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July 30, 1973 / 50 cents

Newsweek
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GAMING A WAR
WITH IRAN

" | The Controversial
Director Chooses Courage
Qver Conspiracy in

‘World Trade Center’

By David Ansen
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Samsung's brand value(Interbrand report) @ Brand Rank. [l Brand vakue{Billon dolars)
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Trends in Brands Customer Engagement
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”:‘0‘;.0839 $m

9

IIP

+40%
$32,803 Sm

23

+1%
$16,571 $m

+6%
$12,068 Sm

2

+120%
$76,568 Sm

Gillette

¢4%
$24,808 Sm

24
-
o=

+8%
$15,702 Sm

30
Canon

73%
$12,020 Sm

+8%
$75,532 $m

10

TOYOTA

+0%

$30,280 $Sm
17
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+2%
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25
—
»’73 ’

+8%
$15,641 Sm
31
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.3%
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4
Google

+26%
$69,726 Sm

11

)
Mercedes-Benz
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18

ORACLE’

+28%
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32
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-8%
$11,471 Sm
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Microsoft
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$57,853 Sm

12
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$290,052 $m

19
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+4%
$15,126 Sm

33
HSBC <>
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13
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-3%
$27,438 $Sm

20
amazon
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New
$11,206 Sm

+13%
$40,062 $m
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|||||||||
CISCO

+7%

$27,197 Sm

21
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-11%
$17,280 Sm

27
.
+4%

$13,088 $m

39
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15
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mm BRAND SECTOR 2012 BRAND | % CHANGE
VALUE $m Brand Value
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Coca-Cola
Apple

IBM

Google
Microsoft

GE
McDonald’s
Intel
Samsung
Toyota
Mercedes-Benz
BMW

Disney

Cisco

HP

Gillette

Louis Vuitton
Oracle

Nokia
Amazon

Beverages
Technology
Business Services
Technology
Technology
Diversified
Restaurants
Technology
Technology
Automotive
Automotive
Automotive
Media

Business Services
Technology

FMCG

Luxury

Business Services
Electronics
Internet Services

77,839
76,568
75,532
69,726
57,853
43,682
40,062
39,385
32,893
30,280
30,097
29,052
27,438
27,197
26,087
24,898
23,577
22,126
21,009
18,625

129%
8%
26%
2%
2%
13%
12%
40%
9%
10%
18%
5%
7%
8%
4%
2%
28%
-16%
46%
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JUST DO IT.

o

LeBron James Tiger Woods Mia Hamm
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A Tribute Fighting LeaT.
Graft

Oscar
Hijuelos Transforms
the Runway

to
People on Havana M. F. Husain in India
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A brand is a promise

...not lipstick on
agorilla
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How Long Did It Take
Technologies To Reach
50 Million Users?

Telephone = 40 years
Radio = 38 years

Cable Television = 10 years
Internet = 5 years
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A Tribute Fighting LeaT.
Graft

Oscar
Hijuelos Transforms
the Runway

to
People on Havana M. F. Husain in India
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The Leading Brands after 85 years: 1925 and 2010

Product

Bacon
Batteries
Biscuits
Breakfast cereal
Canned fruit
Chewing gum
Chocolates
Flour

Paint

Pipe tobacco
Razors
Shortening
Soap

Soft drinks
Soup

Tea

Tires
Toothpaste

Leading Brand 1925

Swift
Eveready
Nabisco
Kellogg

Del Monte
Wrigley
Hershey
Gold Medal
Sherwin-Williams
Prince Albert
Gillette
Crisco

Ivory
Coca-Cola
Campbell
Lipton
Goodyear
Colgate

Current Position 2010

Among Leaders
Among Leaders
Among Leaders
Leader
Leader
Leader
No. 2
Leader
Among Leaders
Leader
Leader
Leader
Leader
Leader
Leader
Leader
Leader
Among Leaders
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Branding iIs all about creating the
promise.....

Name

Advertising

: Logo
Brand ldentity

Environments Products-services

Brand Values
Internal communications

: Customer Relations
Investor Relations 5 . .
Training

Knowledge Management Recruitment Polic

HR Policies & Processes

S— '-}

.....and delivering the experience

Brand ch.com



BRANDING EXCELLENCE ™

A. Brand Promise B. Brand Delivery
e Brand Essence e Attributes, benefits and values
e Brand Identity “- Organisation and distribution
e Brand Position e Brand Image

Characteristics:

1.
. Uniqueness and differentiation are key drivers

2
3.
4
5

Brand Promise and Brand Delivery are equally balanced and leveraged

Consistency across products, markets, organisations and cultures

. Strong brand management systems and processes in place
. Board and top-management are deeply engaged and committed

BrandZTech.com
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walmart Target The Home Amazon.com
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0 S O U B W N e

NG B b b e b b e e e e
WO SN OYU AW N - D YW

oUW aE N D e

Coca-Cola
Apple

IBM

Google
Microsoft

GE
McDonald’s
Intel
Samsung
Toyota
Mercedes-Benz
BMW

Disney

Cisco

HP

Gillette

Louis Vuitton
Oracle

Nokia
Amazon

Beverages
Technology
Business Services
Technology
Technology
Diversified
Restaurants
Technology
Technology
Automotive
Automotive
Automotive
Media

Business Services
Technology

FMCG

Luxury

Business Services
Electronics
Internet Services

77,839
76,568
75,532
69,726
57,853
43,682
40,062
39,385
32,893
30,280
30,097
29,052
27,438
27,197
26,087
24,898
23,577
22,126
21,009
18,625

129%
8%
26%
2%
2%
13%
12%
40%
9%
10%
18%
5%
7%
8%
4%
2%
28%
-16%
46%



$2.00 - $5.00
EXPERIENCE

25¢ - $1.50
SERVICE

L 4

1¢ - 2¢
COMMODITY
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RELEVANCE

measures customers' perception of your brand's
ability to provide what they need

Minimize
Distance

DIFFERENTIATION

measures customers” perception
of the uniqueness of your offer

BUEEI]
SZILMEN

L2005 Struciurd infuifion
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Low Image

Luxury market

High price

|ig'|e [(ol=]-1 W rochebobois
HEALS NATUZZ|
Crate&Barrel

r’mﬂ*—

habitat®
Bk A Boliacom

'Hyper markets’

"

]I IKEA 'I High image

Low price

Source: BoConcapt AYS, Novembear 2007,
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Skoda Octavia VW Golf V Audi A3

17,990 Euro 18,225 Euro 20,550 Euro
(+1.3 %) (+14.2 %)
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4. Relationships =
What about you and me?

3. Response =
What about you?

2. Meaning =
What are you?

/

Resonance

Judgments

Feelings

Intense,
active loyalty

Positive,
accessible reactions

Performance

Imagery

Strong, favorable &
unique brand associations

1. Identity =
Who are you?

Salience

BrandZTech.com

Deep, broad
brand awareness
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..YOUR BRAND PHILOSOPHY

www.Brand.” Tech.com



Brand Strategic
Role




©2005 JESSICA AND JOHN WILLIAMS

UNIQUE

JUST BECAUSE YOU ARE UNIQUE DOES NOT MEAN YOU ARE USEFUL

BrandZTech.com
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Brand

Brand Equity

Brand

Personality

Brand Image

Brand

Positioning

Brand Identity
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Customer
proﬁtability

Price premium

ase of 5% in loyal pustomers can deliver

An incre
05% greater profitability customer lifet

0% of customers would

toa prand they are loyal
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Integrated

Marketing

. -
‘/

< integrated marketing
. Jcommunications
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i Mail Campaigns — Media

Event
Marketing

Email
Blog Marketing

Marketing
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EMNYIROMMEMNT

ORI ATIOHN

VISIBILITRY

BRAND DIFFERENTIATION

DISCOVERY

ASPIRATION
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campaigns

non-govaernment
organizations
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KassandrA
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HARLEY-DAVIDSON
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Emotional

Benefits

Self-
EXxpressive

Benefits

Value Proposition

| feel exclusive | The thrill of driving

| am successful | am cool

BrandZTech.com

| feel involved in art

| am a connoisseur




Brand Experience NIV LEATHER

Advertising/Promotior

Packaging/Retall

Hrand Promises,

rositioning

BrandZTech.com



Personality

ESSENCE

Brand
Positioning

Organisational
Culture




DIVERT AND DIFFERENTIATE

HOTELS
AND RESORTS




Sales

Promotions
o Direct
¢
Response ~— / Mirkating
Packaging
Modia  — ! R
Advertising Desiening
Publicity Point
& / \ of
bR ‘ Nle
Lvent
Marketing
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CALORIE FREE COLA
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SHURGARD

SELF-STORAGE

SHURGARD

SELF-STORAGE

Wondering
where to put
the extra sofa?

Starter
pack

Storage | a
Units %

Winter sz _

Prices

Shrink "=
W'ap (e

7 10 Boxes for

MAFaTORARE | Ml

BrandZTech.com

Packing
Supplies SHURGARD

SELF-STORAGE

§ :
Tea and coffee 2bhes Security
For younr Wthe Log-Srmek For the salely of you and your belngrgs

oy ot 0& Store

000 0000 000
2160-3654 =
- _) -q?.




COME AND JOIN LA SENZA'S
MOST HAPPENING

FLORAL LINGERIE ROADSHOW

NEW COLLECTIONS
GAMES, VOUCHERS & PRIZES

UP FOR GRABS!
SCAN THE BARCODE ABOVE

ON BEAUTY WHITE COLLECTION

La SCNZA

COME AND JOIN LA SENZA'S

MOST HAPPENING
FLORAL LINGERIE ROADSHOW

NEW COLLECTIONS
GAMES, VOUCHERS & PRIZES
UP FOR GRABS!

SCAN THE BARCODE ABOVE

GET 20% OFF

ON BEAUTY BLACK COLLECTION

 LSITA

Brand/ZTech.com

7@'(45 your seuiness,
JEs time for you
" bo bloom! @(déyfﬂ,k‘w-ﬂm/
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6ol

COME AND JOIN LA SENZA'S
MOST HAPPENING

FLORAL LINGERIE ROADSHOW

COLLECTIONS

, VOUCHERS & PRIZES

UP FOR GRABS!

SCAN THE BARCODE ABOVE

ON BEAUTY COLORS COLLECTION

L SKNZA




06-1690-003

- 3-hand
= Silver-coloured dial with rose gold-coloured floral-effect decor and crystals
= Rose gold-coloured seconds hand with skeletonised flower

= Faceted crystal glass

Rose gold-coloured steel case with crystal bezel
gold-coloured steel bracelet with butterfly clasp

06-1693-003

= 2-hand
* Pink mother-of-pearl dial

BrandZTech.com

dred inner bezel
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r Print Media
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AlG

Post Modern City Icon User Friendly

] ]
High Tech Indoor Icon Differing

Brand/ Tech.com
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CULTURE BRAND DESIGN REALITY

+ Evaluate who the client is.. + Expressing their voice in form.. + Design incorporated. + A new space realized
Perception Simple Sustainable Local Identity
People Straight line Constructible Design Inside Qut
Collaboration Flexible Efficient Represents Our People
Service Driven Open Functionel Enriches Our Goals
Without Ego Progressive Inspired Aligns with Future Direction
Artul Uplifted Corporate Morale

BrandZ Tech.com
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Arg Tajrish, The next generation of Shopping Centers in Iran
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Arg Tajnsh The next genefatmn of Shopping Centers in Iran
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Is your business
in shape to compete?

To see how our research angﬁ experknce can help you accentu re\
mawmmmmmmm ' o

. Consulting » Technology « Outsourcing SRS N High performance. DeIIVEI‘Ed. ¢
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CrusC Crius € Grans G

In 2010, the UK’'s | | 1117
Association of Online | ' '
Publishers M
investigated
dimensions of website
engagement which
had the strongest
relationship with
consumers’ behaviour
owards advertising

In this respect, original content sites were seen to perform well ahead of portals and social
networking sites



A NEW FAN FiLM
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From Product to Services — Offer Selection!!!

Brand/ Tech.com



Better Selection!!!

ATOR

Q
W
L)
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Customization!!!

miaﬁ%\as'
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From Service to Experience — Offer Customization!!!

Brand/ Tech.com



From Service to Experience — Offer Customization!!!

Brand”Tech.com



Changing the Daily Life of People — Transform them

' |rto Foabales,ﬁmaaslebal payers, Temques redtrw pemlel
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By becoming a coach!!!

Brand/ Tech.com



An indlligent web plafom..

we'll make

you better.
el erwe oo ek o g i

Brand/ Tech.com



My Coach is....

Brand/ Tech.com



My Coach is....

Heart Rate Sensing Apparel

R Vg

Brand/ Tech.com



My Coach is....
The 360° package

Brand/ Tech.com



Why My Coach....

»To make our consumers better
»To unify product with expertise

»To connect with our consumers at an unprecedented level

GET STARTED @ 60 BacK

r

micooch

A

Gatthe miCoach Gezr. Slgn Up.H's frea ard easy. Select atralrirgplar or Run &ne get cazchad. Cee rezults and get
creeke your evar warkouts. feedback online

Brand/ Tech.com



Focus on Running

00:30:03

)
L 7 B

Brand/ Tech.com



Improve People’s Life

SOLVE SOMETHING.
ENABLE PEOPLE.

DELIVER VALUE.

HELP MANAGE THEIR LIVES.
FIT INTO THEIR LIVES.
GIVE PEOPLE TIME BACK.

Brand/ Tech.com
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Strong Iconic Brand
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Pudong 2003
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Notable projects in Shanghai
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Some of the Recent Beljing Projects
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IDENTITY

How the BRAND POSITIONING

owners want
the brand to be
perceived

That part of the value proposition
communicated to a target group
that demonstrates competitive BRAND
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