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Build Strong Brand
WL 1 TS

Understand the elements involved in a brand
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Analyze the branding strategy of a company
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Brands contain various elements, such as name, logo, tagline, graphics, colors,
sounds, scents and tastes. But it is more than just names and symbols. It is a key element
in the company’s relationships with consumers. The purpose of brand management is to
make the product or service relevant to its target audience. Proper branding can result in
higher sales of not only one product, but also other products associated with that brand.
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» Define the brand’s core values, mission, and goals.
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> Select the brand name.
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> Perfect the logo.
E AR .

» Develop brand strategies.
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> Marketers should develop unique visual and verbal identities such as logos, fonts, slo-
gans for your brand. Design every aspect of your brand and make sure that they match
each other. This will help create a personality.
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» Marketers should analyze what is the first thing that comes to the customers’ mind when
your brand is mentioned to them. Carefully use the resources like SEM (Search Engine
Marketing) s PR (Public Relation)., online advertising, blog. influential advisers and
strategic E-mail campaigns. The brand experience totally depends upon how consistently
you present your brand.
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> Offer new products and services from time to time to keep your brand relevant to the
target audience. Modify visual and verbal identities to relate to the changing needs of the
consumer. However, make sure that the brand message is delivered consistently. Create
perfect brand customers experience. Elements include product performance, customer
interactions, product manual, monthly statements or post-sales support.
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» Marketers should know what your competitors are doing and what are their strengths
and weaknesses. Find out what your competitors are missing and what you can do to
achieve it.
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> Marketers should take measures to prevent your brand from being confused with other

similar brands as it can result in loss of business.
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|
Demo Practice Brand Strategy of a Cosmetics Company
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Company Profile
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» A cosmetics company is on its way to strengthen the brand influence. Its manufacturing
line includes women’s and men’s skin care products, perfumes and make-ups. It targets
middle class consumers. The brand director is discussing the brand strategy with his
team. They offer suggestions on brand expansion, promotions, product names, positio-
ning and new channels.
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Task
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> Carry out the conversation practice between the marketing assistant and the brand direc-
tor concerning the building of the brand.
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Model of Practice
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Marketing assistant: In order to achieve success in the competing market, it is crucial to

position our brand clearly in the customers’ minds. What about

investing more in advertising our product features?
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Brand director: The brand will be better positioned if our consumers link the name

with some beliefs or values when they think of it. Our products
mean much more than just beautifying products. We must change
our brand image from being just a user friendly skin care and make-
up products, we are actually building up the brand image of trend
leader. Our mission must be simple and clear. That is to create
world leading fashion experience with affordable price.
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Marketing assistant:.

MR

Marketing assistant:

EHE.

Brand director:

Marketing assistant .

EHEE.
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I see the point. For this season’s promotion, I suggest shows in
those influential shopping centers. The theme is our trendy make-up
products.
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That’s a good idea. 1 think we can have make-up artist who can
transform our model’ faces instantly with our products. We need
passionate accompanying music. And the backdrop of the show will
be the world famous fashion city skyline, which represents the ori-
gin of our brand.
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To expand our business, we can buy some mature international
brands. In this way, we will be able to convey the charm of different
cultures through many products. Then we will be reaching out to
more people across a bigger range of incomes and cultures. We
should make conscious effort to diversify the cultural origins of our
brands. But we must be careful that the brands don’t blur together
for consumers. That's a big challenge for this company—to add
brands, yet keep the differentiation. That poses demand of our mar-
keting team to embody different culture or essence for each brand.
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This is really challenging. 1 also have something in mind. Do you

know a nail enamel product named “Great Finish”? It dried in one
minute; they changed the name to “Express Finish”. Then they sold
it heavily,because the name suggests something about the product’s
benefits. Meanwhile, our brand name must be easy to pronounce and
remember. This is what we must take into consideration when we
select names for our brands.
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Task of Practice ANTA Brand Building Strategies
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Company Profile
AANE

» As one of the leading sportswear enterprises in China, ANTA Sports Products Limited

primarily designs, develops, manufactures and markets sportswear, including sports
footwear, apparel and accessories. The Group has established extensive distribution net-
work with a leading presence in many cities in China under the management of regional
distributors. ANTA places great emphasis on branding by integrating sports resources
and sponsorship, advertising and promotional activities and consistent store image to en-
hance brand and product differentiation. For the past 10 years, its footwear has been en-
joying a leading position on market shares.
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» Please visit the official website of ANTA, and summarize the brand building strategies

adopted by the organization.
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Practice Prompt
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ANTA’s Brand Building Strategies
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Brand Positioning
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Features and Benefits
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Beliefs and Values
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Brand Name and Meaning
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Logo
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Brand Promotion
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Line Extension
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Multi Brands
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Tsingtao Beer Held Up As Example of Powerful Chinese Marketing

Tsingtao beer is one of the most familiar Chinese brands recognized by foreigners.
According to a survey conducted by Ipsos, the world’s third-largest market research com-
pany, and the Chinese magazine Global Entrepreneur , many Chinese brands have gained
recognition among foreigners, but the usage of these products or services remains quite
low. Tsingtao beer was top among the 39 brands bought by foreigners. A total of 18 per-
cent of the 1,103 respondents said they had drunk Chinese-made beverage. Tsingtao was
very popular in South Korea with 31 percent of South Korean respondents saying they had
bought the drink, and in Japan where 44 percent had tried it.

Tsingtao set up a partnership with Anheuser-Busch Company to successfully penetrate
the North American market. Although “cheap” is still synonymous with Chinese products
in the international market, people overseas now find that a low cost but high performance
or reasonable ratio of performance and price is how Chinese brands compete with multina-
tional brands. Chairman of Tsingtao Brewery said what they did during the 2008 Olympic
Games—our cooperation with the US National Basketball Association and the annual inter-
national Tsingtao Beer Festival—made a great contribution to our status.

(Adapted from essay by ZhangYe, China Daily)
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Discussion
itie
1. What kind of marketing strategies are contributive for the successful promotion of
Tsingtao beer in the overseas market?
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2. What are the key factors in the building of Chinese brands in the international market?
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Brand Extension
Mot 2 MR E

Understand modes of brand extension
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Devise the brand extension strategies
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Brand extension refers to the use of a successful brand name to launch a new or modi-
fied product in a same broad market. A successful brand helps a company enter new prod-
uct categories more easily. Brand extension is a marketing strategy in which a firm market-
ing a new product uses the same brand name in a different product category. Organizations use
this strategy to increase brand equity, which means the net worth and long-term sustainability
from the renowned name. Brand extension is sometimes referred as brand stretching.
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» Determine the association between the brand and the new category.
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> Identify the image of the brand in the consumers’ mind.
WA m AT S o Hh iIE & .

» Make sure the leverage can be extended to the new category.
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> Conduct thorough consumers survey about the extension.
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> Implement the brand extension.
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> Brand extensions can come in many forms. Generally speaking, there are the following
strategies: to introduce the same product in a different form; to introduce companion
products for the brand; to introduce new taste, ingredient or component; to introduce
product that reflects the brand’s distinctive features.
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» There are many ways to do brand extension, such as parallel extension, up-extension
and down-extension, etc. .
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> Brands that produce a single type of products can extend to more types of products to
form series, such as a brand that is famous for its only type of products, ties, may also
produce shoes, clothes, boxes or cases.
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> Parallel extension requires the same or similar target markets or sales channel. It's a
good way to enlarge the business and to make it more able to resist high risks. For
example, brands that sell fruit milk may also sell yogurt or fresh milk.
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» Marketer may also increase high-level products in the production line to enter high-grade
markets. This is up-extension. Down-extension is another way to do brand extension.
In this way, marketer makes use of the reputation of the high-grade products to sell low-
priced products with the same brand. This is very tempting to consumers with low pur-
chasing power.
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> Be careful when you do down-extension. You may run a great risk because it might harm

the reputation of those high-priced products.



