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% 1. Knowledge-based learning objectives

In this unit, students will learn:

€ what brand strategy is

€ how to establish a competitive brand strategy
@ how to achieve branding success '

€ why brand strategy is important to a company

S X NCY L §

@ what emotional connections a brand can create
€ some basic concepts about brand strategy

2. Task-based learning objectives
. After learning this unit, students will be able to;
4 summarize the features of a company’s brand strategy
€ compare the brand strategies of different companies

* associate a company’s ad campaign with its brand strategy

NM%M@%‘%@%@W@@W@W@@@

@ explore the relationship between a company’s brand and its culture ¢

1

ing Brand Strategy




%9 Dart One  Lead-in Activities

1. Before watching the videos, think of the following questions, and give a brief

answer to each of them.

1) What world famous brands do you know? Which one do you like best? Why?
Teaching Tips: Students may talk about any famous brands they know and give

2)

3)

their reasons for brand preference.
How can a company establish a strong brand?

Teaching Tips: The instructor may ask students to brainstorm for the approaches

a company can use to establish its brand, and then summarize their answers. Or

the instructor may introduce the following steps to students:

A.

Determine your “hype”

Call it what you like. It is your unique selling proposition, or your point of
differentiation, the thing that makes your customers remember you — and
come back to you.

Live up to your hype

Once you’ve determined your hype, make sure you live up to it in every
aspect of your business. ‘

Ensure consistency in your image, lbgo and communication

This falls into the realms of traditional branding — where your logo and
colours suit your corporate image. You need to ensure that this is consistent
with your hype. Ensure that the look and feel of all your communication —
whether on your website or through newsletters — reflects what you are trying
to convey about your business. You don’t need fancy images if you want to
convey that you offer the cheapest prices around town.

Harness the power of word-of-mouth marketing

If you get the first three right, you can let your customers do the rest of the
work for you. When you deliver on your promises consistently, customer
referrals will bring in more business. While some elements of this are certainly
out of your control, there are things you can do. For example, ask customers
for testimonials and feature them prominently on your website or newsletters.
Acknowledge and thank customers who have referred new business to you.

What is brand loyalty? What brands are you loyal to?
Teaching Tips: The instructor may ask some students to speak out their




understanding of brand loyalty and then summarize their ideas as follows:

Brand loyalty is a measure of the degree to which a buyer recognizes, prefers and
insists upon a particular brand; brand loyalty results from continued satisfaction
with a product considered important and gives rise to repeat purchases of products
with little thought but with high-involvement. -

And then the instructor may ask students about their own brand loyalty and inquire

about the reason.

2. Watch the videos and complete the following exercises.
1) Identify the following statements according to Video 1. If the statement is
true, put “T” in the brackets; if it is false, put “F” in the brackets.
(1) (T) Companies cannot control the ways consumers talk about their brands.
(2) (T) According to Joel, as people will circulate brands among themselves,
brands are very important to companies.
(3) (F) In fact, many companies don’t want people to talk about their brands.
(4) (F) The sentence “You want consumers to hijack your brand” means many
companies want people to copy their brands.
(5) (T) It’s not the company, but the consumers who really own the brand.

Script 1:

What yelp is, it’s 2. 7 million people every month talking about brands that they
like or dislike, and you have no control over it. It’s reviews, it’s restaurant reviews,
it’s business reviews, it’s flower reviews, it’s food reviews and it’s people talking
about your products and services in your age group, telling other people whether or
not they should use it. ,

“Look, the fact is you don’t want people not talking about your brand. It’s just
the opposite. You want people to have a dialogue about your brand and in fact, this
is what people always get a little bit concerned about. You want consumers to hijack
your brand. You want them to take your brand over. ” .

One of the things that you want to keep in mind that’s really popular is what’s
called consumer-generated media. This is media that your, your customers, your
clients, your prospects generate on their own about your brand. Do you really think if
someone puts a video about your brand on the Internet that you consume? You don’t
own your brand. They own your brand.

2) Fillin the blanks in the following passage according to Video 2.




Script 2.
Anchor .
Susan/Carol ;
Anchor:

Susan:

Carol .

- Welcome to the program, ladies.

Thanks, Susan.

Now, I know that a lot of small businesses, when they think about
branding, their eyes glaze over (1) and well, I even heard someone
say that they think of branding in terms of cows. Susan, how do you
respond to(2) that?

That’s pretty funny. That’s a great question, too. You get a lot of
that. In fact, when we first started our workshops, we, we
decorated the environment (3) with branding irons and haybells.
We really kind of got people a little freaked out (4) because they
didn’t know where they were getting into. But branding is really very
similar to the process that the cattle ranchers use in the commercial
environment. When they branded the cow, they had a specific mark
(5) that meant something specific. So we defined branding as a way
of developing a perception (6), a perception that eventually lives in
the minds of its market and its employees. So the company is, when

they do something we call branding, or branding process, they’re,
they’re are working at creating a specific perception and controlling
that perception and managing it. So the same way the commercial
rancher did." You know you’ve got a black angus, branding iron on
the side of the cow. You know that the black angus is the meat that
you want because of a specific experience (7) with that meat.

And that particular perception is dictated by the customer’s experience,
the experience that you leave with them. So more than you can create
a strong emotional connection (8), create a trust, uh ... with your
brand, with your customers, create a memorable (9) experience.
That's what branding is really all about. A lot of people think of this

just as a logo, or branding is marketing (10 ). But really it’s creating

and owning, a distinct perception in the minds of your market.

3) Watch Video 3. Then discuss with your team members about the brand
strategy of HTC. Does the commercial move you? Why? ‘

Teaching Tips: The instructor may play the commercial first and ask students to

discuss among themselves the emotional connections the HTC brand tries to establish ,

and then ask some groups to talk about their feelings about this ad.




Script 3.

You are different from you.

And you are trying to (forget about work,

Or you are working late again.

And you missed your kids,

And you miss the waves.

And you can’t believe what you just saw.

And you need to laugh,

And you need to cry,

And you just can’t get out of your mind.

Or you just want to know if he is OK.

But you need a place to eat,

So you stop,

And listen to that band you saw that time.
-You are at that place,

Where you want everyone to know you are almost there,
And you want to share,

And you want to think,

And you are trying to remember,

And you are trying to forget.

And you come to realize that you don’t need to get a phone.
You need a phone that gets you, and you, and you.
And we are HTC.

B Pare Two  Knowledge-based Learning

1. Why are businesses seeking new and more effective ways of increasing the
influence of their brand strategy?
Because a strong brand strategy can increase the awareness of a company and its
offerings in such a way that establishes strong feelings and reactions and a
favorable view towards the company as a whole.




2. What kind of proposition must a company’s brand make?

The proposition your brand strategy make must be very compelling, attractive and
unique among competitive offerings. The proposition must also be consistently
reinforced throughout all phases of an organization.

3. What does the author mean by saying that “Brand is the Alpha and Omega”?
By saying this, the author means that brand is the totality of one’s company and its
business. It includes the best and worst of its products and will be reflected by all
employees and other aspects.

4. What does branding research include?

Branding research includes the research on the brand’s strengths and weaknesses,
the target audience and the competition. If possible, it should also be done on the
brand’s industry, its history, the status of the market and possibilities for future
expansion.

5. How does a brand promise create emotional connections?

To create emotional connections with customers, a brand promise should be:

1) grounded in the brand’s core values;

2) clearly relevant and engaging to your target market;

3) able to create some sort of positive emotional attachment beyond just being
“good” 4 |

4) repeated internally and externally within your organization;

5) adaptable to the business climate;

6) continually reinforced.

1. Scott White: Scott White, president of Brand Identity Guru Inc., is a highly
sought-after branding consultant and speaker. He has conducted hundreds of
proprietary “Pump Up Your Brand” workshops to companies of every size from large
multi-national public companies to one-and two-person shops.
2. Sun Life Financial; a leading international provider of'protection and wealth
accumulation products and services to individual and corporate‘ customers. With
offices in 24 countries serving millions of customers, we help people achieve financial
peace of mind by providing sound financial solutions throughout their lifetimes.

The company was founded in 1865 and is headquartered in Toronto, Canada.
Sun Life Financial Inc. is a publié company and trades on the Toronto, New York
and Philippine stock exchanges under ticker symbol SLF.




