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Unit 1

1,

Establishing Brand Strategy

Knowledge-based lea
In this unit, you will learn:

4 what brand strategy is

@ how to establish a competitive brand strategy €
4@ why brand strategy is important to a company Y

Task-based learning objectives
After learning this unit, you will be able to. ;
# summarize the features of a company’s brand strategy

4 compare the brand strategies of different companies /
€ associate a company’s ad campaign with its brand strategy j

1
Unit1  Esteblishing Brand Strategy




Mg

4

e d i

2 * Part One Lead-in Activities

i
i. Belore watching the videos, think of the following questions, and
vive @ brief answer to cach of them.

1) What world famous brands do you know? Which one do you like best? Why?
2) How can a company establish a strong brand?
3) What is brand loyalty? What brands are you loyal to?

Lo %Wairh 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) - ; Companies cannot control the ways consumers talk about their brands.

(2) ¢ i According to Joel, as people will circulate brands among themselves,
brands are very important to companies.

(3) : i In fact, many companies don’t want people to talk about their brands.

(4) ¢ i The sentence “You want consumers to hijack your brand” means many

companies want people to copy their brands.
(5) ¢ i It’s not the company, but the consumers who really own the brand.
2) Fill in the blanks in the following passage according to Video 2.
Anchor ; Welcome to the program, ladies.
Susan/Carol; Thanks, Susan.
Anchor: Now, I know that a lot of small businesses, when they think about

branding, their eyes ~ (1) and well,I even heard someone say that they
think of branding in terms of cows. Susan, how doyou - (2) that?

Susan: 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 =~ (3) with branding
irons and haybells. We really kind of got people a little = (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 hada ~ (5) that meant something specific. So
we defined branding as a way of developinga @~ (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

21 HEXFHELEEOHE (HLH)



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 (7) with that meat.

Carol: 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

(8), create a trust, uh ... with your brand, with your customers,

create a (9) experience. That’s what branding is really all about. A
(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?

lot of people think of this just as a logo, or

M i
\/ Part Two Knowledge-based Learning

Text A Building a Strong Brand

(I) business  climate .

Standing out amid a massive chorus of competitors is a
challenge for any company in today’s business climate®.
Want evidence? Look at any magazine, TV show or surf the
Internet. The number of offers and sales pitches® one receives
on a daily basis is simply staggering and increasingly
ineffective. It's no wonder, then, why businesses are seeking
new and more effective ways of increasing the influence of
their brand strategy® in the marketplace. A strong brand
strategy can increase the awareness of a company and its
offerings in such a way that it establishes strong feelings and
reactions and a favorable view towards the company as a
whole. To create this sort of “brand awareness®”
market, it takes skillful brand strategy know-how.

Successfully

in your
out-branding your competitors is a
continuous battle for the hearts and minds of your customers.
The proposition® your brand strategy makes must be very

compelling, attractive and unique among competitive

general economic en-
vironment comprising
of the attitude of the
government and lend-
ing institutions fo-
ward businesses and
business activity, at-
titude of labor unions
toward employers,
current taxation regi-
men, inflation rate,
and such

@) sales pitch: persua-

sive talk used by a
salesperson in persua-
ding a customer to
buy sth.

@ brand strategy: a

plan for the systematic
development of a
brand to enable it to

3
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@ brand

meet its agreed ob-
jectives. The strate-
gy should be rooted
in the brand’s vision
and driven by the
principles of differ-
entiation and sus-
tained consumer ap-
peal.

awareness :
the consumer’s ability
to identify a manu-
facturer’s brand in
sufficient detail to
distinguish it from
other brands

(® proposition: the par-

ticular quality, fea-
ture or benefit of a
product which a
competitor’s product,
although
cannot or does not

similar,

offer; commonly re-
ferred to as the USP
(unique selling prop-
osition )

® brand experience:

the means by which a
brand is created in
the mind of a stake-
holder. Some experi-
ences are controlled
such as retail envi-
ronments, advertis-
ing, products/serv-
ices, websites, etc.

offerings. The proposition must also be consistently reinforced
throughout all phases of an organization, from senior
executives to customer service, research and development,
business development and even your business partners.

What entails a comprehensive and effective “ Brand
Strategy process” ? That’s a much longer answer than what we
have space for here, plus it varies from industry to industry,
but here are some very basic guidelines about what makes a
good Brand Strategy.

Brand Strategy—What’s the Big Deal?

Brand Strategy is nothing new. Yet, the expectations
consumers have for a product or service they buy is stronger
than it’s ever been. This is why companies interested in long-
term success must create the most promising, targeted brand
experience© possible.

Whether you know it or not, you already have a brand,
and your customers are having a “brand experience” when
they interact with you, whether it be with your products and
services or the people in your company. In order to craft this
“brand experience” in a calculated way that is beneficial for
your company, you must have a clear understanding about
what exactly a brand is.

Brand is the Alpha and Omega

In other words, brand is the totality of your company and
its business.

“A brand is the sum of the good, the bad, the ugly and
the off-strategy.” says Scott White, one of the nation’s
leading branding consultants and a valued expert companies
like Sun Life Financial and Franklin Sports rely on. “It is
your best and worst product. It is your best and worst
employee. It is communicated through award-winning
advertising as well as those ads that somehow slipped through
the approval cracks and sank anything riding on them. It is
your on-hold music and the demeanor of the receptionist who
puts that valued client or prospect on hold. It is the carefully
crafted comments by a CEO as well as negative buzz by the
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