Telling Your Story
Creating Your Brand
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Overview

* Define your brand.
— Story
— Niche
— Image
* Protect your brand.
* Practice the case.
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What Is This?
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Best-Tasting Water

Resource Spring Water

Best Water of 2019

Best Artesian Water

B

Fiji

Best Cheap Water

oGSt

Crystal Geyser

Best Mineral Water

Evian

Best Recyclable
Packaging

JUST Water

Source: https://www.reviews.com/bottled-water/
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https://www.reviews.com/bottled-water/

Who Makes Dr. Pepper?

{EURIG

— GREEN MOUNTAIN




What 1s a Brand?

A true brand impacts every single
Interaction in your business.
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What Is the Best Global Brand?

r
Financial Data $ Financial Forecast 1
the answer company™ 7\ Brand
THOMSON REUTERS" %
‘ Role of Brand —_— Value
Thomson Reuters’ company annual reports
and analyst reports T

lI[l1i] Brand Strength

Consumer Goods

( GlobalData.

GlobalData (brand volumes and values)

Social Media

Infegy

Social media analysis by Infegy

Source: Interbrand
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Source: Interbrand
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A Strong Brand

* CONSISTENT

— Fulfills expectations
every time

* COMPELLING

— Provides reasons to
choose over others

* CLEAR

— Understands who Is
represented




STORY

SSS==2

Build a “Brand Blueprint”

N0 | Ll Customers’
nat T~ Needs
nere U Value
nen =— Peers
Yy Positioning

Logo

Tagline

Personality
(D Atmosphere
<E Ethics

Customer
— Service
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What Is Your Story?




Build a Story Brand

e 9, A

Character Gwde sSuccess

Calls to Action

Failure

Problem

7Y
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Source: “Building a Story Brand” by Donald Miller mysto I’yb rand.com



Creating the Brand Story

» Create unique brand narrative.
* Know your target audience.

* Support with data.

* Create a theme Iin marketing.

» Make It personal.

AECU
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Strawberey + Granolo

Woep Main Ohobon

MOUTH

GIVE GREAT TASTE
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Brand Storytelling

Toosted Coconut + Pineapple

Ty Light Agrve Nacter

SUBSCRIPTIONS

CHOBANI

Wiy Toswed Coconut

"y &t P~

/ ///// !lll\\\\\\\\\\u 2

@

Y ovp Plioin Choboni
1% g Piosspple

109 Torkish Honsinats r

CORPORATE GIFTS BLOG SALE

VALENTINE'S DAY SEARCH Q

BURTISM

NUMBER 039

—AqE
YOUR
= [
» OUT

ORDER NOW
SHIP LATER

YEARS

—®

|
= R e

COLLEGE OF BUSINESS



What Is Your Niche?




Who Are Your Customers?

. , hat\A(\re Their bebléms/Needs?




Create Customer Value

* What Is customer value?
— Recognize products with special qualities
— Associate special characteristics from origin
— Pay premium

* What is special about your company?
— Business

— Product
— Brand

AECU
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Create Dialogue with Customers




Brand’s Purpose

WHY we exist

WHAT we aim to
achieve

HOW we plan to
achieve the vision

Vision WHAT we stand for
“CLTELZ”/ and how we behave

positioning————* HOW we differentiate
from our competltlon

#ECU
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Examples Strong Brands With Purpose

“Our mission: to

“To bring inspiration and inspire and nurture

innovation to every athlete in the human spirit—

the world. If you have a one person, one cup

body, you are an athlete.” and one
neighborhood at a
time.”

“To organize the world’s
information and make it
universally accessible and
useful.”

“To refresh the world...To
Inspire moments of optimism
and happiness.”

“Saving people money so

they can live better.” %\;ECU



Examples Strong Brands With Purpose
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Google  (Gargsy;

Walmart
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Defining Brand Purpose

WHAT
WHAT THE YOU ARE

WORLD GOOD AT

NEEDS BRAND
PURPOSE

WHAT YOU
ARE

PASSIONATE

ABOUT @ECU




Who Is Your Competition?
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Know Your Competition

They do the same job
In the same way.

They do the same job
/ but a different way.
Secondary Competitors

= They do a different job
In a conflicting
outcome.

Indirect Competitors

SECU
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Define Your Niche

* [Your business]

* |s the [best, only, a leading, etc.]
place for

* [Type of customer] with
* [specific need] because...

niche + problem + solution + promise = success

AECU
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Define Your Niche

Goat Herd Farm, Greenfield’s only
goat dairy, Is the best place for
families with young children to buy
dairy products because goat's milk
IS less allergenic, easier to digest
and rarely causes lactose
Intolerance.

AECU
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What Is Your Image?
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Farm-to-Table Imagery in Branding

E S .
Created with growers, scientisiswalid sistainable-agriculture experts,

our Responsibly Growngating Sy8tem.for fresh fruitand vegetables 5

breaks new grannd for sustainable growing practices. [ ‘.) IC HIPOTLE ]

WHOLE

America’s Healthiest Grocery Store
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Farm-to-Table Imagery in Branding
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Satur Farms, Cutchogue, NY o




A Consistent Look and Feel

- -
1998 1999 2001 2004 2005 2007 2008 2009 2010
neent & Nesien hv Nrimerzallery

Black tie optional. !/‘\] E( :‘ ]
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Think different:



Simply Natural Creamery

COPYRIGHT J T KINSTON 21 MAY 2016




Simply Natural Creamery

SIMPLY NATURAL CREAMERY TR S s [PROPUGTS

Have questions about/For the new location in Greenvile?
Give them a call at (252) 6B89-L883
s located at 317 E. Arlington Blvd beside the sherwin-Wilioms paint store

TESTIMONIALS

On my first vist, it wos a

crowded warm afterncon My
granddaughter and | got ice

cream cones which were

SIMPLY NaToR s | T O TR

CREAMERY| (9 R[WE‘“
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I'mlovin’it’

Shape

Tag Line

Font

Brand Execution

Patterns Logo McChicken
Egg McMuffen
Big Mac

Language

EXECUTION

Scent

Taste

Color Physical Interface
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Aaker’s Five Elements

Brand Personality

Excitement
_ Downtoearth |- Daring Reliable Upper Class Outdoorsy
— Honest —  Spirited Intelligent Charming Tough
—  Wholesome — Imaginative Successful
—  Cheerful —  Up-to-date
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Supporting the Brand

@ECU
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Brand Success

« Creating a differentiated customer experience
across each and every touchpoint?

« Leveraging your brand for greater business
growth and ROI?

* Anticipating industry trends?

« Challenging your brand to have a competitive
edge by entering new categories and markets,
forging new partnerships, and facilitating new
mergers and acquisitions?

* Creating emotional bonds and instilling a
sense of purpose among your target? Ay

'
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Source: Interbrand



Become preferred brand in your defined market! &=

Branding Results

Customers seek you out in markets and
stores.

Farmer’s market organizers want you.
Chefs want your name on menus.
Retailers want your products on shelves.
Distributors want to carry your products.
Employees will fulfill your mission.

You can have price leverage. i
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Brand Protection

» Create a distinctive logo/tagline
* Register your trademark

» Get patent if applicable

* Monitor social media/lnternet




Applying the Case
* What Is the story?
— who, what, where, when, why?

 What iIs the niche?

—[Your business] is the [best, only,
leading, etc.] place for [type of customer]
with [specific needs] because...

* What Is the image?
—Logo, tagline, personality, products,_




Questions?

Dr. Christine M. Kowalczyk
Associate Professor

Dept. of Marketing and Supply
Chain Management

kowalczykc@ecu.edu
252-737-4572

@ECU
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