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Education

Bsc. of Pharmaceutical science.

CIM - Chartered Institute of Marketing
AUC - Promotional Advertising
Google Digital Marketing Certification

Google Analytics

Experience

< Bristol-Myers Squibb

20 Years entire career experience.
11 Years Marketing Experience.

KSA - Egypt - UAE - Jordan -

Multinational & National corporates Experience.
Multiple Therapeutic Segments in Pharmaceutical market.

Infection Control.
Orthdontic Medical Devices

<. traZeneca @ Pfizer
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Branded House Vs House Of Brands

Branded House Sub-brands House of Brands Endorsed Brands
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When it comes to a buying

decision ... Company name is very

important factor to the buyer....

Philip Kotler




' WHAT IS

| ( Branding i i A aak
((ORPORATE Wit apeie'

B R AN D I N G? vision and culture of the company explicitly as

part of its unigue selling proposition.

i &
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Corporate Branding Vs Product Branding

The Entire Enterprise i
One product or service

Scope & Scale

orporate Branding



Corporate Branding Vs Product Branding
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The Cqmpany: « Advertising

* Heritage. RDVERTISING - Imagination

: X::cﬁ,ss. e Market Research
dos. information

 Beliefs

Brand Identity

Origin
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Multiple Stakeholders:

Corporate Branding Vs Product Branding

Investors.
Employees.
Customers.
Suppliers.

Target

Customers.

$



Corporate Branding Vs Product Branding

Multiple Stakeholders: . Marketing.
* Investors.
 Employees * Sales.
ployees. * Advertising
 Customers.
Departments.

« Suppliers.

Responsibility

orporate Branding



Corporate Branding Vs Product Branding

Company Life Cycle.

Product Life Cycle.

Planning

Horizon
orporate Branding m






Benefits Of Corporate Branding

1. Company Personality

“If you don’t give the market the story to talk abourt,

they’ll define your brand’s story for you.”

David Brier, branding expert and author of

orporate Branding


https://www.risingabovethenoise.com/
https://www.risingabovethenoise.com/

Benefits Of Corporate Branding

1. Company Personality

Upper class
Charming
Glamorous

Feminine

orporate Branding



Benefits Of Corporate Branding

1. Company Personality




Benefits Of Corporate Branding

1. Company Personality

dorporate Branding



Benefits Of Corporate Branding

1. Company Personality
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enefits Of Cornorate Brandina

2. Promotes Customer Loyalt

X

MELBOURNE

Australin's best and one of

the world's finest universitios POWERFUL BRAND

* Leaming
» Value for Money/Effort * Status/Prestige

* Life Options * Racognition
* Socisl Comfort * Intelligence

» Carver/Profession e Success PRODUCT/BRAND
» Courses/Teaching * History/Tradition
¢ Cost - $ and Time * Reputation & Quakty
* Entry Regquirements * Worid Renown
» Comfort Factors ¢ Education Leader
* Recommendation * Bright Minds
= Accreditation ¢ Cultural Richness PRODUCT/BRAND

» Community Engagement ASSOCIATION

BRAND
Awarenoss & Farmalierity SALIENCE




Benefits Of Corporate Branding

2. Promotes Customer Loyalty

€COSTCOo

—WHOLESALE
Transactiona
Loyalty

orporate Branding



Benefits Of Corporate Branding

2. Promotes Customer Loyalty

Loss Aversion

Costco Loyalty
Program

Cross Subsidizing
Membership model to

. | COSTCO
gain lowest wholesale

prices and private label Y == WHOLESALE

items .

Loss Leaders

Creative Financing
Cashback offer

orporate Branding



Benefits Of Corporate Branding

2. Promotes Customer Loyalty

49 Cash Back on Gas.

290 on Costco Purchasers.
ANYWH

VISA 1S ACCEPTED

Costco Membership is

co Members

ONALL

bundled with the price of the e % S 2% S
\ 8¢ TeAvEL 1
card. ™

4100390 2345 6189

VISA

' Card by Citi

Costco Anywhere Visa

orporate Branding



Benefits Of Corporate Branding

2. Promotes Customer Loyalty

* The brand becoming part of the
customer's identity, or the brand
being used to express their identity.

« Because of this, they are much less
likely to be influenced by competing
offers and brands may enjoy higher
price elasticity when they set their
Pricing Strategy.

orporate Branding



Benefits Of Corporate Branding

2. Promotes Customer Loyalty




Benefits Of Corporate Branding

3. Increase Market Share

SPI

SAUDI PHARMACEUTICAL INDUSTRIES

The Life
you DESERVE

dorporate Branding



Benefits Of Corporate Branding

4. Exposure to new Customer Segments easily

@Z@ Bristol-Myers Squibb

Y

U Bristol Myers Squibb

" MYorporate Branding l




Benefi
its Of Corporate Branding

4. Expos
ure
to new Customer Segments
easily

that transforms

earch to discover, develop.
of innovative
nts' lives.

We will never give up ouf S
and deliver the next generation
medicines that transform patie

See more at pms.com




Benefits Of Corporate Branding

5. New Products Launch Success is high

AstraZeneca

VS RILINTA. Crmmm—

ticagrelor

Asmaleres




Benefits Of Corporate Branding

5. New Products Launch Success is high




Benefits Of Corporate Branding

. Employees Motivation & Attraction
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Corporate Branding Types

1. Premium Branding




Corporate Branding Types
2. Economy Branding

A company may sell its products at rates slightly lower than the
prevalent market rates of similar products and try to entice consumer

to use their products. Many startup companies use this strategy to
lure away customers of established brands.

orporate Branding



Corporate Branding Types

2. Economy Branding




Corporate Branding Type
nes

2. Economy Branding mglgf\é%L TOUR\%&
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Corporate Branding Types

3. Association with various Causes Branding

Many companies associate with many charities or other social services. This creates a positive
image of the brand, and many consumers may like to associate themselves with such brands. Many
companies donate certain percentage of sales proceed to various social causes.

Mastercard’s claim in the 2018 FIFA World
Cup about donating meals to 10,000 children
for each goal Messi and Neymar Jr. score in ¢
each game. They announced that they would L&y
donate the food for children in Latin Ameri &6

and the Caribbean for each goal scored.

orporate Branding



Corporate Branding Types

4.Umbrella Branding

SONY

Several companies such as Sony and Apple use their brand
name for all their products. This is called umbrella branding. A
strong brand name is used to sell various products, taking
advantage of goodwill of the customers.

orporate Branding



Corporate Branding Types

5.Feel Good Branding

Some companies sell their products by creating an image of getting a good feeling by
using these products. A coffee brand may sell their coffee by suggesting that starting the
day with a cup of particular coffee will uplift your mood.

Cold drinks, cars and clothing brands try to lure young customers by such type of positive
feel good branding, where they suggest that using their products will uplift the spirits.

orporate Branding



Corporate Branding Types

6.Attached Branding

« Sometimes a company attaches itself to an institute and takes advantage of its
patrons, such as a bank giving easy loan to customers of certain real estate
companies, opening of a mart near a petrol pump, and banking facilities in hospitals
and educational institutes.

« Companies use these various types of branding according to their suitability, and if
done cleverly, can be very beneficial in marketing their products.

orporate Branding



Corporate Branding Types

7.Association with Community

« The company tries to help the community in which it is situated or its employees reside.
« The company may open schools or hospitals for the benefit of the residents.

* It may also guarantee employment to youth by reserving certain percentage of jobs for the
people of that community.

 The company tries to create the image that it will be beneficial for the people.

orporate Branding
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Company Social Responsibility

Google invested in 3.5 Billions USD in
renewable energy projects around the world

orporate Branding



Company Social Responsibility

To fight climate changes , Coca Cola
plans to reduce her greenhouse gas
emission by 25% by 2030.

orporate Branding l




Company Social Responsibility

G

w
® C
[ ]

Fund on each meal

orporate Branding l
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Corporate Brand Ildentity & Image

orporate Branding



Corporate Brand Ildentity & Image

OX | 0go Reputatio

(e o |\antra

Emotion

Brand

ldentity

f Graphic Style Impression Q

L% 3 Communication Style Belief
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Corporate Brand Image

STAKEHOLDERS

FUTURE
PARTNERS VAI'UES
SHAREHGLDERS SOCIAL
DWNERS POLlTICAL
LocaLC UNITY ETHICAL
ST;T‘S":F:QIOI:I PRESENT TECHNDLDGICAL
NATION ENVIRONMENTAL
WORLD COMMUN\T‘\' CIT!ZENSHIP
LEADERSH\P
WORKPLACE

ECONOM\C
LEGAL
MEDICAL
FAMILY

® Christian Garkar and
Philip Katler 2018




Steps of Setting Up Corporate Branding

Discuss the

company's Conduct a
goals, vision Corporate Survey the Research your
and mission brand audit employees target audience

2. N 4

—

” / =" \ : ; =
\s)\-‘

i

-
-

7/ 6 =)
Utilize Branding Create Logo, Build a brand
Tools Slogan & Tagline. Identity, strategy

and style guide.

dbrporate Branding



Z Discuss Company Mission, Vision & Goals

Qo
o
Mission Statement Vision Statement M Goals & Objectives

» Who we are

L

»y What we want to »y How we will achieve

> How we gauge or

» What we value become our vision degree of success
“We are committed to “To become a leading and
provide our customers with reliable pharmaceutical
high quality products to company with a diversified T T TR
grant the quality of life business model in MENA .
they deserve.” region”. The Life

you DESERVE

dbrporate Branding
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Z Discuss Company Mission, Vision & Goals

QO
Mission Statement

Vision Statement Goals & Objectives
» Who we are > What we want to » How we will achieve > How we gauge or
» What we value become our vision degree of success

“To Bring inspiration & “To remain the most
Innovation to every authentic, connected &
athlete in the world” distinctive brand”




%~ Discuss Company Mission, Vision & Goals

|

Bringing Inspiration

“To bring inspiration and innovation
to every athlete in the world.”

Mission

Creating Innovation

Supporting Every Athlete in the World

Authenticity
Nike Mission and Vision Vision “To remain the most authentic,

connected, and distinctive brand.” Connectivity

Statement Analysis Distinction

Community

Sustainability
Core Values
Diversity

Social Responsibility

dbrporate Branding



“ Conduct Corporate Brand Audit

Identity
I
INTERVIEWS e O
Managements Resources
Employees Target Audiences
INSIDE Sta?(eholders
VIEW
INTERVIEWS Demographic
Focus Groups Touch-Points
Key Customers Segments
Stakeholders Communication
OUTSIDE Brand Elements
VIEW
DATA ORGANIZED
PRIMARY o
DATA Missing Data Identified Primary Research Coding & Statistical Analysis
IMPORTANT OUR BRAND
FACTORS IDENTIFIED INGREDIENTS
DATA Insights and Understanding KNOWLEDGE
ANALYSED & BRANDING MODELS
BRAND MANUAL & GUIDLINES
CLOSING THE GAPS I T l T 1
DEFINITIONS APPEARANCE COMMUNICATION PRODUCTS
* Foundations * Colours * Exmployees * Services
. * Building Blocks * Logo * Customers « Categories
BRAND * Key Elements * Tone of Voice * Consumers * Markets
BU".DING * Brand Architecture » Experience » Stakeholders

brporate Branding



Survey Questions About Company Culture

Do you clearly understand the strategic
objectives of the organization?

Do you clearly understand your role in
achieving the objectives?

Do you feel like the management team
is transparent and trustworthy?

Can you name our organization's core
values?

What three words would you use to describe
our culture?

How comfortable do you feel giving
upwards feedback to your supervisor?

Do you feel like coworkers give each
other respect here?

Do you believe we live authentically by
our organizational values?

Does our executive team contribute to a
positive work culture?

Do you have fun at work?




‘- Research Target Audience

* Focus groups.
« Social Media Comments & Reviews. |
* Direct Surveys & Questionnaireﬂsﬁ.ﬁ_ﬂ»_w_v__“_%,_”,‘_M,.ﬂf-_~~~~~~~~~-~ |

Jorporate Branding |
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Buiid Brand Identity Strategy & Style Guide

‘l

Value proposition:

What are our key offerings and
how do we want them to appeal to
customers and non-customer
stakeholders?

Expression:
What is unique or special about
the way we communicate and

A
Relationships:
What should be the nature of our

relationship with key customers and
non-customer stakeholders?

Brand core:
What do we promise, and

¥

Position:
What is our intended position in
the market, and in the hearts and
minds of key customers and non-
customer stakeholders?

Personality:
What combination of human

v

possible to recognise us at a sum up what our brand stands forms our corporate character?
distance? ' fpr? ’
. Mission E;'.:x "l-"l.';lgnl_1 _— e Competences:
at engages us, i ny_m ,[;_ - mm_‘? What are our attitudes and how do What are we particularly good at,
mak‘mg etz {f“lf'*-'fmnl]- Whal 15 we work and behave? and what makes us better than the
our direction and inspiration (vision)? competition?
“ ." o ll

orporate Branding




Corporate Brand Identity Prism

- Physique; ) - Personality: )
*logo: two bulls are fighting fun
strong and muscular ‘creative
color: blue, red and silver *ambitious

\ » sinnovative /

S

l/- |'/_ \\
*music events -art
~dancing events | *music
*sponsoring in athletes *extreme sports
\_extreme sport events \_*challenging the limits )
Reflection: Self-image:
“lifestyle *dynamic
*young people *energetic
*wants to be special *go over my limits

% J \_*want to live my passion




Corporate Brand Identity Prism

Traditbonal

| Old & dassic red & white Carirative - friendly
ibp - Responmble
i%»ﬁmmd
| High Quality Cotfee
Trust _
Cansistent [taban heritage |
Satiafactary A B?t’.llb cuture |
Socul & |
srrironmental
Resporuible
commitment
Pasmomate
Real coffe lovers
aaas 1
Pusuing high quality
Sharizg great moments
Sophisticcated




Corporate Brand Identity Prism

Physique Personality Physique Personality
Red, curvy font, aerated Joyful, happy, sharing, Blue, red, circular Smart, youthful, fun
cold drink, bottle full of 2 excitement p

moisture

.............................................................................................................

Relationship Culture Relationship Culture
Like my buddy Urban, old US, Like a fling American -

very MNC younger, smarter
Reflection Self-image Reflection Self-image
Spending time with family Happy soul, cool Young, free, bold . Social, cool

orporate Branding



Corporate Brand Identity

BEFORE AFTER

:l :
| Troplcana

100% pure ,mmlorm‘l"'“
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Corporate Brand Identity

orporate Branding



Company Logo

orporate Branding



Company Logo

visual appearance
when they buy

Adverts in colour are read Customers cite

more often colour
as their main purchasing driver

Customers think colour , People’s initial
Increases | perceptions of a

e D Y s

Primary Colours: Red, Yellow Blue Secondary Colours: Orange, Purple Green

orporate Branding
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Slogans Vs Taglines

Slogans vary with advertising campaigns

lines are more permanent

|
l.

Tag

dreams come true

\ Where
| am going 10 Disneyland

Where the magic began



PayPal

Because you have to.

NETELIX

SPEND MORE TIME SEARCHING
THAN ACTUALLY WATCHING

Linked [T}}

Connect with people
L N ® for no reason at all.

It’s probably re i




Company Taglines

R TASTES BETTER

‘ TQGETH




Company Slogans

orporate Branding



Company Taglines

Tagline Benefits

CREATE
INCREASE SUGGEST
MEMORABILITY A BENEFIT DIFFERENTIATION

orporate Branding



Company Taglines

FEATURES

Appealing Simple

Valid : Memorable

Witty Engaging

Unique

orporate Branding

WOW Principle

VYN

What value you
create

Outstanding
feature

Why people
should choose you

$
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0 Utinize Branding Tools

website marketing

advertising .~ / \ brochures
CORPORATE )

BRANDING

v
quality ®/ '\ / credibility
<\__/ &
e e vision

logo

orporate Branding






Caliber Well Trained employees are important part of
Corporate Branding.

A ./ *'



BRAND AMBASSADORS

@ nespresso @ « Follow

nespresso @ "Care is protecting a way of
life for generations.” — George Clooney

Because care is a relentless effort, today
‘ : ey, -
CARE IS 1

we come together as coffee artists and
coffee lovers to launch a movement
devoted to coffee.

< #Nespresso #MadeWithCare
PROTECTING A WAY i - i
OF LIFE FOR .

GENERATIONS ®

laprofenrollada
@quedan10minutos

31w Reply

Qv

5,237 likes

GEORGE G

‘/
Yy
1A
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Net Promotor Score (NPS)

The classic metric, NPS gets right to the point of what you
need to know: On a scale of 0-10, how likely are you to
recommend [brand] to your family and friends?

Q0000000
0 1 2 3 4 5 6, 7 8 ;9 10

DETRACTORS PASSIVES PROMOTERS

e 06 — e O/0 = NET PROMOTER SCORE

orporate Branding l



https://www.qualtrics.com/experience-management/customer/net-promoter-score/

Brand Awareness & Recall

Brand awareness is a measure of consumers’
ability to recognize your brand and can be
measured as aided awareness (in response to a
prompt such as showing a product or brand logo)
and unaided awareness (with no prompt).

Brand recall is the consumer’s ability to
remember the brand, whether after using a
product or seeing a piece of advertising. This is a
good measure of how a piece of communication
has contributed to awareness of the brand Iin
general.

orporate Branding

TOP
OF MIND
4){\?
N

BRAND
AWARENESS




Brand Loyalty

This metric provides a view of how likely a customer is to continue
to buy from, or interact with, your brand.

It's usually measured by purchase intent and serves as a good
marker for how strong your brand is. If it's strong, customers are
much more likely to buy from you again in the future.

Elicit feedback from existing customers with the question:
How likely are you to purchase [product or servicel from us again?

orporate Branding




Modern Brand Tracking Tools

 Google Reviews.
« (Google Analytics.
« Social Media mention tracking.
* \Websites Traffic & conversion rate<

* Focus groups.
 Social Media Comments & Rewewu
 Direct Surveys & Questionnaires.

orporate Branding



Social Media Brand Tracking Tools

| |
| "»‘ me ntiO n Iyti CS Social Intelligence Pubkshing Agencies Pricing Blog m
| |

Intelligent Social Media Monitoring

: its. Find influer ".:'-/Lf:‘:.j;»;m.,ﬂ—'“ . pAcnS
" pstocical DI
MRS
Jlashtag And

LA
Marketing |
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Brand associations: Over time, about
your brand, and it forms an In their minds about who you are and what
you stand for. By measuring brand association, you can see whether how
you want to be seen matches how you're actually perceived. Be careful to

set achievable targets here — your should measure what
makes you unique. After all, what brand wouldn’t want to be seen as having
good products and ? Think about what makes your

brand unigue — you can look to your brand values if you have any — and try
to draw that out in your research.A good way to measure brand associations
IS through open text feedback. These give consumers the opportunity to
leave verbatim feedback without prompting so you can get an accurate view
of how they really feel. With the right you can analyze
those comments and group them by topic to see which associations are the
strongest. Use questions such as:
« What negative associations do you have with [brand]?
2%« What positive associations do you have with [brand]?


https://www.qualtrics.com/experience-management/brand/brand-perception/
https://www.qualtrics.com/blog/brand-image/
https://www.qualtrics.com/brand-experience/brand-tracker-software/
https://www.qualtrics.com/blog/customer-service-examples/
https://www.qualtrics.com/iq/text-iq/

Brand preference is an easily-achievable metric that calculates the
number of consumers who prefer to buy your branded product over
the same product from a brand competitor. It can be simply
measured with a list of tick boxes of other brands, and the

question: 7ick which brand of [product] you prefer to buy.




Brand usage will tell you how often consumers purchase your brand’s
product or service. Using tick boxes with your and competing brands,

ask the question: Please select which of the following brands you buy
or use reqularly.




Brand purchase will identify previous or existing customers, with
the question: Have you purchased [product] from [our brand]
before?




Brand perceived quality: customers will have a variety of
experiences and perceptions about performance, reliability,
appearance, and finish, and how the product matches up to
its marketing. You can tailor guestions to uncover these.







Inputs Brand Equity Outputs

DRIVERS Customer Financial
w Behaviour Performance
MARKETING 2 .
BRANDING Functional Emotional Conduct 0 o
COMMS
r 4
Value Image Reputation < w
for Money (o) o
|: w Loyalty Margin
Good rates Brand Love Environment < =
INNOVATION - <
e = | DHY
Flexibility on Delivers on Community Q
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- 4 w Recommend Cost
Online (o] — of Capital
capabilities Innovative Trust O o
= Value
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service T Ethical

Marketing Investment & Performance Scorecard
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Physique

M Letter with
Knife like separation
Orange Color

Relationship
Like my Loyal, good

And benefit less friend.

Reflection

Knowledgeable.
Skillful,

Sharing.
Gatering.

s\

Marketing ([(ub

Sharpen Your Marketing Skills

Personality

Smart.
Imaginative.
Reliable.
Intelligent.

Creative.
Collaboration.
Sharing knowledge

Self-Image

Learning
Development
Ambition.
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——— What about you and me?

Brand Response

Judgements | Feelings

Brand Meaning

Performance Imagery

Brand Identity ——> Who are you?

Keller's Brand Equity Model

———> What about you?

———> What are you?
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