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Definition of ‘Brand’ -

The sum of the characteristics of a product
or service as perceived by the user ...

The user perceves relevant tnigue addead
values which match their needs most
closely ...

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

http://www.sensacom.com




Definition of ‘Brand’

A product from a known source

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

The target audience for a product,
or

The marketplace in general

http://www.learnthat.com/




Target Audience

Important to understand the meaning and
the value of the brand for each target

audience in order to develop an
effective marketing mix.

The value of the brand for a web-based
company may have nelghtenead

Importance due to the intangible nature
of the web.

amazZon.com.
] ‘




Known Source =

You want to become the default reference
INn a consumer's mind.

You want to become synonymous with
Vouirgiche:

When someone says "chocolate", many
Europeans immediately think Nestlé
because, in a sense, they "own" the
brand.




Known Source

But in the U.S., when you say
"chocolate," | iImmediately think
IHershey:s

But my wife might s’
think Gediva

j MILK CHDGULATE .

Gty

Chocolatier




Bottom Line of a Brand

It’s more expensive,

but It’s worth It




What is e-Branding ™?

“e-branding” ™ is the creation and
development of communications strategies
specifically o hrands te have meaning
aife CONEXT O tREWEID:

Traditional, terrestrial

PIrane RPESIeNING
strategy deesn’'talways (=
Work on the webs

G
R

http://ebranders.com/ 10




Brand Summary

Remove the hype, and branding is

JUST COMMORESENSE Stirategy, re-
branded.

To successfully build a brand is to

communicaeyourkeyvalue
propoesitiontte the key: clisStemer
segment, and do so

In an integrated and
consistent way

INSEAD marketing professor Amitava Chattopadhyay,




Brand Impact =

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

| don't shop at WAL*MART

WAL~MART
ALWAYE LOW FRICES

iIn my mind that's where the funny lady
Withrthie prigtans works

| don't buy music

| get the latest Beyonce CD.

Even with brands like
Amazon.com

| want the next Toni Morrison novel, not just
some book by anyone.

http://www.mynameiskate.ca




Brand Association

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

Your brand needs a face,
2 eplresenative;
2 PEersenaliy:




PR and The Art of Branding

Focus 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




PR and The Art of Branding

Biranes arepulliten wWiha peopleare
saying about you, not what you're
saying about yourself. People say good
things about you when

you have a great product
and

you get people to spread
the word about it




Commodity Hell

Get past the endless obsession
with what competitors are doing

he end result is a group of

companies that are all offering
the same thing as they "me too"
each other into commodity hell

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




PR and Branding

You have to let your
customers co-create your
brand through the stories they
tell one another

Advertising has a harder time
doing that than PR




Branding is what you do

Branding Is not what you say but
what you do.

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

A brand Is a result, why &N
not a tactic. Johnny
cant

Brand

REDIFCOVERING THE LOAT
ART OF THE BIG IBEA

-
Bill Schley
e Curel] Nichals Jr.




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
means.

BRANDING
DISORDER

I —
THE ILLUSION OF BUSINESS &
THE BUSINESS OF ILLUSION
T

Lucas Conley

Article in Fast Company Magazine




Brands and Human Nature =

Establishing a brand plays into several
facets of human nature

For example, when we are presented with a
CHEICE BENWEEN! the' kReWRand the

unknown, we'll naturally tend towards the
known

And If there are several known entities, we
further sort by the one we trust most




The lesson of Google

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
It, online or off, we need to shape that
niche, to define it, and

to use several different .
appreaches sataitadn “9




Let us turn now to
specific methods

among the diversified
approaches available




e-Mail Advertising




Using e-Malil

84 billion e-mails are sent daily

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

IS EUFeRE aIRENIGE?

Corporate Email Revenue ($M)

http://www.radicati.com/




The e-Mail Bomb

Like fax-push
advertising, spam
aG\Verisine st Gl
of control and likely

not a viable
alternative for
most companies




There are ways around Spam

Opi-inrEmal ACVertising

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://lwww.submitexpress.com/opt-in-emails.html




Cell Phone and PDA

Advertising




Cell Phone/PDA Advertising

lRteraction Between: Customern and Brand

ol e e 3 s e el s e e e i e ot e Fn R e e e e . e

-~ H H

designed for enterprizes seeking to maximize
communication effortz and extend their reach
|II-E']."DI'I-I:| traditional form= of En gagement.

enhance your

has the experience &nd proven Success you
can rely on to move into the next generation of
social networking. Are you ready to MOVO?

http://www.movomobile.com/



Delivering Relevant Content

Relevanit:
having a

OoNn Oor connection
with the subject

at iIssue

wordnet.princeton.edu/perl/webwn

— —~———_
PROXIMITYMEDIA’S BLUETOOTH

PROXIMITY ADVERTISING SOLUTION:

W E DELIVER RELEVANT CONTENT TO HELEM’HNT
N RELEVANT PLACES AT RELEVAN L Lilddnin

bearing

Bluetooth MediaServer: proximity advertising at its best

Looking for creative, cost-effective methods to distribute rich media content? Mobile marketing
methods that can substantially raise your ROI? Here's the solution: Wiremedia's Bluetooth
Mediaserver, an amazing system that uses Bluetooth wireless technology. Direct response
advertising at its best,

http://proximitymedia.com/home.htm



Proximity Advertising

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

» 1
A Full 1'”_ u: hi” rﬁr

v
-

114

... and then
delivers the
directions to get
you there

Now that Is relevant!




Proximity Advertising

Your cell phone asks if you want a
message from a _

Bluetooth MediaServer
nearby theater ....

THEATRE/M M ... and then
2~ =¥l shows you a clip
of what Is

playing

Now THAT is RELEVANT!




Earlier we said we 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!







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

BUT, in this age where the hype of
pusiness blogging is reached a plateau,

JEepplerarersiartinagrierealizertharpiegaging
j2s reall permaneni- eReis:




Blogging — 2 Questions

DEES MV planned Biegaine ViSIen Sulimy,
COMPIRIRNAZ

ISEmNAcUREnL
BleE Siategy 1o

cost-effective and
brand-effective?




The Art of Branding on a Blog -

Your blog has got to match or enhance
your 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]




The Art of Branding on a Blog -

My assumptions are that you don't have
Infimite resoeuircess and that you die; have a
grea preduict

If you do have Infinite resources and don't
have a great

product, there's
still hope, but you Ik dor 3 Targe wediz i
don't need to read EEEERIIREALNG That'h be

Tiged of 53*.“3 2 lau\b-wh{ Tﬁ'&ck‘oﬁcl&s

nd Decame 3

this entry any BLOGGING

further. CONSULTANT | =) \‘ |

http://blog.guykawasaki.com/2006/01/the_art_of bran.html




Blog Recommendations

To extend and solidify your brand
online, have blogs that are themed

Extend the reach of your brand by
offering your blog's RSS feeds for

syndication (repurposing) on strategic
web properties.

Open more communication channels
for your brand.

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




Web Sites




Web Sites

Let’s talk about my wife of 48 years




Life was Simple ... but now ??7?

Tide with & Touch of Bowny Tide Powder Detergent with Tide with @ Touch of Downy
FPowder Detergent, Clesn Breeze Blesch, Clean Breeze Scent, Case Powder Detergent, April Fresh
Seent, Case Pack, Two - 05 Losd Pack, Three - 63 Losd Boxes (18D Seent, Case Pack, Two - 95 Load
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S rai-cdd, 64
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in the naxt 31 bowrs and 45 minutes.
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Tide Coldwater Powder Detergent, Tide Leundry Detergent - Powder,
Glacier Scent, Case Pack, Thres - Original Scent, 26 oz

63 Load Boxes (189 Loads)
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Tide Laundry Detergent With
Bleach, Powder, 26 oz
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Tide Powder Laundry Detergént Tide Losundry Betergent, Original
With Blesch, Origingl Scent, 87 oz Stent - Powder, 141 oz

- Elay manky Tile fers

BF Oz, Tide Powder Laundry
Detergent
3 ey deiye Thllis fie= 515,22

¥ el maly Fricler B Gardlc fioea

2 1.

Tide Laundry Detergent, Mountain Tide Laundry Powder [34959PG)
Spring - Powder, 70 oz

Tide with & Touch of Downy

s 52, T Powder Detergent, Soft Ocean Mist
! - Seent, Case Pack, Twa - 95 Losd

e el Bowes (190 Losds)

e ri-543.,04
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in tnz next 31 howrs and 45 minuetes.
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2 Eiew sy Tz leiewy

Ultra Tide Laundry Detergent with
Bleach, 267-0z. Box (PAG422E2)
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Ultra Tide Liguid Detergent, 100
Oz PGT17115

Tide Liguid Lavndry Detergent -
Claan Bresre, With a Touch of
Dawny, 100 fl oz

¥ Shew oaly Tide ema

Tide Liguid Laundry Detergent.
Mountain Spring Scent, 200 fl oz

» Shoe only Tide flems

Tide Liguid Laundry Detergent,
Original Scent, 200 fl oz
& Show only Tide items

Procter & Gamble #91828 5002
Tide Liguid Detergent

£5.79

» Shew only PROCTER & GAMEBLE ftems

Tide Liguid Laundry Detergent.
Original Scent. 50 fl oz
® Show orhy Tide flems

Tide Liguid Laundry Detergent.
Clean Breeze, 200 fl oz
» Shiow only Tite tems

Tide Liguid Laundry Detergent-50
Oz, Each (92200PG)
52-550.92

v Shizw oely Procter Angd Gamble fems

Tide Liguid Lawndry Detergent
With Bleach Alternative, Original
Scent, 150 oz

* Shiow only Tide ems
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Tide Liguid Laundry Detergent, Tide Laundry Detergent. Tropical Tide Simple Pleasures Liguoid
Original Scent. 150 fl oz Clean , 150 fl oz Laundry Detergent, Water Lily B
* Shoow oy Tide tems * Showe only Tide T=ms Jasmine, 80 fl oz

» Show onhy Tide il=ms

B &

200 Oz. Liquid Tide Detergent Tide Free Liguid Laundry Tide With Bleach Alternative
S27.96 Detergent, 50 fl oz Liguid Laundry Detergent, Original
> Show ohlty Procter &:Gambile iterms > Show oy Tide it=ms= Scent, 200 fl oz
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42z

Ultra Liquid Tide Laundry Tide Liguid - Clean Breeze Laundry Ultra Liguid Tide Lawndry
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4/ Carton (PAGE2I01CT) i e e [PAGE2201)
S2E80£53.70 1832 £15.63

> Shcw omly Procter And Gambile fl=mrs -B ‘Show onity Procter &nd Gambie it=m=




Ho image
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Tide Simple Pleasures Liquid
Laundry Detergent, Rose & Violet,
80 fl oz

3 Shew only Tide items

Tide Ultra Liguid Laundry
Datergent, 100-oz. Bottle, 4
Battles per Case

» Show onby Proctor and Gambile Professional
==

PAGO2291EA Ultra Liquid Tide®
Laundry Detergent, 100-0z. Bottle
$18.132

» Srew only FROCTER & GAMBLE fems

Mo image
avallable

Tide Liguid - Clean Breeze Wth
Blaach, 39 Loads, 150 fl oz

¥ Shiow onhy Tide if=ms

PAGI2291CT Ultra Liquid Tide®
Laundry Detergent, 100-oz.
Bottles, 4/ Carton

$65.90

¥ Show onty PROCTER & GAMBLE Rems

Tide- Liguid- Laundry-300 Oz, -
96ls (30602PG)

FE4+568.06
¥ Show only Procker &nd Gamble: fems




And the Web Site introduces still more alternatives! —~
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Flavor 2
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We are getting coupons in the mail ...
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Web Sites — The Big Problem

WHRETS the aldience?

Boomers?
Seniors?
Males?
Females?
Swiss French?

Swiss German?

Ehop by Product

Create the
Engag&m ent Ring

o e DrEAMS

FREE SHIFPING

Fapa ify far JI:'.*rrm" emd sffars & salés Erfer ezl Hems iL:

g | Eafrings | Bracelets

vemt Rings | Shop by Price

Featured Ttems;




Who 1s the Audience?

amazoncom '-‘-'H’-";m ﬂg*ﬂ Your Account | 2 Cart | Your Lists (3 | Halp | ﬁ

¥ior Browaing Histary | Recommended For You | Rate Thess Iems | Improve Tour Aecommendalions | Yoo Profle | Learm More

Search Lo T — o) '
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viasn All | Mew Releases | Coming Soon Hnui’e!.ulu g
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by Clayton M. Chnstansen (Author) (January 2003)
Average Customer Rewview: ¥rinin
In Stock

HQL&u_ramgr_r{i_!?mE ;
~ Danny Wright (February 4, 1997
Sports & Outdoors Usually ships in & to 12 days

Tool Hardw 3
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Mideo
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Web Sites — The Big Problem

VWhiaiIs the message?

Brand?
Benefits?
Features?
Help?

Information?

CHRYSLER

CHRYSLER VEHICLES

FIND A DEALER =

EQI.II P& DRIEE
SEAFI.EH lmmﬁ"f L
Eﬂldﬂhﬁ! 'ul'l-HIi.‘l.ES "

THE ALL-NEW 2007 SEERING

POISED TO INSPIRE

Ska gy ovw pani ol e O35 Deaca-brel off Teweper kabie s SafeCor gow 2 i s, s,

" o
MCMTHS WITH !'I a0

DIUE AT LEASE SIGMING®.

e T




Web Sites — The Big Problem

VWiNAarenwesdelingrtnns?
To promote the brand?
To build credibility?

To inform? - | Exclusive use of the "Swiss Post” brand,
T I| r=flecting traditional Swiss valees of
. e - punctusfity, refiability, Mexibilty and
TO CO”VlnCG’) , 2 PE ey entmprermuship 23 well as int=mational
Online- presznoz, professionalizn and qualty. The
Swrims Post Drand s highly reganded moridwide

To persuade?

To influence?

A glebally uniform produd enge, which &
- M continuously adapted o oustomers’ needs antd
- & =xpandsd o indhude various addilional smvices

g - ——
. e
. ﬁr with cl=ar adde=d vales.

The pumment product mnges provides:

s Marketing Mail Int=miaticnal {fr=ct
marketing])

s Business Mai Int=malional (gaily post
and mrmexponiance)

s Pre== Intemational (rewzpapers and
magazimex]

» Bumine=s Io (onzumer (=mall




Web Sites — The Big Opportunity

glebeandmail.com

@ THE GLOBE AND MAIL

Home | | +55 | National | International | Sports | Columnists | Entertainment | Tech | Travel | Cars

Subgcrbe to Clobe

Whare to find it

Homé Page
Business
Personal Finance

H'I.I:Ii

THE GLOBE AND MAIL l thinking. ‘

BREAKING NEWS
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Business Home | e insider | Partfolia | Stockliist | Funds | Persanal Finance

KMoming markets

_ C Ve =1 - L
grronsm threat sent shares down in early trad

but tech shares go positive

14:04 AM | FULL STORY »

. 95% of Canadians to buy

online this holiday season

Special Reports

At IIMA conference in Vancouver, results of an
eMarketer survey point to significant sales
taking place online this holiday season.

Comimeniany
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Web Sites — The Big Opportunity

At Least 75% of US businesses are now buying
goods and services online

65% 64%

5404556%57% 5304

46%

QL Q2 Q3 Q4 QL Q2 Q3 Q4 Ql, Qz
2001 2001 2001 2001 2002 2002 2002 2002 2003 2003

Institute for Supply Management, Forrester Research, 2003




Web Sites — The Big Problem

e-Shioppng Carts

52% of online shopping

Other surveys carts are abandoned!
say up to 79% = =T

E-Service by Ron Zemke

s

Ll
3 et

: = S
;f;‘;x"@f‘“"‘-‘v T '-'_:'

eMarketer.com




Can you imagine ... -

... Ifup to 75% of shopping carts were abandoned
In a supermarket
without the customer buying anything ???

AGVeErising Execlives must
GEZIRWITARENS: !

A= —
By AR

==
El_'-ll




A True Story

7

cameraworld.com

r
" r

g-200

et & P, Partland,

Quick Search »

o

articles

JANUARY CLEARANCE SALE!

Visit Qur Clearance Center!

|Ch|:|clse a category j |Ch|:u:|5|3 a brand j

1-800-226-3721 [ _pr:lwer search | e mailing list ' help desk my account

CAMERAS ¢

Digital Camera
Single Lens Reflex
Point & Shoot
Medium Format

Fangefinder

CAMCORBDERS »
Analog Cameorders

Digital Camcorders

LENSES »

ACCESSORIES
Eilter

Eilrm
BagiCaselStran

this week's specials:

Mikon N90s
Camera Body

List; §/99.99
Our Price: $699.88

www.eMarketer.com

-digital

-I-r -

Fuji Fine Pix 4700
Digital Camera

List: $B99.99
Qur Price: $EHH.E

Sany DCR-PC100
MiniDV Camcarder

List: $2099 949
Qur Price: $1499.88
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cmm - Free Shipping over $100.00

& Shop Tax Free! click for Details
World YOUR TRUSTED SOURCE FOR 25 YEARS!

billing/shipping information Fcheckout step 1 of 2

DIGITAL CAMERAS | 35MM SLR | LENSES | CAMCORDERS

Your order is not final until you submit your credit card.

checkout step 2 :

To clear form click here.
Returning customers click here.

billing address

(billing narme and address must match yoaur credit card billing infa.)

first name IGEDﬁrey

rniddle initiaIIP apkional

last name IRamsey

cornpany |Nnne optional

address |E1 Jane Street

I optional

city IWaI hwick,

state I MNew Jersey j

zip codEID%?E
countrvIUnitEd States 'l

day phone [212  [555 {3839

eve phone 201 [345 3501

optional

-rnail Igramsey@emarketer.cum

™ ves, I'm interested in receiving e-mail notification of upcoming sales,
prornotions and inforrational newsletters.

We WILL NOT give out your name or e-rmail address to anyone elsel We
guarantes your privacy and security!

¥ Save/Update ry info on my cormputer

[~ This is a gift, please don"t show price on my packing list

shipping options

[ Free, Ground, 7 - 10 Business Days
" 2nd Business Day, $14.95

{” Mewt Business Day, §24.95

" saturday Delivery, $29.95
*Click here for more shipping info.

ship-to address if different

first narme IGeuﬁrey

riddle initiaIIP optional

last name IRamsey

company |erv1arketer optional

address [801 Broadway

I optional

city INew York,

state | Mew York j

zip code|1 DDUS|
countr-,-IUnited States v|




Next Screen =

Free Shipping over $100.00
Camera & Shop Tax Free! clk for Detsis ot e guse
VV«:r!d YOUR TRUSTED SOURCE FOR 25 YEARS! &y Hales

DIGITAL CAMERAS CAMCORDERS

billingfshipping information »checkout step 1 of 2
YTour order is not final untl you submit your credit card.

To clear form click here.
Returning customers click here.

checkout step 2 >

shipping options
{* Free, Ground, 7 - 10 Business Days

-  znd Busi Day, $14.95
billing address nd Business Day,

(billing narme and address must rmatch vour credit card billing info.) {7 Mext Business Day, $24.95

first name IG eoffrany

rniddle initiaIIP optional

last name IHEI.H’I sey

" Saturday Delivery, $29.95

*Click here for more shipping info.

companglNDne Ship-tl:l address if different

first narme |Geoffre
address|31 Jane Street I !

rniddle initiaIIP optional
I optional

city [vi/alchwick ‘ ‘ , ’ st name [Ramsey
statEINEW Jersey j IPEII‘I‘;'IEMELI’kEtEI’ optional
zip cndelnga?ﬁ address|BEI1 Broadway

cnuntrlenited States j I optional
day phone[212  [555  [3839 ety [New York
eve phone[201  [345  [3831 state [ New ork [
=-mail [gramsey(@emarketer Gl -:nde|1|:||:||:|3|
[ Yes. I'm interasted cnuntrvlLJnited States v

promotions and informational newslettars,

We WILL MOT give out vyour name or e-mail addrezs to anyone else! We
guarantee your privacy and security!

[¥ SavefUpdate my info on my computer

[T This is a gift, please don't show price on my packing list
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+ PHOTO & IMAGING

50 In Photo &
Imaging
&) Entire Site

Digital Cameras
Camcorders
+ LCameras
AR5
33mmm
SLE
Instant
Lenzes
Film
Printers
SCanners
Binoculars
AcCCessoHes

Hﬂl"ﬂi &

You know where he went next

-
View Items in vour Shopping Cart I_L

VMiew items in your ThinkAbout™ Folder [

IMFORMATION CEMTER  ABOUT US STORE LOCATOE

mera? Like an T
ur selection can be
OF a5 narrow as you
nt it to be. Buying on-line is
quick as a shutter. And we
en haue exposure control —
you can m your selgtmn
to any Best Buy store
nationwide.

SHOPPING ASSISTANT MY ACCOUNT

-ll
CAMERAS FAQs
Hf_ﬁPS;?:thﬁ\ﬁ_mm? Wh.a'_t are the pros and
cons?

WHAT'S HEE

® Zanon Elan TE SLR cam&fa kit has
_aﬂn;lus.ll.le et,E—*gﬁﬁtm e’di:fdl:uﬁ for

easier selection of a focus Doint

SPECIAL OFFERS

Ul Great financing on all cameras when you
uze vour Bast Buy credit card, Getthe
details and apply online now,

¥ Protect your camera from the elements

with one of our camera bags,

[ == | FEATURED

Iritermet zone




Emphasize Web site usability over design




Primary Strengths — Each Medium has arole

Traditional media B Internet

GartnerG2 Survey, August 2003, www.eMarketer.com




Market Segmentation -

The purpose for segmenting a market is to
allow your marketing/sales program to
IOCUS enl thie' SUlSED O PIreSPECES! thal are
Jmost Tkely/ = terpurchase Voult elenng

MARKET | |
SEGMENTATION

Eﬂ%rtlﬁzgl':[::'gﬁ:'yl’ Foundations MARK E T | D I SCI Pu N E
OF

Sp00iyt Edhtop SECGMIENTATICN
MAHIE
LEAD




A short market segmentation demo

RosettaMarketing.com




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




Final Thoughts

But everything else is changing

You must surround the customer with a
consistent brand experience

You can’t just say who you are
You have to live it, be it, prove it

It Is about the dialogue




Remember Definitions

Characteristics must be
perceived as relevant, unigue
added values

Meaning and Value are defined
by each target audience




Think about everything, use the MOST EFFECTIVE

2

Conferences Cell Phone

Wireless Internet - | ,WAP Cell Phones

Internet
PC




Final Thoughts

The Relationship Cycle

When thinking about brand

strategy, think across all Awareness

the segments, across all

of the communications

touch points and across Support Consideration
the entire relationship

cycle

Purchase Decision




Final Thoughts

Define what success means upfront

Measure against that success

Try something, change it, and try
again

And always measure your results




Thank You! And good luck with your brands! -

+ |SWISSMADE.COM

swissfL MADE




