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Branding in China

“The next great phase of business 
development will center on a very 
different skill: brand building.”

- Fortune Magazine, June 2005
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Brand-Led Change

A powerful approach to brand 
development

Allows design to be a competitive 
advantage
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Introducing TrueBrand

Full service brand consultancy based in San Francisco

Founded in 2002 by experienced and accomplished 
partners:
− Martin Brandt: formerly proBRAND
− Vince Carra: formerly Luxon Carra, Landor

Responsible for global brand development of many leading 
companies in technology, transportation, financial services 
and other market segments

We help our clients build brands
people can believe in.
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Redefining Northwest Airlines

• Challenge
• Re-position the world’s 4th largest 

airline for the future
• Cost control

• Our Approach
• Build on existing equity
• Express new attributes

• Results
• Strong statement of confidence
• Cost effectiveness
• Phased approach
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Brands Today Must Be True

True (troo): consistent with fact or reality, not false. 
Something real, genuine or authentic. Faithful, loyal, 
as to a cause. In proper alignment, sincerely felt or 
expressed.  From Middle English: trewe, meaning firm 
or trustworthy.

“The way we’re going to compete is 
to earn a great brand reputation 
one customer at a time… You can’t 
have a great brand unless it’s true.”

- Craig Merrigan, VP Strategy, Lenovo
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Internal External

ReputationProducts
& Services=Vision

&
Values



©TrueBrand LLC |   10.21.05

Successful Brands are Aligned
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Mis-alignment is Typical
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Real-time Alignment is the Objective
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The Idea Behind Brand-Led Change

Desired brand reputation…
is the unifying focus…
to drive change…
and bring resources into alignment
with brand promises…
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Migration from OEM to OBM
DisruptionHigh Intangibles

(more differentiation)

Low Tangibles
(less differentiation)

OEM Focus

OBM Focus

Cost downCost downCost down

Value upValue upValue up
Perceived
Value Add

Threshold of 
perceived 
value add

Migration 
over time

Customer 
Decision 
Criteria
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How Brand-led Change Works

Brand = EXPERIENCE
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Dell gets it

Michael Dell’s vision: give people a better 
way to buy computers…

Dell customer brand experience:         
“The sum total of all the interactions that 
a customer has with our products, people 
and processes.”
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3M gets it

Managing the “Total Brand Experience”

“The TBE is not just about communications, 
but about the day-to-day interaction that 
people throughout the company have with 
customers.”

“It is essential that we consciously 
manage the experience.”
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Logitech - A Big Shift

• No Discipline

• Identity ≠ Image

Product Focus
Key 
Consumer 
Insights

Experience Focus

• Surprising 

Innovation

• Style/Design

• Control
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A Different Experience
Put a brand foundation in place – 1999

Focus on “surprising innovation” and “style” pays off

Revenue up 30%

1999 20041999 2004

“Innovation” “Style”
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Key Ideas
Brand = EXPERIENCE

Create and manage the CONTEXT
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About Vision

“Vision without action 
is a daydream. 

Action without vision is 
a nightmare.”
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Making a Good 
Vision Statement

Internal declarations of purpose

Reflect what the company stands for and 
believes in deeply

Trigger emotional reactions

Inspire desired brand behaviors

Consistently communicated and constantly 
reinforced

Shorter is typically better
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Where’s the Passion 
and Purpose?

To be the premier provider of 
products and services in the 

information age for 
professional publishing 

solutions, business 
publishing solutions, 

document solutions, and 
digital imaging solutions in 
the company’s addressed 

market segments.

To democratize 
technology, harness the 

power of the computer for 
the individual, and change 

the world.

Company A 
Vision Statement

Company B
Vision Statement
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Vision: Defines the Context

Creating purpose for a new company

To be the leading 
business aviation 

services provider in   
the world.

Before After

Dedication to improving 
the business aircraft 

ownership and 
operating experience 
for every customer.
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IBM: Redefining Values

Dedication to every 
client’s success

Innovation that matters 
– for our company and 
for the world

Trust and personal 
responsibility in all 
relationships

Respect for the 
individual

Pursuit of excellence

The best customer 
service

“An organic system needs to adapt.”
- Sam Palmisano, CEO
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The Plantronics Story

We sell 
headsets 
to call 
centers
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Challenge: Prepare for Growth

Expand into new markets

Become customer-driven, marketing-led

Create more widespread recognition 

Create important and sustainable 
differentiation

“Develop one Plantronics brand worldwide.”
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Why is Branding Important?

Huge Opportunity
− 14 million interested U.S. workers (not using a headset)
− 26 million U.S. workers on the phone 3+ hours/day
− Mobile market emerging

Very Low Awareness
− 3% unaided brand awareness
− 58% cannot name ANY brand

Category is leaderless with no compelling brand
− Plantronics is uniquely positioned to create and brand the 

category
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Plantronics Brand Perceptions

Today Tomorrow

• Industry leader

• Limited consumer 
awareness

• High quality, durable 
products

• Excellent product support

• Friendly customer service

• Conservative

• Old fashioned

• Keep what is good

• Add more appealing, 
emotional attributes

• Focus more on Plantronics 
brand experience than on 
product functionality

• Be more reflective of our 
culture
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The Plantronics Vision

for

Headsets

Everyone
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Plantronics Core Values: 
Shaping the Culture 

Passion
People

Customer-focus

Teamwork
Creativity
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The New Plantronics Story

We sell a more 

natural, hands-free 

communication 

experience for people

in offices, cars, homes, 

at computers and in 

call centers …
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Plantronics Results 

Nearly 10 million people bought last year

New market growth +40%

Award winning design

CES Best of Innovations award

Revenue nearly $400 million
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Key Ideas
Brand = EXPERIENCE

Create and manage the CONTEXT

Brand and Business ALIGNMENT
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Business Strategy                                         
= Brand Strategy

“At BenQ, the corporate strategy is the brand 
strategy. They are the same thing.”

— Jerry Wang,  SVP

http://images.google.com/imgres?imgurl=http://www.maiortek.it/data/logo%2520benq.jpg&imgrefurl=http://www.wwwinformatique.ca/Liens.htm&h=455&w=750&sz=31&tbnid=L7wazNBoJU4J:&tbnh=84&tbnw=140&hl=en&start=1&prev=/images%3Fq%3Dbenq%26svnum%3D10%26hl%3Den%26lr%3D%26newwindow%3D1%26sa%3DG
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New Branding: Dynamic

Continuous
Improvement

BrandingBranding
Business Business 
StrategyStrategy

Internal
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New Branding: Dynamic

Continuous
Improvement

TouchpointTouchpoint
StrategyStrategy

BrandingBranding
Business Business 
StrategyStrategy

ExperiencesExperiences

Internal
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New Branding: Dynamic

Continuous
Improvement

TouchpointTouchpoint
StrategyStrategy

BrandingBranding
Business Business 
StrategyStrategy

ExperiencesExperiences

Other Other 
AudiencesAudiences

CustomersCustomers

InternalExternal



©TrueBrand LLC |   10.21.05

Example: Aspire by Acer

Acer’s consumer home PC brand

Target: first-time family PC buyers

First launched with “affordable ease of 
use” message and breakthrough design
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Aspire: Great Design but not Aligned

First PC designed for 
the home user

Initial sales were great, 
but…

Brand not aligned with 
the business
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Next time, Aspire was Aligned
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Next time, Aspire was Aligned

Identity: 
tone and manner, 

visual ID expressions, 
symbols

Communications: 
advertising, PR, 

marcom packaging, 
signage

Events: 
sponsorships, trade 

shows, launches

Other: company 
culture, employee 
actions, financial 

performance

Retail buying experience: 
merchandising, partner 

programs, ordering/buying 
process and practices

Service 
and support: help 

desk support, 
manuals, etc.

Product experience: 
design, functionality, 

ergonomics
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Key Ideas
Brand = EXPERIENCE

Create and manage the CONTEXT

Brand and Business ALIGNMENT

The competitive advantage of brand BELIEF



©TrueBrand LLC |   10.21.05

Where Does True Brand Success 
Come From?

The key is a collective organizational 
mindset – a company-wide belief system 
– that embraces brand building as a 
fundamental source of competitive 
advantage.
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The Ultimate Goal of Brand-led Change

…is a 
unique 
source of 
competitive 
advantage.

…helps guide 
close and 
consistent 
alignment of 
business 
processes and 
operations with 
core brand 
identity.

…drives deep 
understanding, 
support and 
enthusiasm of 
brand vision, 
values and 
goals 
throughout the 
organization.

…includes 
the unifying 
brand 
culture that 
exists within 
a company 
and across 
its regions.

A Brand Belief SystemA Brand Belief System
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Turning Brand Vision/
Values Into Actions

“You can’t build 
a reputation on 
what you are 
going to do.”

– Henry Ford
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How Did 
Samsung Do It?

2004 − The world’s most 
profitable consumer 
electronics company
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How Did 
Samsung Do It?

43

Brand Value   
($billion)

Rank: 42 34 25 21
2005

14.9

20

Source:  Interbrand
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The Samsung 
Timeline

New Logo
New Vision

1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003
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The Samsung 
Timeline

New Logo
New Vision

“Elevate the 
Samsung Brand 

to Global 
Premium Status 

by 2000
Focus on Design

Asian Financial Crisis
Slow: 14 Months to 

Rollout

Excess 
Inventory 
$2 Billion
10% Price 
Increase

1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003
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The Samsung 
Timeline

1993

New Logo
New Vision

“Elevate the 
Samsung Brand 

to Global 
Premium Status 

by 2000
Focus on Design

Asian Financial Crisis
Slow: 14 Months to 

Rollout

1994 1995 1996 1997 1998 1999 2000 2001 2002 2003

Summer Olympics
Low End TV’s Pulled 

From Market

Excess 
Inventory 
$2 Billion
10% Price 
Increase

New Campaign 
$400 Million

“Wow Products” Enters 
DLP Television

Wal-Mart Dropped

“Digitall – Everyone’s 
nvited” First With Voice 

Recognition
Net Margins 12%

I
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The Samsung 
Timeline

1993

New Logo
New Vision

“Elevate the 
Samsung Brand 

to Global 
Premium Status 

by 2000
Focus on Design

Asian Financial Crisis
Slow: 14 Months to 

Rollout

1994 1995 1996 1997 1998 1999 2000 2001 2002 2003

Excess 
Inventory 
$2 Billion
10% Price 
Increase

New Campaign 
$400 Million

“Wow Products” Enters 
DLP Television

Wal-Mart Dropped

Revenues of $33.7 Billion
$180 Average Handset Price

Winter Olympics

Most 
Valuable 

Electronics 
Brand

Speed: 5 
Months to 

Rollout
Ties Apple 
for Design 

Awards

“Digitall –
nvited” Fi

Recognition
Net Margins 12%

Everyone’s 
t With Voice I rs

Summer Olympics
Low End TV’s Pulled 

From Market
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How Did 
Samsung Do It?

“If we keep selling low-end products, it 
damages our corporate image. We’ll leave 
those opportunities to late-comers or to SE 
Asia. We believe 5 to 10 years from now, our 
future will depend on our brand equity.”

– CEO Yun Jong Yong, 1998

Goal: Top 3 Global Brand in 2010
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Culture Is Key to Success

“Branding is only as powerful 
as the culture of an 
organization allows it to be.”
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Culture – What Can You 
Do About It?

Recognize the importance of behavioral 
branding

Make HR a strategic partner

“Live” the vision and values

Consistent reinforcement
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Living the Brand 

Speed to branding is a 
competitive advantage

Experiential learning 
for 100’s to 1000’s of 
people

Measurement (via 
employee survey) of 
results and success.
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Becoming a 
Branded Business

Today Tomorrow

Branding 
Supports 
Products

Products 
Support
Branding
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The Foundation for Brand-led Change
Brand = EXPERIENCE

Create and manage the CONTEXT

Brand and Business ALIGNMENT

The competitive advantage of brand BELIEF



Thank You
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