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MASARYKOVA UNIVERZITA

PROGRAM
Room C511

09:00 - 11:30 Course Intro & Lecture
11:30 - 12:00 Lunch Break

12:00 - 13:00 Lecture & Project Intro
13: OO - 14 50 Dr. Zdenek Vrbka Lecture

Tento projekt je s n Evropskym socidlnim fondem a stétnim rozpo¢tem Ceské republiky.

a®
O WERS7,

o .Qé s,
. : M :
> 2
f . £

OP Vzdélavani 'P%,r Qy%

EVROPSKA UNIE pro konkurenceschopnost ANA D

INVESTICE DO ROZVOJE VZDELAVANI



LL]
>
—
D
®,
af
<C

OpoOoOpOoOpoOoOoODpDoOooo
DODODODODODODODOOaDO
OooopooopopoooOoDpDOoODoo
0OODODODODODOODOOoOaO0
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
0OODODODODODOODOOaO
OoDoODpDoOoODoOoOOoDoODODoOo
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
0OODODODODODOOD0OOoOaO0
ODoOoODboOoODODbDODODO
OooOoDooDoOoDoOoOOoDoODODO
OoDoOooDoOoDpDoOoooOoODOoODoOo
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
0OODODODODODOODOOoOaO
OoDoOooDoOoODoOoOOooODODoOo
0OODODODODODOOD0OOoOaO0
oOoopDoponooDpooo
0OODODODODODOODOOoOaO
OoDODOoODOOoDODODoOo
0OODODODODODOOD0OOoOaO0
OooOoooopoooOoDpDOoDoo
0OODODODODODODOODOOoOaO0
OoDODODOOoDODODOOo
DODODODODODODODOOaDO
OooopooopopoooOoDpDOoODoo
0OODODODODODOODOOoOaO
oOoopDoponooDpooo
DODODODODODODODOOaDO
OooOoopooopooooOoDpOoODoo
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
0DODODODODODODODOOaDO
OoDODpDoOoODoOoOOoODODoOo
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
0DODODODODODODODOOaDO
OoDODpDoOoODoOoOoDODODoOo
0OODODODODODOOD0OOoOaO0
oOoopDoponoopooo
OoOoDopoDoOoooo0nooan
ODoOoODoOoODODbDODODO
DODODODODODODODOOaDO
oOoopDoponoopooo
0OODODODODODODOOD0OOoOaO0




—

—

7
/
/

/




LA

of Europe

e

R

Republi

C—

-

: Czec-h

--------------

~
] £
L/

j y"n_‘

k " 3

' PLACK WEa

A

2

Name: Sandra Kumorowski

Hometown: Kromeriz, Czech Republic
Current City: Chicago, USA

Education:

Northwestern University, Project Management Certifications
Loyola University Chicago MBA (Marketing, Operations Mgmt)
Loyola University Chicago BBA (Economics, Intl. Business)
Wright College AA (Business Administration, Art & Literature)

University of Economics, Prague (International Relations, English/
French)

Research & Publishing:

Best Practices in Project Management by Dr. Harold Kerzner, 2010
Edition

Wine Marketing, Dental Marketing, Business Development,
Entrepreneurship

] Expertise: IMC, Brand Strategy, Social Media, Project Mgmt,

Business Development, Education
Languages: Czech, Polish, French, German

Passions: Music, Art History, Literature, Cooking, Wine, Tennis,
Volleyball, Travel



About my experience

Marketing & Operations
Consultant

Chief Business
Advisor & Founder

Assistant Professor
Marketing Communications
Career Development
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Why I love

marketing. .






To be a good
marketer, you
must...















l
GIASBERGEN \|

“If your life was a reality TV show,
would you watch it?”

Reprinted from Funny Times / PO Box 18530/ Cleveland Hts. OH 44118
phone: 216.371.8600 / email: ft @ funnytimes.com
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What is marketing?

What does it mean




Marketing is all about the personal connection
with the consumer

PRODUCT/SERVICES

CONSUMER

IMAGE IS
BIG IDEAS EVERYTHING SALES TEAMS SALES STRATEGY UNDERSTANDING
CONSUMERS
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It changes everyday
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. = s "F’
As the world changes
‘Asithe;consumer: changes
1835




What is marketing
about?

Why (is it important)
How (what is takes to do
successful marketing)




WHY? Marketing is a strategy

Marketing is (should be) all about an unique integration of
all the pieces of an organization around a single factor: the
wants and needs of customers.

It” s a strategic business process used to plan, develop,
execute and evaluate coordinated, measurable, persuasive
brand communication programs over time with consumers,
customers, prospects, employees, associates and other
targeted relevant external and internal audiences.




HOW? How to do successful marketing




What is IMC?

Integrated Marketing Communications uniquely integrates all the pieces of
an organization around a single factor: the wants and needs of customers

Integrated Marketing Communication is a strategic business
process used to plan, develop, execute and evaluate
coordinated, measurable, persuasive brand communication

programs over time with consumers, customers, prospects,
employees, associates and other targeted relevant external

and internal audiences.

The goal is to generate both short-term financial returns and
build long-term brand and shareholder value.

Don Schultz, Northwestern University



Who is Don Schultz?

Don Edward Schultz is Professor Emeritus of Service at
Northwestern University's Medill School. He is most notable for
his research and writing on Integrated Marketing
Communications (IMC).

In 1992, the American Advertising Federation named him
Advertising Educator of the year, and in 1998 Sales and
Marketing Management magazine named him one of the 80
Most Influential People in sales and marketing.

Often referred to as the "father of integrated marketing”,
Schultz is the author or co-author of 13 books on marketing,
including Integrated Marketing Communications (1993),
Communicating Globally (2000), and IMC: The Next Generation
(2003). He writes a regular column on Integrated Marketing for
Marketing Management magazine, the trade publication of the
American Marketing Association.

Prior to his academic career, Schultz worked for 15 years in
the field of advertising.

Schultz earned a Bachelor of Business Administration from
University of Oklahoma in 1957, a Master of Arts in Advertising
from Michigan State University in 1975, and a Ph.D. in Mass
Media from Michigan State in 1977.

Schultz lectures and consults for various business groups and
currently resides in the Chicago metropolitan area. He is also
the president and founder of Agora, Inc., a consulting firm
based in Evanston, Il.

Source: http://en.wikipedia.org/wiki/Don_E._Schultz
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Student Projects:
Automotive Industry Revival Campaign

WHATS $TRESH =
N THE AMERICAN -~
. 'AUTO INDUSTRY?

THEG® t\ FACE OF FORD
5 e

The Fresh Face
deserve, the rebability you can count on, and the strength and loyalty of an Amencan




Student Projects:
Adler Planetarium
Community Partner Award

ADLER

PLANETARIUM

EXCITED ABOUT EXPLORATION? }7=*-"

b

visit www.itsyoursky.com ¢ e «

chers oe your face, clothes, oic

reorseet with your phors or dhgitl crmna

LEARN SOMETHING NEW?  : st

hare with n::;':u'xi.‘ @"A.QI;'ER‘




Student Projects:
First-ever enacted
Christopher

Reeve

Day CHRISTOPHER

REEVE
DAY

Help us celebratel Join us on Friday, September 25 from 6-9 pm for a
cocktail® celebration at theWit Hotel’'s ROOF-top lounge.

© Enakta



Poster & Billboards

—— Background color black, consistent among all
medium.

Font Rockwell. Text will appear primarily in
—  French except {or noted neighborhoods where
there exists a strong cultural relationship to an-

Student Voice
Projects:
Is /Standard La Presse logo to appear on all medi-

L a P re S S e / ums to identify the sponsor of the campaign.

Written in French.. French is a requirement of the
/target market. If there is a foreign language it is

to invoke a sense of community while the French
determines if the viewer is La Presse's audience.
The website shall direct viewers to Cyberpresse
to begin building cross branding between La
Presse and Cyberpresse.

Suggested wording:
Your Voice Is Montreal

‘r 9
ou Tell Us Your Story
Montreal In Your Veoice
Yes Your Voice Matters
Est Wait Here Me Out
Say Something We'll Listen
r
Viontré

© Enakta



Bridge Road




Student Projects:

Ca

Candy Coated

beauty made sweet

m Face Candy : About Us : Candy Blog - Contact Us : Sweet Fashions : Candy Video : Girls Night Out Sweepstakes

© Enakta



Columbia Projects
Columbia 2016
Strategy

Communication isn’t just talk,

it's an art.

We know that better than
anybody.

INNOVATION IN THE VISUAL, PERFORMING Columbia
MEDIA, AND COMMUNICATION ARTS COLLEGE CHICAGO




Columbia Projects
Columbia
Chronicle Creative
Revival

Insight

The Chronicle vending machines blend in with the rest of the street
clutter. Though, I think the Red Eye is on-to-something. Their design
grabs your attention and is immediately recognizable. Chronicle needs
to give its vending machines a make over.



Columbia Projects
Columbia
Chronicle Creative
Revival




Student Projects:
OREO OCCASIONS PRAGUE

© Enakta

John Froman-- Megan Gravelyn-- -- Abagail Smith-- Kylie Zavadil

What is an Occasion®

We want our target market to associate the Oreo brand with an occasion. An
occasion is more than a moment. A moment is fleeting, gone in seconds. It’s a
brief period of time. An occasion is grandiose. It’s a celebration, a memory one
keeps tucked away to keep close. An occasion is a collection of events, social
functions and experiences; a chain of instantaneous moments tied together by
time shared with others, and often the most memorable and heartfelt
occasions are those spent with loved ones.



36 OJDEGREES

Retail /| Social Media
Out of Home ” Milk top promotion
Smart Phone App
Fami ly.Commun ity
Hurvinek . Country TV/Radio
McDonalds Jingle
In Store Sampling . Bus Ads

Sports/Festival Promotion:



| sMicrosoft
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Student Projects: &* oot |
Microsoft Innovation sl T endy
Center nedisey | AR e

b (Pt it

: (W 3 :

fiorashore | s msmes

!-c\aﬂoﬂd\ﬁ timeés 0{&:’ = ‘
Z:&nms \ garage P ]

B —

/Cmn grwmtgd,:soliat l'mase&.rmdy posture

.
Al



gnaved hair: work with
what yov have
ontact lenses:
don’ talk ianovation,
do it

big ears:
L lisren fo people
~ positive, friendly

sonal im
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make d
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apple. RoZn
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chanel. Roiny
obrat |6 miliard USD
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Micresof+ { Innevation C.

© Enakta Innovation in maki ng




MASHMAGII

CHI-TOWNTEENS

GETTHEIRATTENTION

WHATDOTHEY NOTANOTHER SCHOOL
REALLY WANT? wronteens PAPER

e e CHANGED IT ALL FOR TEENS

© Enakta



© Enakta

The Mash-Magazine,

Newspaper

Media Focus:

MASH ME!

Mash Me will give students at different
schools the opportunity to connect with
people who have similar interests as
themselves. The students will be able to
send in their picture, school, grade level,
and things they are interested in. The Mash
team will choose to people to be Mashed
and place their pictures beside each cther
in the "You Got Mashed' section of the
paper. It will feature their common
interests, school, and grade level. This is not
meant to be a dating tool, but moere like a
prespective pen pal that gives students the
opportunity to communicate with teens
similar to themselves in different
communities. The students will then have
the opticn to contact the Mash for each
other’ s social media info, or just look each
other up on their own. Mash me should be
launched at The Mash Bash with an
interactive text screen that allows students
to submit their photos and information and

be Mashed with other students at the event.

The interactive text screen will be an
extension of the Mash Me smart phone
application. The application will allow users
to submit their information and be
'‘Mashed' at random. This will allow
students to interact with the Mash brand
outside of reading the paper and visiting the
website. It also gives the Mash the
opportunity to feature news headlines that
are published on the website. Users can
click on the headlines that interest them,
which will direct them back to the article
that is posted on the website.

Brand Assessment

Application that connects
students with like interests in
communities

Name: NATALIE

Yea']: Sophc:nore Y O U G OT
Age:16

Favorite Color: Magenta M AS H E D I
I Like: Soccer

MASH ME




222 enbric / join us.




pand the Experience.....

With your new
friend Jack






one drop

of @CHARLIESHEEN #TIGERBLOOD




SMITHE

$ALES ARE GOING HAS YET TO BE

T  BORN
BUT STUDIES SHOW

THAT HELP FROM
fDANELLE & BRI%%I"ITE f
MOSE ATKIN

GROWTH INCREASED HIGHER

IN SALES BRAND EQUITY AWARENESS

B DANIELLE MOSES B BRIGITTE WATKINS
éé?( SITTE. \NQTKNS&:ME COM

630.825.580
MOSES .DANIELLE@GMAIL. COM




WES
BRANDING

ATTRACT NEW CUSTOMERS BY GOING

WES NEEDS TO BE ITS OWN UNIQUE ENTITY. BECAUSE IT IS AIMED AT
A DIFFEERENT TARGET- A DIFFERENT GENERATION -IT NEEDS TO BE
STRONG ON ITS OWN WITH FEATURES THAT ARE UNIQUELY WES.

WES SHOULD EMBRACE A ‘MOD’ BRANDING FOR SEVERAL REASONS.
FOR STARTERS, IT'S HIP, BUT BEYOND THAT, THE COLOR SCHEMES,
LINES AND BOLDNESS MIRROR DESIRABLE CHARACTERISTICS

FOR WES.

THE FIRST WAY TO ATTRACT NEW CUSTOMERS IS BY MAKING A PLAY
OFF OF PINTEREST. IN ADDITION, WES CAN ADVERTISE THROUGH

GUERILLA MARKETING, PRINT ADS, SEO AND SOCIAL MEDIA. @
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hairman of Microsoft EU, Jan Muehlfeit
eative and innovate all the time!!!




CONTENT: 20 MEGATRENDS - SIX KEYTRENDS

SOCIETY

“ « Women on the Rise
* Cultural Diversity

TECHNOLOGY
» Digital Lifestyle

* Learning from Nature
» Ubiquitous Intelligence

CONSUMERS

 Next Level of Individualisation
* New Consumption Patterns
» Thriving Health Sector

GLOBALISED WORLD

* Urbanisation
* New Political World Order
* Increasing Security Threats

BUSINESS

Smaniu
ST pold
Sy ;rl.‘ lo

el . Change of the world of Work

2w

'Tf_‘ls

ENVIRONMENT




Future Work Skills 2020

" \

// rise of smart \
/] machines and

“ systems

0w
i\

While all six drivers are important in shaping the landscape in which each skil emerges, the color-coding

and placement here INCICale which drivers have Particulir relevancs 10 the Cevelopment of each of the skills,
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1871: Chicago Entrepreneurs To Open

Startup Tech Center

January 18, 2012 | 3:35 PM | By Niala Boodhoo

FILED UNDER: Communities, Innovation, Jobs, Niala Boodhoo; Technology; Chicago

m 1 Comment

CHICAGO - 1871 was the year of the Chicago
Fire. For local tech entrepreneurs, they say
they like to think of it as the year Chicago
rebuilt - and have seized upon it as the name
for a new tech center that will open this spring
at Chicago’s Merchandise Mart.

¥ Tweet < 8

1871 is the brainchild of local tech
entrepreneur Matt Moog (full disclosure: Matt
Moog is a board member of Chicago Public
Media, parent of our partner station WBEZ),
who is also the CEO of Viewpoints Networks
and founder of builtinchicago.org. It will be
operated by not-for-profit Chicagoland
Entrepreneurial Center, which is run by Kevin
Willer.

Email Post

& Link to this post
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Arter the Great Fire (Public Domain; via Wiki Commons)



Monitoring of consumer behavior
Measurement of consumer behavior



In charge
Creating content
Needs to be entertained
Needs to be listened to
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Interactive OOH (utility)
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Large-scale AR‘achieved by
30 space recognition technology.

Payment with mobile phone (Google Wallet)
Augmented virtual reality (Sony, Smart AR)






Infographics
Edward Tufte: Information Design
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TOP PICKS

People
Work
By IDEO
Contact
Careers

+ The Future of Retail in Rotman Magazine

+ WSJ on Saving and Behavior Change

+ SmartPlanet on Innovation & Design in 2012
+ Designing for Dignity in Metropolis

+ Paul Bennett on Singapore and Taking Risk

+ Metropolis on Designing for Governments
+ OpenIDEQ: An Open Innovation Network
+ Wall Street Journal on Creative Confidence
+ Tim Brown at TEDGlobal

+ Imagining the Future of the Book

Design Thinking/Strategy
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Everything ~ - Videos - Popular - Gifts ~
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Pinterest is an online pinboard.
Organize and share things you love.

Did You Know..... awesome things |
never knew worked

103 likes S comments 610 repins

Katie Tamblingson
Random Things | Love

Andra McCarty Crazy good
tips!

' Terri Herndon Didn't work for
me.

be okay with
where you are,
even if you Know

you want to change.

wewsnavana Chand Lo

' Lynn Reber

sayings

quotes and

Karen Hughes You have to

EW S understand where you are
before you can find your
desired destination

I Angie Boehme Schneider this

epic nerd win

45 likes 3 comments 93 repins

Mollie Meagher
Laughing makes you live

longer

Monica Meifert It's funny, but
also a terible tip...not even
15%.

Kate Vance | hope that they
left more of a top in cash. But
this is funny.

Arielle Nelson In this economy,
it's all | can afford to tip like

nNnm\o to Places

Elizabeth Escobar | would
never leave

Kelly Arbogast one of my
favorite places in OZ.. . simply
stunning

! Paige Stone BeAch.

Lori Bonin Who wouldn't want
0 go there!

1 Amy Fordyce holy
v wow...breathtaking

o
L

Smcchoncs to snap

Beth Davis croepy, don't like
but to each their own.

L Shaye Pugh Kind of
strange....I'm having troube
soeing the beauty in it

Lindsay Hays i think that this
pic is what i would want the
father of my baby to do. to hold
and cherish my child shirt no
shirt it doesnt matter its what is
behind the pic that matters and
| feel that it is showing the
loving bond a father and his



Lessons learned:
Paul Rand - options
Jaroslav Kramar — pricing
strategy
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Current Environment

Complex

Competitive

Controlled by consumer
Constantly changing



The Creative Process: Insight Development

IMAGINATIVE PHASE PRACTICAL PHASE

“Thinking something “Getting something
different” done”




Key things to remember ABOUT STRATEGIC PLANS

WHAT * WHY *
WHEN *= HOW MUCH
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Project Deliverables

Research Creative Final IMC Plan Creative Final IMC Final IMC
Report Brief DRAFT Pitch Presentation Plan
May 16th May 18th May 21st May 21st May 23rd May 23rd
MARKET ANALYSIS Project Goal & Executive Summary Executive Summary
Industry & Overview
Category Overview
Consumer Behavior | Research Insight Research Report Research Report
Analysis Summary
Competitive Audience, Message, | IMC Plan IMC Plan
Analysis Media Overview
Communication Communication
Strategy: Strategy:
Brand/Product/ Schedule & Budget Audience, Message S, Audience, Message
Service Analysis & -7 mi RIS
SWOT Y Execution Sl:gsf;:tztg;ngﬁhe presentation of all | Execution
Strategy: plan ‘deas ideas in front of Strategy:
Media, Schedule, P the client Media, Schedule,
Budget, Budget,
Measurement Measurement

Creative Strategy:
Branding Ideas,
Creative/Design

Research Insights

Visual/Creative
Strategy Overview

Conclusion

Creative Strategy:
Branding Ideas,
Creative/Design

Conclusion




YOU WILL USE

Methods Elements

Data Collection (offline & online) Situation analysis:
Interviews Market (Industry/Category)

Consumer behavior
Competitive analysis
Brand analysis
SWOT

U AN W N =

Insight Development
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Industry/Category
Analysis



Market Research & Analysis:

Create a research plan
|[dentify the industry your brand operates/could operate

Once you have identified the industries, start gathering data
from different resources

1. Online
2. Library
3. Bookstores, etc.

Create a folder — electronic & physical, use Idea Book for
random ideas

Key is to understand the dynamics of the industry



Market Research & Analysis:
Category

Create a research plan
|ldentify the category your brand operates/could operate

Once you have identified the category, start gathering data
from different resources

1. Online
2. Library
3. Bookstores, etc.

Create a folder — electronic & physical, use Idea Book for
random ideas

Key is to understand the dynamics of the category



Market Research & Analysis:
Industry/Category Trends

Look at the industry/category from the time perspective

|[dentify and explain trends
Use different resources
Online (Google Insights, BlogPulse, PollDaddy, etc.)

1.
2. Trendhunter Magazine http://www.trendhunter.com/
3. Library
4. Bookstores, etc.
Show trends in interesting graphs & charts
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Consumer Behavior
(Audience)



What is Consumer Behavior?

A process and activities people engage in when
searching for, selecting, purchasing, using,
evaluating, and disposing of products and services
to satisfy their needs and desires.

As a marketer you have to learn about their needs,
desires, and passions.
You must understand what makes them tick
and most importantly, what makes them buy!
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Approaches to study of consumer behavior

Core Primary

Approaches Disciplines Primary Objectives Methods

Cultural anthropology Understand consumption Long interviews

and its meanings Focus groups
Psychology Explain consumer decision Experiments
Sociology making and behavior Surveys
Economics Predict consumer choice Math-modeling

Statistics and behavior Simulation

oooooooonOoonooan
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oOoooooooooonoo
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IN CONSUMER BEHAVIOR SECTION

| want to see
analysis!!!



Example of a simplified Consumer Profile

(Studying online behavior might lead to better understanding of consumer

behavior in general)

ARCHETYPE
Explorer

Core Desire:
To be yourself and find out
about world

TRAITS

Individualist

Desire for self-sufficiency
Lives in his own light
Ahead of their time

Fascination with foreign and
exotic

Spiritual Side

PRODUCT MATCH

Makes people feel free
Pioneering/Non-conformist
Can be purchased online
“On the go”

Explores new things



Example of Category-Customized Purchase Behavior

MOTIVATION FACTORS ANALYSIS FACTORS ACTION

Motivations REEN Decision Purchase
to play games to buy Influencers Experience




Teen Profile/Persona
Needs, wants, motivations, fun, school,
friends
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How to Learn about Users

and Their Needs?
a ’IW




User Research

= |nterdisciplinary subject

» |nforms about (potential) users’

= needs
» habits
= experience
= skills
= |s not market research
= similar methods

= different focus (behavior - attitude)
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Personas

Method of user data representation
Fictive users of the product
Represent subgroups of users
Cover the whole spectra of users
Narrative and detailed

Motivation - empathy

Based on empiric research




Creation of Personas

Involve stakeholders
Collect data
Develop Skeletons
Add narratives

Create Personas one-
pagers

Prioritize
Train
Support & Update
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CONVERSATION SPEAKING CONTACT ‘ BOOKS ‘

By Ian Lurie

Home =» Featured =» Get In Your Customers' Heads: Creating Great Personas

Personas

September 24, 2007 by ian in Featured, Marketing Tools

e How is it that some web sites just click, the moment you look at them?

¢ What makes some people just love Grolsh beer, while others swear by
Guinness?

e Why do you like BMWs, while | like Teslas?

e Why do | like one candidate, while you like another?

Get In Your Customers’ Heads: Creating Great

seven I

WORK WITH ME ABOUT

Hire Ian’s Company

Ian Lurie

O00%O
Popular Posts

Google Plus will build your search
traffic

The Internet Marketing List: 59 Things
You Should Be Doing But Probably
Aren't

22 Things You Don’t Know About
Your Customers

Twitter shows up in Google SERPs
again

SEO, optimize thyself: Get more
results for your effort



Heidh Cohen

actionable marketing expert

Home | About | Columns | Resources | Contact | | Search |

How to Create Marketing Personas

Posted on March 31, 2011 in Actionable Marketing 101, Content Marketing, Marketing Plan | 7 Comments

Buke 4 | WTweet 87 [[j]share| 46 | Piar | 2 +1 2

versions of your prospects, customers and
the public that contain in-depth, lifelike
character traits, including fun names, to
help develop content and marketing.
Personas guide a firm’s marketing and
content decisions. It’s useful to develop at
least three different personas with unique
traits.

12 point marketing persona checklist

Developing personas for your various market segments requires an understanding of your
customer base. Here’s a list of questions to help you better know who your customers are.
Bear in mind, that your goal is to flesh out these characters as if they were real people

M Follow @HeidiCohen < 7,967 followers

Sign Up for Heidi's Newsletter:
Email Address | Subscribe |

Learn more

&) Articles Feed
& Comments Feed

Find us on Facebook

‘ Heidi Cohen
©like 840

n Facebook social plugin



Competitive Analysis



Market Research & Analysis:
Competition

As you are researching the industry, category and trends,
identify who are your major competitors

Describe your competitors and create a table that explains that
strengths, weaknesses, and OTHER RELEVANT CRITERIA
(customer service, website navigation, etc.)

COMPETITOR STRENGTHS WEAKNESS
Netdets
Airbus



Competitive Positioning Map

Rohto Clear Eyes Visine

Compare
product specs

Compare
message

Compare
brand story

Compare
price




Brand Analysis &
Positioning Strategy
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Holistic
Branding

Consistent
Message
Shapes
Rituals
Traditions

Symbols

Any and all religions have created a
Holistic branding

The five senses have been fully
engaged.




Advertisement becomes
lcon
Experience
Consistency
Sensory
Perfume
Uniform
Behavior
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Recommendation 2: Dental Evolution/ Renaissance “angkia
evolving dentistry through artistic revival (mouvement)







#1

Mood Board
WORDS COLORS
THEME FONTS
ABSTRACT BRAND
NAME
IMAGES MESSAGE




H2

BRANDING MAP

MESSAGE

SHAPES

RITUALS

TRADITIONS

SYMBOLS




Brand Analysis

Current audience (What’s the current audience(s)?)
Current message (What is the main message?)

Current brand image (Is there a need for rebranding? Colors,
imagery, etc. What does the brand represent?)

Current product offering (+, -, quality, functionality, warranty, etc.)
Current price (What’s the pricing strategy?)

Current distribution system

Current website (design, navigation, content, etc.)

Current brand presence
1. Offline (stores, WOM)
2. Online (social media, Google search)



What is a brand? What is branding?

BRAND

An identifying symbol, words, or mark that distinguishes a product or
company from its competitors.

Usually brands are registered (trademarked) with a regulatory authority
and so cannot be used freely by other parties.

For many products and companies, branding is an essential part of
marketing.

BRANDING

The marketing practice of creating a name, symbol or design that
identifies and differentiates a product from other products



Brand’ s Position




Brand’ s Positioning Process

Phase 1: Understand Product/Service, Competition & Marketplace
Determining the current state of internal & external environment

Phase 2: Understand Consumer
What does the brand stand for today in the minds of consumers?

Phase 3: Development
Brand positioning development

Phase 4: Positioning Strategy Implementation
Applying an integrated approach to brand positioning implementation

Phase 5: Monitoring
Brand monitoring



Innovative Brand Positioning Methods

Buzz/Sentiment Measurement, Brand Advocacy
Online Promoter Score (OPS)

COOII. 2005 VS. 2007: The arrival of the iPhone chonged the meaning of
cool”

COOL WORDMAP — JUNE 2005 vs. JUNE 2007

2005 2007
effects RAZR iPhone
surface blog .
i Little Sexy
toy i Nename Looks/Colors User interface
sexy geeks menus o Camera Megapixel (mp)
wm Jue
playing "8¥ Ui holmaigy ‘0N sleek Case  Touch screen
4 website 4 730 Useful  Enjoy/Toy
: music men viIeo apps little
ops 7 : edit Note:
idea touchscreen phi O . poer
feature: e green OWordMap is designed 1o expose the relationships
finger e Yook -
download™P | e ce Agtoo wow between words.
< n es m
taridecece B games , : _ fends  7he WordMap shows the top 100 relevant words
SRR NI araphics ipod gadget "06 gadgets 10 a concept (AT&T and Cool).
wallpapegesign colors
mail insulator I0oks cdse UThe relative sizing of the bubble represents the
google enjoy thin fun razr number of occurrences of a concept or word,
keyboarg I game UThe distance between a word and its concept is
Ay bluefooth skin  pushes dependen onhe relevance of the word 0 s
spice slick cafera links

awesoM@indshoost

screensavers
stainless

uw-mmummbzmm
words move 1o the middie area between the
concepts.

Source: MotiveQuest



Example: Red Bull

Brand Positioning

Red Bull is an energy drink for
young people who like adventure-
related sports and parties

(use of Student Brand Managers)

Target
Youth, College Students




What’s going to be your Positioning Statement?



SWOT



SWOT Analysis (exercise)

WEAKNESSES

Location
No Web Presence

THREATS

Local Competition
Not Enough Implants
Benefits Awareness
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Online Research
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Healthboards.com Example: Activity

6th largest message board

Over 400,000 members
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Interviews



Conduct 3 interviews

Select 3 individuals that fit your target audience
Prepare the questions before-hand

Record the answers (phone, in-person)
Summarize & analyze results



Surveys & Polls



:JJsurVio VLASTNOSTI CENIK REFERENCE
(_——!

REGISTRACE ZDARMA! ™.,

VYTVORTE SI VLASTNI

DOTAZNIK

Vhodné pro zjistovani spokojenosti zakaznikd,
priizkum trhu, hodnoceni zaméstnancd.




Tips on creating surveys

ESTABLISH GOAL: What’ s the goal of the survey? What do you want to learn?
1. Demographic Info
2. Behavior Info
3. Needs & Wants

KNOW THE AUDIENCE: Who is your audience?

KEEP IT SIMPLE: Use clear and concise language when writing questions. Use
questions that begin with who, what, where, when, why or how. Although not
fool proof, these types of questions often avoid the language pit falls often
associated with surveys.

ORDER MATTERS: make the order logical/story
BE MINDFUL OF TIME: Do not make surveys that are too long or complex

DISTRIBUTION CHANNELS: Use several distribution channels: email, LinkedIn, FB,
website



Question Types

Multiple choice
Numeric open
Text open

Rating scales
Agreement scales



Linkedm Home Profile Contacts Groups Jobs Inbox(156) More...

People ~ m Advanced

Applications

Polls

Application Preview

Poll Results <> Create New Poll

What has the most long-term potential to make gas affordable for Americans?

100%

0% 3 2% Poll Details
0% : 2%

Audience AN Uinkedin Users
% Geography Urited States

Created May 19, 2008
% End Date May 21, 2008
20% Author =

o0 00 4 r
No Indifferent ARt -

Add the Polls application and leverage the wisdom of millions of business professionals on
LinkedIn.

LinkedIn Polls allow you to easily find answers to your business and market research questions.
Target professionals with the right expertise, and then we'll analyze the results to show you how
factors such as seniority, company size, job function, age and gender influence responses.

Distribute your poll in one of two ways:
« Your network: Ask your connections on LinkedIn (Free)
+ Selected Professionals: A group of professionals (e.g. sales professionals, small business

owners, software engineers) that you define by industry, job title, company size, job function,
age, gender, or geography. (Pay per response, $50 minimum.)

FAQ Feedback Browse More Applications

Application Info

Linked([,].

llu.

POLLS

Developed By LinkedIn
Category Utility

When you add an Application, you are allowing it to access profile
information about you and your connections which the Application uses to
provide the service. This and other information you provide to the
Application may be displayed publicly depending on the Application’s
functionality.

By proceeding, you confirm your acceptance of the LinkedIn Terms of Use
and you acknowledge that your use of the Application is subject to the
Application developer's terms of use and to the Application developer's
privacy policy.

@ Display on my profile
@ Display on Linkedin homepage

Add application



Poll Results

How do you get your news?

By Stacy Neier Clinical Professor at Loyola University Chicago

Linkedﬁ, 105 responses since Dec 21, 2009
100%
80%
67%

60%
By Gender A
By Age 20%
) 0%

Share this URL: Academics Bus. Dev. Consult. Mrktng. Product Sales

http://polls.linkedin.com/; (11%) (21%) (16%) (16%) (11%) (11%)

Copy link to share poll ) ) . . ) ) )
m mobile device = radio television wmonline = print (magazine and
newspaper)

Comments (22)



Facebook Question
2] News Feed Top News - Most Recent +

(=) Update Status Add Photo =- Ask Question

Ask something...

Add an option...
Add an option...
Add an option...

() Allow anyone to add options $: Friends = m



Tips on creating polls

ESTABLISH GOAL
- What’s the goal of the poll? What do you want to learn?
KNOW THE AUDIENCE
- Who is your audience?
BE MINDFUL OF TIME
Be considerate of your audience’s time
DISTRIBUTION CHANNELS

Use several distribution channels: email, LinkedIn, FB,
website



What can you do right now?

Have an “ldea” notebook or journal with you all the time

Start watching relevant industry, category news on TV, magazines,
online

Test different words in natural Google search
Test different words in Google Trends

Visit relevant consumer forums to understand what consumers talk
about

Set your Google alerts for relevant keywords, organize topically

Create a RESEARCH folder and collect interesting articles, studies,
news

Launch a poll on LinkedIn/Facebook (OPTIONAL)
Interview family, friends, etc.
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DUE ON Wednesday, 05/16




Project Deliverables

Research
Report
May 16th

MARKET ANALYSIS
Industry &
Category Overview

Consumer Behavior
Analysis

Competitive
Analysis

Brand/Product/
Service Analysis &
SWOT

Research Insights




YOU WILL USE

Methods Elements

Data Collection (offline & online) Situation analysis:
Interviews Market (Industry/Category)

Consumer behavior
Competitive analysis
Brand analysis
SWOT

U AN W N =

Insight Development



