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BRAND VALUE

« REPUTATION VALUE

— Enhanced perceptions of quality

« RELATIONSHIP VALUE

— Trust, prolonged brand patronage
« EXPERIENTIAL VALUE
— Stories that shape product usage experiences

« SYMBOLIC VALUE

— Products become more central for identities




BRAND = STORIES, IMAGES, ASSOCIATIONS

Reputation Value v > Experiential Value
Stories imply perceived quality Stories shape experience of
of product features. the product.

THE PRODUCT

(objective features, quality
standards, augments)

Relationship Value Symbolic Value
Stories imply that firm is a — Stories imbue the product with
long-term partner that will values and identities.

attend to customer interests.




WHAT KIND OF BRANDS

BENEFIT MOST FROM
WHICH TYPE OF VALUE?




DESIGING BRAND STRATEGY

1. Identify goals that branding can address
—  Matching business goals with branding imperatives

2. Map existing brand culture

3. Analyze competition and environment to identify branding opportunities

— Competitive benchmarks (and their brand cultures)
— Environmental shifts (technology etc, but chiefly culture)

4. Design the strategy




Brand Strategy

- Strategy Drivers
Existing Brand Culture Environment Brand Culture Goal
- Product Reputation Changes - Product Reputation

- Relationship Perceptions - Relationship Perceptions
- Experience Framing Competitive - Experience Framing

- Symbolism L Benchmarking ) - Symbolism

Brand Engineering

Product Design Advertising Channel Policy Pricing
Service Delivery  Personal Selling Retail Design Promotions
Service Quality Public Relations  Customer Interface

Packaging Corporate Comm.
Corporate Actions



BRAND RESEARCH AND
COMPETITOR ANALYSIS

e Understanding the current meanings, attitudes, stories, associations, and
authors of a brand

e Competing brands with similar value propositions
« Also, complimentary brands!

e Important focus: incongruence between marketers' desired image and
consumers current perceptions!
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Dunkin Donuts - SNL

Saturday Night Live
1 month ago * 5,611,928 views

Meet Donny (Casey Affleck), a real Dunkin Donuts customer. Get more SNL:
http://www.nbc.com/saturday-night-live Full Episodes: ...

Zeke D 1 month ago

As a native Bostonian, there really is at least one of these guys at every DD between the
hours of 6 and 10AM. Usually with lottery tickets, a flask and a pack of home rolled
cigarettes. Too funny...and surprisingly accurate.

Reply « 1112 g 9

OneManOneMic 1 month ago

This is why | choose Dunkin over Starbucks. Always gotta be on your toes! Keeps things
interesting!

Reply « 452 1y W
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Thumbs up for
Obama in his
bathroom! LOL
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Escapism Reigns in Super Bowl
Commercials, but Politics Proves Inescapable

Advertising

By SAPNA MAHESHWARI FEB. 5, 2017 o o @ ° D

Cam Newton and Miranda Kerr in a comical Buick ad aired during the Super Bowl on Sunday.




[/m TOPICS - TRENDING v foyx X2 Q

Super Bowl commercials: 2017’s winners

and losers

Whether on purpose or not, things got political, fast.
Updated by Caroline Framke and Todd VanDerWerff | Feb 6, 2017, 8:46am EST

Supported by




theguardian

home ) opinion US politics world sports soccer tech arts lifestyle fa =all

Activism Opinion

Sex doesn't sell any more, activism does. And
don't the big brands know it
Alex Holder

From Starbucks supporting refugees to Kenco taking on gangs, big businesses are falling
over themselves to do good - and to let us know about it

Kenco - Coffee vs Gangs [Official TV Advert - 30"]

In the UK, people drink Kenco because it's training young men in Honduras to be coffee farmers
tand £ L .




What did you learn

from the Jack
Daniel’s chapter?




Brands are about

culturally resonant stories
more than the product
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Historical Change

Cultural Orthodoxy

Social
Disruption
creates
Cultural Tension

A A

Ideological

Opportunity

ures, media myins,

prand assents
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TENSION:
IS WORKING “FOR
THE MAN” MANLY2
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Rare Jack Daniel’s




WHISKEY MARKETING

ORTHODOXY:
Status reward for the

“masculine modern man”

JACK DANIEL’S:
“We are the stubbornly
traditional whiskey”

; | WHISKEY |
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Ok ASK A BARRELMAN HOW "Superbly acted. . . magnificently filmed. . "
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DESIGN AND AUTHENTICITY




EXPLORING BRAND AUTHORSHIP
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FOR THE REST OF THE CLASS

Mind mapping! Start with your problem at the center

What is your problem’s “market” and what is its cultural orthodoxy? (e.g. how are
brands and consumption usually portrayed in your context)

What are the important cultural anxieties in your problem’s context?
CULTURAL INNOVATION SOURCE MATERIAL

1. What pop culture products (movies, TV shows, songs etc.) have spoken to your problem
and its anxieties? How do they portray the issue? What “heroic solutions” do they

portray?
2. What consumer collectives or subcultures are directly related to your problem? How have
they “solved” the problem? How do they express it?

Overall goal: how can you create an authentic and culturally resonant
brand story to speak to your problem?




FOR NEXT TIME

HBR: “The Irresistible Power of Storytelling...”
HBR: “Storytelling that moves people”
Robert McKee's white paper on story

HBR: “A Refresher on Storytelling 101"
HBR: “How to Tell a Great Story”




