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Objective
I N S

» Establish effective compelling brand
» Successful branding = higher sales, improves brand equity

* Provide structured, thorough approach to successful Brand
development.
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Step. O
I N

Who Is my client ?

WWW.mMSmro.org



Brand consistency

Brand character( Essence)
Brand proposition

Brand architecture

Brand equity

Brand values

Brand design
Brand strategy

Brand Police, Brand building, co-branding, global brand strategy, Brand attributes,
celebrity brands.
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Branding and industry terms
I N

What Is the difference between:

Advertising Agency:
- McCann Erickson, Leo Burnett, Headvertising
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Brand Experience tool
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Brand Experience tool

Word of mouth

Intranet

| ~ News
Brand Champions :

Guidelines - |Internal PR

Intranet - " Workshops

Preference
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Brand Experience tool

Products * = | - . Advertising
. > Externgy &
Services - - - Word of mouth
Retail - ;
o . News
Web - .
- - PR
Bills

; . Retall
Literature.

:  Exhibition booth
Customer Care.

- Merchandise

Staff'-. ...‘Web

Literature = - . .- Retail
Telephone
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How to build strong brands

Research

Architecture

Define Strategy

i e=1ale

- Character
> TOV applications

> Brand Training Realise Create ~ BrandNaming
> Brand Experience > Brand Identity

> Brand Management I et > Tone of Voice
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.- Define ..

1.Define
I

Character

eeeeee

> Brand Research

Define > Brand Architecture

> Brand Strategy

Step 1 Step 2 Step 3 Step 4 Step 5
Investigation Analysis Validation Implications Realization
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1.Define
I

: Character :

eeeeee

A brand Is not a product
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A brand Is not a product
I A S

This I1s not a hamburger

McDonaid’s
- N

It's a promise.
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A brand Is not a product
I N

This I1s not a mobile network.

It's a promise.
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A brand Is not a product

This Is also a promise....

...to provide
unconventional fun and
value for money

e
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If Orange was a person...

m that person would be stylish: a trend setter
m  De friendly and optimistic

m  De refreshingly unconventional

B De an upbeat, and dynamic communicator
m  Delleve IN honesty and straight talking

m ...a ‘can do’ kind of person



put simply, that person would be:

friendly
straigntforwarad
aynamic
refresning
nonest



T a brand behaves out
of character, it's confusing
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So...what is a brand
I N

P e .
\{;,\')\‘\\ ' The promise you make as
v one organization that shapes
your relationship with all

your stakeholders.

...and how that promise Is delivered.
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1. Define: Brand Research
I

eeeeee

Large client

Employee, managers focus group Guides and articles on Romania

Romanian Business Digest
Meetings with AISA, Media agency

and Ad agency WW Investment guide for SE Europe:

. . . Romania
Customer interviews (Major or Key

accounts) Reports on IT and
Consumer interviews telecommunications in Romania
Store/Shop visits

WWW research
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1. Define: Brand Research
I I T —

Large client
Competitor materials Additional research
» Competitive intelligence . Interviews with CCO
reports
+ Media spend and share * Intranet site
of voice data » Communications audit

« Competitor campaigns and

oromotional materials * Brand experience research with

research firm
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1. Define: Brand Research
I

WWW research

Client research _

Newspaper articles > Rudimentary yet shows the
Blogs client you are serious

Soclal media data
Expert analysis

Time Is a variable when undertaking research

WWW.mMSmro.org



Case where research helps: Romtelecom
I

With the change In its competitive landscape
and the dramatic efforts to save it from
extinction, the Romtelecom brand has lost its
authority and credibllity to lead.

Brand development had to help Romtelecom address this.
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Romtelecom

Research findings: Brand Challenges
I N

1. Romtelecom Is lost between past and present, making for an
uncertain future

2. Romtelecom has failed to leverage the on-going transformation In
the company

3. Romtelecom is its own worst enemy
4. The lack of a communication culture is undermining Romtelecom

5. Romtelecom Is under threat of becoming irrelevant
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Romtelecom

Research findings: Brand Challenge # 3
I N -

Romtelecom Is Its own worst enemy

The company’s split personality — half optimistic, half pessimistic — has a
paralytic effect on performance

The lack of willingness to take responsibility leaves the company vulnerable

The lack of a performance culture leaves a vacuum where fear Is the only
motivator

Lack of desire to work as teams has magnified the negative side effects of a
positive transformation

There are well-defined values, but no behavioural change or sense of pride
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Grab 1t!
I

"It would be so easy for them to
be a leader".

— Business customer
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1. Define: Brand Architecture

Brand architecture = strategic and visual relationship between two or
more brands, or a brand and various descriptors
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http://www.citibank.com/dinersus

1. Define: Brand Architecture
Masterbrand dominant (monolithic)

Masterbrand

Sectors
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1. Define: Brand Architecture

Corporate + product brands (light endorsed)
I e

Corporate brand

Product brands

Sectel s
OLAY RUYs
i G
g';e | Oh.:ﬂ? TAMPAX _n_a.;ggas_ n Feneeen

M
gt N
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MAX FACTOR COVIERGIRI @o‘é {Eﬁzm
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1. Define: Brand Architecture
Masterbrand + sub-brands (heavy endorsed)

Corporation

%W%W%

Operative companies

Ford of Europe Ford Espana

Vo m P Tosriw EXPLORER MAVERICK Qa.]l.axay
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1. Define: Brand Strategy
I

eeeeee

1 2 3

Brand Brand Proposition Brand
Character Values
(Essence)

Definition of what the  The promise the brand Unigque traits that
brand stands makes to its customers, differentiate the brand
for and what makes it  drives internal actions and guide experience
special
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Romtelecom Brand Character
-

At Romtelecom, we believe that today matters most. Our world will only
be as good as the opportunities we seize here and now.

We are In business to help people make the most of every moment — at
work, at home and at play. We do this by creating proactive, reliable and
fair relationships with customers and partners, and by providing easy-to-
use tools that give people the power to make things happen.

We are an integral part of the life and future of Romania, and are

passionate about enabling people In this country to experience a better
life through better communications.
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Romtelecom Brand Proposition
I

At Romtelecom, we believe that today matters most. Our world will only be
as good as the opportunities we seize here and now.

We are Iin business to help people make the most of every moment — at
work, at home and at play. We do this by creating proactive, reliable and
fair relationships with customers and partners, and by providing easy-to-
use tools that give people the power to make things happen.

We are an integral part of the life and future of Romania, and are

passionate about enabling people in this country to experience a better life
through better communications.
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Romtelecom Brand Values
- I

At Romtelecom, we believe that today matters most. Our world will only be
as good as the opportunities we seize here and now.

We are In business to help people make the most of every moment — at
work, at home and at play. We do this by creating proactive, reliable and
fair relationships with customers and partners, and by providing easy-to-
use tools that give people the power to make things happen.

We are an integral part of the life and future of Romania, and are

passionate about enabling people in this country to experience a better life
through better communications.
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Romtelecom Brand Values
-

We take responsibility and act immediately

Proactive to make things happen.

We are honest, open and respectful
towards our staff, customers and partners.

- We believe we have the power to make a
Passionate difference and to make people smile.

We inspire trust and do what we say we're

Reliable going to do.
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.- Define

2. Create e,
- |

> Brand Naming

> Brand Identity

> Tone of Voice

* Briefing session * Review session » Refine concept » Team sign-off e Team planning
 Creative * Team input  Apply brand arch. « Owner breifing * Brief agency

development » Choose concept * Prepare approval * Mngmnt. sign-off * Brief photog’s.
« TOV principles » Refinement brief presentations  Registration briefin
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Case Study
I R

Dolce
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2. Create: Brand Naming

Logotype

dolce




2. Create: Signalling change through
Brand identity

Non-visual Minimal Moderate
Name: No change Name: No change Name: No

Logo: No change Logo: No change Logo: Ne

Tone of Voice: Tone of Voice: Tone of V

No change New New

v

Example

orange

e
(22 norfhern
#7 France Telecom M b L,

4 \4 4

&france telecom NQRTE L \Tf”/m"m,

@ Bell Atlantic
e ‘__'.——l-‘_

¥

chicld the future’s bright

mobile & broadband




Logotype and endorsement

dolce......



2. Create: Tone of Voice
-0

eeeeee

It IS not only a visual commentary,
but also feeling, defining, fulfilling, expanding,
enlightening and uplifting.
It has heart and soul.

WWW.mMSmro.org



2. Create: Tone of Voice
—

Advertising

Customer & .
. . Environments
Service N

P N

How | talk
Products

S &

Promotion

Ml Tone of

sponsorships - ;. Services
: How | look |
Voice

y. 'Marketing
- Materials
\V <

a5 : literature
Web &

electronic
media
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Visual Tone of Voice — process
—

Brainstorm
‘big’ ideas

lcons and Visualisation

support L. of values
graphics N Brand Positioning = mood-boards

Visual

&

B Tone of Voice
Photography/
Image style

> A

development

Brand personality Logotype

V

Typography
colour palettes
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Tone of Voice: Process

WWW.msimro.org



Tone of Voice: Process
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Creative process — symbol exploration




- Define .

3. Realise
u : Character
ise | Create

> TOV applications

> Brand Training

Realise

> Brand Experience

> Brand Management
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3. Realise: Tone of Voice (TOV) applications:

Literature — cover & spread
I e

dolce
Here’s how IE’s so easy
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TOV applications: Brand posters
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TOV applications: ATL brand posters

dolce.. . .

Experience a greatenr
variety ofF channeils
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TOV applications: Package promotion

dolce... .. dolce.. ..
Varieby LiFestyle
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3. Realise: Brand Training and Management
I

Launch :

Corporate identity

Corporate applications

Brand experiénce

:Corporate communications

Culture Chane

HR Chaphge program

Internal branding

Call centres

Communlcatlons & Launc

Communications strategy

Advertlsmq and PR

Research

Launch§ planning

WWW.mMSmro.org



3. Realise: Brand Management

Brand development process — timeline
I e

Phase 1
Brand

Phase 2
Naming

Strategy

Phase 3
Logo development (on hold)

'Phase 4

Jan. 17t May 30t Tone of Voice (on hold)
Presentation Presentation

Phase 5
Brand Architecture

Phase 6
Retall Strategy (on hold)

Brand Experience tasks

WWW.mMSmro.org



One more tool. ‘Experiential’ personality

Y —— 4 ‘

‘ e
Name v R
Mr Romtelecom

Age
55

Profession
Business Manager

Attire
Outdated, ill-fitted, conservative

First impression
Powerful, tired, grumpy
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Actual ‘experiential’ personality

Personality traits:

» Impatient »EXxperienced

» Authoritarian »Dismissive
»Unfriendly » Indifferent
»confident »Moody
»Conservative »Passive
»Unreliable » Safe
»Complacent » Temperamental
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Desired ‘experiential’ personality

Name ‘
Mr Bloom

Age
40

Profession
Entrepreneur

Attire
Smart, contemporary, casual

First impression

Savvy, approachable, commands
respect
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Desired ‘experiential’ personality

Personality traits:

»Up to date > Confident
»Down to earth >Energetic
» Approachable > Creative

» Astute > Optimistic
»Knowledgeable > Passionate
» Trustworthy »Honest
»Outgoing »Upbeat
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From actual to desired personality
I N

‘ ‘ ' ‘
-
] - {
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Results speak for themselves
I

Before: After:

ROMTELECOM

ROMTELECOM

ROMTELECOM ‘

Pantore 283 C
CMYK100 80 0 25

\\\ ROMTELECOM
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Results speak for themselves

ROMTELECOM | .l
dolce *

) dolce de

W\ ROMTELECOM

S§a auzim de bine

ROMTELECOM

dolce interactiv O
ROMTELECOM |
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Results speak for themselves

W\ ROMTELECOM

ROMTELECOM
clickner

»é

ROMTELECOM
clickner

WWW.mMSmro.org



Results speak for themselves

From this...

CONFANTE

PRIVIA © COMmPraM
CAM OMEALOLLY
COMMITT O4
AL OMUNE AL N
MELESTAINE FELYY
YuTOAR)

SERVICII S| PRODUSE

str. Titulescu...xhjfh

jmxrgsfks
3198 38 DOeBuse Si 4erviin Glerie de LOMTELECON 5o extnde £ 44 Soversdios b-dq!fTimishc;arei;lildltkhgf
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ey, e o v Mieresesla 1orn OF 1o 103 810%Ca. soracn awwrnaie Ce el g
?' € OMmer :l. Lery :' '-':.J;"I' ) :" o AO .1‘0' . ‘-0" "ﬂ.'.._' 5
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(o) — peviata la abonamentul
2 o /o ClickNet Express*

reducere — la modemul wireless**

' " O I B0 A i
mvld u ' .!! ’ ' ',o D..Su n e. N L‘ Specialistii nostri te asteapta in noile magazine pentru a gasi impreuna solutiile
MEVLAE Wy s Ve ; . 20 ) " 8 !

. de comunicare de care ai nevoie. Vei avea la dispozitie toate informatiile pe care
\\‘ ROMTELECOM le astepti de la noi, dar si cele mai bune sfaturi pentru a lua decizia potrivita.
v » »» . » » . = 35 1
155 ) ) Saatzimidabine Te asteptam sa redescoperi Romtelecom.
bat " . www.romtelecom.ro
AN A AY T .
) - . Oferta valabila pana la 31 octombrie 2006, in limita stocului disponibil.
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Brand refresh
: I

To this:

ROMTELECOM | o ROMTELECOM | oo 5 :
clicknet # clicknet 'ﬁ \ALIWI ~
Daca distractia ta e sa dai jos de pe net,cu
) ) Romtelecom Clicknet ai:
la-ti Internetul de Internetul vine - 6 luni GRATUITE de abonament si
h ue * pana la 67% reducere la abonamentul lunar.
la Romtelecom cu un Wii de e~
Clicknet si ai: la Nintendo
* 6 luni gratuite CADOU!
® péné la 67% reducere la Tu iti alegi distractia, noi o facem posibila.

abonamentul lunar

Tu iti alegi distractia, noi o facem posibila.

Fromoge velobla In pericade 2 marte- 15 urclln 2000,
Do talll in magacinale Romesie com sady la 1530 ¢l in repeasa
perwmarior Germanos, Cosmon, Camedour, Cote

Editia iunie 2009 1.1
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Brand refresh

voce |

ROMTELECOM * ROMTELECOM *
- clicknel mobile clicknel mobille
< X ]

. la-ti Clicknet-ul cu tine in la-ti Clicknet-ul cu tine in
vacanta si ai net mobil cu: vacanta si ai net mobil cu:
= laptop in rate si modem la 1 Euro cu wpreturi de la 4,9 Euro/luna fara TVA

TVA. (5,8 Euro/luna cu TVA).
Acum ai acoperire in peste 580 de localitati! Acum ai acoperire in peste 580 de localitati!
E Tu iti alegi distractia, nolofaoempqdbﬂé Tu iti alegi distractia, noi o facem posibila.
-
Romiglacom ¢dboroaza Internetul! Acum 19 Simti Ca acasa oriunde In lume!
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Brand refresh

>
"'/ - - ""

Afi Palace Cotroceni Skating rink — December 2010
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Just when you thought you were getting

smart...
e

Brands essence and changing too quick: ClickNet commercial 30 sec: chairs,
Angels - http://www.youtube.com/watch?v=XNke95dr/RA&feature=related
(the chairs commercial)
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http://www.youtube.com/watch?v=XNke95dr7RA&feature=related

Just when you thought you were getting

Brand consistency:
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Brand consistency?

O MUBEEL- o

ic SF!

Imic

WWW.mMSmro.org



Simple yet structured

Research

Architecture

Define Strategy

i e=1ale

- Character
> TOV applications

> Brand Training Realise Create ~ BrandNaming
> Brand Experience > Brand Identity

> Brand Management I et > Tone of Voice
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Branding pioneer? Brand maverick?
I N

“If this business were split up, | would give you the land
and bricks and mortar, and | would take the brands and
trade marks, and | would fare better than you.”

John Stuart, Chairman of Quaker Oats, 1900.

EDuaker

Love Life~"
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Too much information?

OK then remember:

1) Brand = Promise

2) Brand needs to be consistent

3) Brands are an asset — real asset (find stats on brand values In text book
ie. Google worth $67B) — when | will have the book back

4) Brand building/Refresh requires a structure, a plan and a destination
(otherwise how will you know when you get there?)

5) Successful brands start from within ( staff)
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am | being...

straightfc
plelgls
refresning

adynamic
H

friendly



Thank you !
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Suggested reading
I R

OVER 15 MILLION SOLD

THE (HABITS OF 1) The 7 habits of highly effective people,

E_‘:FFY_ Stephen R. .Covey
PEOPLE 2) Perfect Pitch, Jon Steel

Powerful Lessons 3 j,_-.-.j_
in Personal Chang bt

3) Rich Dad Poor Dad, Robert Kiyosaki

1 “o\tov\ hw&«—obvtl l‘ \J.A \\\\\\\\

Stephen R. Covey 4) What color is your parachute,
Richard Nelson Bolles

Web sites:
Wwww.renaud-investments.ro

www.brandadvocat.com
WWW.mMSmro.org



At a glance
I N

Renaud Is Romania’s leading Marketing and strategy consultancy

Strategy and Business planning
Executive Coaching
Interim senior management
Branding, Segmentation and Product development expertise
Business development tools

www.Renaud-Investments.ro

PAauL RENAUD



Our clients
I

= [DC " & o
ETQ MI '% GE Capital
Analyze the Future //E:.: byl

Making life better

@ |

vodafone

AMPRO - Cweacto [ .10

ROMTELECOM
dolce

Pyramid Research ROMTELECOM

‘e ROMTELECOM | "

ac

|
\\’V/JJ) 02 TODAY TOMORROW T@

Style & Nature

by @m fé,&/

www.paul-renaud.com PAUL RENAUD
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