are Explorer archetype brands like? B
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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 Ql» ICONIC FOX



Adventure Confinement

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

BRAND SLOGAN EXAMPLE

Nmn smr ixpmm‘m} \

BRAND ARCHETYPES: THE SAGE v ICONIC FOX
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Jeep

patagonia
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The Sage

“the truth will set you free”
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What is the Sage Archetype?
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UNDERSTANDING

The Truth
Will Set You Free

Knowledgeable
4 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

Dot be evil

BRAND ARCHETYPES: THE SAGE

Google
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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 l't 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
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The Outlaw

“rules are meant to be broken”
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dWWhat are Outlaw archetype brands like?
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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 @ ICONIC FOX



DRIVE FEAR STRATEGY

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

BRAND SLOGAN EXAMPLE

BRAND ARCHETYPES: THE OUTLAW v ICONIC FOX
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“it can happen”
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The Magician
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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? l
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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 H
Develop A Vision
Knowledge Stagnation & Llive 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 are the Everyman archetype brands like? l
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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 MESSAGE

Friend|
A When we treat each other with
Humble honesty and friendliness we can
' R W . live together in harmony
Authentic

@ali.azadimanesh




Connection Exclusion

Align with
Togetherness Standing Out Basic Values
Equality Isolation |t =
" = HIlF Create a
Fellowship Hostility _\ Welcoming
Inclusion Disassociation Community

BRAND SLOGAN EXAMPLE

Y 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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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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CHANEL

VICTORIA'S
Q%.O SECRET
'
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The Jester

“if I can’t dance, | don’t want to be
part of your revolution”
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What are the Jester archetype brands like? J
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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
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T W e

DOLLAR SHAVE CLUB
SHAVE TIME.SHAVE MONEY, ™

3

BRAND ARCHETYPES: THE JESTER QPP 1CONIC FOX



The Jester

BRAND ARCHETYPES: THE JESTER P rconic rox
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The Caregiver

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

BRAND VOICE

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 othell
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 DUBA
TA R o7 e iy S0 i A A to Perfection| |
O W‘.i‘! " Forourbutlers, ltsa” .‘ | |
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Parformance.Art _ "‘- : i
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Taj Dubai is an Inspiring blend of
and legendary Taj service. The hotel richly appointed accommodations,
«club rooms serviced by intuitive Taj butlers, five restaurants and bars and a Jiva Spa.

‘ywmmmmwmm
I Taj butlers, X
Just minutes from the commercial and business districts and overlooking the _ AJ mmmammsmwmm jos .

Bur] Khalifa and its dancing fountains, the best of the city is right on your doorstep. bianhi Reirs the city is right myurdunm
Toreserve call +9714438 3100 | www.tajhotels.com and Palaces Wi 497144383100 | www.tajhotels.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?
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AWhat are creator archetype brands like? B
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INNOVATION

If It Can Be Imagined
It Can Be Created

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

BRAND ARCHETYPES: THE CREATOR @ ICONIC FOX



DRIVE

Creation Stagnation ]
Inspire To Unlock

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

Vision Disillusion

BRAND SLOGAN EXAMPLE

g

S
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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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 P 1conic rox



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

Creator Innocent

Ruler innovation safety Sage

control understanding
Caregiver G % f Explorer
earn for
service SUUCIMCIER(Y ) freedom
the world il Paradise
belonging paunect Leaveis liberation
Everyman idlith g mark on Outlaw
others the world
enjoyment power
intimac maste -
Jester ’ Y Magician
Lover Hero

I @ali.azacdimanesh I
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THE CAREGIVER
SUPPORT

CAREGIVER BRANDS

Gampblli @

> DESIGN H




THE CREATOR
INNOVATION

CREATOR BRANDS

’
3 Youlube ' SONY

> DESIGN H




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

MAan: Ol Spice

> DESIGN




THE LOVER
INTIMACY

LOVER BRANDS

> DESIGN




THE MAGICIAN
TRANSFORMATION

MAGICIAN BRANDS

PICTURES

> DESIGN




THE OUTLAW
REVOLUTION

OUTLAW BRANDS

[




THE RULER
CONTROL

RULER BRANDS

T § D

> DESIGN




THE SAGE
UNDERSTANDING

SAGE BRANDS

I' lil- o
Institute of

Tochnology OXFORD

> DESIGN
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BStructure

Other Names:

Artist

Entrepreneur
Storyteller

Visionary

'\‘m Google FAST DD.,.,8§....G
GMPANY

Adobe

BRITISH
AIRWAYS
2

Other Names: Creator

Angel

g s
Q)

Allstate. Provide

You're in good hands structure to
o wrrem -adimanes the world

. Caregiver




Innocent

Yearn for
paradise

Explorer

RED
CROSS

AT SO
A N

Child
Dreamer
Idealist
Muse




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
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
https://en.wikipedia.org/wiki/Author
https://en.wikipedia.org/wiki/Social_psychologist
https://en.wikipedia.org/wiki/Brit_%2B_Co
https://en.wikipedia.org/wiki/California_Casualty
https://www.gsb.stanford.edu/faculty-research/faculty/jennifer-lynn-aaker
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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 Ay (a2 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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Sincerity

Down-to-earth
- family-oriented
- small-town

- down-to-earth

Honest
- sincere
- honest
- real

Wholesome
- original
- wholesome

Cheerful

- cheerful
- sentimental

- friendly

Figure 1. Brand Persc
Sonrces Aaker T (1997
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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.
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Competence

Reliable

- reliable

- hard-working
- secure

Intelligent
- intelligent
- technical

- corporate

Suecessful
- successful
- leader

- confident
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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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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,
etc.

AUDACITY

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

to-date, modern, creative.

SOPHISTICATION
Traits (e.g.): chic, upper-
class. elegant,
sophisticated, ete.
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.
" et PO T




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
Cenuine 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




bl S0 (693l 565 93 33y 93 S| l

Couwis> O

Jgazs 52 5 (5355 s Sy ©
(o 9 (S Sawn oy Jio) o 6315 Bpan (g3 diwd  ©
9 > JVS (b ke Logazo leand o

LS, o

I @ali.azadimanesh I



Alas (6)91 @az (632905 50510 9 (Rlo (5eST S0 6Nl (S ,o

I @ali.azadimanesh I



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 oth&r
brands
\e

Physical characteristics
(color, package,
aroma)

Source: [Domnin, 2009; Starov, 2008]
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1. Vichy Brand ldentity

Reliable, stylish/sophisticated,
intelligent

Skinlife science

Safety

Origins: Vichy thermal water

Pleasure

Efficacy Feel self-confident

Safety Feel charismatic

Textures' Flawless skin

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

ESCP

X

EUROPE

4. Results

YOUR IDEAL SKIN

N o - Brand
e essence
\ Persona\'\t\l/
> of - I\
" |
Values ' }
—— Benefits
Attributes
A £ el '
N | N

A\
N\ /7
\ {

)14

VICHY ¢

Paris, 20
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New Collection Launch | Marketing Plan

22.10.2009
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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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https://www.iranbrandmaker.com/brand-identity/
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Product scope 7. Organization attributes 9. Personality 11, Visual imagery and
Product attributes (e.g. Innovation, consumer, (e.g., genuine, metaphors
Quality/value concem, trustworthiness) energetic, rugged) 12. Brand heritage
Uses 8. Local vs Global 10. Brand-customer

Users relationships (e.g.,

County of origin friends, adviser)

@ali.azadimanesh




iJgame S plgic 4 A5y l

BRAND IDENTITY o ) By 00y25 oS 16T 51 Jguamo b baiye (gl (sSig

Extended
/CZ,D wngmybw)buu)ubmbﬁbmlusw
\\wf, aly violgs
Brand as Brand as Bri ] 83)S (s’ )] (glp alio a2y Gid HST
Product Organization P
gm0 Joac Cuwg .\
1. Product scope 7. Organization attributes 9. Pers d 9
2. Product attributes (e.g. Innovation, consumer, (e.0., &
3. Quality/value concer, trustworthiness) ener (JQM L:S)-’S Y
4. Uses 8. Local vs Giobal 10. Bran
5. Users relati - 2 So e
6. County of origin frienc w'o"JS ‘L)'u))l Y

o sdlaiwl . F
Ulj.)uus odlaiwl .0

_ Dy e .7
©iranbrandmaker.com @ali.azadimanesh




iJgame S plgic 4 A5y l

BRAND IDENTITY o ) By 00y25 oS 16T 51 Jguamo b baiye (gl (sSig

Extended
/CZ,D wngmybw)buu)ubmbﬁbmlusw
\\wf, aly violgs
Brand as Brand as Bri ] 83)S (s’ )] (glp alio a2y Gid HST
Product Organization P
gamo Jac Cusw .\«
1. Product scope 7. Organization attributes 9. Pers d 9
2. Product attributes (e.g. Innovation, consumer, (e.0., &
3. Quality/value concer, trustworthiness) ener (JQM L:S)-’S Y
4. Uses 8. Local vs Giobal 10. Bran
5. Users relati - A S0
6. County of origin frienc w'o"JS ‘L)'u))l Y

o sdlaiwl . F
Ulj.)uus odlaiwl .0

_ Dy e .7
©iranbrandmaker.com @ali.azadimanesh




Cr8Fy.
B e

R

@ali.azadimanesh




iJgame S plgic 4 A5y l

BRAND IDENTITY o ) By 00y25 oS 16T 51 Jguamo b baiye (gl (sSig

Extended
/CZ,D wngmybw)buu)ubmbﬁbmlusw
\\wf, aly violgs
Brand as Brand as Bri ] 83)S (s’ )] (glp alio a2y Gid HST
Product Organization P
gm0 Joac Cuwg .\
1. Product scope 7. Organization attributes 9. Pers d 9
2. Product attributes (e.g. Innovation, consumer, (e.0., &
3. Quality/value concer, trustworthiness) ener (JQM L:S)-’S 'Y«
4. Uses 8. Local vs Giobal 10. Bran
5. Users relati - 2 So e
6. County of origin frienc w'o"JS ‘L)'u))l Y

o sdlaiwl . F
Ulj.)uus odlaiwl .0

_ Dy e .7
©iranbrandmaker.com @ali.azadimanesh




I @ali.azadimanesh I



iJgame S plgic 4 A5y l

BRAND IDENTITY o ) By 00y25 oS 16T 51 Jguamo b baiye (gl (sSig

Extended
/CZ,D wngmybw)buu)ubmbﬁbmlusw
\\wf, aly violgs
Brand as Brand as Bri ] 83)S (s’ )] (glp alio a2y Gid HST
Product Organization P
gm0 Joac Cuwg .\
1. Product scope 7. Organization attributes 9. Pers d 9
2. Product attributes (e.g. Innovation, consumer, (e.0., &
3. Quality/value concer, trustworthiness) ener (JQM L:S)-’S Y
4. Uses 8. Local vs Giobal 10. Bran
5. Users relati - 2 So e «
6. County of origin frienc w'o"JS ‘L)'u))l Y

o sdlaiwl . F
Ulj.)uus odlaiwl .0

_ Dy e .7
©iranbrandmaker.com @ali.azadimanesh




@ali.azadimanesh



iJgame S plgic 4 A5y l

BRAND IDENTITY o ) By 00y25 oS 16T 51 Jguamo b baiye (gl (sSig

Extended
/CZ,D wngmybw)buu)ubmbﬁbmlusw
\\wf, aly violgs
Brand as Brand as Bri ] 83)S (s’ )] (glp alio a2y Gid HST
Product Organization P
gm0 Joac Cuwg .\
1. Product scope 7. Organization attributes 9. Pers d 9
2. Product attributes (e.g. Innovation, consumer, (e.0., &
3. Quality/value concer, trustworthiness) ener (JQM L:S)-’S Y
4. Uses 8. Local vs Giobal 10. Bran
5. Users relati - 2 So e
6. County of origin frienc w'o"JS ‘L)'u))l Y

o okl . F4EE
Ulj.)uus odlaiwl .0

_ Dy e .7
©iranbrandmaker.com @ali.azadimanesh




Speelaly designed

for machines Colour care

I @ali.azadimanesh I



iJgame S plgic 4 A5y l

BRAND IDENTITY o ) By 00y25 oS 16T 51 Jguamo b baiye (gl (sSig

Extended
/CZ,D wngmybw)buu)ubmbﬁbmlusw
\\wf, aly violgs
Brand as Brand as Bri Cawl 03,5 el )l (gl alizo d2y G HS|
Product Organization P
gm0 Joac Cuwg .\
1. Product scope 7. Organization attributes 9. Pers d 9
2. Product attributes (e.g. Innovation, consumer, (e.0., & Y
3. Quality/value concer, trustworthiness) ener (JQM L:S)-’S .
4. Uses 8. Local vs Giobal 10. Bran
5. Users relati - 2 So e
6. County of origin frienc w'o"JS ‘L)'u))l Y

o sdlaiwl . F
Ulj.)uus o3 lasiwl Q«

Dy e .7
©iranbrandmaker.com @ali.azadimanesh




@ali.azadimanesh




iJgame S plgic 4 A5y l

BRAND IDENTITY o ) By 00y25 oS 16T 51 Jguamo b baiye (gl (sSig

Extended
/CZ,D wngmybw)buu)ubmbﬁbmlusw
\\wf, aly violgs
Brand as Brand as Bri ] 83)S (s’ )] (glp alio a2y Gid HST
Product Organization P
gm0 Joac Cuwg .\
1. Product scope 7. Organization attributes 9. Pers d 9
2. Product attributes (e.g. Innovation, consumer, (e.0., &
3. Quality/value concer, trustworthiness) ener (JQM L:S)-’S Y
4. Uses 8. Local vs Giobal 10. Bran
5. Users relati - 2 So e
6. County of origin frienc w'o"JS ‘L)'u))l Y

o sdlaiwl . F
Ulj.)uus odlaiwl .0

ACJUR AUV .?«

©iranbrandmaker.com @ali.azadimanesh







olejlw SO olgic @ .)J)Jl

59 )1 )5 9 pw (5)in 503 (slesSiag L Ll )>

BRAND IDENTITY

@i CadsS 9 (6)919 by L bLS)l Cople 9z @
Core
- - »@) - )1 (gl 15y uj)l dlzal Hd dS saus Cdly)d

————

Brand as Bmidas Bri

Product Organization P 0l Glol A= ¢
1. Product scope 7. Organization attributes 9. Pers P lf,)q_;S L_é,nao ‘ T ) dAolbo) vboilw Sl S A ‘
2. Product attributes (e.g. Innovation, consumer, (e.g., O LS)S 9-) ) 0= (5 LJS)J 9
3. Quality/value concern, trustworthiness) ener . . . .
4. Uses 8. Local vs Giobal 10. Bran (3LQJ£| Wbl-g 9 Wml
5. Users relati
6. County of origin frient U')S'? L:"I‘Q? L}JLO.A )) 039_? |~ Ay

©iranbrandmaker.com @ali.azadimanesh




@ali.azadimanesh




olejlw SO olgic @ .)J)Jl

59 )1 )5 9 pw (5)in 503 (slesSiag L Ll )>

BRAND IDENTITY

@i CadsS 9 (6)919 by L bLS)l Cople 9z @
Core
- - »@) - )1 (gl 15y uj)l dlzal Hd dS saus Cdly)d

————

Brand as Brand as Bri ~ |
Product Organization P ol Glol 3= ¢
1. Product scope 7. Organization attributes 9. Pers P lf,)q_;S L_é,nao ‘ T ) dAolbo) vboilw Sl S A
2. Product attributes (e.g. Innovation, consumer, (e.g., O LS)S 9-) ) 0= (5 LJS)J 9
3. Quality/value concern, trustworthiness) ener . . . .
4. Uses 8. Local vs Giobal 10. Bran (3LQJ£| Wbl-g 9 Wml
5. Users relati
6. County of origin frien 993 L:"I‘Q? L}JLO.A 13 (9993 l>o .V ‘

©iranbrandmaker.com @ali.azadimanesh




LI [N

| WANT
A REGULAR
MATCH,
OKAY2/

@ali.azadimanesh




et S olgic @ w’)%l

S Jdo )55 a5 cawl 35y (gl sl jl 6y ez

BRAND IDENTITY

ﬁxtended
Core
»@,)4 S (50 w)yp (Pl wlao b g

as Brand as Brand as .

ation Person Symbol :)Sl bwgi o 9)Re A=) 9
on attributes 9. Personality 11. Visual imagery 8nd . SR \
/ation, consumer, (e.g., genuine, ’ metaphorsg Y SMAUD -
rustworthiness) energetic, rugged) . . . .

lobal 10. Brand-customer 12 Bundgerige S )W L) R )_) .bb__\ )I Y

relationships (e.g.,
friends, adviser)

©iranbrandmaker.com @ali.azadimanesh




Sittassy

I @ali.azadimanesh I



S Jdo )55 a5 cawl 35y (gl sl jl 6y ez

BRAND IDENTITY

ﬁxtended
Core
»@,)4 S (50 w)yp (Pl wlao b g

as Brand as Brand as .

ation Person Symbol :)Sl bwgi o 9)Re A=) 9
ior; attributes 9. ;ersona::tzne 11. Visual imagery@nd . 4 Y .\
/ation, consumer, .g., genuine, metaphors

rustworthiness) energetic, rugged) . . . .
slobal 10. Brand-customer 15 Bendgeign S ).u».o L) V) )2 .bb.) )I Y ‘

relationships (e.g.,
friends, adviser)

©iranbrandmaker.com @ali.azadimanesh




@ali.azadimanesh




dlod SO lgie @ .).3).3.

BRAND IDENTITY (5P Lo)c Aj)ggﬁ,gdScL%jl).m,\jlglib,o.)Loj olgic 4 25y
Extended
o e o] e e . s .

’@* ) I)WUALQJJle(_rOLS? .)LOJL_iJ LADD CU])‘ |).).AS

\_, @é// L g o)leiwl jl )fl > Sla 265 Wyl (gjlwssys (55wl

as Brand as Brand as Aiwlgs a)ﬁ)g AS odlatiwl Slaicl (BB 9 Hatwive Liso
ation Person Symbol

on attributes 9. Personality 11. Visual imageryand

/ation, consumer, (e.g., genuine, ' metaphors
rustworthiness) energelic, rugged) .

slobal 10. Brand-customer 12 Bundgerige _ _

relationships (e.g., 130D (50 ALl 4l (gl A= 93 S|

friends, adviser)
> o)Lsz‘Lwl 9 L,.;.Q).))Jgaa_) A ‘
By (58 Sl ¥

©iranbrandmaker.com @ali.azadimanesh




W G

V Patterns Logo McChicken

Egg McMuffen
Symbol Big Mac
Language

Sound/music

Shape (intel)’

Tag Line Scent

'mlovin’it’

Font Taste

=

o vdl % Color Physical Interface

= i

@ali.azadimanesh




dlod SO lgie @ .).3).3.

BRAND IDENTITY (5P Lo)c Aj)ggﬁ,gdScL%jl).m,\jlglib,o.)Loj olgic 4 25y
Extended
o e o] e e . s .

’@* ) I)WUALQJJle(_rOLS? .)LOJL_iJ LADD CU])‘ |).).AS

\_, @é// L g o)leiwl jl )fl > Sla 265 Wyl (gjlwssys (55wl

as Brand as Brand as Aiwlgs a)ﬁ)g AS odlatiwl Slaicl (BB 9 Hatwive Liso
ation Person Symbol

on attributes 9. Personality 11. Visual imageryand

/ation, consumer, (e.g., genuine, ' metaphors
rustworthiness) energelic, rugged) .

slobal 10. Brand-customer 12 Bundgerige _ _

relationships (e.g., 130D (50 ALl 4l (gl A= 93 S|

friends, adviser)
> o)Lsz‘Lwl 9 b.l.(bS Roas .\
Ny GRadys Slyao ¥ 4

©iranbrandmaker.com @ali.azadimanesh




TEHRAN-AMMAN Joroy

L=}

I @ali.azadimanesh I



D 2dm @ arr s @ 2 )

a7 S p W S Q
UI__,,: ‘,, (Aﬂ% @ Q ‘__ COA(J; @ B()SS
- Pt T (P .

‘9 ) &2 8 Sy
&l S . @ DO &a Cyd , GUCCI
BowsBat,0ny Y. @I
& 6B F s 5 05 4 : i //
< L UwL /@ {gu5| @ 55

..... e JJIr .—-,.._,.

‘j @ % j % ( W Runt B Lavven [

o ey )

@ali.azadimanesh




_ Google
g) 081(’ - @ Q Ugﬂ(’. -

w - *

Brand As Product Brand as Brand As Brand As
3 Gasreh Organization Person Symbol
3. Fast 2. Hardworking, 2. Honest, but 2. Simple
Y s . fun, cult playful. design, basic
comprehensive ;
4. “The best” 3.Global view 3. Always ::)Tls.at(:gg s
) there for you. :
5. Find anything: 3. “old
research to fun internet’
6. Everyone

7. International

@ali.azadimanesh




@ali.azadimanesh




Picture of Recipliem

Physique Personality

Relationship Culture

i~
KS)
=
S
=2
=
=]
<
~
)
-
S
=

Externalisation

P | "

Reflection Self-Image

Picture of Sender

I @ali.azadimanesh I



Sl e

$)lg b cuga
o,
—+
Q
O
Q
A
>
I P 5 aolis
= i e
Q
Q_ ey B
< ot )
Q
-

Py el

JW> @ Yga2e 35y 45 AiS 0 8Ll H)aslS
O3 5D 395 A dlsul gl (gSejlal
Ol e 85 lohd 4o g Liiwme (ublixe
3P By pgal Gy Vgde (Judie
2 ogle b (g3, 9 639) HB NS00
Old &5 ply oxiiwyd (g9) p oly 0335
Q92 )5 Hh5 139 jS)ate ] 5y
2L A0l a5 3)1s 1) aiiwyd lad iads A5y
Coow 4 a9 d9ad @bid ) gl
2B by (B pgal) 63305 (5565131
9 oMyd o dwglio lp ) pj Jo

ko (Glwlp ojgm> 3 ply 63,8

I @ali.azadimanesh I



Physique <G8 l

.):u|9.)b..o Ln.w/u.u.bl_'xo a5 Cawl .)J)J ?| L_S)mJg GHE (528 (glodis c.).')).) CQ9d Hguio jd S5 5l Hghin
Pl d..qu 0,5 (50 Camzmo Supd Eg) 5l bkl .. g ohb £ (gadiug c9S9J ck_i.)) LS U= 9 6303 |y L3l
£33 30 e 9 (5o Hblio (SBuwge (glao g A.uLo S)lge Ealy diwly Egubge (il 4 (S)JGAS.) 055 aulg

AJ.))SL,.A O e QSJ)JQ

S - Wgibse AL (6)ed B Q9 ) oS sj )b ) Jal 20 9 ohed ) e 2 Jle plgic 4
Q9 03985 (;2hb Ny ghade ) Suj8 92 Glew jl cewl (Glwpgp j2 e 9 sxS )l poal o> o
3309y «Sujd 92 )SJ.) Craw jl g .).\)SL,.O Pgmo oSyl gl i e Al ublie

950 (AR 30 g9y j2 ] Wi SO gloealled

JeApesayy eqerloN®

HANGE

CHANGE ¢
THEGAME =




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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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
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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 identity as the self-image of the
brand's internal target groups
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Brand Identity

Vision
Where are we going?

b,

Brand identity as the self-image of the
brand‘s internal target groups
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Burman, 1996 Meffert, 2005

Brand Identity

Vision
Where are we going?

A 4

Brand Vision

Personality \
How are we ’ En b Brand Brand Identity:
communicating? = / Personality 5 . .
£ = ‘Temporally and spaciously stable
= E O . 2
Values 2 '
} £ ~~~!‘Brand Image Brand Values D features of a brand, which sustainably
2 v © coin the character of a brand from the
B : Brand e i : : .
Competences } s i . self-referential point of view of internal
at are we capable of? v Competencies
: - stakeholders”
A ™
Brand
Origin . .
Where do we Heritage
come from?

Brand identity as the self-image of the )
brand‘s internal target groups Brand Identity

I @ali.azadimanesh I



THE
MAGICIAN

b P REGULAR
- 6

‘ \ uy
% BRAND.
ARCHETYPES

rRuLER ¥, Rk,
Y i
by y

~J
THE

LOVER e CREATOR
EXPLORER
@ .
N RTHh
'FACEN

@ali.azadimanesh

Brand identity as the self-image of the
brand‘s internal target groups




Brand Identity

Vision
Where are we going?

Personality
How are we
communicating?

Values
What do we believe in?

A

Origin
Where do we
come from?

Brand identity as the self-image of the
brand‘s internal target groups
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Brand Identity

Vision
Where are we going?
Personality

How are we
commumicating?

Values
What do we believe in?

Competences
at are we capable of

A

Where do we
come from?

Brand identity as the self-image of the
brand‘s internal target groups
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ran ey d RV.) L The brand @ The proof ‘90,)
&% values — what 8 we offer to )

60\\ the brand stands § substantiate

”. V' for and believes the benefits / brand
9 A I '8) 9_) & in—andits experience.
) se ee e personality.
9. Essence
The distillation
of the Brand into
N s The a core idea The single
(G )0 5)" ) differentiating or promise. most compelling
functional, and competitive
emotional and reason for
. . . [P S sensory the target
I‘U)Lu'” l) LA.)9.D dS I‘lf!)l3 Io)\) 45 G Lu’ 1 & benefits that consumer to
®, motivate choose the
0;;} purchase. brand.
. S N
RS} ) le.(b LV 8] ) 9,.0

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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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
The market and alternative
choices as seen by the

consumer and the relative
value the brand offers in

3. Target

The person and the situation
for which the brand is always
the best choice, defined 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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4. Insight
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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
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



GONTAGION

11. PROMISE
We challengs to
WATOW.

8. REASONS TD BELIEVE 6. DESIGN PHILOSOPHY

The guiding design principies
that s all of our produc
BEMICES BN SXpaNEncs.
EASONG TO BELIEVE : 10. DIFFERENTIATO
Wa're thought leadsre and influencers. s The expart:
W continually punch above our waight. L
Wi creats future stars.
We have the business resulle and the gold awarde to prove it,
Ju=t talk to cur clients.

10. DIFFERENTIATOR 1. BRAND PERSONALITY
11, PROMI The paracnaity of
1. BRAND PERSONALITY
# Boctin class.
Pretty iz good, idess are Detter.
Made for humans.

The glase in th wing gum.

B. SERVICE YALUES
‘World ciass brains. 're in it togsther.
‘Wie'll dis fior a good ides.
The new world iz whers we live.

A, INSIGHT changs i2 Upen them and they nesd to
The siament of all we know about our targated do something sbout It

‘CUSIOMEN and their Nesds on Which our brand &

founaed.

2, COMPETITIVE ENYIRONMENT. 3. TARGET CUSTOMER

thinks they can mus ravE BNoUgN 10 AaEET 1D

2, COMPETITIVEENVIRONMENT & 3. TARGET CUSTOMER

Indapendent

1.AOOT STRENGTHS » DANGER

‘What the businees has Deen Duilt Jer hiztory that has mads it succsesful.
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VETO ECONOMIC
POWER BUYER

LIGHT
INFLUENCER

END USE HEAVY
CHAMPION SER INFLUENCER

YOUR PRODUCT
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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

hed

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

wali.acaudliiiiaglilicolli

Provides value to
Customer by

Enhancing customer’s:
*Interpretation/ processing
Of information

*Confidence in the
purchase

Decision

—~Use satistaction

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"" "7~
--—"/--J-—a-_
/"-
X

Niche

/ Brand
I,a"
."
|

LOW RECALL HIGH

@ali.azadimanesh

Advertising & Branding Consultant




= Brand Awareness

Poor communication I
irinodal
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Wrong communication w:~
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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 * | (C.B.B.E) Jx»

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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What about Brand

What is Brand
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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

@

ali.azadimanesh




commamity, layalty &
attachement

SATISFACTION

Ccomfort and superiority
in all cabin dasses

IMAGINARY

GLOBAL RESPONSIBILITY &
MIODERNITY

Permanent Innovation combining
with responsible =i : Mg

HIGH AWARENESS
TOP of mind between others global leading airlines, high recognition
and as lifestyle perception

I @ali.azadimanesh I
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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 hlack and white

o Emphasises luxury / sophistication.

SALIENCE

e [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%

<+ 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
engine supplier for other teams.

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

It holds 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*. PPy

@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”.
Our respondents’ emotional associations: elegance,
comfort, class, safety, timeless, tradition, old, noble.




BRAND
RESONANCE
PYRAMID
CBBE

Resonance

Feelings

Performance

Salience
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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.

o A 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

(Global branding: green bottle +
red star.

eHuge 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 ample
"D
for the newco of run

shoes.

o 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
positioned? le.
shoes are for toda
modern adventurer and
outdoor enthusiast who
aspires to challenge
themselives and belo
a community - one th,
about the
live in

e highest
in materials
eco friendly.

@ali.azadimanesh

Consumer Insights

Any insights out thera?

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

more mainstre

Consurners are tunad into
henticity and will ¢




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: e 255 (sjluntyr 15 2o o8 @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
Werke 5 b
GE b
<! 9>
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P slesg) 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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salparais.
Valparaisc

Valparaisc
‘alparais’
Inar»

Classroo.
yd Comm

TAG LINE
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Brand
Identity

)

SHAPE
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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 ()
e The Wordmark

(word mark or logotype)

Canadi ety 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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e The Combination Mark

*22BlackBerry. = at&t Q QepPsi

ROLLS

Eﬁ 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

_
1f
Vit

GooO qle
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Logo

Pictorial or logo symbols

\*
LOoLOoD )

o jl
AERES
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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

AARLEY-DAVIDSON]
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1976-1998 1998-2000 2001-2007
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6_\\/ Mercedes-Benz

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

Qur aim:
To be the leaders for brand, product and communications.

N

The integrative guiding theme for brand communications:
“The best or nothing".

.
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Brand Sense

Buyology.

Bra-nd Sense

REVISED AND UPDATED

R AR I R

Visual ldentity Martin Lindstrom
Q’\\%—\\\e ss § 0/)%
)
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
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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 nriéten‘als

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

I @ali.azadimanesh I



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.

@ali.azadimanesh
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Taste
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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

I @ali.azadimanesh I



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 spenton
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 ) - system in the
molecules... brain...
_ -
I -
C’ A - ..where it i3
closely tied to
memory, mood,
stress and
concentration.
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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




d 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
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Plastic Bag

Ice bottle:
265 units are
sold an hour
on average

@ali.azadimanesh




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

* Recognition and perception
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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




s Sl b 58550 JL0 4 Lok 9

I @ali.azadimanesh I



aCokeahd a smil

W

Turnup *

#tshareaCokeza /

@ali.azadimanesh




Brand Sense
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Brand Architecture

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

Fedix FedixFodin: () & e 1Pov © & (et ¢av gt

..........
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0000 0,0,0,0,0, e,V e 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 abioc as Driver Identity Idantity
1 [ 1 | T
Universal Obsession
PG Tips Lexus Sony HP GE Capital .
(Unilever] (Toyotal P:;'o":;]s McMuffin Ca!vi:yl(lein Bravia DeskJet GE Appliance virgin
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H b d Pros:
yan + Flexible-pravides option to use master brand, or not

Situational/Combination + Allaws for segmentation through endorsement
Cons:

+ Difficult to manage

. + Rife with “slippery slopes’

@

TOYOTA

® & &

TOYOTA




Conceptual analysis of brand architecture and relationships within product
categories

Article in Journal of Brand Management - February 2004

DOI: 10.1057/palgrave.bm. 2540169

CITATIONS READS
96 6,014
2 authors:
Rajagopal Rajagopal J’}_ Romulo Ranchez
Tecnologico de Monterrey *}T 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

1 1 1
House of brands Brand endorsement Branded house
| 1 1 1 . 1 l
Independent . . Total brand-product mix
Shadow Nominal and strong Associated .
rjot connected endorser endfomanents hame |ntegrates brand performance
with mother brand incorporating sub-brands
[ 1 ) | | |
Maximising 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
o, market re-entry
position segments
Product Assu.re high Identfy weakness g djust Modify weak
quality features features
. Build brand Provide Communicate Educate on
Promotion q .
awareness information new features re-entry features
Build Strengthen .
Distribution distribution channel Dell\‘fcr all Smoothen re-entry
. . versions problems
network relationship
Pricin Skimming or Challenge Use good Reduce price to
g 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 .
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‘ The Brand Relationship Spectrum: The Key to the Brand Architecture Challenge

‘ FIGURE . Brand Relationship Spectrum
|
‘ RCA (GE) J
Not
Connected Satumn (GM) J
Houseof | | Nutrasweet (G.D. Searle) J
‘ Brands L Tide (P&G) |
Shadow
Endorser Lexus (Toyota)
Touchstone (Disney) J
Grape Nuts from Post |
Toke! " -
Endotse:'\ent Universal Pictures, A Sony Company l .

Docker's, LS & Co. J

' DKNY ]

| | Endorsed | | | Linked Vo

Brands Name
Nestea |
Courtyard by Marriott |
* i - Strong - —
Relationship Obsession by Calvin Klein
Spectrum Endorsement
Friends & Family by MCI 4]
A GleneMaa ]
Co-Drivers ——-!7 Sony Trinitron J
—Ii DuPont Stainmaster J
H Subbrands
= Buick LeSabre
Master Brand
as Driver —% HP Desklet J
- Dell Dimension ]
1 ‘GE Capital, GE Appliance |
i Different "
j \dentity —-{7C|ub Med Singles v. Couples l
' Branded —17 Levi-Europe, Levi US I
House _|
BMW J
‘ Same -
I dentiy —{ Healthy Choice |

: H Virgin

CALIFORNIA MANAGEMENT REVIEW  VOL 42,NO.4  SUMMER 2000 9



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

277 277

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

100%

}

Branded House

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

FedEx

Express
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Architecture

75%

!

Sub-Brands

Combining the corporate
brand with strong sub-brands

Sub brands help differentiate
and boost corporate brand

s

® iPhone
®iPad
sty

50%

25%

| |

Endorsed Brands

Leading with a strong
sub-brand butleveraging
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: e 255 (sl 15 o oot @ali.azadimanesh




i' {

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

v : Virgin Heaithcare
O 1' kr ll .(_‘ ‘(_J(}_s,‘_n-l-:,
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Fed

Corporation

g
j

Sarvicas Ground Freight

Offca Harme Delivery Custorm Critical
Fedtx ]
TechConnect SupplyChain Srmeart Post Multibedal

{

Trade Metwoarks
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Brand Licensing
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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

g 9 Line Brand

Z ——Extension Hxlensm

©

=

New

0 Multibrands New

Brands
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Co-Branding

&

<7¢ _-L;-_ 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
7
| —

APPEAL TO A NICHE WIARKET/ CERTAIN LIFESTYLE

a wider demographicis reached Nike appealing
ali.azadimanesh

@

to Apple users and vice versa




Merge-Branding

THE CHALLENGE

Company A '

Existing
vision, existing

culture, existing New Entity
perception, existi

ng products:

BRAND A

NEW
BRAND?!

QOwn creation
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b White 21%)> - Black 1628
e 11% fGieep 12

I Source: http://www.joehallock.com/edu/COM498/preferences.html @all-azad|mane5h I


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

HEAP/INEXPENS | HIGH QUALITY -

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

BTG 1%
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RELIAB COURAGE

*Blued3% + Purple 29%

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

* Purple 124
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14%

* Purple 23%
FGreen 1424
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* Orange 33%

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

ni-
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.Red

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

) ol CNN i

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

Trust - Conservative - Dependable - Intelligent -
Efficient - Serene - Wisdom - Lloyal - Dependalile -
Cool - Secure - Logic - Commuinmication

Negative: Coldness, aloofness, lack of emotion, unfriendliness, uncaring, un-
appetizing

@ali.azadimanesh




Outimism Confidence Friendliness Creativity
Hapwiness logical Progressive Playiul
Imtensity Clarity

sass Ll 9 ..\-fsbua ;..ﬁj)é il 9 Un.lbuitp Ales 9 Uﬁa,qudq);r3 4.3|.7...u3.3 < ald Ufé) ¢ 355 c.f;')
138 859 o= 55 315 pljine azgicla ;5 lw & SIS 9 390 oIk & (lidy) 9 p5 Sl
9 Sudiy Olesioge >Lb sl 38 O 9 39be o3kl LuSH g oluw 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
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Green

Karmony - Balance - Nature - Growth - Wealth - Fertility - Peaceful
- Life - New - Restoration - Money - Iranguility - Calimness - Fresh
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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 Comifort - Food -
Passion - Abundance - Fun - Youtfiful - Warinti -
Change - Stimulation - Affordable

HARLEY-DAVIDSON

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

T coswooun TDIINTEER

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
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Hygiene - Sterile - Purity - Clarity - Cleanlingss -
Peace - Neutral - Efficient

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 Bllﬁfyj{ g’”l
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rown
Seriousness - Relialbility - Organic - Comifort - Earth

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

° .
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

I @ali.azadimanesh I



I @ali.azadimanesh I



@ali.azadimanesh




\fs.

@ali.azadimanesh




Hubspot CTA Test

{dPerformable = LPerformable —
Stop closing the door on — $10p closing the door on
potential customers. Get potential customers., Get o
your message right with ﬂ your message right with
Performable. N Performable
— R —_—
Or o e e Pyt b LN —
e e e S o o 20 & Sy ——— e B T e e
P i UV — P A L ———— e

Get Started Now! Get Started Now!

* Red garnered a 21% greater conversion response.
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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
¢ e ety ooy
\ metri tore of C0, iecknge onnucky.
News Investors About us Careers @ Businesses ® @ GE L This is

Innovation N
e \

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
interet-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,

GECOO0S3/AAZ




MANTRA, MOTTO, TAGLINE AND
SLOGAN
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Some Brand Essence or Bran Mantra :

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

-Starbuck : Rewarding everyday moments
iranmct ;l saub ai8,5p
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Tagline helps to further understand the:

» Brand personality

* Brand essence

Tagline:
* Short
* Memory retention

* Repetition

SOUICE: puie 153 (gjlanty plS cadn LS
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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

b5y .:.:.: ; Ay sl
SPECTRUMHEALTH *
- I FOR A BETTER LIFE. {
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THANKYOU

THANKS FOR WATCHING THIS PRESENTATION

|@l @ali.azadimanesh
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