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WHAT IS A
BRAND
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WITH A HOT IRON

A (USUALLY
OF INFAMY)

___ A TRADE-MARK

AS A PROOF OF
OWNERSHIP
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FiL What is a Brand?

Lawyers

f"l"
H | A NAME, TERM, SYMBOL OR DESIGN OR A
COMBINATION OF THAT INTENDED TO

SIGNIFY THE GOODS OR SERVICES OF A
SELLER AND TO DIFFERENTIATE THEM
FROM COMPETITORS

~LQUIAY
| Y * Source: P Kotler
I
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Logo Name
Apple
Google Google
Microsoft
iBm IBM
Watmet Walmart
<zt Samsung
Group
& GE
Cargidy Coca-Cola
2, Vodafone
omapsae Amazon.com
= AT&T
verizon Verizon
HSRC @ HSBC
@ wrr NTT Group
= Toyota
= Wells Fargo
..... - Bank of
America
McDonald's
@ Shell
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Global Top Brands
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WHY ARE BRANDS
SO IMPORTANT
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FL Brand Equity

Successful brands have
very strong Brand
Equity

Products and services fulfill
consumers needs, so why do
they need brands?

v Provides meaningful choice

v" Avoid having to make
repeated decisions

v"  Feel, understands and
reflects who they are

7
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FL Brand Equity
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Successful and strong brands offer
many advantages:

Increased sales P&G
Additional & sustainable profit

margin

Loyalty

Invulnerability to competition
Corporate image contribution
Less “systematic” business risk

Willingness to try a product or
service = market share
Willingness to pay a premium
price and less sensitive to price
Increases

v Willingness not to compete =
barrier to competitor entry

PHILIPS

D N NI NI U N N W

SIEMENS

A\ J

As a result, they deliver, bigger more
stable cash flows and create AN oo
substantial shareholder value = ROI WIMPACT
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FL Brand Equity
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Drivers of Brand Equity

Perceived quality
Awareness

Loyalty

Association

= consumer engagement

And ....they must

match corporate strategy
and corporate behaviour
and fulfil promises to the

customer

p \NNUi.f;\TE. ‘
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HOW TO CREATE AN
ENDURING BRAND



L Brand Management
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For long term

success
It Is Indispensable to:

v' Create opportunities

v"  Create the value in the
opportunities

v" Think BIG picture

v Think long term - begin with
the end in mind

and then....

v' Use capabilities to deliver
efficiently

% INNOVATE
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Must understand your
Consumer or End User

....even in a B2B context

© FAL Lawyers 2013

FL Consumer Insight
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FL Consumer Insight

What is the
consumer insight?
v Often surprising

v Often simple solutions
v" Emotional connection

Goal: engage, connect & Ihing pationts Safely ot work..

The most important reason for

resonate with your i sl anding 3 or.-
Consumer or End-User

© FAL Lawyers 2013
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o Consumer Insight_ &

less about the

car he drives

== more about what
‘B drives him

Not about where she lives.....

but knowing what she lives for

© FAL Lawyers 2013



16

Fil Brand Foundations ”
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Foundations of a

strong Brand

v Brand name = shorthand for e 3
everything being offered

v Make sure the brand
resonates and connects

v" Reflects values and
attributes that resonate

v Create and maintain strong
perceptions in the minds of
customers

S STARTS 21 JUNE o

? ‘ IN STORE .
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Organisational framework to
manage the brand strategy key

Become a brand driven
organisation from the beginning

v" Planning & development
v" Implementation
v' Evaluation

Many ways to build an enduring
Brand....but with limited
resources, must be very

disciplined and focused

© FAL Lawyers 2013

Indust ry/environmental i
\\ECOMII(Q/ " \ \

-~ Brand Management

| Company actions ‘

@ :ﬂ;gy} <rog rams )

pecifi >
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F‘annah
— actions \

,/Eodr_npetilor's . \ (channels,
\_actions What customers think wlﬂwy

— and feel about a brand

[Awareness | [ Associations |

|Allitud9| |Allachm9nl | | Activity

& [(satistaction)

What customers do
about a brand

|

Financial market impact
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Building an
enduring
Brand

....a multitude of
elements to take
into account so
need to be focused
on what will deliver

© FAL Lawyers 2013

Business
Cards

Innovation
R&D

Networking

Publications

Technical
Support

Customer
Care

Training

£ PR/
Publicity

Brand
Products and
services

Purchase &

Sales Product

Represeantive® porformance

Advertising

-~ Brand Management

Trade shows/
Presentations

Word of
Mouth

Web
Site/Banners

Proposals

Sales
Collateral

Service &
Delivery

Packaging

P
o
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FL Corporate Branding
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Corporate Branding BUSINESS EXPANSION AND BRAND MANAGEMENT
v' A starting point Congonate

v Umbrella brand which Wothersiz

supports the corporate :
vision, values,
personality and image
structured for the long
term

Can add significant value
Assists with leveraging
intellectual property
assets

v" POD to product branding

ANEAN

WATER APPAREL SKATEBOARDS

,{;;pu._v‘:;?\
Al STARBLCKS \ / FRAGRANCES
N7t/

GROGERY STORES

4 INNOVATE
© FAL Lawyers 2013 .,,«IM PHCT



FiL

i Corporate Branding

Umbrella branding:
v useful for multiple

)

segments and | oo | EEZZE  ctigoup  CIfl
products which may
s S .
evolve or change cficank  CIt citi  citi
over time o ~ ~
G citifinance  citifinance Citl citi
H H e —~. = o
Evolution over time: TravelersT  Travelers] Travelers) cititravelers  Clfl
v" must have solid : - i -
. . b [ PRIMERICA! PRIMERICA! citiadvisors 'CI tl
insights and long
term strategic view of SALOMON  SALOMON Swowox  cffisalomon ~
ST Bty s By S e Sﬂ1i:nua§ngﬁ'r CI tl
where and how
market may develop
JIMPACT
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F'- Brand name
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What's in a Brand name?

Make it memorable &
meaningful

Think about....

Association and image
Distinctiveness

Non stereotypical

Logo

Tagline / Brand Promise can
be useful

Emotional connection
Look to role models

Not “cute” -> should be
enduring

Distinctive from products

DN N NN Y Y N N N
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o Brand Communication
Brand building

tools SOCTAL MEDTA: MANAGING THE CONVERSATION OF YOUR BRAND:

v Selling

v" Direct marketing

v PR

v' Trade shows/ s
Exhibitions _

v' Advertising i

v' Sales promotions

v Online :

v' Social media

v Mobile :

v Apps

Irrespective of channel, ] [ | [ | [ | [y, | —— 1o sssums

medium or avenue used, Pt | [

never promise what you .

cannot deliver ./’fm Tt
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FL Social Media

Social media

Bank of Melbourne

v' Opportunities:
— Drive brand awareness

Social media customer acquisition

Through social conversation and monitoring, we have been able to capture leads, convert sales and close the loop effectively online Having a
structured workflow has enabled the social media, retail and in-branch teams to work together in providing a seamless brand experience for
potential new customers online. This is one of our first success stories that captures initial interaction, to advocacy upon acquisition.

- M arketi n g I eve rag e Initial Interaction Product selling Advacacy

Direct mention on Twitter This s followed up on soclal & a weekend After thelr appointment at the Melbourne Cetral
PR e Keugnt appointment with the branch manageris branch, Jed & Tom took to social media to talk about

— Connect with and learn about = B e | =

Community Manager responds,
asking for contact details

customers -
Conversation takes place via Direct
Message (non-public facing)
— Market research ey |
-
. .
— Product innovation
C S / e e —
- u Sto m e r u p po rt Jed's case Is referred to a Retail Specialist, who following {Nta et . oo

= Andrew (branch . winascreen protection poscy

+ Internet Benking

]
Jed&Tommeet | o peiace
organises for a branch staff member to call Jed. products = Confents and Perscnd Yaluables Quiote:

)

v" NOW! Instantaneous results
v value for $ vs traditional media AN

JIMPACT
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BUT...

Not for the faint hearted
Heed the mistakes of others
Once seen, never forgotten!

Requires careful & ongoing
management

Regulatory scape challenging

Terms of Use = manage with
care and strategically

v Use of content rights
Actions available for misuse
v Polices & Employees

N N NN

AN

AN
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JIMPACT

© FAL Lawyers 2013



FiL . 25

The new frontlers...

Lawyers
Apps 4 Q B@; o] 4
v' Great way to reach customers
and to help build a brand

v" May not be applicable for some - iy aa o 6
products, brands & market ﬁ & ’ ﬂ a = % -‘ ;?B “"“
segments

v' Reasonably cost effective

v Potential trade mark issues

v Strategy key

v Execution critical

v Protect

v" Continuous support and
improvement

Mobile SAAe ans

v Everything mobile ...the really
new frontier App Store

j\ INNOVATE
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