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Understanding the
world of Branding
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Key Elements: Branding

1. Brand Strategy
Benefits,
personality,
reason to believe,
differentiation

©

6. Brand Perception

Client survey to
determine brand
perception

2. Brand Brief

Agency brief to
design brand logo ,
usage applications
and guidelines

B

5. Brand Audit

Check on how
effectively brand
communication
plan is being
executed

3.Communication Plan

Strategies and key
messaging to
communicate to
target audience

4. Brand Activation

Across all
communication
platforms




Your brand
strategy Is what
you want your
customers to
believe about your

product. beleve

He’s great You are great

Your brand is what
your customers
actually believe

about your product.
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The core idea
behind your brand
can be explained by

Working to extend Customer On‘%ﬁgtcilgisét&?n:
a brand, working perception of promise?
to establish a what a product or
brand into service Is like or A brand is “Who

you are, who you
want to be and who

consumer what it promises.

' people perceive you
perceptlons. perce
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Brand Extension

Much more than a logo

Key
messaging




—: House of Brands
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Brand Equity

A qualitative measure of a brand’s positive recognition or goodwill in
the minds of the consumers.

The tangible and intangible worth of a brand.
The degree of premium that a brand can charge on its offering.

The kind of power that the brand has over its competitors or the generic
brands and is developed over time.

So, which can charge a greater premium, and which has greater worth?

Brand equity can be said to be coming from the

aggregate worth of the following in the minds of
its consumers:

Brand

Association

Customer
Perception

Source: mbaskool.com
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The World of Branding is Changing

1. You no longer control the message.

2. Delivery is more important than communications.

®

\Y7
3. A brand is a promise made and a promise delivered. @ @

tripadvisor
4. If you don’t deliver your brand promise your brand dies. 00000



<« Japan.

'Endless
. Discovery.

Vertically Integrated Brands

Tourism Brand

Business Events Sub-brand &

W N d tart n
Value Japan’s unique culture and high technology, together with the opportunity for
prOpOSition interaction with the Japanese academic, business and industrial community,

give participants inspiration and flashes of insight

Japan. Meetings & Events

New ideas start here
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Brand activation

Maintain
Brand
Integrity

00000

Brand Style Guide

Design, colours, fonts,
sizing

Key messaging to support the brand

Usage guidelines for internal and external
application

Copyrights and usage process

Applications: stationery, publications, website, social
media, display material, business cards



Brand perception q

Post Event Surveys
|| Survey to test brand delivery to organiser and delegates that have

organised/attended event.

Net Promoter Score

Survey to determine how likely clients are to recommend destination
for MICE to other colleagues

Brand Perception Studies

To determine if prospective client perceptions match brand position
(meeting and event planners that have and have not organized
events in your destination and would consider in the future).

-

BRAND PERCEPTION

Case Studies and Testimonials
@ Develop case studies and testimonials that support the brand position






Discussion:

Goyang’s brand is the customer experience that Goyang
delivers

The Claim

1. How does Goyang deliver that promise?
2. How do local suppliers deliver that promise?




Workshop 1.

(5 minutes, working individually, then report to group for
discussion)

Step 1: Think of a way that Goyang can deliver the
promise “sustainable MICE capital of Korea.”

Step 2: How can a local MICE supplier do to support that
delivery?

-‘




Building your
brand
communication

(“Brand DNA” —vision, values, personality, positioning)
-‘
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Start With an Assessment of Strengths and Weaknesses

What business events organisers care about

» Related sectorial strengths =  Sustainability
Destination related: = Legacy
o Good access =  Attendance
AN

STRENGTH WE E ,, —; o Quality, flexible facilities =  Grow membership
o Quality, convenient hotels =  Enhance their brand
o Supplier experience/delivery = Delegate experience

o Knowledge exchange
o Insights into new innovation
o Cultural experience
o Education
o Business relationships
=  Event support
= Ease of doing business

=  Successful event

*» Financial Related
o Price/value
o Sponsorships
o Profit

»  Low risk

OPPORTUNITY THREAT




Differentiation

1. Unique Selling Proposition / Unique Selling Points
2. Key differentiators against competitive brands

3. Why your product is better than the competition?
4. For USPs to be credible, there must be evidence.
(/i

Unique Selling Point
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Your Brand Differentiation lllustration

Competitive . " ) |
Environment oes the extra miie

Differentiation * Umigue eultre
Post COVID = High level of community engagement

destinations will be

hungry for business.
Hybrid meetings will Essence
be the norm

Target Audience

Association and
corporate meeting
planners

Insights

Associations will be
highly value focused
Safety and hygiene
will be a key issue

GainingEdge =



Good example of clearly
defined benefits:

Benefits

benefits of physical activity

1. What is the benefit to the prospective client?

2. How does your benefit contribute to their success ?
3. What do clients love about your destination/product? LpEien, o decrezses the sk
4. First word must be an action word

ra X o>

lowers the risk reduces the risk increases muscle
of type 2 diabetes of certain cancers strength & function

w.{?" %39

improves bone helps to promote reduces the risk
health & strength positive mental health of dementia

G
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Your Brand Benefits lllustration

Competitive . " ) |
Environment oes the extra miie

Differentiation JnELE el
Post COVID High level of community engagement

destinations will be
hungry for business.

Hybrid meetings will Essence
be the norm

Get high delegate attendance
Benefits Get a lot for your money
Make planning easy — strong meeting support services

Target Audience

Association and
corporate meeting
planners

Insights

Associations will be
highly value focused
Safety and hygiene
will be a key issue

GainingEdge - Ll



Reason to Believe

Evidence and Proof

Indices / rankings
Newspaper / magazine articles
Case studies

Quotes / testimonials
Research findings

Examples

Australia’s Knowledge, Research &
Innovation Capital, and the obvious (and
intelligent) choice for conventions.

MELBOURNE | ...263 biotechnology companies

L] ...13 major medical research institutes
...1 Synchrotron

...7,900 technology companies

...800 ICT businesses

| ...500 aviation & aerospace companies
THE | ...1,000 financial services firms
INTELLIGENT ...400 higher education facilitates

CHOICE

FOR ...78 advanced manufacturing operations
CONFERENCES




Your Brand

Competitive
Environment

Post COVID
destinations will be
hungry for business.
Hybrid meetings will
be the norm

Target Audience

Association and
corporate meeting
planners

Insights

Associations will be
highly value focused
Safety and hygiene
will be a key issue

GainingEdge

Reasons to Believe

Differentiation

Benefits

Reason to
Believe

Goes the extra mile
Unique culture
High level of community engagement

Get high delegate attendance
Get a lot for your money
Make planning easy — strong meeting support services

Net promoter score
Client testimonials
Delegate attendance case studies

lllustration

Essence




Personality

1. Your brand’s character as if it were a human
2. How you express your brand communications
3. How your customers relate and connect to you
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Active lifestyle, inspirational,
exciting, cool

Non-corporate, artistic,
sophisticated, creative

Reliable, competent, sincere
and caring

Macho, rebellious, America-loving,
freedom-seeking

Exciting, visionary, charismatic,
courageous, spirited



lllustration

Competitive . " ) |
Environment oes the extra miie

Differentiation JnELE el
Post COVID High level of community engagement

destinations will be
hungry for business.

Hybrid meetings will Essence
be the norm

Get high delegate attendance
Benefits Get a lot for your money
Make planning easy — strong meeting support services

Target Audience

Association and

corporate meeting
planners Reason to Net promoter score
Believe Client testimonials

Delegate attendance case studies

Insights

Associations will be
highly value focused
Safety and hygiene
will be a key issue

Surprising
Innovative
Enthusiastic

GainingEdge -' ==
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lllustration G
Brand Essence and Positioning Statement

Essence

Competitive S (s e e The emotional heart of the
Environment

: o Unique culture brand - the test that the brand
Differentiation : . ..
Post COVID High level of community engagement IS rlght. A means to manage
destinations will be the message.
hungry for business.
Hybrid meetings will
be the norm

Essence

Get high delegate attendance
Benefits Get a lot for your money
Make planning easy — strong meeting support services

Target Audience

Association and

corporate meeting
planners Reason to Net promoter score
Believe Client testimonials

Delegate attendance case studies

Insights

Associations will be Positioning

highly value focused Surprising

Safety and hygiene :Ennntcr’]\;asti';’;ic
will be a key issue A clear statement of our

promise to MICE planners

G

GainingEdge I
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Discussion:

1.Why would a SWOT help in de
communication strategy?
2.Let’'s say you want to convey a

veloping a brand

strength in your brand

communications that Is an essential one for customers,
for example, “international qua
competitors also tend to offer t

ity hotels.” But your
nat. So, where and how

do you work that into the branc

wheel?




Workshop 1.

(5 minutes, working individually, then report to group for
discussion)

Step 1: Think of an example of a benefit your destination
offers to meeting organisers.

Step 2: What evidence can you use to prove that benefit
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Workshop 2.

(5 minutes, working individually, then report to group for
discussion)

Think of an example of a brand personality that would be
appealing to meeting organisers.




