I Brand Building: Why Is it so Difficult
to OEMs/SMESs?
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|. Business Model for
Branding: Conventional
Wisdom
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Business Model for Conventional
Branding Practice
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NOW, LOOK AT THE BUSINESS
MODELOFATYPICAL OEM

OEMSs
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So, what are the implications for branding praétice
?




When going for branding, OEMs have to note theofeihgs:
OEMSs
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ll. New Trends in Brand
Management
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Conventional 21st Century

Tangibles

sa|qibuelu|
so|gibue |




l1l. Domain of Brand
Management Today










= Growth Direction/Strategy
Business Model
A Stakeholder Approach

» Brand Vision and Brand Promise
Core Brand Value
Mental Maps and Positioning
Perceived Competitive Position

~Organization, Initiative and Commitment
Brand Plan — Decision Criteria and Brand Elements
Leverage of Secondary Associations
Brand Experience Design
Brand Leadership

: Role, Functions, and Responsibilities
Integrating Brand Marketing Activities
Brand Value Chain and Cross-Functional Coordinatio
Leadership and Monitoring

: Brand Health Audit
Mea







From Tactics to Strategy (at
Corporate Level)
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All Brands Must Articulate Their Brand Essence
And Manage It Consistently

Irreverence

Performance, passion for driving
Authentic, real, original
Wholesome family entertainment
Innovation

Ubiquity
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Brand Strategy — Conventional Approach
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Various Functions
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Brand Strategy — Strategic Approach
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Business
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Business
(Corporate Growth)
Strategy

Brand
Strategy 1

Brand
Strategy 2

Brand
Strategy N




Co-Creation Through
Social Medkg
Co-Creation through
Service Padicipation

- Positioning Social Network

- Product (Design -D|st.r|but|on
: -Location-Based
& Function) Services
-Integrated Marketing

- Service Design WoM

Communications
-Process

(Mass Advertising, -People
PR & Event g
\ETGlilgle)!

Googlism
Blog
Facebook
YouTube

Product-Driven Customer-Experience-Driven

Note: Internal factors are not considered here, Cop  yright - Sherriff LUK
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The Need of Developing Brand

Management Capabillities
Planning

Marketing Communications Management
Market Sensing Ability

R&D (Product, Service, Process...etc)
Implementation/Operations

Brand Orientation (Culture)
Organizing and Brand Leadership
Strategic perspective




Brand the firm’s

brand to life







