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Brand

NThe 1 ntangil ble sum of a
name, packaging, and price, its history, its
reputation, and the wa
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Brand

NThe most valuable pi1 e
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Co-creation of brand meaning

NThe Joilnt creation of v
the customer, allowing the customer to co-
construct the service experience to suit their

contexto

Prahalad and Ramaswamy, 2004
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Brand function

ANavigation
AHelp customers choose

AReassurance

ACommunicate intrinsic quality of the product
or service

AEngagement

Almage, colours, language to encourage
customers to engage with the brand
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Great brands

ESTD

GUIN

EEE
() innocent 4
DProfessional
§ |DA Acadlemy



Strategic Brap °rOCess
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1) Identify and Establish Brand
Positioning and Values

SIDAVISRE



Brand Purpose
Activation

Elements of
Brand Strategy

Emotional

Impact Consistency l
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Purpose

WHY -

Transcends

gg&‘;:gg( "To bring Inspiration and v
Innovation to every athlete in I

requirements
e40 the world. If you have a body,

you are an athlete"
ng DProfessional
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Consistency

Reassurance
adds value

SPA

Drofessional
Academny

V Appearance

V Product range

V Pricing

V Ambience

V One-way system!!




Emotional Impact

Hierarchy of Emotional Involvement

Built in Emotions
Dependability Trust - Surprise
- Anger
Generalised risk Emotional
experience investment — - F_ear
j - Disgust
- Sadness
Predictability - Joy
Consistency
knowledge Elliot, Percy, Pervan 2018
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Brand Activation

The process of making your brand known to people,
Increasing awareness and engagement through some
kind of brand experience

Shift the focus from the
sales process to the

buying process (
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