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Branding and its Roles

* Branding is a marketing practice to create a product name that is
easily identifiable and recallable.

The role of Branding:

* Branding with name, logo, image, tagline gets Awareness and
Recognition

* Branding with valuable equity increases Business Value

* Branding induces sales leads generates New Customers

* Branding improves Employee Pride and Loyalty

* Branding creates Trust with Customers and Business Partners



Hard and Soft Brand Attributes

Name = Unigueness
Logo = |nnovative Value
Vision = Transcendence
Slogan = Appeal

Value Mantra = Positioning

Sign f Gesture = Consistency
Saong / Music = Credibility

&

Think different.
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What's in a name?

Source: BrandZ"™
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Brand

amazon

s

o Microsoft
Google
VISA

Alibaba Group
MEREY

Tencent 5l
FACEBOOK

McDonald’s

10 ' ' Mastercard

Category

Retail
Technology
Technology
Technology
Payments
Retail
Technology
Technology
Fast Food

Payments

Brand Value
2020 $Mil.

415,855

352,206

326,544

323,601

186,809

152,525

150,978

147,190

129,321

108,129
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Brand
Contribution

Brand Value
% Change
2020vs. 2019

+32%

+14%

+30%

+5%

+5%

+16%

+15%

7%

-1%

+18%

Rank
Change

0

Country
of Origin
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BrandZ™ Strong Brands Portfolio vs S&P 500 vs MSCI World ind

Click and drag in the plot area to zoom in
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High failure rate of Brands

* Around 80% of 30,000 new consumer products launched fail (Harvard
Business School professor, innovation guru, Clayton Christensen)

* 85% new consumer products fail (Nielsen Market Research)

* The road to success is littered with the corpses of thousands of
brands that just couldn’t hack it.



Components and Effects of a Brand Equity /& &=

Category Indicators / effects Future performance




Management process of identity-based brand management (Burmann 2017)

Brand Objectives
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Strategic Brand Management EXEE R E B

——

Situation Analysis & Brand Objectives — coherence of levels of strategy

Brand ldentityE{/; — personality attributes of a brand (see Under
Armour case)

Brand Positioning

Bran)d Architecture fLFFRZERE— design of spectrum of brands (see BMW
case

Brand EvolutionjE L - ;f [ )i }\ -,,\' -

Brand Budgeting
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Great products/brands can fail too!

share Moments. Share Life
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Brand Identity Prism of Under Armour

Pdasutraml i colowur

Staphaen Curmy,

: ' T — Tom Bracy, Secly
Murray, Snthony
=  Young adults
- Indoor & outdoar :‘:',.1'.'1““““' Lindaey
= ;I:gﬂ::::ih - Male & forale
= Athletic Recolver picture athletes
- Strong - Sarioun
- Fltrosn
FiFy sl i FParsonality
Dravterrmibin Undar Scmvour Bramc
ation, Idantity Prism - g::\:':l;::nn
:"_""F'F"“""" _="~ team work
provocat Rotationship Guiture L]
“I WA
“I ol o3
mmich it LRI AREATILIE
weisialel Evan
anny 4
T joks ;
s to
make Flasf lesction Salf-lmnga
WL
Eresttenr™
| I ti
NAOWYanon
- El-l:llﬁ'l'nrlﬂbla \ Sender plcture : Confidence
: s:‘:éa'“ul = Determined
T I
- Warking with thae : P::c«lnrful
- Larg loating
- High calibre

. mgeddyu@friends.cityu.edu.hk




Brand Architecture of BMW Brand Spectrum>y¢st/Family

BMW ©cE

@ BMW AG Corporation
@ Masterbrand
5 2 Companies
@ BMW (GB) Ltd @ BMW Motorcycles or Divisions
Retail
@ Dealer Name
o > AL " Sub brands
@ 3 Series @ 5 Series @ X Series : m

Loyalfy

4 A Products
@ 335i @ 530d @ X6 @ Z4 or Services

Associafe
Companies
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Operation Brand Management

Internal brand management External brand management

INTERNAL
BRANDING

MEASUREMENT COMMUNICATION
AND
O:El MESSAGING
@ PROCESS PEOPLE
* Process Design » Staff Recruitment
TRAINING = 7

« Diagnosing Fail Points ¢ Training

* Best Practices Alignment * Staff Culture

* Quality Management * Customer Relation
System Management
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Brand Performance Evaluation and Control

* Internal and external brand performance measurement

* |dentify-based evaluation with Brand Auditing i3 1%

BRAND BRAND REVIEW INTERNAL DIGITAL
POSITIONING OF MARKETING AND AUDIT OF
ACTIVITES EXTERNAL BRAND

e Mnﬁons ON AND BRAND
| ; OFF LINE INSIGHTS

] 0

USER REPUTATION CULTURE VALUE
EXPERIENCE REVIEW MAPPING MAPPING
OF SERVICE

%
S ilgs
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External Brand Management - Brand Metrics F5f&

A brand performance needs to be measured and monitored just like
sales, profits, operating costs and other key business metrics.
Important brand metrics include:

. Brand awareness = 35

. Brand perception ZLH1E

o Consumer confidence and trust in the brand

. Customer loyalty and engagement

. How a brand ranks versus competing brands and why

. Brand return on investment



The gap between a promise and delivery

 Service from the heart. Did you feel it?

I¥F YOUR

COFFEE

{SH TPERFECT.

WE'LL MAKE IT OVER.
IFITSSTILLNOT ;

PERFECT

MAKESUREYOU'REN
A STARBUCKS
i e T S st
'4A bt
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The case of Hong Kong UMP’s (&8s 754
brand strategy and execution in China
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UMP’s Vision

HIMNNE=Z 35%5’\]554"/\ ;’iEE’Jmuufléﬂ =5 -
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me oA ENETTIRS !
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Acknowledgement: I am grateful to Mr Felix Lee, President of UMP China, for
providing me all the valuable information for creating this case.
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(e | BTERBRAA?

o BOMENKENRENER  SMBEEXNIENEEXHARRA
+ We are constantly redefining UMPeople for meaningful work and
meaningful relationship through radical focus and radical transparency
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Perseverance Agile Sustainable Trustworthy Innovative Mindset Excellence
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UMP China’s Value Chain
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UMP China’s Brand Touch Points #&EgifigRE
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Communicating brand promise and indoctrinating brand value internally

Extracts from UMP CEO’s monthly letter to employees:

* Know what UMP stands for, what UMPeople’s qualities are, and look to guide you all on
what the UMP Culture is.

* Everyone in our UMP family has the power to influence others, to motivate others, and
to inspire others; indeed, many of you are already doing so!

* Passion comes in many forms, including dedication, innovation, selflessness, caring for
others, and motivating the team.

* The coronavirus epidemic is a good reminder to UMP that we must not stay complacent
with our success in the past and must continue to adapt and innovate.

* We do not promise lightly, because we always deliver on what we promise.

We place 200 percent emphasis on trust among:

a) Between managers and their team members &[] F%& & HF\ Y 1 2 [8]
b) Among ump and its doctors & partners =4 #5842 (6]

c) Between patients and doctors B4 k7 5235 7 [H]

d) Among administration and business units =5 & 7\l 55 & 7 |H]

e) Between our clients and us %)ﬁ%ﬁ{l‘]@%@dwu_edu'hk
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What if we are just SMEs and cannot afford
sizable brand-building budgets?

To begin with .....
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Personal Brand Building — affordable way of branding

* “If you are born poor it’s not your mistake, but if
you die poor it’s your mistake.”

* “Your time is limited, so don’t waste it living
someone else’s life.”

* “Never ever compete on prices, compete on
services and innovation.”

e “A good reputation for yourself and your
company is an invaluable asset not reflected in
the balance sheets.”
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Yu’s 3H framework for Holistic Brand Management

Scenarios resulting frorn different
H factors' interception

B

Case 1- Committed & capable of
holistically managing Brand right

Case 2 - Uncommitted but
capable of planning & operating
right Brand Management

Case 3 - Committed & capable of
operating but not sure Brand
Planning is right

Case 4 - Committed and well

planned but don't know how to
execute the plan right
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Thank You!
Any Questions?



