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Drives LOVE
BRAND
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BRANDING = premium value



















































The buyer stairs steps
When brand is not included

• Price point

• Budget

• Stage of life

Price

Style
• Workmanship

• Materials

• Warranties

Quality

• Function

• Fashion

• Finish



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

Price

Style

Quality

Brand



BRANDING = NET perception









HOW BRAND
EXIST

IN OUR MINDS



Perceived 
emotional 

value 
in the mind 

= BRAND 

MEANING

Experience
Communication
Identities
products

interpreted



People form
MEANINGS

IN THE MINDS
from

Collective Experiences



Brand stands for
something meaningful

to people



FRANCE
Egypt

Australia

Thailand



BRAND
COLLECTIVE 
PERCEPTION











CHANGING 
LANDSCAPE

Introducing, Extending, Sustaining 
business

Building Blocks for 



On-Par Technology
and Feature



Less Unique
between Each Product



ERA of Choices



Skeptical &
Demanding
Consumers



Over Connected
Audiences



WORD OF MOUTH



Instant
Gratification
&
Self Mastery



SPEED







Branding 

Brand



WHAT

WHO

WHY

HOW

WHERE



WHO

PERCEIVED VALUES  & PERSONA
(Heart and Soul) 
What is your true nature?

WHY

HOW

WHAT

PURPOSE & PLOT
Why you exist ,what do you believe ?

PRACTICE & PATTERN
Specific actions taken to realize the why 

PERCEPTION
(The result of what you do)

PLAN & PROGRAM 
That you use to engage your consumers 

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

WHERE 
playground & positioning





Where to grow your BRAND Business?













The Arena

Where is your 
Sustainable business opportunity 

PLAYGROUND & POSITION



Arena

Identify Brand Business Opportunity 

To know where will you go and put your effort

YOUR POSITION











extremely 
important to 
consumers

Completely different 
than competitors



Differentiation

Relevance





ARENA…
Computerized animation pioneer who 
creates the next entertainment market 



Forward 
pleasure 
perspective

Pioneering  computerized animation



ARENA…Luxury casual wear with hyper sensory



Attractively bold

Cool all American sensory





ARENA     Creating a subcategory                               
….. The Coffee Community



Rich sensory coffee community

Neighborhood for 
Rewarding moments 







PLAYGROUND & POSITION
Where is your business Arena?

YOU







WHO

Differentiation
Relevance

Essence 
Personality

Idea

PERCEIVED VALUES & PERSONA
(Heart and Soul) 
What is your true nature?















Computerized next entertainment





Sensational cool American











The Companion



The Ruler



The Innovator



The sensualist 



Personality
Youthful  provocative  cool  casual



Personality 
Caring 
Thoughtful
Trendy
Sensational



The Harmonizer





Spa Convention



Spa Convention



The Sensualist



The Creator



The Guardian



The Magician



The Lover



The Sage



The Earthmother



The Innocent





WHY

PURPOSE & PLOT
Why you exist ,what do you believe ?













Dame Anita Roddick
began her
extraordinary journey
simple idea that
"businesses have the
power to do good,"
leading to the birth of
the original, ethical
cosmetics company.
This philosophy
continues to drive
everything until today.

The Body Shop® believes that there is only 
one way to beautiful — Nature's Way. 









Your 
STORY
Brand narrative IDEA and PLOT 

body







































HOW

PRACTICE & PATTERN
Specific actions taken to realize the why 

























Your 
STYLE
Brand Sensory 
and Identity system 

body























































Ideal Urban Mode     Live with Aesthetics   inspiration for living



The use of  blue & white colors  to reflect  
feeling of comfortable, bright ,and airy. 
Reflecting the sky and sea of Greece. 

Solid bright colors are the main colors of 
Incredible India. The meaning of lifestyle 

and  interesting cultures of India.

























WHAT

Name card 
Company profile 
Website 
Packaging 
Marketing 
Communication (advertising )
Social medium 
PR
Event
Influencer/buzz
Experiences
Innovation

PLAN & PROGRAM 
That you use to engage your consumers 































Fresh perspectives 
for success



Innovator to uplift customers ' lives



State- of -the -art 
global capacities



Cosmopolitan vive 
in the center 
of the action



Community 
sustainability and wellness



Contemporary 
design-led lifestyle





Ndol Arena 

resorts

a subcategory of an intimate hideaway home

WHERE







Rich resources
(nature /heritage/luxury)

Optimal 
recreation value





WHO

PERCEIVED VALUES  & PERSONA
(Heart and Soul) 
What is your true nature?



Resourceful Recreation



Role
Authentic 
hideaway 
home 

Personality
Generous 
Caring
Fascinating 
Passionate 













WHY

PURPOSE & PLOT
Why you exist ,what do you believe ?





To create an enriched pleasurable 
home away from home









Sanctuary Treasure











HOW “REFINED LEGACY” 
To ensure the culture of abundance 
in Nature pampering ,
aesthetics by Heritage 
and comfort luxury

PRACTICE & PATTERN
Specific actions taken to realize the why 







Culture of HEARTS

N      Never say NO
D      Delight
O      Optimistic
L       Love



































WHAT

Name card 
Company profile 
Website 
Packaging 
Marketing 
Communication (advertising )
Social medium 
PR
Event
Influencer/buzz
Experiences
Innovation

PLAN & PROGRAM 
That you use to engage your consumers 









A holiday destination 
where recreation enriched 
with inspirations



Ndol Spa Arena

spas

WHERE

Pavilion of comfort  and wellness





"East -west "
soothing tradition

Pampering  at 
home paradise

NDOL SPA



WHO

PERCEIVED VALUES  & PERSONA
(Heart and Soul) 
What is your true nature?

NDOL SPA



East –West Pampering

NDOL SPA



Role
Authentic 
hideaway 
home 

Personality
Generous 
Caring
Fascinating 
Passionate 

NDOL SPA

NDOL SPA



Purpose…. balanced state of relaxation, beauty and health





Homemade treatments





Ndol Natural Arena 

spas

Create a spa myth ,
leveraging from Ndol authenticity

WHERE



WHO

PERCEIVED VALUES  & PERSONA
(Heart and Soul) 
What is your true nature?



Asian Blossoms

Spellbound touch



Fascinating Blossom Touch





Personality
Mystical 
Delightful
Authentic 
Warm

Role
Fascinating nurturer



WHY
Romancing Asian wisdom 

to pamper and comfort you

PURPOSE & PLOT
Why you exist ,what do you believe ?









HOW Captivate the  beauty 
of Asian herbs and blossoms 

into all product creation

PRACTICE & PATTERN
Specific actions taken to realize the why 













ZANTIIS Arena 

Personal care

Holistic green beauty alternatives





Earth/Marine Essence 

Life Friendly



WHO

PERCEIVED VALUES  & PERSONA
(Heart and Soul) 
What is your true nature?



Botanic-Marine Green Living



Personality
Pure  
wholesome 
Smart  
experimental

Role
Innocent Initiator





WHY

Help you live naturally well

PURPOSE & PLOT
Why you exist ,what do you believe ?











HOW Leverage 
"BotanicaMarine "essence 
In all product development

PRACTICE & PATTERN
Specific actions taken to realize the why 















AesScent Arena 

amenities

OEM of exclusive aesthetic sensory 



Five elemental fragrance wheel

Signature Sense with attitude









Powered by



Brand is about

• creating values

• building emotion 
& experiences

• expanding business



BRAND

Experience
Story
Identities
products





Differentiation
Perceived 

distinctiveness 
of the brand

Relevance
Personal 

appropriateness 
of the brand

Respect
How you regard  

the brand 
(relates to perceptions 
of quality and image)

Energy
Brand's unique meaning 

with motion and direction 
(energized differentiation)

Affinity
emotional attachment with intimate 

understanding of the brand 
(relates to exceptional 

brand experiences)

Love 
(Loyalty /Advocacy)

consumer's faithfulness to the brand ,
through consistent purchasing ,

regardless convenience or price ,
Who favorably passes positive messages 

about the brand to other people



EMOTIONAL 
RELATIONSHIP



a Product can be Copied,

a Brand is Unique



Sustainable Value



Brands
Built to Last


