nd Management & Consumer Behavior — Session 7

Learning Objectives:

After completion of this session, the learner will be able to know:
*What is brand resonance? K)}\\
*What is brand value chain?
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Brand Resonance & Brand Value Chain SElcslio

Topics to be Covered:

*Brand Resonance
*Brand Value Chain
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Vhat is brand resonance? X

@
The Brand Resonance refers to the MIX
relationship that a consumer has with the :

product and how well he can relate to it.

The brand resonance begins with: Ra monh
*Brand Identification: The first and foremost step, is to y

ensure the brand identification with the customers, i.e.
creates awareness about the product and establish an
association in the minds of customers with respect to its
usage and the segment for which it exists.

*Brand Establishment: To create a full meaning of the Raymona *

product in the minds of customers, so that they start

Home

remembering it. PA R I( I\V E |

*Eliciting Response: Once the association is built with

the customers, the next step is to elicit the responses, ( )
i.e. what customers feel about the brand? ’ ‘
*Relationship: The next and final step is to convert the z

responses into building the customer’s strong
relationship with the brand. R aym Ona




of Mercedes

3. Judgments/Feelings: what do the cu:
think or feel about Mercedes-

Benz cars are judged prestigious and high
Imagery and all steps below arouse feeling
as sense of achievement, confidence or si

' Considering their features and history, Me

4. Brand resonance : what about Mercedes-I
and the custon

Even if they are not purchasing a car, r

people are attached to Mercedes-Benz thr
social media (17m likes on Facebook), «

(Club Mercedes-Benz de France) and web:s



! z ] One of the most famous
‘roplcana. Brand Resonance Pyramld orange juices + |oya|
_/

= _ customer

- Strong brand resonance

AHAT ABOUT YOU AND ME ?

Health, nature, freshness,
vitamins, sun(Florida)

/ WHAT ABOUT

YOU ?

Quality orange juice :
Bottle/Logo recognizable

100% pure orange
juice
—> High performance

N

Sane image: good for
health. Family

/

2. WHAT ARE
YOU ?

1. WHO ARE
YOU ?

High recognition on orange juice market : well-known brand
-> High brand awareness : strong image

Tropicana is owned by ‘Pepsico’

JRAND RESONANCE OF TROPICANA



*Price premium

*Product «<Awareness

Pri +Sto
*Communication +Associations b rie:s slicties *P/E
«Trade «Attitudes :gfﬂ;ﬁlisgnazccess *Ma
*Employee *Attachment s

*Other *Activity

Profitability

Multiplier

Clarity *Market

~Competitive reactions

*Relevance *Growth
-Distinctiveness *Channel support + Risk P
«Consistency *Customer size and profile “Brand «



Brand Value Chain Model

Brand Value Chain is a structured approach to assessing the
sources and outcomes of brand equity and the way marketing
activities create brand value. It is based on several premises.

FIRST

*Brand value creation begins when the firm targets actual or potential
customers by investing in a marketing program to develop the brand,
including product research, development, and design; trade

or intermediary support; and marketing communications.

SECOND

*\We assume customers’ mindsets, buying behavior, and response to
price will change as a result of the marketing program; the question is
how.

THIRD

*The investment community will consider market performance,
replacement cost, and purchase price in acquisitions (among other
factors) to assess shareholder value in general and the value of a
brand in particular.




Thank You
L

 J

o
 J
)

My Curiosity is all Yours




