r, INTERNATIONAL HIGHER SCHOOL MHTEHCMB
@ OF BRAND MANAGEMENT
\, AND MARKETING MO BPEHAMHIY

P =
MHTEHCUB INO BPEHAWHIY

CTpaTermyeckuir rnoaxon

r@ INTERNATIONAL HIGHER SCHOOL

OF BRAND. MANAGEMENT
\’ AND-MARKETING




MWUWHA
XA4HATPSH

ANpeKTop No CcTpaTermM4eckomy
MapKeTuHry «Pyckammart». YneH
'mnbaun Mapketosioros. lepBoe
MECTO B HOMMHAUUK «JlyyLlnm
AVUPEKTOP MO MAPKETUHIY»
HaunoHanbHoM Mpemnn bBusHec
KoMMyHMKaumm, 2017r.

KaBanep opaeHa 'mabgmnmn
MapkeTonoroB «3a BK1aj B
MapKeTUHTI »

© IHSBM



BBEAEHME B bBPEH[

HoBble HaBblKM BCero 3a 3 4yaca?
MorkeM, ymeem, nNpakTUKyem

o
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Attributes
Banefits
Values

Personality

Brand
Essence

s ATPUBYTbI: KoHCcTaHTbl 6peHaa. Pusnyeckue
XapaKTEPMUCTUKMU NpoaYKTa.




Value
Preposition

Products

Price

LOGO Quality
Content

YOUR

BRANDS

Customer
Service

Graphics
Design

WANT TO TELL

A REMARKABLE
BRAND STORY

HERE IS THE SECRET TO IT



s MPEMMYLLECTBA: YeM, KOHKpeTHO, OpeHp
OT/IMYAETCA OT KOHKYPEHTOB, 4YTO, KOHKPETHO,
6peHA AaeT noTtpebuTento




KynuBLIMM YyeTbipe Kypca no
LeHe NATU, OAMH KypC B Nnofapok
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YHUKansHoe TOpProBoe rnpeyioxeHue:. HTo 310 U KaK €Io UCToS1E30BaTth
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lNoHATHME TOBapa B MapKeTUHre M
KoHUenuua YHukKanbHoro Toproeoro
NMpenpnoxxexnus (YTI)

O [loTpebuTensam He HYXHbl cBepna B 3/4 awonma
LVNaMeTPOM, UM HY>XHbl OTBEPCTUSA COOTBETCTBYHOLLErO
pa3sMepa. N BoobLe-TO UM HYXXHO MOBECUTb MOJIKY.

lutep [pykep

O Ha 3aBope Mbl JenaeM KOCMETUKY, B MarasmvHe Mbl
npofaeM Hapexay.

Yapsib3 PeBCOH, rpe3vgeHT KoMraHum Revion

O Mbl caenaeMm UM npeanoxXeHume, oT KOTOPOoro OHU He
CMOryT OTKasaTtbcq! .

LoH KoprneoHe (rnepcoHax pomaHa Mapuno b330

"KpecTHbIl1 oTel”
p 4-) OPELEPUK BETBEAEP
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Y1o Xxo4yeT notpebutens

Y10 ymeeT fesiaTb KOHKYPEHT
Y10 ymeem genatb mbl



YHUKAJIbHOE TOPIOBOE NPEAJIOXXEHUE

v

Uro Bbl genaere

XOpoLlo
Be3 paskuLb!
Yero xorar
noTpebuTen j X
be3
UT0 BalUM KOHKYPEeHTblI N33R

AenanT X0powo

3oHa uucTon nobeabi:

Ballv rnasHble cnocobHoCcTH
oTBeYaroT norpebHocTaAM

ay AUTOPUM.

YcunuBanTe cBOM npevMyuiecTsal

30Ha pUCKa:

3pecb MAET bopbba 3a nuaepcreo.
CaenaiTe ynop Ha 3MOLMM, KOTOpble
MOMKEeTe BbI3BaTb ¥ noTpeburenen

30Ha NopaXKeHun:
KOHKYPEHTbI CUbHee Bac.
OTCcTYnanTe A0CTOWHO.

3oHa be3pa3znuuua:

AOBOJIbHO YacTO KOHKYPEHTbI
CPaXaroTCA B TEX BONPOCAX,
KOTOpbIe He BaXHbl noTpeburento.
He TpaTbTe BpemMa 3ps.



s UEHHOCTMU: Kakne amMoummn ucnbiTbiBaeT
noTpebmTens NpM MCNONb30BaHMM BpeHAa.
HacKo/bKo BaXHbl LEHHOCTM, TPAHCAMPYEMbIE
6peHaoM




TBOpPYeCTBO

crnpaeeginMBoCTb poauHa

cBobosa B/1ACTb

rejoHn3m camopa3sunutTue 6oratcTBo
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SEGMENTATION OF CONSUMERS

1946-1965 1966-1979 1980-1999 2000-2010 2011-20XX
Boomers Generation ) ) Generation Z Alphas
X Millennials

Generation Y

MwupoBoe HacesieHUe No NOKONIEHUAM

(NN

B Generation Z 2015 2020 2025 2030 2040

B Silent Generation

B Boomers

" Generation X

M Y Millennials



LENERATION'Y PROFILES

GREENS
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SUSTAINABILITY ANIMAL PROTECTION SELFIE SOCIAL BEAUTY EUN HIPSTERS
ORGANIC FOOD RECYCLING LIFESTYLE AUTHENTICITY DIY
HOME MADE PRODUCTS PERSONALIZATION PRESTIGIOUS IMAGE INSTAGRA|
HIGH TEECH WILD TRAVELLERS

TIMITTED E_ EVDEDICAIFIALI CcCCVYEDC



% JIMYHOCTDb: Ecau 6bl 6peHA 6bl1 4eN0BEKOM
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Teopey HesuHHOCMb

lMpasumens

Xenanue

OnexyH PasNoXuTbL
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POAEBDIE TAPAEPODDI

Aesus: soobpaxeHue, nsobpeteHne,
BOM/I0WEHUE HOBbIX Uaein
Taby: nocpeACcTBEHHOCTb, PYTUHA

JeBu3: ynpaeneHue,
crabunusaumn, cozga-
HWe CTPYKTYP

Taby: GesoTeeTcTEEH-
HOCTb, XaoC

HAeBu3: NnoMoLLpb, Nog-
NepKKa B CTAaHOBAEHUM,
3awmTa o ywepba
Taby: sronsm, Hebnaro-
JapHocTb

Desus: Gbite caonm,
ZMNaTUA, paBeHCTBO
Tafy: eblgenaTbea, oTnu-
Yatbes, bbiTe ocobeH-
HblM

DeBus: UrpmeocTb, daH,
npeepalleHne cepbes-
Horo B 3abaBy

Taby: ObiTb CRYy4YHbIM,
OTCYTCTBUE BECENBA

fleBU3: HECTW W NOAYYaTL YAOBONLCT-

NPABUTEADb

BUe, cobnasHeHue, BbiTh NPUATHbIM
Taby: oTkas oT xenaHuh, BeiTe Hexwe-

NaHHbBIM

JAesus: qoBepue, NPOCTOTa, HU3HB-
pa, Hagemaa Ha Yyao
Taby: GbiTb HEAOBEPHMBbLIM, BaKHbIM

DleBH3: NOUCK M OTKPbI-
THE UCTHUHbI, OCMBICNE-

Hue

Taby: HamwBHOCTL, HeBe-
HKecTeo, 3abnymaeHue

JleBH3: NOUCK HOBbIX My-
TEW, HE3aBMCMMOCTL
Taby: 40BONLCTBOBATLCA
AOCTUTHYTBIM, NpWUCno-
cabnueatbea

AeBu3: HapyweHwWe npa-
BWJ1, PEBOMIOLWA, BBIZOB,
LLIOK

Taby: 6eccnnme, HbiTb,
Kak Bce

AeBus: BugeHre, NoHKU-
MaHWe TaliHbIx 3aKOHOB,
npeobpameHne

Taby: ynpoweHune, npv-
MWTHBHOE BUaeHWE

[JleBu3: npecaoneHie NpenaTcTemni,
MYKECTBO, CnaceHne
Taby: nacTb epTBOH, BbITe Cnabolivi



Y bPEHAA ECTb JIUYHbIE
KAYECTBA U XAPUSMA

OH CO3OAET CUCTEMY OTHOLUEHUU
C NOTPEBUTENEM




Attributes
Banefits
Values

Personality

Brand
Essence

s CYWHOCTb: KpaTtkas, AcHasa, o4HO3Ha4YHaA U
NOHATHaA Uaea, TpaHcaMpyemasa 6peHaom



Price

LOGO Quality
Content

Value
Preposition

YOUR

Products BRANDS

Customer
Service

Name  Graphics
Design

WANT TO TELL

A REMARKABLE
BRAND STORY

HERE IS THE SECRET TO IT



Promrse

Brand Awareness — Vctopua bpeHaa Ao/kHa paboTaTb Ha ero y3HaBaemocCTb
Brand Loyalty — Nctopusa bpeHaa- 3To obelwaHme, 3aKkpennatoLlee 108/1bHOCTb
Brand Relevance — Uctopusa bperaa gonxHa b6biTb akTya/IbHOM U yMmeCcTHOW. Bceraa



4 EIGHT OUT OF TEN PEOPLE WANT BRANDS TO TELL STORIES
BUT 85% CAN'T REMEMBER A GOOD ONE

Most UK adults

Do you think it's a good idea i
for brands to tell stories? NO memorable story

told by a brand.

’
]
L

NO

Can you give an example of a
i you g ple of

memorable story told by a brand?
Thetast majority of UK adults think it's a good

idea for brands to tell stories as part of their
marketing and customer communications.

: | Pge )
; Remember | Group | Can’t remember

k& Storytelling has become one of the key % B 15:24 1%
phrases behind any modern marketing | 8% [ | 25-34 | 92%
strategy and it’s clear that people want to | 13% B 3544 ] 87% !
hear and see more engaging narratives. yy 21% D 45-54 | o

Steve Sponder, MD of Headstream

| 30% inse 70% |




WHAT PEOPLE MOST WANT TO SEE AND HEAR ARE STORIES

ABOUT REGULAR PEOPLE

Which options do you think would make the best story from a brand?

The story of regular people 66%

The story of the brand's customers
19%
19%

The story of celebrities
The story of the brand's employees
The story of the brand's CEO/Founder - 10%

Thinking about it, do you think brands are good at telling stories?

What genre do you think makes for a great brand story?

28% 27% 26%
18%
14%
I 15% 13% 11% 12% 12% 119 12%

18-24 25-34 35-44 45-54

.Humorous . Inspirational | Dramatic . Informative . Surprising




CUSTOMER ADVOCACY SHOULD BE AT THE CORE OF ALL
CONTENT MARKETING AND STORYTELLING CAMPAIGNS

Through which online media As for what people are likely to do if they really
love a brand story, 55% are more likely to buy
Channe’$ WOU,d you prefer tO the product in the future, a third (44%) will

receive stories from brands? share the story and 15% will buy the product
immediately. o

1
Brand’s 2
website, blog Website

or email advertising
newsletter

Consider buying in the future
55%

Like the brand's Facebook page
45%

3
Social media Share it
advertising

44%

Follow the brand on social media
4 5 29%

Brand’s Shared by
Social media a friend Buy the brand immediately

account - 15%
6
A blog
you read

If you really love a story from a
brand, what are you likely to do?

The most preferred channels generally for
consumers to receive brand stories is ‘owned
media’ - websites, blogs and emails.

IF PEOPLE THINK YOUR BRAND

TELLS GREAT, MEMORABLE STORIES,
e THEY'RE MORE LIKELY TO BUY FROM YOU



CYTb BPEHOA- KITKOHEBOE COOBLEHNE

*BebcaitTbl
*MuKpoCcanTbl
eJleHaUHIN

*[lopTansbi
*Mob6unbHbie NPUNOXKEHUA

e

edopymbl
eCou, ceTn
*Youtube
*Bunaeo- KaHanbl n Ap

O 0GB
\_

eKoHTeKCT
ebaHepbl
e[pecca, TB, OOH
*CroHCcopcTBO
CobcTBEHHbIe 3aKynaemble
OWNED PAID
meama MeAna
CoumanbHble PR
SOCIAL EARNED

Mmeauna

meauna

eTpaauumoHHble CMU
ebnorocpepa
sUHTerpauumn

*HOBOCTHbIE NeHTbI
*CobbiTna
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Attributes

Brand
Essence

ATPUBYTbI: KoHcTaHTbl 6peHaga. dunsnyeckue
XapaKTEPMUCTUKMU NpoaYKTa.

MPEMMYLLECTBA: YemM oTanM4yaeTca U 41O,
KOHKpPETHO, 6peHA AaeT NoTpebumTento
UEHHOCTHU: Kakue amoumu ncnbiTbiBaeT
noTpebmTens NpM MCNONb30BaHMM BpeHAa.
HacKo/bKO BaXHbl LEHHOCTH, TPAHCAMPYEMbIE
6peHaoM

JIMMHOCTb: Ecnn 6b1 6peHa 6bi1 YeTOBEKOM
CYWHOCTb: KpaTtKkasa, acHadA, ogHO3Ha4YHaA U
NOHATHaA Maes, TpaHCAMpyeMasa 6peHaoM




BRAND

ESSENCE

What does my
brand stand for
in consumers’
minds?

PRODUCT
ICONIC
SIGNATURE

What drives
emotional
engagement to
our products?

Does our
design stand
out and engage
customers?

ADVERTISING
&
MESSAGING

Does our
messaging
express and
reinforce the
brand essence
and product
promise?

IN-STORE
EXPERIENCE

How do our
visuals drive
purchase at the
first moment of
truth?



Mapo4HbIN KanuTtan-
LUEeHHEeULMMN HemaTepmasibHbIM AaKTUB KOMMNAHUM
COBOKVI’IHOCTb B CO3BHAHUW /'II-O,EI,EVI TAKUX aCNneKToB, Kak U3BeCTHOCTDb,

OTHOLWIEHWE, BOCMOMWUHAHMA, acCoLMaLMKU, MPUBbLIYKU, KOTOPbIE 3aCTaBASIOT MX
BblOMpPaTb\pekomeH40BaTb AaHHbIN bpeHA;:

[obaBnerHan LeHHOCTL
° l_laLLIIe ana notpebirens
BPEH]]
* B 6onblnx obbemax me2>
Toprosas mapka

* [lo 60/1ee BbICOKOM LieHe = — >
sawmra ToBapHbIA 3HaK
Yem B cniyyae, ecnm bbl bpeHaga He 6bino / \

Uctounuk: www.themarketingdictionary.com



http://www.themarketingdictionary.com/

CYTb
BPEHOA
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