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With you today

Nick Anson

Nick most recently lead Interbrand’s strategy consulting team in Greater China, where he worked
with clients to help grow their brands and business. He left because his boss was a prick and
Nick is too old for that shit.

Before joining Interbrand, Nick was Asia-Pac Director of Strategy and M&A for the LIXIL Group,
where he was responsible for regional strategy across the corporate and product brand portfolio
(American Standard, Grohe, Haier, etc.) Nick led the largest M&A deal in sanitaryware history ($4
bn).

Prior to LIXIL, Nick spent ten years with PwC Strategy in China and the US advising clients on
growth, market entry and M&A strategies.

Nick has developed strategies for clients such as: Alibaba, Huawei, SAIC, Didi Chuxing,
ReachEV, Cheetah Mobile, MengNiu, Wrigley-Mars, Philips, Samsung, GE, GM, Ford, Daimler-
Chrysler, Volkswagen, P&G, Bayer, Hilton Hotels, Migros, Tyson Foods, and AkzoNobel.

Nick, originally from Detroit, USA, has been based in China since 2003 and speaks fluent
Mandarin. He graduated with undergraduate and graduate degrees in business from Michigan
State University.

Last year, Nick ruptured his achilles tendon playing basketball and is no longer nearly as thin or
fit as this picture.



Preamble: ‘brand as an asset’ value chain

Touchpoint Brand Perception Behavior Value
Experlences (relative to context and goals)
BRAND! ® “
Creates differentiation Choice Growth
Optimizes consumer relevance Premium Profit
Adds perceived value Loyalty Risk
Facilitates comparison Pride Engagement

Lowers perceived risk



Corporate strategy is about choosing where to compete and how to operate. The goal is
to participate in attractive markets and establish competitive advantage

The needs of the business The needs of customers
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Corporate strategy Brand strategy Products & Online & offline
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Insights identity
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Brand strategy is the bridge between these business decisions and how we want to be
experienced throughout our touchpoint landscape - our ‘plan of attack’ on the value chain

The needs of the business The needs of customers
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Positioning services environments
Proposition
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At the heart of this is the brand promise; it guides and gives purpose to everything a brand
does

The needs of the business The needs of customers
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So, how do we get there?
Methodology alert
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Four factors at play

The business (what’s viable)

The brand (what’s credible)

The customer (what’s desirable)

The competition (what’s defendable)

The brand experience

Driven by your brand’s “big idea”



Where to begin...

Business model
Company culture
Service design
Product design
Communication

Immediate/adjacent
Say & do
SWOT
Semiotics
Mapping

Today

Connects with

customers

Reflects the

company

The

Big
Idea

Is in tune with the

context

Distances from !

competitors

Customer journey
Rational needs
Emotional needs
Tension points
Competitor perceptions

Macro trends
Analyst view
Category trends
& counter-trends

Tomorrow



This framework will help you link your insights directly into how you define your brand...

Company

What makes the
brand authentic?

Context and
Competitors
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What makes the
brand differentiated?

Consumer

|
NS -
/?\

What makes the
brand relevant?



Ultimately, we are seeking to understand what drives consumer choice, premium and

loyalty — and then codify that in the brand

We know that brands drive choice not only across all
industries, but also within industries

Role of Brand Averages by Industry

More emotionally-led purchase More functionally-led purchase

purchase
decision

Source: Interbrand analysis with data sourced from Best Global Brands 2017

For instance, this...

Does not equal, this...




For startups and SMEs, begin with the consumer
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Understand their cultural and customer journey tension points

E-Commerce

INDUSTRY
VERTICAL
SITES

Mobile AR
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...and build toward a consumer needs and behaviors-based psychographic profile
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With good data, you can begin to identify the highest potential segments

Attractiveness Competitiveness Brand fit

Segment
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Trends and category semiotics

are helpful in identifying territories for
differentiation.

Be careful not to read too much
into trends though.



General consumer trends

Growth of the middle-class Urbanization & Regional growth Redefined social roles Flight to quality

Individualism Balancing health with development Mobile-led retail disruption Convenience




Category trends

Counter-trend:

Ul S humanist, “authentic”

personalisation

Trend: brand as Counter-trend: brand
authority (alpha) as companion (beta)

responses
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Semiotics and competitive territory mapping

Chinese auto brand semiotics

From: Future Civic Dream To: Future Domestic Dream

NIOPOwer
An Experience Beyond Refueling
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This opportunity analysis should put you on the path towards your ownable big idea

Organising the
world’s
information

Moments of
connection

Constructive
play

A better
everyday life

The spirit of
competition

Refresh the
world



Based on your idea and your 4C analysis, build out this simple sequential storyline

Why the brand exists
in the first place

The kind of brand this is,
what it adds to the market
and makes it different

What people and unmet
needs the brand addresses

AN OVERALL SHORTHAND
FOR THE PROMISE
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PURPOSE

To create a world
where home can be

anywhere

. 4

'i'

POSITIONING

The stay local social network hotel:
local hosts, unique places,
effortless booking, transparent
ratings, at any price point

PROMISE

Belong Anywhere.

PEOPLE AND INSIGHT

People for whom authentic
travelling means living like a
local




Secondary elements - Values, Personality, and Drivers - help us @ airbnb
further define how we want our brand to be understood

PURPOSE POSITIONING PEOPLE AND INSIGHT

Inclusiveness Cheerful
Simplicity Curious

Ubiquity

Cultural immersion
Human connection
Breadth of choice

Transparency Easygoing

PROMISE



A brand is the promise of an experience
Consumer expectations of that experience work in past, present and future

ME

Expectations

PAST FUTURE

BRAND



So how do we get
from a
definition...

... to creating
unique, relevant,
and engaging
brand
experiences

PRODUCTS AND SERVICES

Earn.
Save.
Live.

Join me as a host on Aitbnb ana

h bonus when you become a h
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Belong Anywhere
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PEOPLE AND BEHAVIOURS
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ENVIRONMENTS AND CHANNELS

COMMUNICATIONS
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Experience  Signhature

Principles Touchpoints




Experience Principles

inform the evolution or creation of
branded interactions and
touchpoints, ultimately defining the
desired responses in people who
experience the brand.



By adopting
this Principle:

CONNECT ME TO LOCAL
PEOPLE | CAN TRUST

WELCOME ME LIKE
THE HOST OF ...

IMMERSE ME IN
EVERYTHING LOCAL

REASURE AND INFORM
ME AS | EXPLORE

Touchpoints
will have certain
attributes:

Enable interactions and connections
with real individuals

Invited into countless distinctly local
experiences through empowered hosts

Create easily understandable conversations
through visual, verbal storytelling

Enable fully informed decisions
through clear sources and media

@ airbnb

That will make
travellers feel
something specific.

Part of a trusted community
with shared values

Welcome, comfortable
and engaged

Confident that reality will
align to their expectations

They are exploring and living local,
not just visiting and seeing




We can further codify the brand into the experience through toolkits and processes which
both internal and external stakeholders can continuously leverage
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PEOPLE AND INSIGHT

People for whom travelling
means living like a local.

POSITIONING

The stay local social
network hotel: local hosts,
unique places, effortless
booking, transparent ratings,
at any price point

PURPOSE

We want to create
a world where home

can be anywhere.

VALUES

Inclusiveness
Simplicity
Transparency

CONNECT ME
Making me feel part of
a community | can trust
that has shared values

PERSONALITY

Cheerful
Curious

Easygoing

PROMISE

Belong anywhere.

EXPERIENCE PRINCIPLES

INFORM ME WELCOME ME
Making me feel confident Making me feel

about my expectations welcome, at home
and comfortable

&Yy el

DRIVERS
Ubiquity

Cultural immersion

Human connection
Breadth of choice

IMMERSE ME
Making me feel | am
exploring and living, not
just visiting and seeing
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Signature Touchpoints
are purposefully built into the

customer journey to create
value-creating impressions of
the brand experience.









Impression

Moments




Once again, deeply understand the customer journey...
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...and the pain points

Emotional Level - Brand Promise Expectations

New

Aware

O Interactions

Loyal Fan

O

Employee

O

Functional Level - Category Expectations




During the process, try to dispense of the brand owner view...

Products & Services People & Behaviors

Environments & Channels Communications




...and adopt the customer view




Customer journeys need are neither linear nor homogenous
You must analyze them all
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Defining the signature touchpoints is about finding ownable/defendable interactions with
significant value to both the consumer and business - and applying the principles creatively
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With the journey in mind, you can begin to design the signature touchpoints - each of which
may have different objectives

Type of
initiative

Booking On rent

Hertz

Signature 1

Hertz
Signature 2

-
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XXXXXXXXXXXXX XXXXXXXXXXXXX XAXXXXXXXXXXX XXXXXXXXXXXXX Honest Drop-off

® Signature $ Revenue D Drivedirect 'E Essentials



THANKS!




