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STP Process - Heart of Marketing

Segmentation

Identifying meaningfully different groups
of customers,

Targeting

Selecting which segmentis) to serve.

Positioning

Implementing chosen image and appeal
to chosen segment.

Distribution Promotion

\




Preparing an Integrated Marketing Plan
and Program

ORI




Preparing and Integrated Marketing
Plan and Program

> The marketing program builds customer relationships by
transforming the marketing strategy into action.

> It consisted of a firm'a marketing mix(4Ps), the set of
tools the firm uses to implement its marketing strategy

> The firm must blend each marketing mix tool into a
comprehensive INtegrated marketing program

that communicates and delivers that intended
value to chosen customers.
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Preparing and Integrated Marketing
Plan and Program
THE MARKETING MIX

WERDCKYOURWEB.COM

PRODUCT PRICE

PROMOTION PLACE

™~




Preparing and Integrated Marketing
Plan and Program
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The Meaning of Brands

» Getting started




Meaning of Elephants - symbolic?




» A produ_ct IS anythin_g we can offer to a market for
attention, acquisition, use, or

consumption that might satisfy a need or
want.

» A product may be a physical good, a service, a
retail outlet, a person, an organization, a place,
or even an idea.
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Brands Versus Products 2 o3

e Aproduct is anything we can offer to a market for
attention, acquisition, use, or consumption:

e That might satisfy a need or want
e Physical good like a cereal, tennis racquet, or car




a I
Products could be...

- A physical good: cereal, tennis racquet, or
automobile

- A service: an airline, bank, or insurance company

- A retall outlet: department store, specialty store,
or super market

- A person: political figure, professional entertainer,
or athlete

- A place: city or country
- An Idea or a social cause




Brands vs. Products

5 Product Levels According To Philip Kotler

Potential Product

Augmented Product

Potential product
provides additional
tangible and

intangible features.

Augmented product
gives more than
physical product and
sets it apart from
competitors.

E?fpected product
offers generic product
plus other attributes
consumers want.

Generic product
provides actual
product with tangible
qualities.

Core product fulfills
basic benefit
consumers want.

Article: https://heidicohen.com/four-ps-of-marketing-mix
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¢ Core Benefits - Communication

¢ Basic product - Features & design- small size, sliding, flip open, touch etc
Quality level- Excellent quality
Brand name- Samsung, Iphone, HTC, etc
¢ Expected product- Looks good, light weight, easy to operate, long life battery
¢ Augmented product- FM radio, MP3 player, camera, voice recorder. Wi-Fi
¢ Potential product - Internet, e-mail, TV channels, GPS




What is a Brand?




» For the American Marketing Association (AMA), a brand is a
“name, term, sign, symbol, or design, or a combination of
them, intended to identify the goods and services of one
seller or group of sellers and to differentiate them from

those of competition.”

» These different components of a brand that identify and

differentiate it are Drand elements.




* Many practicing managers refer to a
brand as more than that— as something
that has actually created a certain

amount Of awareness,

reputation, prominence, and so
on in the marketplace.




Brands vs. Products

A product is anything we can offer to a market for
attention, acquisition, use, or consumption:

That might satisfy a need or want

Physical good like a cereal, tennis racquet, or car

A brand Is more than a
product since It can
have dimensions that
differentiate It from
other products




Brands vs. Products

e Differences between a product {0~

and a brand may be:
e Rational and tangible:

Related to product
performance of the brand

e Or may be more symbolic,
emotional, and intangible:

Related to what the brand
represents
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Brands.....

A branded product may be:

- A physical good like Kellogg’s corn flakes cereal, Prince
tennis racquets, or Ford Mustang automobiles

- A service such as Delta Airlines, Bank of America, or
Allstate insurance




Example: Product vs. Brand
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Figure 1-2: Ten Firms Rated Highly in
Innovation

Apple

Netflix

Square

Tencent

Amazon

Patagonia

CVS Health

The Washington Post

© © N o 0 B~ W DN

Spotify
10. NBA

Source: Based on Fast Company’s 2018 List of Most Innovative Companies.




Meet the 50 Most Innovative Companies of 2020
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Social
Networking

Entertainment

Information

Software and Tools

Lifestyle and Daily
Services!

Messenger  Facebook
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Why do Brands matter?

e Consumers
e Firms




4 ™
Consumers

e Functions provided by brands to consumers:
 |dentify the source or maker of the product
o Simplify product decisions
e Lower the search costs for products internally and
externally

e Helps set reasonable expectations about what
consumers may not know about the brand

O

Z,
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Consumers

e Brand can signal product characteristics and attributes:
e On the basis of attributes products can be classified as:
Search goods
Experience goods
Credence goods
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Consumers

e Brands can reduce risks in product decision:
e These risk can be categorised as:

Functional, physical, financial, social psychological,
and time
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~Perceived Risks of Purchasing and Usin
Services

» unsatisfactory performance outcomes

Functional

Financial * monetary loss, unexpected extra costs

Temporal » wasted time, delays leading to problems

 personal injury, damage to possessions

Physical

» fears and negative emotions

Psychological

Social * how others may think and react

e unwanted impact on any of five senses

Sensory




Table 2: Perceived Risks in Purchasing and Using Services

Type of Risk Examples of Customer Concemns

Functional {unsatisfactory | « Will this training course give me the skills | need to get a

performance outcomes) better job?

« Will this credit card be accepted wherever and whenever |
want to make a purchase?

* Will the dry cleaner be able to remove the stains from this

jacket?
Financial (monetary loss, * Will | lose money if | make the investment recommended by
unexpected costs) my stockbroker?
* Could my credit card details be stolen if | register with this
website?

= Will repairing my car cost more than the original estimate?

Temporal (wasting time, « Will | have to wait in line for a long time before | can enter the

consequences of delays) exhibition?

« Will service at this restaurant be so slow that | will be late for
my afternoon meeting?

= Will the renovations to our bathroom be completed before our
friends come to stay with us?

Physical {personal = Will there be complications or scars if I go for this cosmetic
injury or damage to surgery?
possessions) * Will the contents of this package get damaged in the mail?

« Will | get an upset stomach if | eat at this roadside stall?

Psychological (personal « How can | be sure that this aircraft will not crash?
fears and emotions) Will the consultant make me feel embarrassed or stupid?
« Will the doctor’s diagnosis upset me?

Social (how others think = What will my friends think of me if they learned that |

and react) registered for the dating service?

* Will my relatives approve of the restaurant | have chosen for
the family reunion dinner?

« Will my business colleagues disapprove of my selection of an
unknown law firm?

Sensory (unwanted = Will I get a view of the parking lot rather than the beach from

effects on any of the five my restaurant table?

senses) « Will | be kept awake by noise from the guests in the room next
door?

* Will my room smell of stale cigarette smoke?
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Firms
e Brands provide valuable functions to a firm:

Simplify product handling and tracing
Help organizing inventory and accounting records

Offer the firm legal protection for unique features or
aspects of the product

Provide predictability and security of demand for the firm
and creates barriers of entry for competitors

Provide a powerful means to secure competitive
advantage
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Figure 1-3: Roles That Brands Play

Consumers

Identification of source of product

Assignment of responsibility to product maker

Risk reducer

Search cost reducer

Promise, bond, or pact with maker of product
Symbolic device

Signal of quality

Manufacturers

Means of identification to simplify handling or tracing
Means of legally protecting unique features

Signal of quality level to satisfied customers

Means of endowing products with unique associations
Source of competitive advantage

Source of financial returns
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The 10 Most Valuable Brands of 2020
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5 Most Valuable Brands

Top 10 Most Valuable Brands

amazon
S—7

Google

s’

LS 1msung

1 «1

2020: $220,791m _ . oo
2019: $187,905m

2 3

2020: $159,722m
2019 $142,755m

3 2

&=
f=

+11.9%

2019: $153,634m

4 «a

2020: $S117,072m
2019: §119,595m

5 s

2020 $94,494m

3.5%
2019: $91,282m
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Figure 1-4: Brand Value as a Percentage of

Market Capitalization

Company Brand Value (in Total Value (in Brand Value as a
$ billions) $ billions) Percentage of
Overall Value
Apple 184.1 868.88 21%
Google 141.7 729.1 19%
Microsoft 79.9 659.9 12%
Coca-Cola 69.7 195.5 36%
Amazon 64.7 563.5 11%
Samsung 56.2 300 19%
Toyota 50.3 188.2 27%
Facebook 48.2 420.8 11%
Mercedes 47.8 79.3 60%
IBM 46.8 142 33%

Sources: Based on Inter-brand, “Best Global Brands 2010.”Yahoo! Finance, February 11.
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Brand Finance
Global 500 (USD m).

The world's top 500 most valuable brands 1-50

2020 2019
Rank  Rank
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Brand

Amazon
Google

Apple

Microsoft
Samsling Group
ICBC

Facebook
Walmart

Fing An

HUZWE

Country
United States
United States
United States
United States

o0uth Korea
China

United States
United States
China
China

Sactor

Retal
Tech
Tech
Tech
Tech
Banking
Media
Heta
Insurance
Tech

2020
Brand
Value
$220,791
$199 722
$140,524
$117,072
$94 404
$80,701
$79,604
$77520
$69,041
$65,084

Brand
Value

Change

8.5%

21%

4.1%

2018
Brand
Value
$187 905
$142 755
$153,634
$119 5495
$91.282
£79623
$83.202
$67 BE7
$57 626
$62278

200 2019
Brond  Brand
Rating  Rating
AMA MM
AR AAR
AAA AAA
AL AAA
AAA- AAA-
ARR RAA+
Ad AAA
At AAY
AMA- A
AAA- AR







Top of Mind

Fast Food
Shampoo

Deodorant
Soft Drink
cars




JUST DO IT




Brand Associations

@® Competitors

B Products

@ Related concepts
A Brand attributes

. Skechers

. Sandals
Sneakers [}

. Reebok

Trainers
‘ Converse

@ Adidas A\ Expensive
B shoes

AAwesome
Running .

Basketball
Football @iy

Nielsen BuzzMetrics




« Ultimately a brand is Something that resides
In the minds of consumers.

« The key to branding is that consumers perceive

differences among brands in a product
category.

e Even commodities can be branded:

e Coffee (Maxwell House), bath soap (Ivory), flour (Gold
Medal), beer (Budweiser), salt (Morton), oatmeal
(Quaker), pickles (Vlasic), bananas (Chiquita), chickens
(Perdue), pineapples (Dole), and even water (Perrier)
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Can Anything Be Branded? (1 of2)

* Physical Goods
e Services

f.’ 0) =

< } Works with no
Can’t work \ I WIFI Can resale or buy used
without WiFi copy’s at anytime
Can'’t resale or buy
used
Can’t hold or
display

u Can hold and
display

BB Has no extras Can't be taken

id eo back

Can be taken
away at any time _

Prij
Image is blurred when

loading

Cost a monthly fee Sharp, beautiful image
with no blur

Some older movies
aren’t on them

Has most if not all

Hours of extra content

) 8/ ~ \\ One time purchase
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Can anything be branded?

LT
e

_g ]. facebook

AV 351
= I
Royal Garden Spa A.D _J
Services Retailers and Online products
distributors and services

o

People and Sports, arts, and Geographic Ideas and cause
organizations entertainment locations
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Can Anything Be Branded? 2.f2)

e To brand a product, it is necessary to teach consumers
“who” the product is:

e Gliving it a name and using other brand elements to
help identify it

 What the product does and why consumers should
care

* Marketers must give consumers a label for the product
and provide meaning for the brand

e Marketers can benefit from branding whenever
consumers are in a choice situation




- Brand differentiation: The simple truth

vy
\\\ _

Syntricon Technologies




Physical Goods

* Physical goods are what are tradltlonally associated with
brands:

e Mercedes-Benz
e Nescafé
e Sony

e Branding has been adopted in a variety of industries:
e Industrial business-to-business (B2B) products
e Technologically intensive “high-tech” products




e

Services

e Branding a service can be an effective way to signal to
consumers that a firm has designed a particular service
offering that is special and deserving of its name:

e American Express
e British Airways
e Ritz-Carlton .jlil lg Fi “ilii

THE RITZ-CARLTON

o
o Merrill Lynch tjw i _ Nﬁ.

e Federal Express
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Retailers and Distributors o2

e For retailers and other channel
members, brands provide
Important functions:

e Can generate consumer
Interest, patronage, and
loyalty

e Create an image and
establish positioning within an
iIndustry

 Yield higher price margins,
Increased sales volumes, and
greater profits

iAM
CENTER

SIAM
WORLI

Y & MASTERPIEQ

115U YO IS ii
40 i
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Retailers and Distributors ¢ o2

e Retallers can introduce their own
brands by:

e Using their store name
e Creating new names
e Some combination of the two

e Many distributors, especially in
Europe, have introduced their own
brands

* Products bearing these store brands
or private label brands offer another
way for retailers to increase
customer loyalty and generate higher
margins and profits

- /
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Digital Brands

e Some of the strongest brands in recent years have been
born online:

e Amazon
e Google

e Facebook
o Twitter

e Brand building has become more important in recent
years to online marketers:

e [t is critical to create unique aspects of the brand
e Brand needs to perform satisfactorily as well




e
People and Organizations

e A product category can be a person or an organization:
e Naming of this branding is usually straightforward

e Usually is accompanied by well-defined images that are
easily understood by consumers

 The key to a person or organization as a brand is that
people outside your industry know who you are and
recognize your skills, talents, and attitude:

Lady Gaga

The American Red Cross
Amnesty International
Sierra Club
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Sports, Arts, and Entertainment

* A special case of marketing people and organizations as
brands exists in the sports, arts, and entertainment
iIndustries:

e Sports marketing has become highly sophisticated

e Branding plays, for example, has become an especially
valuable function in the arts

* Movies have become famous for their marketing and
branding:

For years, some of the most valuable movie franchises
have featured recurring characters and ongoing
stories—a classic application of branding
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Geographic Locations

 What has contributed to the rise in place marketing?
 Increased mobility of people
e Increased mobility of businesses
e Growth In tourism

e Cities, states, regions, and countries actively

promote through advertising, direct mail, and other
tools
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ldeas and Causes

* Numerous ideas and causes have been branded:
e Especially by nonprofit organizations

e May be captured in a phrase or slogan or represented by
a symbol:
e Such as AIDS ribbons







Branding Challenges and Opportunities

» Unparalleled access to information and new technologies
» Downward pressure on prices

» Ubiquitous connectivity and the consumer backlash

» Sharing information and goods

» Unexpected sources of competition

» Disintermediation and reintermediation

» Alternative sources of information about product quality
» Winner-takes-all markets

> Media transformation

> The importance of customer-centricity
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The Brand Equity Concept

e Principles of branding and brand equity:
» Differences in outcomes arise from the “‘added
value” endowed to a product

e The added value can be created for a brand in Mainy

different ways

e Brand equity provides a common denominator for
Interpreting marketing strategies and assessing the
value of a brand

e There are many different ways in which the value of a
brand can be exploited to benefit the firm
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Strategic Brand Management Process

ldentifying and Developing Brand Plans

Designing and Implementing Brand Marketing
Programs

e Measuring and Interpreting Brand Performance
Growing and Sustaining Brand Equity
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Figure 1-10: Strategic Brand Management
Process

STEPS KEY CONCEPTS
Mental maps
Competitive frame of reference
Identifying and developing Points-of-parity and points-of-
brand plans difference

Core brand associations
Brand mantra

Mixing and matching of brand
elements

Integrating brand marketing activities

Leveraging secondary associations

Designing and implementing
brand marketing programs

s Brand tracking
rand performance Brand equity management system

Brand architecture

Brand portfolios and hierarchies

Brand expansion strategies

Brand reinforcement and
revitalization

Growing and sustaining
brand equity

Brand value chain
Brand audits
Measuring and interpreting ;

™~
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The Brand Essence

Four Steps of Brand Building




Holistic Approach to Brand Activation

B Fan d ACt | V atl on A bolstic approach..

Brand

Activating your brand for the s \\E

strongest results requires ETUNEES

consistency with brand N

strategy and finding the P 4 |
correct communication — D g
and marketing mix to W | \

carry that message. This
holistic approach is what Brand e _
Activation uses to get - Pnning
extraordinary results by | a | \
Implementing game changing
programs.




The Four Steps of Brand Building

;0

Ensure
identification of
the brand with
customers and
an association
of the brand in

customers’
minds

TARGET
GROUP

)
23 'ﬂ @,yn M
‘ P

Establish the

totality of brand
meaning in the
minds of

consumers

Position

Elicit the proper
customer
responses to
the brand
identification
and brand
meaning

Communicate

Convert brand
response to
create an
intense, active
loyalty
relationship
between
customers and
the brand
Customer
Relations




Step 1: Segmenting & Targeting




" THE BIG MEAL.

¥ ITSA GREAT DEAI. FOR DINNER.

© 1971 McDonald’s Corporation




Step 2: Brand Positioning

. 1s at the N@art of the marketing
strategy

o “, .. the act of designing the company’s offer
and image so that it occupies a distinct and
valued place in the target customer’s minds.”

Philip Kotler




Brand Positioning: Perceptual Map
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A perceptual map provides a visual picture of how customers see different competitors.

Perceptual Map of Fast Food Industry

\

High Price

arby5
.
Limited S| Wild
Choice Choice
[ \[ \
Low Price
\ L7
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McDonald’s Menu In Vietham

U
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KFC's Menu In
Cambodia




McDonald’s
adding more Variety

2\
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g Step 3: Communications via

Brand Elements

* Avariety of brand elements can be chosen that
inherently enhance brand awareness or
facilitate the formation of strong,
favorable, and unique brand
associations.

> Brand Names

> URLSs

> Logos and Symbols
» Characters

> Slogans

» Packaging




Distinctiveness - |5 unigue versus competitors in the market
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" Brand Names gone XXxX




e

Example: McDonald’s
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milovin’it

»Brand Names
»URLSs

»Logos and Symbols
»Characters
»Slogans
»Packaging
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Functions of Packaging

TO PRESERVE

.Foods are packaged
to prevent them from
going rotten.

.It also keeps them
hygienic and allows
them to be bought
conveniently.

TO PROTECT

-l he packaging
protects the
contents, allowing
the contents to
arrive at the shop
or at home
undamaged.

TO INFORM

.Labels provide

information about the

product to the customer

or shop.

.They can be used as a

marketing tool.

«They can make

claimstoa

customer.

" «They can carry
information for

— | shops in barcodes.

TO TRANSPORT

.ltems are packed
into boxes or trays
called ‘Outers’ so
that they can be
moved, and stacked
easily.
.Packaging
usually
tessellates to
allow more to be
transported in a
- smaller lorry,
reducing costs.




Evaluating Packaging

Color

Design and Shape
Physical
Materials

Product Information

———

Packaging Size
on Package

* VIEW Model (Visibility, Information, Emotional
appeal, Workability)

©2013 Cengage Leaming. All Rights Reserved, May not be scanned, copied or duplicated, or posted o a publicly accessible website, in whole or in pan




Creative Packaging




HOW
BRANDS
USE COLOR

@’ ogilvydo

Green

to show youthfulness,
refreshment, care

for the environment,
organic, growth and as
a call to action

AVAVA

A\ /4

Purple

to seem rich, luxurious,
creative and nostalgic

to show that they're
fun, friendly, optimistic,
confident and to grab
attention, but also to

Brown

to show warmth and
dependability

Blue

to appear calm, honest,
logical, caring and
trustworthy

Red

when they want to

be seen as powerful,
passionate, exciting or
to create urgency

Pink
to signify sweetness or

sexiness depending on
the shade

Orange

to energise, seem
playful, rejuvenate, to
create a sense of haste
and to seem affordable

-

Black

To signify luxury,
exclusivity,
sophistication, authority
and to encourage
impulse purchases

To signify purity,
cleanliness, simplicity
and freedom




Brand Elements Choice Criteria:
General Considerations

« Memorable
— Easily Recognized
— Easily Recalled

« Meaningful
— Descriptive
— Persuasive

 Likable

— Fun & Interesting
— Aesthetics

— Rich Visual & Verbal
Imagery

 Transferrable

— Within & Across
Product Categories

— Across Geographical
Boundaries & Cultures

- Adaptable
— Flexible & Updateable

* Protectable
— Legally
— Competitively




Brand Personality

® Brand Personality: is the set ofbuman

characteristics that become associated

to the brand.... 5 S
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s
Dimensions of Brand Personality
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Down to Earth Daring .
- Reliable

Honest Spirited .
Intelligent

Successful

Wholesome Imaginative
Cheerful Up to Date

Upper class Outdoorsy
Charming Tough

_/




Brand Personality

Sincerity FchsNep %a%%umk amazon @Jﬁmy

Excitement TESLA R:;:"- Gttty (Y

Competence VOLVO Google (in/t;D B Microsoft
Sophistication TIFFANY & CO. ROLEX GucCClI S

Ruggedness L TSI Timberiand &5 Jeep Mﬂl‘ﬂl[ll‘l]
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4 Step 4: Customer Loyalty - Brand Activation A

EverydayOnSales.com
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Vegetarian McDonald’s Opening in India

vdo from SourceFed ( (Opened 2 restaurants in 2013)




Putting It All Together

e The entire set of brand
elements makes up the
brand identity, the
contribution of all brand
elements to awareness
and image.

 The cohesiveness of
the brand identity
depends on the extent
to which the brand
elements are
consistent.
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The Four Steps of Brand Building

;0

Ensure
identification of
the brand with
customers and
an association
of the brand in

customers’
minds

TARGET
GROUP

)
23 'ﬂ @,yn M
‘ P

Establish the

totality of brand
meaning in the
minds of

consumers

Position

Elicit the proper
customer
responses to
the brand
identification
and brand
meaning

Communicate

Convert brand
response to
create an
intense, active
loyalty
relationship
between
customers and
the brand
Customer
Relations




What is Customer Journey?

e Understanding the path, called the consumer
journey or customer journey involves
understanding the shopping habits of your online
target audience segments, determining how they
find your website, understanding the behavior
patterns as they shop, and analyzing the
checkout and payment process.




Stephanie’s Customer Journey

Awareness

Looks at several pressure —
cookers in local retail stores

Evaluation ‘m_,- ‘9 U

Marrows down choice to
a few brands

Purchase ',o
Receives order at home
. and makes dinner with it
* that night
Retention/ @

Loyalty

Posts picture an Facebook
of the pressure cookear
dinner she made

Sees friend post picture on Facebook
of delicicus dinner she made

EEET R By E

Asks friend about the recipe and learns
it was made in a pressure cooker

Researches pressure
cookers online

st

Signs up for email offers from
three different brands

— Purchases pressure Receives 20% off
cooker online with coupon from our
QUF coupon company

Recommends pressure Buys upgraded
cooker to her sister model when it is
and neighbor released

"
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Social Ads Newsletter .
PPC ; Community s,
4.‘ .. ‘Revnews Forum Social Networks "
Small ' ‘ 8'08 ’ @ \
Online Ads . Media Webs'te 8log ’
Direct Mall - h
Email S!o:e - - ‘
\ ¢ W«d of Mouth ‘s., Knowledge Base Promotions
m ~
Ecommerce
Radio
TV

Print




Positive Experiences
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Customer Journey Example: Car Purchase

Found special
financing offer

Researching cars,
found new model

Call from an employee
who explained the alternatives

/N

Received
» Thank You' letter

First ride in
the new car

Time

Car has an
engine failure

\/ Waiting to
° receive contract

The financing offer
is actually not what was promised

Signed financing
and purchase contract




a .
Difference

Voice Name — yq)ye Proposition Campaigns

Inbound/Outbound

Advertising
Tagline

: Offers
Expectations

S Branding R'4] Marketing JEaias

Promotions
Colors

. Media
Promises

Visual style Sales Calls

SEO

Personality
Reputation

Message Leads

A value proposition refers to the value a company promises to deliver to

customers should they choose to buy their product. ... Avalue proposition can

be presented as a business or marketing statement that a company uses to
summarize why a consumer should buy a product or use a service

/
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