daxu ___mo_nsulting

beijing shanghai

)
"‘"'7' = = |
b - ] J ’_l ' e 7 : |
‘ N 4 Kl -.VJ - e ‘ ! ‘ ‘
= - - '-..] o B gl ; . ‘
—— P Tt il .":—‘ T u ‘ v e |

0\ TS i | |
WHAT WORKS: BRANDING CONCEPTS
IN THE CONTEXT OF CHINA

August. 2020

HONG KONG | BEIJING | SHANGHAI
www.daxueconsulting.com

""""" L 79, 4 ’ z _— ;,y B 7l | " — 7
o LIE N b : | oy B , \
. ~ L 4

dx@daxueconsulting.com X +86 (21) 5386 0380
TO ACCESS MORE INFORMATION ABOUT BRANDING IN CHINA, PLEASE CONTACT DX@DAXUECONSULTING.COM



Meaning of a brand and branding for us

66 €6
A recognizable expression A perception of one company

Steffi Noel Cassie Chen

€€ How an entity/organization is
recognized and perceived by
consumers

€€ A series of insignias that appeal to
consumer emotions and guide purchase
decisions

Zhe Tao Allison Malmsten

; B D

Brands are the nations of the 21 st century. They develop values,
communities, flags, territories.

Matthieu David

by symbol that consumers can

éé :
Adding value beyond the product or aasily identify

service itself

Mike Vinkenborg

é
A reference point to help the consumer navigate
an increasingly complex world

Remi Blanchard
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(13 _ _
The process of creating awareness and perception

towards the brand for the consumers

Min Chun

66
The simplified embodiment of a
complex offer

66
Building a strong emotional
connection with the customer

Sofya Bakhta Remi Blanchard

é

3
A system that structures the adequate expression
Matthieu David

of the brand identity
é6 Telling a good story; building

a solid brand moat which

&6 ensures consistency
Finding a group of people who resonate and

agree with your brand

Shuyi Han

Meina Dong
66

é6 Creation of a brand personality

Adding a spirit to a brand by showing at the
same time, its heritage, value proposition
and its future

Mike Vinkenborg

Steffi Noel



BRANDING TO REACH
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We all know what a brand is. But what exactly does it do?

A brand is the starting point and the face of a business strategy

3 functions of a brand: Components of a Brand

‘/ Navigation : Helps consumers choose between existing

choices on the market
VISUAL
\/ Reassurance : Reassures customers that they have made
the right choice by showcasing the qualities of the product
or service
\/ Engagement : Helps customers identify with the company Logos Name Symbols
and connect with others while differentiating themselves
Package Terms/
Design Phrases

Brand value is very much like an onion. It has layers and a core. The
core is the user who will stick with you until the very end

0 Edwin Artzt, former CEO at P&G

© 2020 DAXUE CONSULTING ihl .
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NON-VISUAL

Vision Values Promise

Personality Mission



What professionals say about crafting a brand identity

Brand identity fuels recognition and amplifies differentiation

Brand identity is the tangible expression of the brand and takes disparate elements
and unifies them into whole systems.

What are the tangible expressions of a brand? What are the 3 functions of brand identity?

Strong visual identity and brand design system that makes a A Fuels recognition
brand recognizable without the name or logo being visible

A Amplifies differentiation

HH A Simplifies fibig conceptso be
more tangible and concrete for the target audience
(wang wang)

Design plays an essential role in creating and building brands.
Design differentiates and embodies the intangibles - emotion,
oo context, and essence - that matter most to consumers.
¢ d Moira Cullen, Senior Director, Global Design. The Hershey
Company

© 2020 DAXUE CONSULTING
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What daxue consulting considers as brand identity essentials

Meaning

What the brand stands for; a big idea, or values,
and it can evolve overtime.

Hotel chain Marriot in Chinese is Wan Hao ( ),
which means 010, 000 weal
brand focused on the luxury travel market.

Coherence

Conveying a consistent identity in which the
company is clear about how it wants to be
perceived.

Entering China, L 6 O c c iképaits eriginal
skincare line and image as simple, fresh and
authentic.

Value

Creating value for your audience, such as having
corporate social responsibility, being environmentally
conscious, etc.

ICICLE, an eco-friendly fashion brand founded in

Shanghai, offers ethical products to its customers.

© 2020 DAXUE CONSULTING
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Brand
|dentity
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Vision

A compelling vision conveys how the brand imagines the

future and where the brand wants to lead its audience.

Coca-Co | a 6 s isvto csaft thenbrands and choice of
P_e drihke that pedple love,ao refresh them in body and spirit.

Authenticity

Making decisions that are consistent with the
brandds i mage and val
Arla, a Danish top-selling dairy brand in China,
emphasizes they are royally certified, and they
promise on delivering
products.

Flexibility

It is necessary to be flexible to the unpredictable market
evolution while maintaining the same identity.

Mc Do n ain @hina adapted their services in food delivery
and production during the peak of COVID-19.
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A
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Consistency is core to a strong brand identity, SUPERMONKEY shows us why
SUPERMONKEYGO6s br and recognition antd gifferenidtian imdhe face of competitors

SUPERMONKEY uses WeChat as their primary online platform to attract and retain customers. The
first thing one sees on their page are their selling points : i p &y the class, no membership card,
professional trainers, and no sales.0 Gyms are breaking out of the traditional long-term membership
deals. This matches with the modern Chinese consumer's desire for flexibility and instancy.

SUPERMONKEY #B4RIR IS

BT B, AHEFR, T3, RBHEHE.
BURIEK 39tk ! FiEREIRESESZ L. .

What makes their brand identity distinctive Location search Popular classes Class registration
and recognizable? iIn WeChat iIn WeChat in WeChat

SUPERMONKEY

Strong and clear vision as a trendy fitness center in

eight major Chinese cities: i S u [Ligey Super Me 0 5 7
- Hn

HA AT o) 2 HENS

Coherent store décor as a self-served gym; yellow =
energy, gorilla = power, black = Contrasts with yellow

Ublqunously I_oce_ugd in malls around office areas for canoince! g
urban working individuals Qe Qo

<]

CARDIO GO ®&#. .. BUTT GO & HkR 7.
197EmM

Convenient pay-per-use model through instant class RSN

registration in WeChat mini program
J Prog rore 60 | YOGI GO

Q ELEE 3
s u P E R M 0 N K E Y S
® 61 EM

Super Life Super Me =

© 2020 DAXUE CONSULTING ihl .
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Brand equity 1 s al/l about customerso p

Brand equity = brand awareness + brand loyalty + brand image + (brand elements + marketing activities
and supporting programs + brand association)

Extent to which customers are able to Tendency of consumers to
recall or recognize a brand continuously purchase one brand's
A TOIO'Qf'mlhndti) cor:jsumers (@) |il products over another
mention the bran
oS . :
4 ,Sb\?ggéénfgnusszqers i ?« 3o eQ\ One brand-building goal is to
. _ & strengthen the size and intensity of
kL\owmgtf[he Ibrand after being %‘o @ (\oz each loyalty segment
shown stimulus (5?5'& S
‘\"}(\ N Brand Elements Marketing Activities + Brand Associations
e —— Supporting Programs
g Together’ all elements The number Of. marketing Anythlng that
A set of beliefs consumers hold about of the brand work as  activities is limited only by - connects the
2 brand a psychological your imagination customer to the brand
o trigger or stimulus _ _
Conveys emotional value and not just that causes an It must align with local Include product
a mental image association to all culture and tastes attributes, design,
other thoughts one N _ user imagery, product
has had about this Digital and mobile breadth, innovation,
brand marketing are a critical part brand personality, and

of the mix for reaching symbols
© 2020 DAXUE CONSULTING
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Name

The Chinese name is a phonetic
translation . When combined, the
two characters inspire
perseverance . Its name is also
simple, has a direct product link, and
has a positive meaning, making it
easily reachable to local
consumers .

Symbol

Nike is the Goddess of Victory in
Greek mythology. The Swoosh logo
is derived from the g o d d eveng 0
0 s w o owhibh, sfmbolizes speed,
power, movement, and motivation .
The tick mark also stands for
Ocor ramct fi g e sapplicable to
many cultures.

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED

What drives brand equity? (2/4)

Brand el ements are jJjust the start

1 BRAND ELEMENTS

Logo, name, term, symbol, design, etc.

M

Nai Ke
endure overcome

ihl .
daxueconsulting

of a customer (

Logo
The Swoosh logo is one of the most
recognizable and valuable brand
logos in the world. The logo and the
Ni k drédemark i J uBotl tmake
up the core of the brand.

Design
The simple design conveys motion
and speed, and it illustrates half of a
running track. When placed on a
shoe, the logo design also looks
clean and classic, also making it
memorable to the consumer.

10



What drives brand equity? (3/4)

Mar keting activities build on Chinese customer s
MARKETING ACTIVITIES + |
2 - LunarNewYear:TheGre_atChasellee c ~»
SUPPORTING PROGRAMS ‘ I T
Aculturally conscious Proroommo & hramdgs p@dudisrtraoncgh 0usfurapyr o g Bl . al Iy
campaign is a quality conscious means
campaign e —
Ni k e @020 Chinese New Year ® 1-6 from RIS
advertisement tells a coming of age WYF, LiRFTEE
: . . MIRBIE Lk, BSILBRER L
story featuring a Chinese girl and her DEBR, SERELE
connection with family, while promoting BSRE, EIR2H—E

running shoes. Chinese consumers
appreciate  how much a brand
understands their culture , earning the
campaign much social media buzz.

HITETFRIL# CINIKE RO S 55

i

Y

4

MIN SIHL MOV HONIHLON dT10H

LS | ]
}-r

=l
-

MHNEE, BRTFEE

d ihl i
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What drives brand equity? (4/4)

Associations are the immediate connections a customer makes with your brand

Innovative Technology Success and Achievement
Nike has established themselves as Ni k ese sf celebrity endorsements
an industry leader in technology 3 makes consumers associate ideas
development , with new and of success, talent, and winning
improved  products year after with their products.

What comes to mind when a consumer
thinks of a brand, such as a person,

'I'HIS IS TRASH. place, or thing

EREEH . .
) NBe a little bit

it

another.

Zhou Dongyu

High Quality Products Sports
Over the years, N1 k drarsl equity Justdoit. Nike associates its brand with
n China has increasingly become a = famous athletic celebrities with
Zgand V\\IIV:”h Styl(lzs:nsj:;ii faszz)\:le similar personalities as the brand.

' They are mostly high-acheivers.

associated their products with
style and performance .

© 2020 DAXUE CONSULTING il . 12
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Each customer touchpoint is an opportunity to communicate (1/3)

Touchpoints drive brand awareness and brand loyalty

A customer touchpoint is any bit of interaction or communication made between a
brand and its customers, from when they first become aware of it, until they dispose of it.
An identity should be expressed in every touchpoint.

Brand

R ;ag Brand Loyalty
wareness

Employees & | :Iﬁ

Customer Service

Business Main Customer

cards Touchpoints
in China

Packaging Events

‘v‘l@ Brand’s Social
=%+ MediaAccounts

© 2020 DAXUE CONSULTING
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Discovery touchpoints in China: Fostering customer-brand connection (2/3)

lllustration: What triggered Chinese consumers' interest in luxury brands/products?

Di scovery touchpoints by consumer attention i n Ch
(2019, % of consumer 6s attention, rounded to the nearest
_ ~ _ _ B Oniine/mobile
TVC/Print/Event/OOH [ 10% - Offline marketing (10%) ¢} ——

-

Online word-of-mouth || GG 10°-
Offline word-of-mouth [ 15%
Offline store _ 20%-:;- Organic traffic (20%) =
Third-party EC |G 119 B
Digital ads ||l 3%

>~ Earned traffic (25%) &

Smy o=

Other digital media [55~ 00
traffic (22%) T

L ' 1 --I
~7
\}

Brand web and mini- _ 8% 55%
ptogram -7 of luxury con
Other social media | 3% M attention for discovery
Brand social media : . . touchpoints are online:
o 2 I 7 . Social content traffic (24%) [ ) cocial madia. ofher
Wo I 1 | dlotia channels, o
(Wechat/Weibo/Red) ! online word-of-mouth

© 2020 DAXUE CONSULTING 14
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Chinads strong digital | andscape I s ba

Interconnected digital touchpoints make for a frictionless customer experience

One O b s er v e aninaeasingly more digital and mobile -
centric lifestyle in China

Wi t h the r i s$nkiple@uhpoifts and a fragmented - -
consumer shopping journey '

Omni-channel
experience

offer smoother user navigation  from
So, brands BaficGekeratibn Grombs) and conversion
platforms (sales)

Frictionless access to
products & services

© 2020 DAXUE CONSULTING 15
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Consumer expectations in China are extremely high,
and they expect a seamless experience. hey dona
see the difference between the online and offline world,
and therefore expect all the brand touchpoints
to fully reflect the brand

Louis Houdart, Founder & CEO at CREATIVE CAPITAL

© 2020 DAXUE CONSULTING
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Create clarity from chaos: Build a brand hierarchy within one company (1/2)

Get a clear view and organize different subsections of your brand

Brand architecture: the interrelationship of the parent company, subsidiary
companies, products, and services within one organization.

Master Brand
Key gquestions to answer before deciding on brand architecture:

A What are the benefits of leveraging the parentc o mp a idgntity?

A Does the positioning of the new entity require distancing from its parent
company? (e.g. in the case of 2 very different industries)

A Will co-branding confuse consumers? (Current and prospects)

Sub-brands

A Should we ensure that the parent company is always visible in a

secondary position?

A How do we brand this new acquisition ?

© 2020 DAXUE CONSULTING il . 17
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The types of brand architectures with Chinese examples (2/2)

Branded House House of Brands Hybrid

Combination of other types;

One strong master brand, and all A portfolio of independent
sub-brands use the same master brands, each endorsed by the Offers the flexibility of having
brand and only differentiate in Company oversees a set of organizational parent brand. The multiple tiers of distinct
their descriptions. independently-operated brands. sub-brands benefit from their hierarchies.
It capitalizes on established The parent brand is primarily association with, or endorsement A hybrid model offers the
customer loyalty where important only to the investment from, the parent. flexibility of having multiple tiers
audiences care less about community. An endorsed strategy is one of distinct hierarchies, including
product features or benefits than where youdl | fi|n|dvayirodeyelsgfimarket-facing e
they do about the central brand Abrought t o ¢ frangssubservient sub-brands.

promise they know and love.

ﬁ?“ I T A\a;'\;loﬂ ),,S}”g

Hoftels

X8 ThALLCOoM 5cm b +a b COURTYARD F;\@:LD ﬂ n ﬂ
' . e = mizes  BEZR  mizEn
XjgEm  xpEw || 122U cnocootat:
CHAOSHI THALL COM THALLHK _ ’ Resi&snce Tuu;ltjﬁﬂ_l;u:;._ @ v
tout a OOUp m Marrioft Marriott ErORBE BN RREE
18
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What does this all mean for China?

Treat branding in China like a new chapter

Entering China Is to start again.

Matthieu David, Founder & CEOQO at daxue consulting

Any brand must reconsider the basics when entering the Chinese market,
even brands which are well-known and established outside of China.

© 2020 DAXUE CONSULTING
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JellyCatst ays versatile to enter Chinaos

The British brand earns success with strategic branding on Tmall

Appeal to Chinese consumers

Change in brand positioning

Initially positioned as a ¢ hi | dtoye Briish brand JellyCat d i d n @ tycar cossip: xme=mmmsAms: o _
generate as much revenue in China. It was rebranded as more of a JELLYCAT (- Highlighting  that their products
. : . (- are popular among the royal
fashionable accessory instead of a toy, which appealed to young i .
h ¢ JelvCat inside their b ; th  work R e family shows they are worth a
women who put JellyCat inside their bags to accompany them at work. mg{ﬂ%ﬁ; higher price than local
IS, competitors.

8:30 am

FEREBREERK > SRESMENSE > HEHT TN - 4 RKMBLE TG — .
ooy ) . Success:

#1inT ma | |
plush toy
category

".- 9:00am
HER 2] AR 0 FFARTCHER T RS A — B~

L
v B
- e
{ = a

© 2020 DAXUE CONSULTING il .
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Emphasizes that a JellyCat toy
has grew up with Princess
Charlotte to  protect and
accompany her.

20



We used a lot of UK-related elements to show
the product was premium. To create a storytelling,
the royal family was the theme that we used

[a few years back].

Renata Thiebaut at Web2Asia, Tmall Partner agency of JellyCat

© 2020 DAXUE CONSULTING |I|I o *
ALL RIGHTS RESERVED daxueconsulting X web2asia



By-the-numbers:
Brand Measurement

© 2020 DAXUE CONSULTING 22

d ihl ki
ALL RIGHTS RESERVED axueconsulting



How to calculate the value of a brand

MARKET SEGMENTS

Financial Demand Competitive
Analysis Drivers Benchmarking

Intangible Role of Brand
Earnings Branding Strength

Brand
Discount
Rate

Brand

Earnings

BRAND VALUE

(net present value of future brand earnings)

© 2020 DAXUE CONSULTING il .
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Market Segmentation 1 Divide the market(s) into
mutually exclusive segments

Financial Analysis T Assess purchase price, volume,
and frequency to get Economic Earnings

Role of Branding i Represents the percentage of
Economic Earnings the brand generates; multiplying the
Role of Branding by Economic Earnings yields

Brand Strength T To determine the likelihood that the
brand will realize forecasted Brand Earnings

Brand Discount Rate i Add brand-risk premium to the
risk-free rate, which is applied to the forecasted Brand
Earnings forecast to yield net present value of the
Brand Earnings

Brand Value Calculation i Net present value (NPV) of
forecasted Brand Earnings discounted by the Brand
Discount Rate

23



Wo r |

= Chinese brand

Brand
. amazon

N

3 B Microsoft

+  Google

s VISA
T
7 Tencent iifl
8 FACEBOOK

9 McDonald's

10 . Mastercard
n = AT&T
=

19 LOUIS VUITTON

.
22 %fsmp

23 ' PayPal
« &
= xfinity
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Category
Retail

Technelogy
Technology
Technolegy
Payments

Retail

Technology
Technology

Fast Food
Payments
Telecom Providers
Telecom Providers
Beverages
Technology
Tobacco

Retail

Technolegy
Alcohol

Luxury

Logistics

Apparel
Entertainment
Payments

Fast Food

Telecom Providers

Brand Value
2020 8Mil.

415,855

352,206

326,544

323,601

186,809

152,525

150978

H7190

129,321

105,833

94,662

84,022

83,667

58,247

57,585

57,578

53755

51,777

50,748

49,962

18802

48,453

47753

16973

Brand
Contribution

4

4

= not in China

Brand Value
% Change
2020vs.2019

+32%

+14%

+5%

+5%

+16%

+15%

+18%

2%

+0%

+4%

-3%

-19%

+8%

+0%

+58%

+10%

-8%

+5%

-14%

+10%

+4%

-4%

Rank
Change

LN - N N N R

27

28

39

40

4

42

43

16

a7

48

49

Brand

NETFLIX

Walmart
Spectrum»
Instagram

>
accenture

IcBC @ hEIARG

l’.I;II
CHANEL

I\ Adobe

o=n

2 YouTube

DEEE

PING AN
-l

HEF E

SAMSUNG

&
=

Linked @)
LOREAL

PARIS

V2 HuawEl

. ) TOYOTA

Gguccl
ORACLE

MastValuable Brands in 2020

Category
Entertainment
Retail

Telecom Providers
Technoclogy
Technology
Regional Banks
Telecom Providers
Technology
Luxury
Technology
Telecom Providers
Entertainment
Insurance

Luxury
Technology
Technology
Regional Banks
Technology
Personal Care
Technology
Payments

Retail

Cars

Luxury

Technology

daxueconsultin

Brand Value
2020 SMil.

45,889

45,783

42,97

41,501

41437

38,149

37,297

37,257

36,120

35904

34,583

33,976

33,810

33,008

29,168

29,412

29,333

28,677

28,388

26,925

Brand
Contribution

3

2

Bramd Value
% Change
2020 vs. 2019

+34%

+24%

+12%

A%

+6%

-1%

-16%

+17%

-2%

+29%

-12%

+15%

+15%

+T%

+T%

+13%

+31%

+4%

+9%

+35%

-3%

+8%

+2%

Rank
Change

Country
of Origin

BABRSABEIRIME®ID R

<
o

Ly

iR W

Brand Value =
Corporate Earnings x
Attribution Rate of the

Brand

ISR [ :
i 20% of the top |
| 100 are tech |
i companies i
252000 pMac o U NS oy |
o, . |
| 18 Chinese |
| brands are in |
I the top 100 i
S |



10 Chi

= Chinese brand

Top nese Brands

= not in China

and

o | +58% Moultal 1 Alibaba 140,953
@) | +47% |instagram 2 |Tencent 138,158
@ | +40% |Lululemon 3 ICBC 40,725
Cosrco |  +35% Costco 4 China Mobile 39,103
NETFLIX | +34% Netflix 5 Moutai 36,555
amazon|  +320% | Amazon 6 |Huawei 33,167
Linked ) | +31% LinkedIn 7 Ping An 26,967
2 Microsoft | +30% Microsoft 8 Baidu 26,710
A'd‘,,‘ i +29% Adobe 9 China Const. Bank 22,841
| +27%  |Meituan 10 [ | 21183

© 2020 DAXUE CONSULTING
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Alibaba(
e

&t

Tencent

2 HUAWEI

PEIET
PING AN

0
Bai®¥EE
Ny

MEEISRT
China Gonstnuction Bank

¥ JD.COM
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The first step in establishing presence in China (1/5)

Chinese brand naming process: 80% research and 20% creativity

Unique challenges of naming in Chinese Examples
A 9,400 characters , of which only 3,500 are frequently used C f (»
A Literal, cultural and historical context for each arrerour The three Chinese characters

character [ = . m — cpmbined means dring happiness
A Balance the tones so that it flows off the Chinese tongue % | \ JiruoL Far%?: joy home, @hich attracts local

A Check the meaning in different dialects home happy fortunate consumers. It also reflects a

L. ) positive image as a grocery retailer.
Characteristics of a good Chinese name

A It is descriptive, easy to remember and conveys a L. ng YOong

specific  feeling H AT The naming is consistent with the
A 1t differentiates the brand  from competitors and is LlnkedMQﬁ* pl at f % camdest  for  young
visually and acoustically appealing / N : : -
A 1t conveys the history of the brand  and its essence leading talents/elites professionals 1o achieve  their

dreams in the workplace.

Fundamental naming principles in China

A A Chinese name should reflect the b r a n dttéitaites . It

does not necessarily have to be a direct or phonetic Although 6 Bi 1 ghe pronunciation
translation of the original name B' B0 Y3 ng for sickness () in Chinese, the
A The emphasis on auspiciousness, good fortune, Ing c o mp a nGhinese naming leads

happiness, power, and status is highly important in \ people to think of the phrase

Chinese culture ding ¢ t Ores po r'ltd)'i regery request
A Brands must be aware of the intellectual property responding to every request ¢ o n s i switte its tppsiioning as a
regulations in China fast and efficient search engine.

© 2020 DAXUE CONSULTING 27
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Luxury brands often earn easy-to-remember nicknames in China (2/5)

Using a nickname to identify a brand is common, especially for beauty/cosmetics products

< Q#f# fAYang Shu Lidno-
Po_sts Storé Users
General Hot New Video ®  Filter ¥
el a4 INEF S8 B E [E

—

YSL
VINYL CREAM LIP STA!
#433 BEIGE REMASTERED

BRRANRER! ARE~
B ETE 433 XER...

O vasie Q© 9377

HEM! IXEZRNES
ZOMNYSLAE! L.

8 91

YSL nickname search on
Xiaohongshu (RED)

Q 7542

© 2020 DAXUE CONSULTING
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- Consumers have given Yves Saint Laurent
(YSL) a nickname that is easy to
remember and to refer to.

Estée L a ud e rsigsature  product
Advanced Night Repair serum earns the

nickname i L i Brawh Bottle.o

Simplified nicknames helped:

\/ Customers not yet familiar with a foreign
| a n g u argneneiation

\/ To remember brands and products

\/ Foster a particular relationship with its
audience

il .
daxueconsulting
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< Q/vs#E ALIittl e Br own
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General Hot New Video ®  Filter ¥
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=
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& v QO 6049 @ FENMESN Q 12.8k

Esté Lauder product nickname
search on Xiaohongshu (RED)
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7/ Criteria for a brand name in the Chinese market (3/5)

Breadth

Does the name have rich implications and varied associations ?
Does it have sustainability and preserve possibilities?

Semantic Value
Does the name convey the right idea and attitude ? What

does this name imply? (luxury, premium, niche market, mass
market, high-end, affordable, etc.).

Strategic Impact
Does the name align with the business objectives? Does the
character appeal to the type of products/services?

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED
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Appearance

Is it easy to recognize and remember, and easy to match with
other characters? Does it lend well to the graphic presentation, e.g.
in brand architecture, in a logo, or in an ad?

Distinctiveness

Does the name stand out from competitors? How is a given name
differentiated from its competition in terms of form, meaning,
sounds, tones , etc.

Pronunciation

l's it easy
comfortabl e

and
name,

to pronounce
saying the

Sound

Does the name sound pleasant to Chinese ears? Is the brand
name phonetically similar to the original name? E.g. Phonetic
similar/match to other languages
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Approaches to translations in China suggested by daxue consulting (4/5)

Phonetic Translation Literal Translation Dgscrlptlve/ .
Evocative Translation

Chinese characters that are close to the

original pronunciation and easy to
pronounce .
Examples:
Mc Do n ad d d@bs (Mai dang lao) [V\
=455
Subway = (Sai bai wei) SUBWAY*
777777 -4 3
Original Chinese |
Gucci
Missoni

Gianfranco Ferre
Paul&Shark
Marlboro
Chanel
MIU MIU
BELLE

Characters that most closely translate
the meaning of the original name.

Examples:
Burger King =[] 3 (Han bao wang_@'ﬁ"%
= the king of burger) R
Apple = B (Ping guo = apple) -/
Original Chinese
Mango
Blue Girl

Banana Republic
Le coq sportif
Oasis
Old Navy
Playboy
Saint Angelo

Chinese name which is more descriptive
or evocative of the b r a n idehtdy .

Examples: ,

Ariel = (Bi lang = green wave) AeL

Pizza Hut= 0 W (bi sheng ke P
2#*

= must win customers)

Original Chinese

Kenzo
Lacoste
Baby phat
Basic House
Etam
Issey Miyake
Lancy From25
MUJI

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED
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Daxueconsul ti ngds brand naming process

PREPARATION NAME DEVELOPMENT
e Based on our research findings and Br oQrur creative experts will gather and sort a list
objectives we will write a CREATIVE BRIEF. of at least 15 names for the brand.

INITIAL RESEARCH KEYWORD GENERATION

Understand your brand during the kick Our experts will brainstorm and generate
off meeting through a series of as many as keywords as possible that
pre-defined questions on the relatetobr anddés producit s,
client's brand identity purpose, vision, and values

| l

BRAND POSITIOING INITIAL NAMES LIST

Getting comprehensive understanding of Our creative experts will gather and sort
Brand competitors and the target a list of at least 50 possible names for
consumer group based on offline and Brand cross -checking against the
online resources dods and donodts

BRIEFING SANITY CHECKING
dentify the Br andos i Pd-the t A Dialect checks (Cantonese,

central theme that resonates throughout Shanghainese et(_:.) 0 av0|d_ phrases
: : that sound offensive or odd in other
everything they do, and find the most

7 dialects
accurate and inspiring way to convey A In-depth legal checks including
that message

trademark and domain checks.

© 2020 DAXUE CONSULTING 31
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Make the most out of product design & packaging (1/3)
The secret formula to approaching design: MAYA T the Most Advanced Yet Acceptable Solution

The principles used in successful packaging & clarity,

emotion, and a natural reading sequence 6 apply to every

type of brand design. In the world of branding, thinking in 01:50

11.05.2020

fresh ways is important. It requires looking for MAYAO the
Most Advanced Yet Acceptable solution , coined by
Raymond Loewy, industrial designer of famous designs
such as the Coca-Cola bottle and iPod. He sought to give
his users the most advanced design, but not more
advanced than what they were able to accept and

embrace.
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Optimi zing

t he

NnmMmoment

of trutho with

Packaging is so much more than just placing your productinaboxd i t 6 s an

Stimulus

The consumer has the
idea to buy a product
from stimuli such as

advertising, emails, or

word of mouth.

© 2020 DAXUE CONSULTING
ALL RIGHTS RESERVED

opportunity

Zero moment
of truth

The consumer is looking

for information on
Chinese social media
and marketplaces.

The design of your
product can be a first
differentiating factor.

First moment
of truth

The buyer is in front of

your product in-store or

online.

Here your packaging

design has a major role
to play: to attract the eye

of the consumer and

make him/her want to

spend money in a few
micro-seconds.

Second moment
of truth

The buyer opens and
uses the product at
home.

You must offer a

perfect unboxing

experience, your
packaging has to be
convenient, secure,
and frustration-free.

Ultimate moment
of truth

The buyer conducts
product reviews and and
engages in social media.

Your packaging will leave
an impression on the
consumer, allowing it to be
shared on social media
and recommended. It may
also be disposed, thus
sustainability is a
consideration.

Decision &
Purchase

il .
daxueconsulting

Experience

Shared
Experience
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The creativity and potential of Chinese brands
(rralsed by the ocreated | n
branding and packaging a priority in China  , in order to
stand out and build a real connection with shoppers

Matthieu Rochette-Schneider, Greater China General Manager at centdegres

© 2020 DAXUE CONSULTING I|I| . . EE 34
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Use design and packaging to make your brand stand out in China (3/3)

Product packaging in China is the most tangible representation of a brand for customers

The design of the hotpot brand
Xiaolongkan giftoox reflects the
culture of its origin, Sichuan , with the
giant panda and chili peppers as
notable décor elements. The giftboxes
N e also convey a sense of joy with hotpot
7/4,,, { / and the brand's image as trendy and
/ % 1 diverse.

/I(*

According to Steffi Noel, research project leader at daxue consulting,
here are tips for adapting packaging in  China

In honor of the Year of the Rat in 2020, ‘/ Adopt Chinese codes. The Chinese codes that brands use have become more subtle
the Japanese beauty brand SK-II has and sophisticated over the years. It is not enough to leverage Chinese clichés (e.g. a
collaborated with Disney to roll out dragon, the great wall, etc.)). Chinese consumers expect foreign brands to have an in-
an exclusive product for its award- depth understanding of Chinese culture.

winning product line. : :
gp Choose the right material that matches the value of your brand and product

<<

Offerafi s h a r esgpbrieneedthrough offering Chinese festival-exclusive products

© 2020 DAXUE CONSULTING 35
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The gifting culture in China is strong and part of
a traditional heritage [ €] Toget her wi
codes, branding and packaging are keys to lift a ritual,
a usage, tao trreeinndvée nt a

Matthieu Rochette-Schneider, Greater China General Manager at centdegres

© 2020 DAXUE CONSULTING I|I| . . EE
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A good first impression offline starts with interior design (1/2)

Especially with the rise of new retail in China

Consumers are going out for an experience , which is why many stores are now
Branded interior design is a critical tool to: turning into showcases and not merely a place to sell products. With 020 and the
rise of platform businesses, differentiation and creating a brand image is more
difficult. In order to gain visibility and create a strong brand image while

‘/ Enforce and strengthen your business enhancing customer experience, design of a store becomes more important.

\/ Reinforcing your customer bond i
AN e

HIL J4 A

\/ Improve the overall experience

Nike Shanghai Innovation House Apple Store in Hangzhou

In the O20 era, interior design becomes even more important than it used to be. A well-designed boutique or office
is a modern business card and a territory for communicating with clients and partners. The interior design is an
ambassador that allows a brand to be more persuasive and helps to form the attitudes it wishes to express.

d Sofya Bakhta, marketing strategy analyst at daxue consulting
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A modern integrated retall is full of opportunity. To do so,
It needs to provide unigue sharable experience.

his can be expressed through a special service,
limited edition, and/or special design.

Louis Houdart, Founder & CEO at CREATIVE CAPITAL

CC 3

ilil .
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An innovative in-store experience: Particle Fever (2/2)

Daxue consulting sees interior design as an opportunity to create a memorable impression unachievable elsewhere

Shanghai-based designer sportswear brand Particle Fever aims to stand out with avant-garde designs and
i nnovative fabric. l'ts retail st or es )ealdvioglcgnsumérgto c o n ¢
have an immersive experience ofthebr andds i ntersection of fashion

A distinct store design -
creates a memorable = &
impression for its customers

in consistent with its brand

g w; w‘u o
identity of avant-gardism a L ¢
&l _

and tech.

In-store
engagements
enhance
consumer offline
experience unmet
online and fosters

customer loyalty.

Store in Beijing

PAR - TI - CLE FE Y - ER

li!.b)'

Store in Shanghai

© 2020 DAXUE CONSULTING
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A shop selling products is in competition with platforms
such as Tmall who will have more styles and maybe better
prices. However, a modern integrated retail is full of
opportunity. To do so, It needs to provide unique
sharable experience . This can be expressed through a
special service, limited edition, and/or special design

Louis Houdart, Founder & CEO at CREATIVE CAPITAL
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Concept 1. CustomersoSweet Spots (1/2)

Find shared interests between your brand and its target customers

(1) Branding driven by product offerings lacks customer engagement. So, brands need to (2) connect with important elements relevant to their
customers (i.e. sweet spot) in order to (3) create a shared interest idea or program.

Cu st o m&wedl Spots Pampersk,.

: : hin tomers are not motivat
Offer-driven branding lacks customer AR CUBIIMETS Glfe ol [Medylioel oy

& values

engagement dryness or convenieqce
(Pampersoé offer

A % _________________________________________________________________
e I T i
|
i 2 Connect with important elements relevant Chinese cugtomers are motivated by Custon_1er expertise
| to customers uninterrupted sleep 60s int
|

Pampers | aunch the
campaign

The goal i's to firesonat e, break out of the
programs can be developed.

i David Aaker, consultant and author of Aaker on Branding
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The right question Pampers asked: What about diapers appeals to Chinese
consumers? (2/2)

Pampersr eaches Customer 6s Sweet Spo-offerlyendtanding i ng a

2006: Markets = Pamper s CI RQOk eron®tes diapers as helping
Dry?® babiessleep
X %
NO SWEET SPOT } NO SWEET SPO SWEET SPOT

———————————————————————— - <

Pampers.

P a mp ebramding message did not align with
Chinese c 0 n s u Mmeads i6 1998 and 2006.
With the Golden Sleep campaign, they reached
a sweet spot by promoting diapers as useful
in sleeping, a clear advantage over the
culturally popular split pants.

Importance Dryness of

of sleep Pampers

GOLDEN SLEEP CAMPAIGN

Goal Implementation Result
@ Frame Pampers as an aid to J]ﬂ% Scientific research (proof that it 200,000 posts of sleeping bab ies
sleep improves sleep)
R
;@%’ Engage customers @ Large marketing campaign YOY sales volume grew 54%
Mum posts pics of their baby sleeping Sgl > 100,000 new members to

ul Pamper so Mu4rgs Cl u
© 2020 DAXUE CONSULTING 1] .
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Concept 2: Brand Promise

Brand promise reflects a brandodbs consi stency I

A brand promise is what the brand must be and do for its customers , and itis an
extensiFon—of—a -companyos—positioning. Brand

Example in the Chinese market
The iconic 60-year-old Chinese candy brand White
Rabbit Creamy Candy ( ) is a childhood
favorite of many. The brand not only evokes a
nostalgic childhood feeling  for Chinese
consumers, but it also holds a health -conscious mﬁ)ﬁ lew/”}}
promise to consumers by maintaining a
traditional recipe . According to their official website,
A Wh iRabbit selected the best raw material. Each

pot of syrup is hand-made for 40 minutes by the . §§:§ 57u/s 508 §§§§ 5;‘;,
workers.o An innovative pop-up store in o | P T
Shanghai (June 2020) with games and . &Q é(ﬂ
offline retail, hoping to bring back i —% > 3

childhood memories for consumers pay O T W""E“m"

© 2020 DAXUE CONSULTING il .
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Concept 3: Tribes (1/3)

Tribes serve as an effective branding tool in the digital age

A tribe is a small group of consumers who have a common passion , who share and
interact with each other on social media and can be targeted for marketing purposes

They form strong
communities that influence
and inspire each other.
They use communication
platforms that a
brand can use as
touchpoints

These tribes
recognize
themselves in a
brand®ds

They are forward-
thinking and
embrace trends
early

They have digital
influence and
resonates with their
communities

© 2020 DAXUE CONSULTING
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The interaction between brands and tribes (2/3)

Brand makes use of a tribebbs high soci al medi a engage
Spontaneous interaction about
Tribe common passion points
Share content about their lifestyle,
“ Q ) consumption habits, life values -
Entertain, support _ Influence and recommend
each other and build a I \r/]arlgus I to each other new
community bond BRAND toug .poir!':s &z products, brands, venues
. . : inject its L. .
High social media usage messages within Inspiration & organic trust
this loop A

v

A

/
@ League of Legends. -
a <0

Consume and seek

common experiences N Go tvery emotional playing
Champions League for the first
Organic posting about their inspiration time, | got my blood pumping.
and trust toward brands will influence This is the real League of
other communities and users looking Legends! Come challenge me ! 0
up to them thanks to their trend-setting _
quality Source: Weibo
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ALL RIGHTS RESERVED daxueconsulting



KFC China: Finding common ground between fried chicken and sports (3/3)

The brand targets e-sports and basketball tribes

KFC China identified two tribes to create discussions and events around its brand. The fast-
food company thus aims at being at the center of attention of the conversation of the tribes.

KFC TRIBE
Trithe: A\ IDENTIFICATION Tribe: B
KFC China & League of Legends (LOL) KFC China & 3X3 basketball
Sponsor e-sports team RNG ;‘?; Creation of 3X3 youth league
SR

Decoration of restaurants with an a 430,000 students from over 4,600
LOL theme schools
Colonel Kl prediction of games
during tournament

_ l Presence of Yao Ming at KFC

basketball events

36 millions topic views and
2 million comments

© 2020 DAXUE CONSULTING
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Concept 4. Brand Activation Toolkit
Daxue consulting identifies tribes and monitors their behavior to formulate smart marketing activation

recommendations

Daxue
consulting 6 s
Brand Activation
Toolkit ]

Scope of research
o Benchmarking of

_ \ Identlflcatlon of tribes
com etltoros\\audlence . f
P \\ Tri beds el ectiaon

Tri beds me mbers

values

o Consumer trend analysis

/

Specification of the
selected tribes

1. Where do they talk?

Social media
involvment ratio

Blog/ forum analysis
Key platforms analysis
Offline events
identification

Offline locations
identification

‘ ; Tri beods

2. What do they talk\‘a\bout?

Related topics of /
discussion \ /
Hashtag analysis \ /
KOL analysis \ /

Marketing activation recomm

Methodologies:

0 Social media monitoring

o E-commerce data
scraping

Tri beds
demography

/3. How do they talk?
- Emoijis analysis
- Social media related

keywords analysis

- KOL communication

analysis

- Visual identity
- Tone of voice

endations

me mber

4. When are their
key moments?

analysis

- Daily routine
- Activity related

journey

- Seasonality analysis
- Peak research
- Key life moments

time

© 2020 DAXUE CONSULTING
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Concept 5: Brand as an Asset (1/2)

Higher levels of fame and uniqueness are the goals of brand assets

Brand assets are all elements (i.e. tangible & intangible) that make your brand
distinguishable from others and that make it valuable.

Distinctive Brand Asset Grid

Types of brand assets

) High
& Logo ¥ [ FAVORED ]
. smel
Likely to evoke Can represent
jl% Mascot competitors the brand
|:| Slogan
Ignore or test Invest potential
Qb Shape
Fd Jingle
[T] Typography Low Oniqueness > High
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Examples: Types of brand assets (2/2)

Your Dbrand assets belong to your brand and shoul

i o are worth ito

______________________________| | | |
A Mutiple petals A New fragrance system A Stands for loyalty and A Direct association with
unique to the brand I ntegrity (JDOs L6 Or ®all I n Chin
A Upward movement
A Fresh and natural A Fosters brand recognition A Aalt is also a |
A Distinctive components | o vFean Bingbing
overtime A Homogeneous smell A Featured in animated
across all locations movies A Dedicated Weibo page
Huawei logo evolution Recognizable hotel scent A film featuring mascot L6 Or ®a |l adverfisement e
|
Huawei Technologies
ihl . 50
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