


WHAT IS

A BRAND?




Prodvcts are made in
the facmrg, but brands

are created in the mind.”

- WQTZY Lonaoy










Branding
IS what people
say aboLt you

when youl are
not in the reom.




BUSINESS

WITH
IDENTITY
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BRANDING
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LEVI'S® 501® BUTTON FLY JEAN

501

SHOP
OUR STORY STARTS HERE

Embodying durability, exemplifying
craftsmanship and symbolizing rebellion
is a fit over a century in the making. From

stories to styles, scroll down and dive
into the world of the original jean.

SHOP NOW
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PANPURI

e SYDNEY







THANNSANCTUAR
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When brand is not included

Quality
Style
* Function

e Price point
* Fashion

e Budget
e Stage of life * Finish




Brand

Brand...a strong place to begin or continue
the relationship with consumer




BRANDING




‘your brand is
not what you

say, its wnat
they say”
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Cat Telecom Public Company Limited




HOW BRAND

IN OUR




interpreted

f

MEANING

Experience
Communicatio

Identities
products

Perceived
emotional
value
in the mind




People form

from




Brand stands for

something meaningful
to people




FRANCE

AEE R




COLLECTIVE
PERCEPTION







What
Customers
Want

Where
Competitors
Are Weak

What You
Are Good At










Building Blocks for




On-Par Technology
and Feature




Less Unique
between Each Product
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411

Skeptical &

Demanding
Consumers




Audiences
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Instant
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WHERE

PERCEIVED VALUES & PERSONA

(Heart and Soul)
What is your true nature?

PURPOSE & PLOT

Why you exist ,what do you believe ?

PRACTICE & PATTERN

Specific actions taken to realize the why

PLAN & PROGRAM

That you use to engage your consumers

Your consumers 'collective experiences
that form a certain value in the minds about your brand

PERCEPTION

(The result of what you do)







Where to grow your BRAND Business?




playground

@P@sm@mu@







playgrouna









PLAYGROUND & POSITION

4 -

The Arena

Where is your
Sustainable business opportunity



Arena

Identify Brand Business Opportunity

To know where will you go and put your effort

-
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YOUR POSITION



RELEVANCE DIFFERENTIATION

CREDIBILITY STRETCH







@P@sm@mu@






Completely different
than competitors

extremely

important to
consumers



Differentiation

Relevance



P ¢ X A

ANIMATION STUDIOS







Pioneering computerized animation

Forward

pleasure
perspective







Cool all American sensory

Abércrombis

Attractively bold







ARENA Creating a subcategory
..... The Coffee Community



Rich sensory coffee community

Neighborhood for
Rewarding moments










PLAYGROUND

Where is your business Arena?




DEFINE WHO YOU ARE
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PERCEIVED VALUES & PERSONA

(Heart and Soul)
What is your true nature?

Differentiation
Relevance
Essence

Personality
Idea



i-i-t*.'iii--l'l-—i-l-
k]
-111.111----.
&

[ ]
L L
N E BN =

III‘I‘."‘I“'

PercMved
Nalueg

PERSONA
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BING

HAVE IT YOUR WAY"

WE HEARD TOU LIEE BURGERS,
S0OWE FUT BEUVRBGERS TH TOUR BUTRGER
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HAVE IT YOUR WAY







puterized next entertainmeént







ensational cool America




who
wio =

ARE

who




pr
/

Bran/dmg
starts with

who you are
on the inside.




PERSONA
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The Companion




The Ruler



The Innovator



Abe’cr ombi .

@itch v

NEW YORK

The sensualist



Abercrombie |

& Fitch

TRADEMARK SINCE 1892

Personality
Youthful provocative cool casual



Personality
Caring
Thoughtful
Trendy
Sensational



The Harmonizer



EST. 1892

4 !
\bererombie

84 .@tch ‘

NEW YORK




Spa Convention




Spa Convention




The Sensualist




The Creator




The Guardian
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The Earthmother
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The Innocent







PURPOSE & PLOT

Why you exist ,what do you believe ?
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Gorgeous Cool

Revolutionary
setter Breakthrough

Thinner Beautiful
Lighter Faster

(P)Af.r%fsneP

Creativity
Magical imagination
Fantasy Love
Celebrate Dreams
Kiﬂgdom Smiles
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The more you [0k 6T The wond
the more you recognise

That whai ona person valies
may be different fo the next.
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Dame Anita  Roddick _ THE BODY SHOP

began her
extraordinary journey
simple idea that

"businesses have the
power to do good,"

The Body Shop® believes that there IS onIy
one way to beautlful — Nature's Way
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naturally - -

one‘body

one life




B THE WORLD
I IS OUR SOURCE
OF BEAUTY
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Audience



-
1oy Iy

WILL YOU?
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Coca-Cola’s Share & Coke Campalgn




JUST DO IT.

&




JUST DOIT b=




S WEWILL
b, #MAKEITCOUNT
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WHY | LOVE

THE NEW NIKE
WOMEN’S
CAMPAIGN.




LEVIS

OVERALL

RUGGED as the

men who wear ‘em!
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48 TUBBLE KILLING THE KISS?
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TELL MEN WHAT YOU THINK. 571G
VOTE NOW. &3










PRACTICE & PATTERN

Specific actions taken to realize the why
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LOGO

VISUAL SYSTEM







So much in love.







THINK OF A
FASHION BRAND.
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SINGAFPORE
AIRLINES







Toblerone

whiy ot crack one off
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RHYTHM & BOWL
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WHETHER FOR IMYESTMENT

- ey

Ideal Urban Mode Live with Aesthetics inspiration for living




Kalimera!

Bz | A

The use of blue & white colors tb reflectr Solid bright colors are the main colors of
feeling of comfortable, bright ,and airy. Incredible India. The meaning of lifestyle
Reflecting the sky and sea of Greece. and interesting cultures of India.
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India

An Incredible Story
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' BRAND ARCHETYPE

SINGAPORE |/
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PLAN & PROGRAM

That you use to engage your consumers

Name card
Company profile
Website
Packaging
Marketing
Communication (advertising )
Social medium
PR

Event
Influencer/buzz
Experiences
Innovation
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MARKETING ADVERTISING

PUBLIC RELATIONS

BRANDING

= Dmarnioad o by P a1
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marketing is what you do.

branding is what you are.



7 Go-lo-market

sirategles Parsonality

Promotion
















suIATInanding
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Fresh perspectives
e for success

>

SUTMSSUUIC
Thanachart Bank




Innovator to uplift customers ' lives



State- of -the -art
global capacities
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HOTELS & RESORT

Cosmopolitan vive

in the center
of the action
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SIX SENSES.
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Community
sustainability and wellness



Contemporary
design-led lifestyle






WHERE Ndol Arena

subcategory of an intimate hideaway hom

resorts






Welcome to NIDOL

Streamside Thai Villas
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Mdol {no-dol)
Meaning : ploce of inspiration




Rich resources
(nature /heritage/luxury)

Optimal
recreation value
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PERCEIVED VALUES & PERSONA

(Heart and Soul)
What is your true nature?
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BRAND ARCHETYPE

\__'

.

L &= Personalit
Role &% 1
' i Generous
Authentic Caring
hideaway Fascinating

home Passionate
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NDOL

PURPOSE & PLOT

Why you exist ,what do you believe ?







To create an enriched pleasurable
home away from home















Escape with fascinating stories
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Luxury with conscience
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NDOL

PRACTICE & PATTERN

Specific actions taken to realize the why

“REFINED LEGACY”
To ensure the culture of abundance
in Nature pampering,

aesthetics by Heritage
and comfort luxury
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Never say NO
Delight
Optimistic
Love







Ndol 's four recreational aesthetics
to fulfill your different desires and moods;
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Sinm Wing, the Siomase Suites
Creek wing, the créek deluxeas
Orientol Wing, the theme deluxes

The Villos, private siréeaomside villos
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PLAN & PROGRAM

That you use to engage your consumers

Name card
Company profile
Website
Packaging
Marketing
Communication (advertising )
Social medium
PR

Event
Influencer/buzz
Experiences
Innovation
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Being Green ,through and through
DEl . (DU IAD RS0 N Fiou)"

i
1

Ndol strives to develop practices that improve environment quality,
1 ] decrease waste and conserve natural resources and energy.
o | ' We incorporate principles of sustainability

by the four dimensions green practices;
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NDOL VILEAS

Tteasured Sanctuary

A holiday destination

where recreation enriched
with inspirations




WHERE Ndol Spa Arena

\

Pavilion of comfort and wellness

spas






"East -west "
soothing tradition

Pampering at
home paradise




PERCEIVED VALUES & PERSONA

(Heart and Soul)
What is your true nature?




East “West Pampering



r

BRAND ARCHETYPE

Role \ ’

A

Authentic gy '. b

hideaway
home

Personality

Generous
Caring
Fascinating
Passionate




Purpose.... balanced state of relaxation, beauty and health
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Qasis of wellness




Homemade treatments




NDOLNATURAL
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WHERE Ndol Natural Arena

\

Create a spa myth,
leveraging from Ndol authenticity

spas



NDOLNATURAL

PERCEIVED VALUES & PERSONA

(Heart and Soul)
What is your true nature?




Asian Blossoms

MCEIL BATLIR 2

Spellbound touch



Fascinating Blossom Touch




NDOLNATURAL

A Fascinating Touch of the Oriental Herbs and Blossoms
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BRAND ARCHETYPE

, & Personality

ystical
= Delightful
" Authentic
Warm

ROIe i II":
Fascinating nurturer ' :
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BOTANIC DREAM ( invigorating )




Bagdy Lotion

R el |

ORIENTEL RAIN ( Rejuvenating )







NDOLNATURAL

PRACTICE & PATTERN

Specific actions taken to realize the why

Captivate the beauty

of Asian herbs and blossoms
into all product creation



MOSQUITO SPRAY













Zantiis
Live naturally well with BotanicaMarine Essence

Your, collective natural &f@




ZANTIIS Arena

Holistic green beauty alternatives

Personal care






Earth/Marine Essence

Zantiis W%

s Ivw nptarally vl with BobiscaMar o Bivares b i,
i

Life Friendly



PERCEIVED VALUES & PERSONA

(Heart and Soul)
What is your true nature?

Zantiis

(SR TISE SR



Zantiis

otanic-Marine Green Livin




BRAND ARCHETYPE

holesome

Smart
experimental

Role
Innocent Initiator

Zantiis




Nl ) N Live naturally well with BotanicaMarine Essence =~
N Sourt colluctive natnal be
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Zantiis

L L

PURPOSE & PLOT

Why you exist ,what do you believe ?

Help you live naturally well



Live naturally well with
Botanica Marine Essence

The Zantiis brand name means “veranda of peace” which is derived from the
combination of the words "Santi® (peace) and "Antis™ (veranda )

We strive to enhance well-beings by our
" Eco-coordinating value ™ initiative

Interactive natural power of plant and marine extracts that originates

: Pristine balance of value
: harmony with health
: Conscience to earth that nourishes us

With our "green through and through "practices Symbals

Z B’ X X

Rap Artafizial Barplan  Puipthyies
Tavting Cular Fram Li

Zantiis provides you with high gquality persenal and household care
solutions that nurture the natural balance of your living
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Zantiis

L L

PRACTICE & PATTERN

Specific actions taken to realize the why

Leverage

"BotanicaMarine "essence
In all product development
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AROMATIC BED MIST AROMATIC MOSQUITO - FREE MIST
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Aesthetic Sensory Creation




AesScent Arena

\

OEM of exclusive aesthetic sensory

amenities



Five elemental fragrance wheel

rIScerdd

Aesthetic Sensory Creation

Signature Sense with attitude




NDOL NATURAL
FRAGRANCE WHEEL

1 BLUE ORCHARD
2 EAST GARDEM
3 WHITE BELOOM

UHIEN TAL

4 COPPER FRESH
5 SIAMESE TALE
& GREEM CITRUS

7 FREMCH LAVENDER
8 PURE LEAF
9 MIST FIELD

10 DLEAM WAVE
W CO0L BREEIE
12 ORANGE BLOSSOM

12 PROVEMCE
14 ENCHAMTER
15 DOYSSEY

Qur Products

Amenities Aromotic Sensen & Spa

Femsoge od

Eefilia Ol
Hand wirdh Aromatic Diffuser
Sogm Arpmetc halm
Listion 08 bairn
Argmatc cerdle
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Powered by




« creating values

* building emotion
& experiences

« expanding business




Experience
Story

Identities
products







How you regard

the brand

(relates to perceptions
of quality and image)

Perceived

distinctiveness
of the brand

consumer's faithfulness to the brand,
through consistent purchasing,
regardless convenience or price,

Who favorably passes positive messages
about the brand to other people

Brand's unique meaning

with motion and direction
(energized differentiation)

Personal

appropriateness
of the brand

emotional attachment with intimate
understanding of the brand

(relates to exceptional
brand experiences)







a Product can be Copied,

d IS




-
R

Sustainable Value






