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Objective

ÅEstablish effective compelling brand 

ÅSuccessful branding  =  higher sales, improves brand equity 

ÅProvide structured, thorough approach to successful  Brand 

development
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Who is my client ?

Most Fundamental Q. in Marketing
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Brandé

Å Brand  consistency 

Å Brand character( Essence)

Å Brand proposition

Å Brand architecture

Å Brand equity

Å Brand values

Å Brand design

Å Brand strategy 

Å Brand Police, Brand building, co-branding, global brand strategy, Brand attributes, 

celebrity brands.
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Branding and industry terms

Advertising Agency:

- McCann Erickson, Leo Burnett, Headvertising

Strategic brand consultancy / Brand development agency:

- Siegel +Gale,  Wolff Olins

PR Agency:

- V+O Communication, Ogilvy Public Relations Worldwide

Media Buying Agency:

- Universal McCann, United Media, MediaCom

What is the difference between:

Brand Design Agency:

- Ampro, Brandient, Firestarter
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Brand Experience tool

BRAND
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Brand Experience tool

Guidelines

Brand Champions

Intranet

WorkshopsIntranet

News

Word of mouth

Internal PR

DifferentiationLoyalty

Preference

BRAND
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Brand Experience tool

Advertising

Word of mouth

PR

Web

RetailLiterature

Staff

Telephone

News

Products

Services

Customer Care

Literature

Retail

Web

Bills

DifferentiationLoyalty

Preference

BRAND
Retail

Merchandise

Exhibition booth
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How to build strong brands

> Brand Naming

> Brand Identity

> Tone of Voice

> Brand Research

> Brand Architecture

> Brand Strategy

> TOV applications

> Brand Training

> Brand Experience

> Brand Management
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1.Define

Step 1

Investigation

Step 2

Analysis

Step 3

Validation

Step 4

Implications

Step 5

Realization

> Brand Research

> Brand Architecture

> Brand Strategy
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A brand is not a product

1.Define
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A brand is not a product

This is not a hamburger

Itôs a promise.
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A brand is not a product

This is not a mobile network.

Itôs a promise.
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A brand is not a product

This is also a promiseé.

éto provide 

unconventional fun and 

value for money

Itôs also an airline.
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This is a promise to help me see things differently
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Soéwhat is a brand

The promise you make as 

one organization that shapes 

your relationship with all 

your stakeholders.

éand how that promise is delivered.
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1. Define: Brand Research

Employee, managers focus group

Meetings with Research, Media 

agency, and Ad agency WW

Customer interviews (Major or Key 
accounts)

Consumer interviews

Store/Shop visits

Guides and articles on Romania

Romanian Business Digest

Investment guide for SE Europe: 

Romania

Reports on IT and 

telecommunications in Romania

WWW  research

Large client 
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1. Define: Brand Research

Competitor materials

ÅCompetitive intelligence 

reports

ÅMedia spend and share 

of voice data

ÅCompetitor campaigns and 

promotional materials

Additional research

ÅInterviews with CCO

ÅIntranet site

ÅCommunications audit

ÅBrand experience research with 

research firm

Large client 
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1. Define: Brand Research

Small client 

WWW research

Client research

Newspaper articles

Blogs

Social media data

Expert analysis

Rudimentary yet shows the 

client you are serious

Time is a variable when undertaking research
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Example where research helped: Romtelecom

With the change in its competitive landscape 

and the dramatic efforts to save it from 

extinction, the Romtelecom brand has lost its 

authority and credibility to lead.

Brand  development had to help Romtelecom address this.
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Romtelecom 

Research findings: Brand Challenges 

1. Romtelecom is lost between past and present, making for an

uncertain future

2. Romtelecom has failed to leverage the on-going transformation in

the company

3. Romtelecom is its own worst enemy

4. The lack of a communication culture is undermining Romtelecom

5. Romtelecom is under threat of becoming irrelevant
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Romtelecom 

Research findings: Brand Challenge # 3 

Romtelecom is its own worst enemy

1. The companyôssplit personality ïhalf optimistic, half pessimistic ïhas a
paralytic effect on performance

2. The lack of willingness to take responsibility leaves the company vulnerable

3. The lack of a performance culture leaves a vacuum where fear is the only
motivator

4. Lack of desire to work as teams has magnified the negative side effects of a
positive transformation

5. There are well-defined values, but no behavioural change or sense of pride
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Grab it!

ñIt would be so easy for them to 

be a leaderò.
ïBusiness customer
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Heavy

Endorsement

Light

Endorsement

New

Brand

Monolithic
Corporate

Brand

1. Define: Brand Architecture

Brand architecture = strategic and visual relationship between two or 

more brands, or a brand and various descriptors

http://www.citibank.com/dinersus
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1. Define: Brand Architecture

Masterbrand dominant (monolithic)
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1. Define: Brand Architecture 

Corporate + product brands (light endorsed)

Product brands

Corporate brand


