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-7t & z%/a] (Social Recognition/Social Acceptance )

- WPEEESK 1% (Personality )
N (FEZ7 (Self-Expressive ) - ZoEsE (Self ) - 4%/ % (Lifestyle)
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Valuation Methodologies

Market Approach

Based on transaction
data involving
similar assets or

services

(O
Income Approach - Cost Approach
Based on the Based on the anticipated

economic benefits cost to recreate,
anticipated to be replace, or replicate

e

derived from the asset. the asset
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L Whatis a Brand?

/ 7LZ 5 n’ﬂ/}lg ? Versus
fTAAREaah%?

=>\What Is a brand to customers?




A EHRTENX :

mEERF  1\E @ vk M=o _JZL/(J:%%E/JQE
a 1@%5%2 EHFDD‘EHEQ EE5ZEXNFEZEM
mekRFJHEEX 7D - (AMA)

B. HIZzMEX :

y  "mRBEEFLR TP E XS 0P X B LS 2k PR RO BE RN SEAR
(Perceptual Entity) - fRIRT L - ZNRMSFAPECH - &
i)ﬁﬁ?@ﬁﬁﬁﬂﬁﬁ”i (Kevin Keller, 1998)

v T EROABEERBEX N ¢ "M RSB EIEE IR
FEMAMEMERM - 4 (Bl Mercer Management )
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Brand Management — A Conventional
Approachf{Z £i8Yan h% &% iE =38

A - Market Segmentationtiia4ll 7
B - PositioningzE (L

C - Marketing MixhinEHESES
D

E

- Corporate Cultureit\MI!3Z{E
- Evaluationiift

YV V V VYV V

+ Marketing Mix: Dove " Critical Issues: Dove
- Marketing Mix: Dove Il place

products

= antiperspirants/deo
* body washes = .
7)(
(’
® beauty bars ,[)( l
Do

® lotions and moisturizers . o -
® hair care \i - =
® facial care products == '&

| ——

SOAP., Whipreens CVsiprarmacy drugstore:s

© waimart:© amazon Peap d
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& Major activitiesEZIRH THSLEER/TTR?
> Brand name a4

. Recently iT4F:
>R&D & Peopled
-> Product™=ag -Corporate culturei= M/ >7{E
Syt -Technology 3%
2 PaCka.g.e = -Corporate responsibilityft =&
»Advertising/ & /AR

»PRAR
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- ChannelsEi&

- Operation/service policiesE{ZR

- Management mentality, management
and operation systems, process=E1EE 4 -

AR
- All other touch pointsfah# $E it

> Which level is adequate?Ff—kF
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HEfRAE=>

- It is a collection of perceptions in the mind of the
customer based on his/her learning, purchasing,
consumption, and relationship experience with the
brand. Based on such perceptions the customer is able
to perceive the values delivered by the brand.
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Promised value

AR BT B

+ Assoclated Value
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Value B

» Functional Value/Benefit

» Emotional/Psychological Value/Self-expressive Benefits
» Social Value

A strong brand deliver the following values to
customers as promised i EREE 2 B 5Z 3.
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» The Secret of Successful
Brandin

»on & F B2 B 3R 2 3]

»Designzzzrand Manage 2z i
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Brand Experience and Perceived Values

= Building and managing brands: The secret of
success Is to know how to design and manage
brand exﬂpenence:‘ﬁ':ﬂﬂ*[lﬁﬂ?é%% BERA] ¢ /and &
ﬁlﬁ”ﬂzzflﬁ

= Customers base on brand experience to perceive
the value of the brand

= What is brand experience?
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P

Felationzhip

Pre-purchase

Brand
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Purchazse
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A~ Bright Vessel
CUSTOMER JOURNEY LAYERS

BrightVessel com

STAGES Consideration Acquisition

STEPS
TOUCHPOINTS
T /4 /&,
soee
DEPARTMENTS
~ ' ™ ® & 9
® ¢ 9
 * & &
e & & o
&

https://www.brightvessel.com/ecommerce-customer-journey-map/



Disbuwesal Custorners Support Loon Closare

ﬂ:ﬂundﬁno Rate of inlerest SMS reminders  TAT for loan J‘Pa'lpaym Emwacm Receives loan closure
ranges from 3.  higher than that for EMI stalement via Customer ~wnable 1o handle conlocts all lefier, Informed o collect
10 days. commitied by payment. cuslomer care ;expech.dm non-slandard um' post daled cheques
|Avuoot6-7 the bank however no is 2 days. will be reduce. W(ECS - channels in an
;davs represeniative ocknowledgem Informed only  mandate failure.  efford for

- ent for EMI ! Menure is Ewddem resolution

receipl. ‘ reduced. EMI EMI reduction on  Resolufion

udvcﬂonopﬁon part payment. ‘M
‘not available.  incomrect loan delayed. ofien
! ! m) nolsc‘liadoty

|
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|
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}c-.-b'm Let's discuss this How come they Why doesit  Why don't they couun'u-y What kind of  Why can'l they send it 1o
bank on fist. fthisisa  never send an lake 2 days lo  communicale ‘have validated  solution is the registered address?
having faith of mistake. How updale of EMI send the loan ‘m’vhlce jliswe. this?_..Thisis Anyways the lefler says
Jarger network  can they receipl? statement? hlindoaoo’ before., due not the they will destroy i post 45

! Anyway date? Hopefully  solufion... days. If's been a month
‘ afieast they they get it right since the loon was closed.
‘mwst send it ! this fime..... Hopefully. they should

ups. \ cheques. They should
afieast send some
confismation of the same.

Why don't they
‘Neutral Upset. Helpless. Confused. Arcious but safisfied
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Research World
2020 BR MDA

FRICTIONLESS INCLUSIVE
MOBILITY FOR ALL

BEYOND
HUMAN

Top 10 Global Consumer Trends 2020 £ RaNoRR.

REUSE WE WANT CLEAN
REVOLUTIONARIES AIR EVERYWHERE

MULTIFUNCTIONAL PRIVATE
HOMES PERSONALISATION

POLYTECHNIC UNIVERSITY
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https://www.researchworld.com/top-10-global-consumer-trends-2020/
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8The Sharing Economy « i
woleni T YT
b -
Qzlo Rides taskrabbit o
é AR
NN R

&#LendingClub

. @
zipcar

ED DIENER
NORBERT SCHWARZ

editors

DANIEL KAHNEMAN Psg C 1@
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Gartner Hype Cycle for Digital
Marketing and Advertising, 2019

Artificial Intelligence for Marketing

Conversational Marketing

Real-Time Marketing
Customer Journey Analytics
Advanced Supply-Side Bidding

Customer Data Platforms

Personification

Mobile Wallet Marketing
Consent and Preference Managemen

Location Intelligence for Marketing

Shoppable Media

Visual Search for Marketing Account-Based Marketing Platforms

Event-Triggered Marketing

Over-the-Top TV Advertising

Scannable Marketing

Identity Resolution
Predictive
Analytics

Expectations

Ad Blockin

Mobile Marketing Analytics

Multitouch Attribution Ad Verification

Native Advertising
Personalization Engines

Blockchain for Advertising

Social Analytics
Multichannel Marketing Hubs

Influencer and Advocacy Marketing

Innovation rr:?le’:t‘e::i Trough of Slope of Plateau of
Trigger Ex tations Disillusionment Enlightenment Productivity
.
Time
Plateau will be reached:
(O less than 2 years @ 2to5years @ 5 to 10 years

Gartner
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Social media in Chinain 2020
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https://mrmw.net/mapping-digital-consumer-trends-making-sense-digital-consumer-behaviour/

,;Q Videos TV Series
News
) NeedBased
®°  Chatting @ @ @ = j Time Saving
s sShopping §J Pricing .
‘ : : @ Convenience
- Entertainment Music Movies
Online Activities ! Decision Making - Shoppin
y Entertainment : g . pp 2
General browsing was Activities Convenience and Pricing crucial
observed for all times of day factors for online purchase
° L] L L ] L J ®
..\ - \y
@ ?‘ ’ 1’ J ]l @
L [ ] L] L ] ®
PreferredDevices Social Media Channels Financial Products
Smartphone most preferred 91% preferred Facebook for Percentage of income invested
networking in financial products

8%
5%

BEHAVIOR e
INFOGRAPHIC D 88% 91% 86% 81% 63%

fie0g

Not Spend
> 50%

=R atrhwoaon
DeLYWeEel

0 to S
30 to S0

10to 30% ITY
<10%



FIiG 3= WhHAT ARE THE MOST DESITITIRED
SKILLS FOR YOUR DIGITAL. MIARKETING
HIRES 1IN 2079 -200220°2 https://www.smartinsights.com/managing-digital-marketing/marketing-

Dhata anmnalysis

Marketimg autormatiomn /)
software expertise

User experience desigm

Wideo production
armnd editimg

Codimg/developrmenrnt

Conmntent editimg
armnd writimog

Graphic deisgm

Programy/project
(aaT-1at-Tel=-Saat-Tald

Social media listening &
Ppublishimg

SECOS EM expertise

Paid media)

Pro<grarmimatic advertisimg

innovation/6-essential-marketing-trends-for-2020/

— =
23S TS
=6 7o
S1 o6
e
2 OIS
23S TS
23S TS
2T

Bl =S

Bl =< PR sy

Sowurce: Aldtirmeters Digital Marketimng Survey, (OQ2 201719; Base: MN=SOO
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Omni-Channel Experience

What is Omnichannel?

Multichannel

P — Morter Siores Tl Kia L
gy A1) £ e \
- ry 2)

3K

Source: Multichannelmerchantcom
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(Changes in Consumption
Pattern)
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> REBEMEAR LEYFNEERR

Q17: REB TIIREHENER_ LHENRENVEEIER - 5HE

EfEZME

a. Ehn{Er 5.39 5.29 5.33
b. EimE = 5.88 5.85 5.86
C. JEE rm Y IRE e P 5.21 5.18 5.19
d.BUE NP GG 5.42 5.42 5.42
e JEEMN T HEME 5.56 5.54 5.55
f. BLiEARFS 5.50 5.50 5.50
g RV E = 5.59 5.61 5.60
h. AB & U HEE 4. 98 4.94 4.96
i. [P EENKS] /] 5.21 5.07 5.13
j. & LB FRAVE M BRI 3.98 3.92 3.94
k. 1B /PO R e BH &) 4. 55 4.45 4.49
\. &k Ak S [ 4. 28 4.23 4.25
m. RS SR FIEE 5.15 5.12 5.13
n. S ARE /BRI 5.49 5.47 5.48
0. rhRAY B & 5.34 5.22 5.27
p.48_I 18 SR E 5.35 5.39 5.38
q. T IE %S e E 4.06 4.04 4.05
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POLYTECHNIC UNIVERSITY
F it B T o




> REBEMEAR LEYFNEERR

, bl

Q17: RB TIIREHENER _ LHENAENVEEIER -

15-245% 25-345% 35-445% 45-545% 55-645% 65mLAL

HEETMEZRMY

a. FEmfEfg 5.29 5.42 5.28 5.26 5.29 5.00 5.33
b. FEmWE = 5.90 5.88 5.87 5.65 5.71 4.71 5.86
C. A I e 5.32 5.16 5.15 4.90 5.39 4.29 5.19
d.BUE NP GG 5.52 5.43 5.34 5.25 5.36 3.57 5.42
e JEEMN T HEME 5.55 5.58 5.51 5.43 5.61 5.14 5.55
f. BCiAARTS 5.48 5.52 5.54 5.40 5.68 4.43 5.50
g JEEFFIREE & 5.66 5.57 5.62 5.49 5.78 5.00 5.60
h. AB & U HEE 4.91 5.00 4.94 4.99 5.21 4.29 4.96
i. (S EEMNT S 5.10 5.14 5.13 5.20 5.00 4.43 5.13
j. & FRFE R0V E M BRI 3.94 3.94 3.94 3.95 3.96 3.57 3.94
k. 1B /PO R e BH &) 4.53 4.52 4.44 4.37 4.14 3.86 4.49
L. 4EuEREE A0S [ 4.23 4.22 4.35 4.22 4.32 4.14 4.25
m. FEHE DR E P E 5.17 5.08 5.13 5.11 5.57 4.71 5.13
n. oA RE/BRFRE 5.54 5.48 5.48 5.24 5.50 4.00 5.48
0. rmhEHE & & 5.36 5.24 5.27 5.17 4.93 3.86 5.27
p. 44 b3S VR E 5.55 5.39 5.24 5.07 5.07 3.00 5.38
q. T IE %S e E 4.16 4.03 4.00 4.02 3.43 2.86 4.05
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> REKE

60.00%

52.70%
50.00%

38.90% 37.00%

30.00%
20.00%
10.00%

W
[s1=9

BN E e B

30.10% 29.70%

I 23I1W> 21.20%

BN R B EE
1. E}?EEHA %Eﬁr—ﬁ
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3. EOA{riEtr g EEE
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15.30%

12.20% 10.80% 10.70

% 8.50%

7.70%
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(BE :0ISES
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5.50% 5.006
E =
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> REBENES T EEEmEHRE

5. NFREE)
2. REEES 2%
4. BANESE 3%

1. BEES

8. BEEg 0
P 4%
7. 4847 KOL
4%
1. 43 & S/ RS E 4805 12. IR 4E
5% 13%
3. JEEEEEE
5%
10. iﬁ%)ﬁ% 14, BEVIRGE/H0 )
A 12%

9. MBS

7%
6. 8 LB EE

13. FEANRTT 109
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> HEEHE B EREE R

U P IIT T R MEO l N BON GRL BB W1 I MOE bl R
a HRIFNEE 5.08 4.98 4.79 5.03 5.04 5.00 5.65 5.27 5.73 4.99 5.11
b &aT AT 456 4.47 4.64 4.85 4.89 475 5.06 4.88 5.46 4.57 4.76
c HEGHERERHG 426 4.22 433 4.24 457 460 4.98 4.69 5.35 4.44 4.51
d AR 4.48 4.34 456 4.47 471 452 5.27 4.67 5.62 4.58 4.67
e MHATE 492 4.87 4.73 4.86 4.87 4.83 492 487 576 4.83 492
f BT RG] 429 4.24 4.69 4.25 4.75 453 4.47 432 554 4.14 4.49
g S AEATRR 479 4.76 4.66 4.74 493 469 498 475 558 459 4.82
h ] DLFE N B ST ik 436 4.29 4.66 4.61 4.73 4.43 4.66 452 5.69 4.54 4.60
| B 5.05 4.86 4.51 4.78 4.76 4.61 5.35 5.13 5.21 4.93 4.90
j BEES 5.09 5.04 4.70 4.92 4.99 4.89 557 5.15 5.45 499 5.05
k EAMPEEAAG GO 475 4.70 4.71 4.64 4.78 453 5.13 496 551 4.69 4.81
SRS S » B EF AL REN 499 492 486 4.85 495 490 5.09 4.98 5.61 4.73 4.97
m T B LR E TR 490 4.81 4.82 4.66 4.82 4.74 5.01 4.86 572 4.68 4.88
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V. Business Models and Branding
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- The End -

Q THE HONG KONG
?&b POLYTECHNIC UNIVERSITY

& e E T oA




