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Definition of ‘Brand’

> The sum of the characteristicscharacteristics of a product 
or service as perceivedperceived by the user ...

> The user perceives relevant unique added perceives relevant unique added 

values values which match their needs most 
closely ... 

> Success results from being able to sustainsustain
these added values in the face of 
competition.

http://www.sensacom.com
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Definition of ‘Brand’

A product from a known sourceknown source

Brand valueBrand value reflects how a product's name, 
or company name, is perceived by:

>> The The target audiencetarget audience for a product,   

or

> The marketplace in general

http://www.learnthat.com/
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Target Audience

>Important to understand the meaningmeaning and 
the valuevalue of the brand for each target each target 
audienceaudience in order to develop an 
effective marketing mix.

>The value of the brand for a webweb--based based 
company may have company may have heightened heightened 
importanceimportance due to the intangible nature 
of the web.
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Known Source

>You want to become the default default 

referencereference in a consumer's mind.

>You want to become synonymous with synonymous with 

your niche.your niche.

>When someone says "chocolate", many 
Europeans immediately think NestlNestléé
because, in a sense, they "own" the 
brand. 
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Known Source

>But in the U.S., when you say 
"chocolate," I immediately think 

HersheyHershey’’ss

>But my wife might
think GodivaGodiva
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In Argentina, say ‘chocolate’ and

You might think Arcor

or perhaps a local 
chocolate shop

So a So a ‘‘known sourceknown source’’ is an important is an important 

element of a brandelement of a brand
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Peter Drucker Quotes

• Suppliers and manufacturers 

have market power market power because 

they have information information about 

a product or a service that the 
customer does not and 
cannot have

• But a customer does not need 
information if he can trust trust 
the brandthe brand. 

• This explains the profitability 
of brands. 
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More Drucker

• The aim of 
marketing is to 

know and know and 

understand the understand the 

customer customer so well 
the product or 
service fits him 

and sells itselfsells itself



>

12

Changing Definition of VALUE

• The value of a company used to consist largely 
of its "book valuebook value:” physical assets such as 
factories and equipment plus money in the 
bank

• Today book value accounts for only about a 

third of the stock market capitalization third of the stock market capitalization of the 
top 150 U.S. companies, down from three-
quarters two decades ago
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Brands have POWER

• In the new economy, corporate 
value lies in intangible assets: 
patents, databases, know-how --

and brandsbrands
A New Brand of Power
August 7, 2006
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Brands are growing in importance

•• Brands are eclipsing factories Brands are eclipsing factories in value

• Big brands are crowding outcrowding out smaller ones and reaching 
all around the world

> Ten years ago Unilever sold its foods and detergents under 
1,600 brand names,

> Now Unilever uses fewer than 400

• Citigroup, General Electric, IBM, Microsoft, Toyota, 
Wal-Mart sell most or even all of their products under 

one or two brandsone or two brands
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The ‘Bottom Line’ of a Brand

It’s more expensive, 

but itit’’s worth its worth it
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What is e-Branding? 

“ee--brandingbranding” is the creation and 
development of communications strategies 
specifically for brands to have meaning for brands to have meaning 

and context on the web. and context on the web. 

Traditional, terrestrial terrestrial 

brand positioning brand positioning 

strategy doesnstrategy doesn’’t always t always 

work on the webwork on the web

http://ebranders.com/

The US shopfront of Apple's iTunes
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And terrestrial branding …

• … often does not globalize easily

• … but ee--brandsbrands often
have problems as well

http://www.funnyordie.com/videos/5642
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Brand Summary

> Remove the hype, and branding is 
just commoncommon--sense strategysense strategy, re-
branded. 

> To successfully build a brand is to 
communicate your value proposition communicate your value proposition 
to the to the key customer segmentkey customer segment, and 
do so in an integratedintegrated
and consistentconsistent way

INSEAD marketing professor Amitava Chattopadhyay, Interoffice Argentina
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What is the Key Segment Here?
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Brand Impact

> One day I realized that every person I 
bought from on a regular basis... was a 
personperson to me, not a company

> I don't shop at WAL*MART
> in my mind that's where the funny lady funny lady 

with the pigtailswith the pigtails works

> I don't buy music
> I get the latest BeyonceBeyonce CD. 

> Even with brands like 
Amazon.com
> I want the next Toni Morrison novelToni Morrison novel, not just 

some book by anyone. 

http://www.mynameiskate.ca
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Brand Association

You must create an associationassociation
between yourself and the person you 
want to influence, the resultsresults they 
want to have. 

Your brand needs a face, a face, 

a representative, a representative, 

a personality.a personality.
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PR and The Art of Branding

Focus on PRFocus on PR, not advertising

Many companies waste millions of 
dollars trying to establish brands with 
advertising

http://blog.guykawasaki.com/2006/01/the_art_of_bran.html
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PR and The Art of Branding

Brands are built on what people are Brands are built on what people are 

saying about yousaying about you, not what you're 
saying about yourself. People say good 
things about you when

> you have a great product

andand

> you get people to spread
the word about it
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Commodity Hell

http://www.digbusiness.com/blog/archives/forget_your_competitors.html

Get past the endless obsessionendless obsession
with what competitors are doing

The end result is a group of 
companies that are all offering 
the same thing as they "me too" "me too" 
each other into commodity helleach other into commodity hell
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PR and Branding

You have to let your 
customers coco--createcreate your your 

brandbrand through the stories they 
tell one another

Advertising has a harder time 
doing that than PR
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Co-creating with Customers

•• Collaboration with customers Collaboration with customers is no 
longer simply consultative; it is a mixture mixture 

of art and scienceof art and science
and a process 
whose depth 
deserves a 
suitable name

•• Call it coCall it co--creationcreation

http://www.emeraldinsight.com/

Love Your Customers? Co-Create With Them
BrandWeek.com
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Co-creation

• … not so much a concept but a spectrumspectrum

• At the conservative end, companies go 
about their business pretty much as 
usual, but say to the consumer

•• Come and help us conceive of and even Come and help us conceive of and even 

create our advertisingcreate our advertising
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Co-creation Spectrum - move one or two clicks further …

• Consumers become involved in the design of the 
product itself

> First in a cosmetic way (as in Nike ID, the basketball shoe that
people can customize after purchase) and then in a deeper sens
as in Nokia's 
Design Lounge,
which actively 
solicits and 
incorporates 
the public's
design ideas 
into new cell 
phones
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One more click up the co-creation continuum …

• … and one arrives in a territory that has been 

referred to as crowdcrowd--sourcingsourcing

• In ecosystemsecosystems such as Wikipedia, YouTube 

and MySpace, the product is the consumer is 
the product

• Company, brand, customer, product offering --

all have fusedfused in a way that would

have been difficult to imagine 
just a few years ago
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“Them and us” – a bizarre conceit

• Fueled by the tectonic shifts of the Web, 
we are witnessing a transformation in the 
figurative contract between the 
companies that sell things and the people 
that buy them. It is thethe end of "them and end of "them and 

us" and the birth of "we"us" and the birth of "we"



>

31

A different ‘take’ on a previous slide

Brands are built on what people Brands are built on what people 

are saying about youare saying about you, not what 
you're saying about yourself.
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Branding is what you do

Branding isBranding is not what you say but 

what you do.what you do.

To brand, in a corporate sense, is 
no more a verb than "to 
gorgeous." 

A brand is a result, A brand is a result, 

not a tactic.not a tactic.
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Branding Disorder

One cannot go about branding an 
organization or a product or a 
service; the organization, product, or 
service is what creates the brand 

In a brilliant twist, the experts have 

bottled an end and sold it as a bottled an end and sold it as a 

means. means. 

Article in Fast Company Magazine
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Brands and Human Nature

Establishing a brand plays into several 
facets of human naturehuman nature

For example, when we are presented with a 

choice between the known and the choice between the known and the 

unknownunknown, we'll naturally tend towards the 
known

And if there are several known entities, we 
further sort by the one we trust mosttrust most
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The lesson of 

As we learn more about branding and its 
tie to growing a known product, the answer 
to whether we should brand is simple

If we want to create a niche and dominate create a niche and dominate 
it, it, online or off, we need to shape that shape that 
niche, niche, to define it, define it, and
to use several differentuse several different
approachesapproaches
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Before we answer the question: A ‘Minicase’

Sunday, August 17, 2008

After Long Boom, China Faces an Industrial Downsizing
Many factories close as China tires of being the world's junk maker

On China and branding
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Industrial Downsizing

• The world's factory floor world's factory floor is experiencing 
an unexpected reversal of fortunes that 
may have profound economic and 
political implications

• For Americans, who 
imported $321.5 billion 
in goods from China last
year, the result will be 

higher prices higher prices for many 
products
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Vicious cost squeeze

• Many are under pressure under pressure from big 
American buyers to cut prices to offset 
both the rising cost of shipping and the 
15 percent increase of the Chinese 
currency against the dollar

• At the same time, 

costscosts for labor, raw
materials, and land 

are climbingare climbing



>

39

Additional Factors in the Perfect Storm

• The Chinese government is trying to trying to 

phase out the lowestphase out the lowest--wage assembly wage assembly 

workwork to build up more valuable

>Eliminated tax subsidies on some 2,000 
products

>A new labor law gives sharper teeth to 
existing minimum wage laws

>And high inflation has prompted curbs on 
bank lending
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• The Chinese government is saying it no no 

longer wants to be the world's factory for longer wants to be the world's factory for 

producing junkproducing junk

• They're saying, “If you can't survive by If you can't survive by 

following the rules, then we don't need following the rules, then we don't need 

you anymoreyou anymore”

Andy Rothman, China strategist for CLSA Asia-Pacific Markets
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Brand Value

• Those factories that survive will be the ones 
producing more sophisticated productssophisticated products, paying 
better wages, and doing less damage to the 
environment

>The Chinese don't want to be making sneakers for 
Nike forever

• They want their own brands and the valueown brands and the value
that European and American companies have 
been enjoying for the past 20 years

Ted Hornbein, managing director for Asia Operations at Richco
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Price Pressure

• Exporters seem more determined now to push push 

back on pricesback on prices

>59 percent of small export manufacturers expect to 
raise prices this year, up from 47 percent in the 
second half of last year

•• Higher retail prices Higher retail prices worldwide is the only way 
these factories can survive

>If you want toys without lead
paint, you're going to have to
pay a little bit more for it
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Quotes from another source
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But China still has ‘legs’

•• China makes you sharp China makes you sharp or it kills you

>If you still make anything labor intensive, get 
out now rather than bleed to death

>Shaving five percent here and there won’t 
work
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China Brand

The China Price has, in The China Price has, in 

effect, become a brandeffect, become a brand
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Manufacturing Value

•• China doesnChina doesn’’t add much value t add much value to a 
product for export – only about one-third 
of the value of the output in the whole 
export processing sector …

• … because many materials, parts and 
supplies come from other countries
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The Pie of Profits

• Manufacturers often gets the smallest 
slice

• As little as a few percent or even less

•• Retailers or brands Retailers or brands get the largest 

piece, marking up the goods anywhere 
between two and ten times – or more –
between the time they leave the factory 
and when they hit the shelves
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The soft three dollars

• If something is manufactured in China at 
a dollar, it then retails at four dollars

• What people don’t appreciate is that a big 
portion of the value that is developed by 
manufacturing in China is not left with 
China

•• It is left with the people who It is left with the people who own own 

the brandthe brand
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Let us turn now to

specific methods specific methods 
among the diversified 
approaches available



>

50

ee--Mail AdvertisingMail Advertising
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Using e-Mail

>> 84 billion84 billion e-mails are sent daily

> US business users send and receive, on 
average, 171 e171 e--mails a daymails a day, and that 
volume is expected to double by 2010

>> Is Europe far behind?Is Europe far behind?

http://www.radicati.com/
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The e-Mail Bomb

Like fax-push 
advertising, spam spam 

advertising is out advertising is out 

of controlof control and likely 
not a viable 
alternative for
most companies
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There are ways around Spam

OptOpt--in Email Advertising in Email Advertising 

Features: 
>Targeted Opt-in E-mail Lists

>Over 3000 Categories

>Over 30 Million E-mail addresses

>Demographics targeting, including: age, sex, job title, 
salary

>Geo-targeting

>Domain Targeting (i.e .com, .net, .edu, .org. .uk, .de)

>Prices starting as low as 7 cents per email 

http://www.submitexpress.com/opt-in-emails.html



>

54

Cell Phone and PDA Cell Phone and PDA 

AdvertisingAdvertising
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Cell Phone/PDA Advertising

Interaction Between Customer and BrandInteraction Between Customer and Brand

http://www.movomobile.com/
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Delivering Relevant Content

RelevantRelevant: 
having a bearing 
on or connection 
with the subject 
at issue
wordnet.princeton.edu/perl/webwn

http://proximitymedia.com/home.htm
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Proximity Advertising

Your cell phone delivers the ad 
for a nearby 
restaurant ….

… and then 
delivers the 
directions to get 
you there

Now that is relevant!Now that is relevant!
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Proximity Advertising

Your cell phone asks if you want a 
message from a 
nearby theater ….

… and then 
shows you a clip 
of what is 
playing

Now THAT is RELEVANT!Now THAT is RELEVANT!
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Earlier we said we sort by the one we trust mostwe sort by the one we trust most

Now we are beginning to see 
implementations of these ideas that work …

… and with new technology    
it will get even better!
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BlogsBlogs
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The Value of Blogs

Without, say, the imprimatur of The Neue
Zurcher Zeitung, a blogger has only his or 
her reputation to recommend the work

BUTBUT, in this age where the hype of 
business blogging is reached a plateau, 

people are starting to realize that blogging people are starting to realize that blogging 

has real, permanent benefits.has real, permanent benefits.
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Blogging – 2 Questions

>> Does my planned blogging vision suit my Does my planned blogging vision suit my 

company?company?

>> Is my currentIs my current

blog strategy both blog strategy both 

costcost--effective and effective and 

brandbrand--effective?effective?
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The Art of Branding on a Blog

Your blog has got to match or enhance match or enhance 

your brandyour brand, in appearance, message, utility 
and reach. 

A blog that 
brings your 
brand down 
is worse than
no blog at all. 

http://blog.leveragedpromotion.com/  [March 2006]
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The Art of Branding on a Blog

My assumptionsassumptions are that you don't have don't have 
infinite resourcesinfinite resources and that you do have a do have a 
great product great product 

If you do have infinite resources and don't 
have a great 
product, there's 
still hope, but you 
don't need to read 
this entry any 
further.

http://blog.guykawasaki.com/2006/01/the_art_of_bran.html
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Blog Recommendations

http://blog.leveragedpromotion.com/  [December 2005]

ToTo extend and solidify extend and solidify your brand 
online, have blogs that are themedthemed

Extend the reach of your brandExtend the reach of your brand by 
offering your blog's RSS feeds for 
syndication (repurposing) on strategic 
web properties. 

Open more communication channels Open more communication channels 
for your brand. 
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Web SitesWeb Sites
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Web Sites

Let’s talk about my wife of 49 years
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Life was Simple … but now ???
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Page 2
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Page 3



>

71

Page 4
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Page 5
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And the Web Site introduces still more alternatives!
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Flavor 2
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…… but none of these are in our local supermarket!but none of these are in our local supermarket!

We are getting coupons in the mail …
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Web Sites – The Big Problem

Who is the audience?Who is the audience?
> Boomers?  

> Yuppies?

> Seniors? 

> Males? 

> Females? 

> Married?

> Single?
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Who is the Audience? Amazon.com knows
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I’m thinking Chrysler Crossfire

• So I go to Chrysler’s website for 
information
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Web Sites – The Big Problem

What is the message?What is the message?
> Brand? 

> Benefits? 

> Features? 

> Help? 

> Information?

I searched fo
r 

the Chrysler 

Crossfire
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Web Sites – The Big Problem

Why are we  doing this?Why are we  doing this?
> To promote the brand? 

> To build credibility? 

> To inform? 

> To convince?

> To persuade? 

> To influence?
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Web Sites – The Big Opportunity

95% of Canadians to buy 

online this holiday season
At IIMA conference in Vancouver, results of an

eMarketer survey point to significant sales

taking place online this holiday season.
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Web Sites – The Big Opportunity

46%
54%56% 57% 53%

65% 64%
70% 75% 74%
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Five years ago, at Least 75%Five years ago, at Least 75% of US businesses were  
buying goods and services online

Institute for Supply Management, Forrester Research, 2003

Accounts for 
only 12% of $
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Web Sites – The Big Problem

ee--Shopping CartsShopping Carts

52% of online shopping 
carts are abandoned!

eMarketer.com

Other surveys 
say up to 79%
E-Service by Ron Zemke
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Can you imagine …

… if up to 75% of shopping carts were abandoned 
in a supermarket 

without the customer buying anything ???

Advertising Executives must Advertising Executives must 

deal with this !!!deal with this !!!
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A True Story

www.eMarketer.com
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Next Screen

*****************************
Sorry, but we’re out of 
stock on this model.

*****************************
“CLICK”
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You know where he went next …
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Emphasize Web site usability over design
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Primary Strengths – Each Medium has a role

GartnerG2 Survey, August 2003, www.eMarketer.com

Radio, TV, Newspapers
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The Role of Trust

• Only 30 Percent of Consumers Express a High High 

Level of SatisfactionLevel of Satisfaction With Travel Websites 

• Consumers conducting travel research online 
continue to outnumber those booking online

• Among consumers whose online travel 
arrangements increased this year, ease of use ease of use 

and instant availabilityand instant availability are the key drivers 

PRNewswire, July 10, 2008
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Globalized Personalizing
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Market Segmentation

The purpose for segmenting a market is to 
allow your marketing/sales program to 

focus on the subset of prospects that are focus on the subset of prospects that are 

"most likely" to purchase your offering "most likely" to purchase your offering 
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A short market segmentation demo

RosettaMarketing.com

Kurt E. Holstein
Chief Operating Officer

[Truth in Advertising Disclosure][Truth in Advertising Disclosure]

Rosetta Rosetta 

Segmentation DemoSegmentation Demo
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Final Thoughts

Old Truths are still the reality… you need 
a great product or service, and you need 
to communicate well to gain recognition, 
mind-share, trust and brand-loyalty

Adapted from http://swcouncil.org/download/GregsSecrets.ppt
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Final Thoughts

> But everything else is changing

> You must surround the customer with a surround the customer with a 

consistent brand experienceconsistent brand experience

> You can’t just say who you are

> You have to live it, be it, prove it 

> It is about the dialoguedialogue
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Remember Definitions

>> CharacteristicsCharacteristics must be 

perceivedperceived as relevant, unique relevant, unique 

added valuesadded values

>> MeaningMeaning and ValueValue are defined 
by each target audienceeach target audience
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Think about everything, use the MOST EFFECTIVEMOST EFFECTIVE
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Final Thoughts

When thinking about brand 
strategy, think across all all 

the segmentsthe segments, across all all 

of the communications of the communications 

touch points touch points and across 
the entire relationship entire relationship 

cyclecycle

Awareness

Consideration

DecisionPurchase

Support

Loyalty

The Relationship Cycle
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Final Thoughts

> Define what success meanswhat success means upfront

>> MeasureMeasure against that success

>> Try somethingTry something, change it, and try 
again

> And always measuremeasure your results
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Thank You! and good luck with your brands!


