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Brand Dimensions
Webdre all i mpr essed owleyt h gagotatons with revelations of richmexecsitive metgntiolocoma n d s
excite, they energize, they engage. Branding has become so pensation in the face of bankruptcy. This contrasts with
fashionabl e that it now eSottevesihisineb ocdmbknumgd ymprua fsietl d
brand. 0o I'tds reminisdent teamimemierh €r, as DeftagAir Life@augerateyacmawe 6 s
doingiti doing it . O fSong@i can Delta really succeed in copying JetBlué
Yet, is branding thaten?si mpl e € that easy? that tr a

Recently, | was challenged to define the difference between qundlnm first _and foremosi is ]
a branddés fAmission statement panidea, §passionpand a €OMMio mi s

there was a third anatomical part as well. Does it really mat- ment.
ter? (1 dm thinking.) o-1 thenl | ooked up fApedantico i
nary.

Not to be confused, branding is powerful. All too often, how- Parity-breaking brands (e.g.: Chickia, ?ephora, Virgin,

ever,brandbui | ding is naively dle$ENed®BAY 5 qu\%ed%sc’t 6Q€'|nla’me
slogan, imagery, tagline, color scheme, jingle, etc. i and all get Stores, JetBlue, S'outhwest, Harley ngc_json, Krisf
the invest ment spending b eKﬁe?n}?tgers) PP"P“? brar?dlygps aIISe.n(gompgssmg Y ¢ ¢ 4
brandng-b ui | di ng i s <cert aibreloy \q/el| bt?yqndemama, Q\rlolmqtlotqs, p%ckggll}gnapdltheehlge.s fi wo u

Nikeswooshes, St a r bsiers,larsi éven a few mouse Thus, strong and growing brands have differentiated 7 even
ears. |f branding were just about marketing & the sock pup- proprietary 8 cultures, economics, logistics, hallmark servic-
pet would still be around. es, distribution channels, packaging, programming, mer-

In an intensely crowded, noisy, and ambiguous marketplace chandising, metrics e and |

[ marked by sameness, mi r ey ik authénBecgohalitibsu t 1 o n and
equityjbrand-b ui I di ng must bembi gg I beyond a #dAca

® they en XVS
pai gn, & fibktanaforethastrd dgs an idea, a pas- y engage.

sion, and a commitment. They come alive as experiences.
Thus, it seems arrogant and self-defeating when Don Carty They project an expertise.
(ex of American Airlingsalmost-implodes 11" hour labor They are focusedery, verpéused
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All About Creating New Expectations

The objective of all branding is to create clear, compelling,
and sustained differentiation, value, and interest in the cus-
tomer 6s mind.

Parity-breaking brands understand this. Going beyond this,
they create new expectations that are persuasive, undenia-
ble, and imaginative. In doing so, they craft compelling im-
ages, values, and motivations.

Building on this, t hey
much different, more valuable, and more enduring than
transactional loyalty (patronage that is derived simply by
geographic proximity, negotiated deals, rebates, or reward
points). In doing so, they seek to own the customer & the
customerds heart é and the

Cler ...
Compelling ... f8%3

Sustained ... /.. Differentiation

.. Value
... Interest

Rarely is brand-building about low prices and discount pro-
motions. Otherwise, Mc D o n anll KnGag( é
many others) would have succeeded in creating new de-
mand and customer loyalty.

At M c Ddo wheaelovdr @086 of U.S. transactions
are driven by Happy Meals and price-based marketing
has ruled & the results have been widely reported.

p u Eiogsly. e

Proprietary Brand Economics

Many brand leaders also have parity-breaking economics.
Beyond el usofsvceal fe@c o(néo mti fkeat
materialize), these brands challenge the status g u o n-( é i
vestments, hard and soft costs, logistics, technologies, distri-
bution, and pricing) to create proprietary economics and cost
structures. They drive lifestyle and use frequency, they
command premiums, they upsell, they extend the sale. They
drive great ROIC on investments. They manage costs fero-

emotional l oyalty

D~
—

Krispy Kreangreates the must-have buzz around its fresh
doughnuts 1 fried fat, flour, sugar, and water. Freshness,
romance, and signature identities for every-day commodity
items likewise enable Starbucks\,/t\sJ sell alt vent| Toffee Nut

Latte fo"fﬁ §5 eros

Southwest Airlinds mar gi n str ewmogit h ¢
structures throughout the enterprise. It also comes from their
dedication to keeping things simple: simpler staffing, simp-
ler-to-understand marketing and pricing, simpler structures.

American Airline®n the other hand, prides itself on ultra-
sophisticated yield management including dozens-upon-
dozens of different airplane configurations each dependent
on specific route yield opportunities. With huge fixed costs,
American focuses on capturing market share. In the
process, theyobdbve creatied g

a mo n ¢, and lost much trust and loyalty among travelers.

Sout hwest 6s <cost per seat
lowert han Americanés 11. B cen
westo0s much higher daily p
versus Americanb6s 8.9 rhour

stand why/how Southwest continues to demonstrate a quar-

Happy Meal sal es conpti nuelyprdtito decl ine ¢é as | oyalty
pears to be focused on the toy T rather than the brand.

R _ o CREATING NEW EXPECTATIONS )
Kmart 6s di scount pricini nsi

newspaper circular advertising provided no sustainable
or valued differentiation versus either WatMartor Ta-
get

Pricing and promotional wars have also all-but-destroyed

telecomés brand meani sg
count financing have likewise greatly weakened auto compa-
ny brand power . I'n | eter |

c a rFd,r &oakd salue has declined 32% o this on top of
a 17% erosion in 2001. The Firestonematter no doubt was
a contributing factor as well.

signature amenities, technologies, style, and
low-cost economics -- a break-away from
Southwest as well as the majors.

Blue

AIRWAYS

new, luxury standard for Japanese
automobiles -- a clear alternative to German
engineering.

visually-appealing merchandising, higher-
margin goods -- a less-intimidating purchase
for suburban and female purchase decision

Improving Home Improvement’ makers.
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Proprietary economics can be seen in most leader brands.

8 | K E éndssembled furniture greatly lowers ship-

ping costs & and allows ek §idefiel 2 BolRfmbrdhs L © e
assembly | abor. Ali- | unde a personality of nf
ty, o techn ;1 & h o w & Buscessfully merchandising higher mar-
logistics, marketing, and gin items (e.g.. appliances, home décor, furnish-
distribution yield unique ings, lamps) in a signature environment much dif-
economics 1 higher mar- ferent from Home Depot (
gins and a lifestyle brand. look. SimilartoTar get 6 s strategy
effecto from beingm sty
§ JetBlue building on Sout hwdZ EeLs lynber nalp shovels) gaimmarging ;o
. : . Strength as well.
challenged internal operating costs and invest-
ment s. Theydve | everage
flight operations while creating signature amenities
to clearly differentiate and set new expectations.
Focusing on new aircraft and longer haul flights,
theyove also chosen to d
the face of weakened economic and competitive
factors.
8 eBayis aggressively leveraging their electronic
transaction technology, consumer trust, and support
systems against a growing range of offerings:
timeshare re-sales, eBay motors, eBay travel, retail
storefronts, eBay Live, PayPal, and more. Unlike
the often-_compa.red Amazon.com, ther eds nno IN THE CUSTOMER'S MIND ..
tory, no distribution warehouses, no logistics, no la-
bor handling, no product development, no risks of CLEAR - as in very easy to understand, even simpler to
choosing the rightnsty communicate, instantly recognizable 0s
) ceton degree in eco-
5 : .
d] nomics - plus major COMPELLING - as in persuasive, undeniable, charismatic, and
brand EXperience captivating one’s imagination, trial, and behavior
(ﬁ’@) (FTD, Hasbro, Dis- . ———
ney, Procter & Gam-
ble) has truly enabled eBay to bust parity. SUSTAINABLE -- based on powerful (even breakthrough)
§ economics, truly ownable

Dell understood the essential power
tance of pro- LR -

prietary  distri-
bution and ser-

vice & low
cost, inherently
flexible, and
capturing  the
custome r &-s
gul ar attenti on. Del |

loyalty in the typical retail setting i or position their
products along side those of their competitors.

Furthermore, Dell owns little if any inventory and
spends relatively little on product development.
Their economics allow for quick response, quick

Beyond Economics i Brands that Engage

If a brand is an idea, a passion, and a commitment i thenit 6 s
easy to wunder st a-bredkingfbrandsw o
engage their customers. They demonstrate a zeal and an
expertise that connects and motivates. Here, the brand is
the central focus é ancd
tive personality, imagery, taste, smell, language, storyline,

andjfestes n 6t Ashareodo their
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Panerds all about bread & the crust of the bread, the cele-
bration of the bread, the aroma of the bread: ciabatta, asia-
go cheese, olive sourdough, tomato basil. Sandwiches: Tus-
can chicken, turkey artichoke panini, asiago roast beef.
Likewise, HarleyDavidsonengages the suppressed rebel.
Clearly, this is worth a premium.

Parity-breaking brands make values and passions come
alive. They connect. They educate. They console. They
motivate. Often they engage on their values 8 Chickfil-a 6 s
Anever dam®u odia%WSaigadios Guar-
antee, F e d Hiksbosl ut el vy

ENGAGING
EXPERTISE & PASSION
'?”‘:;rj}' bread ... fresh-baked, neighborhood,
! 7 | bakery cafes
gardening ... an art, comprehensive,
self- realization, instructional, classy
g g doughnuts ... hot, fresh, hip,

happening, indulgence

premium cosmetics and fragrances
... beauty, self-discovery, expert
advice

high-performance motorcycles ...
rebels, power, indulgence,
camaraderie

discount brokerage, financial advice
... every-man, hardworking, honest,
knowledgeable

Discovery Communicatiditew programming and metr-
chandising likewise connects. Monster Garage, Trading
Spaces, Jeff Corwin Experience, Pet Psychic, Unsolved His-
tory, and Junkyard Wars break parity for the brand by creat-
ing multi-l e v e | and
ChopperiThe Seri eso a b ibuddimgd
(Harley-Davidson on steroids) and a voyeuristic look at the
struggle between father

positively. o

a nodhanigatioms. ( i Re a |

Bringing It All Together T The Experience

Great brands not only own proprietary economics, engage,
and demonstrate their expertise i but they also dramatically
capture and package all this as a holistic and branded expe-
rience.

The brand i1s the c
the brand comes alive with a distin

tive personality, imagery, taste, smell,
language, storyline, and lifestyle.

These are multi-faceted environments (real life or virtual)

where the customer comes into contact with the brand 7 and

its core idea, passion, an
personality, values, and identities are both pervasive and
persuasive. The brand is signatured in the built-environment,
integrated within hallmark services, and packaged as an
over-arching storyline.

Thus, the concept of imer c
much bigger than putting |
about giving context edi-nd f

ties, principles, personality, experiences, expertise, engage-
ment, and the like. Here, the customer feels the passion and
under stands tmethe brandds

0 Richard W. Gonzalez
rickgonzalez@ami@dcom
901.755734

CcC 0

Amicus is a brand strategy , relationship marketing,

engaagi ngan e n taad custrhen expgerierce consuliing firm diivingne r
o fincramanthli pedolmanteh form adilgi tkaeel,

leisure -time, and entertainment
Worl do goes f

hospitality,

For additional thoughts and A micusBD whitep a-
pers visit www.am icusBD.com.
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