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PERSONAL What is branding?
BRANDING

BUSINESS BRANDING
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The importance of building a Personal Brand
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The importance of building a Personal Brand
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THE IMPORTANCE OF BRANDING



Why Branding is

Important to Your
Company?




Why is Branding Important for Business?
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Techniques and
important steps in branding




Your brand is the heart and soul of your company and is
responsible for influencing the audience's perceptions. Drive
supporters to your organisation in the end Building a brand is
more than just selecting the perfect logo or name; it is the
result of a number of interconnected factors.



10 KEY TECHNIQUES
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Decide on a brand name

Choose a catchy slogan



10 KEY TECHNIQUES

Create a unique brand logo.

Thinking about brand design



10 KEY TECHNIQUES

Define your target
audience and research
Define brand definition competitors



10 KEY TECHNIQUES
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Make a difference and brand positioning Share your brand story




10 KEY TECHNIQUES
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Customize brand

Check the status of the brand



BRANDING PROCESS
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BRANDING PROCESS

4.
BRAND PERSONALITY
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During the formative period It is very important for

us to know that “Why did our business arise?”
Because if we have a solid core, then the growth will
have a clear direction and meet the requirements of

what we really want to be.
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To maintain the peace and security of the world

GIIMMI
GRAMMY workpoint

Create value, add value Produce work with social responsibility
to every business and society

Delivering good health and happiness
to customers with quality and
delicious food, along with excellent

RESTAURANTS . .
service at a reasonable price.




PERSONA

Age 25

Work Designer
Status Single
Location West

000

Interest

Music

Know your customers,

design your target audience
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Create something that
sets you apart from your competitors




Excitement - Exciting, fun, confident, challenging, alert, focusing on the new generation who want to go out

and live (Pepsi, Honda, Sprite)

Sincerity - caring, sincere, honest, such as service and insurance business (Thai Life Insurance)
Sophistication - complex, luxurious, luxurious, such as cosmetics or brand names (Mercedes, L'Oreal)
Competence - smart, superior, advanced, such as IT products or smartphones (Apple, Microsoft)

Ruggedness - durable, hardy, courageous, such as buildings Mechanical (Ford, Wrangler, Reebox)

Brand Personality
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Study audiences, competitors, and brand strengths

* Audience (SONWBWY)

* Value Proposition & Competition (SAtUAKSDRALIVUDVUUSUA LA:SONALUD)
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* Personality (Unannmwuoouusuq)
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The difference between Strengths, Weaknesses, Opportunities and Threats is...

STRENGTHS AND WEAKNESSES

Caused by internal factors of the business that we can
control

OPPORTUNITIES AND THREATS

It is an external factor, meaning that we cannot control
those events.
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SWOT ANALYSIS W%
OF

STRENGTHS . == = WEAKNESSES -

Brand value $ 77, 839 billion Reliance in carbonated drinks
World’s largest beverage company Lack of diversification
Strong markcting and advertising Negative publicity
Most cxtensive beverage High debt level due to acquisitions
distribution channcl Brand failures or many brands with
Customer loyalty insignificant amount of revenues

Changing vser demand for competitor drinks
Increased competition in carbonate drink
industry
Local brands in different countries
Water scarcity
Legal requirements to disclose negative
information on product labels

OPPOTUNITIES -

Growth in beverage consumption
Increasing bottle water demand
Reduced price of production material
Increasing demand for healthy food
and beverage




2 Design logos and business templates
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“Design is creating a quiet brand ambassador for your brand.”
Paul Rand






NIKE + RUN CLUB

PLAYLIST A"
Our latest listens for your spring sprint. " - THE CULTURAL CITY TI!UR

By ‘J AR There's only one way up = together
Vs 5 Conquer the climb this Sunday.

NIKE AIR MAX UPTEMPO 97

AVAILABLE SUNDAY ONLY

Colour & Type

.WST DoIT
SUNDAYY

(6 NBnsense jams for smashing times
Pand laying down records. .

KOBE MARCH MADNESS

ONLY IN THE NIKE+ APP
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CONSISTENCY
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Tavior Marie Hill Mana Covers The Anril Issue All the Anril 2019 Man Neenika Padukone or Hailev Rieher Cover th Colorism in Hiah Fash Rianne Van Romnaev Teen Voaue Cover Gal

FLEXIBILITY



Communications you will use to connect

with audiences will be through advertisements
and on social media




Connection & Emotion
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Advertising, whether traditional or digital,
It is the most effective way to introduce

your brand to the world. It is a way to
make a brand's message, identity, or
positioning be seen and heard by the
target audience.




Social

Soonsceed §

Coca-Cola @

Food/Beverages

About Photos Likes Videos

Timeline

Jimmy John's

orine prmypins com
92m people like this Post ") Photo ! Video Redax, we've got cirner

tovered. Order onine at

jmmyohns com

ABOUT > ‘ m

Nelkcome 1o the happies! Facebook page on, um
Eacebook - Coca-Cola

It's hard to beat the forecast. =Colacas

VISITOR POSTS >



4 KNOW WHAT TO AVOID

Don't imitate your competitors. Your competitors are selling the same products or services.

ZARA and G2000 are both clothing brands but have a clear brand identity that makes them stand out in their own right.
 ZARA focuses on outstanding fashion.

 The G2000 focuses on formality and reliability.
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