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			Preface

			This book explores the intrinsic value of branding and the critical role artificial intelligence (AI) can play in your current and future business success. The need to create compelling strategies and consistently grow brands stems from adapting to a dynamic market strongly influenced by ever-evolving technology. 

			Brand recognition is a critical factor for business success in a highly competitive and saturated environment. Learn how branding is directly proportional to profit and return on investment at the organisational and individual level, and how to measure it. To illustrate this, we analysed case studies of successful and unsuccessful marketing strategies of major brands to demonstrate their impact on brand perception. The book further explores the role of AI in branding. 

			AI helps companies achieve their highest goals through targeted marketing using unbiased information gathered by machine intelligence. It also points out the limitations of AI and factors to consider when relying on machines rather than human capabilities. The future of AI appears to be clearly intertwined with marketing initiatives, detailing the sectors most likely to be affected.

			Open the doorways to the sector of branding and synthetic intelligence, the destiny of constructing green revenue! Unlike something else out there, the ee-e book is a real and lucid illustration of what branding is and the position it performs with synthetic intelligence withinside the achievement of businesses. The ee-e book might be singularly profound to entrepreneurs, advertising professionals, logo strategists, students, and all and sundry desiring to take a hungry chew out of the expertise repository constructed from first-hand studies of making a logo from scratch and walking it correctly withinside the virtual age. 

			Explains in-intensity theories, tools, and fashions explaining the middle elements of making a success logo; Discusses how branding on an organisational and private stage is without delay proportional to earnings and go back on funding along side measuring tools; Includes case research that dissect a success and unsuccessful advertising techniques of massive brands; Covers the position of AI in branding, with its capacity in facilitating organisations in reaching their dreams thru centred advertising.
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			Chapter 1 Branding

			1.1	Introduction

			Branding introduces readers to the art and science of branding. A brand is more than just a logo that stands for the values and principles it offers. The name and slogan are the direct face of the brand and the first visible element that the brand projects to the world. Brands thrive when they are able to create a certain bond with their customers and keep them coming back to their products, despite the endless list of new products and brands that keep popping up like monsoon mushrooms. 

			Researching brand ideas helps in the brand development and branding process. Brand culture theory is further elaborated through the provision of enhanced enterprise brand models. Defining strong brand values allows consumers of the brand to measure those values against their own. Fundamental elements include brand compass, corporate culture, name and slogan, identity, voice and message, website and brand architecture.

			A brand architecture is a coordinated system of names, colours, symbols, and images that define one or more brands. Maximising credibility through branding opens the door to all corners of the world, making it the most powerful and cost-effective way to deliver a holistic branding experience to your target audience.

			Years ago, Aristotle’s footnotes, approximately Tragedy and Drama, usually acknowledged by most of the fanatics of literature as “The Poetics,” threw a new mild into know-how a style intricately woven with many complexities. The maximum terrific discovery that greater the know-how turned into the imperative concept of “catharsis.” However, ironic because it sounds, Aristotle by no means described catharsis regardless of being the defining detail of a Tragic play and to this day, catharsis is a defining detail without a right definition. 

			Defining a logo may be pretty a nebulous street due to the amalgamation of various principles that build up one’s know-how of the word. And one cause for that is that logo isn’t a mechanical issue displayed right into a linear set of phrases and sentences or as a substitute for a constant frame. The logo is set perceptions, and perceptions range from man or woman to man or woman, region to region. 

			A logo is the manifestation of the concept that human beings are quite various and examine the entirety via their custom designed clear out of precise reviews and choices. And this innate non-public detail is the supply of its increased potential. Despite technological advances and machines invading the world of uncertainty, the reality stays that human beings are emotional beings. Tapping into that supply is the first-rate manner to seize their interest due to the fact that whilst an enterprise or a product may be free, the non-public issue remains mild-years away.
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			Fig 1.1 Branding 

			https://www.imaginasium.com/hubfs/Imported_Blog_Media/Branding-Header-Desktop.jpg

			A brand is one of the company’s most valuable assets. It represents the face of the company in the form of a recognizable name, logo, slogan or identifying sign, symbol, word and/or phrase that the company uses to distinguish its products from others. You can use one or more combinations of these elements to create your brand identity. A brand is how a company is often referred to and they will be the same. A company’s brand has monetary value on the stock market (if the company is publicly traded) and influences whether the stock price rises or falls. For these reasons, maintaining brand integrity is extremely important.

			Despite the research and analysis to bring this idea down to a simple definition, customers may find themselves in unfamiliar territory as they may not be able to identify or highlight why they prefer a particular brand. Yes, and this factual lack of knowledge is neither empty nor hollow. Instead, it’s a vast space of possibilities and scope to build new and better realms, adding a new level of understanding to your ideas and if you’re faced with this dilemma, or want a more concrete idea, take Marty Neumeier, author and speaker on defining a brand by stating what it’s not. is the best. 

			“Brands are not logos. Brands are not identities. Brands are not products.” This is an ideal strategy, as sweeping away the negatives opens a more direct path to the positives. And, as we have already said, it is this personal element, or rather “intuition,” that makes up the pitch of the brand. Brands succeed when they manage to create a certain bond with customers who keep coming back to their products, despite the endless list of new products and brands that are launched daily. Therefore, it can be said that the impact on customers can define a brand. Because it’s exactly the customer’s journey back to the product.

			Another reason for the vague question “what is a trademark?” is its broad field and cannot be restricted by a fixed definition. Finally, the addition to the idea of a brand helps in the development of branding and branding.This fact is evidenced by the use of the word “brand” over the years. From mere naming tools used by ranchers to the ideas that dominate skyscrapers and sophisticated products, evolution is certainly picking up pace  and indeed, there is room for more. 

			Despite their ephemeral nature, brands are business tools that add commercial value. First, think of any brand that comes to mind, such as Apple, FedEx, or Coca-Cola. For consensus’s sake, consider Apple in light of the widespread popularity and acceptance of well-regarded brands. The Apple logo does not encompass the entire concept of “brand”. It turns out that the Apple brand is nothing in the truest sense of the word. You can’t hold it, you can’t see it, you can’t touch it. But that doesn’t negate the fact that the brand is the company’s most valuable asset. 

			This “brand” is why you can’t even pay for it or convince the majority of Apple users to taste or try another brand. Innovation, visionary, perfect Apple brand experience has become an integral part of the identity of many loyal followers. Because of this, his brand is his ultimate competitive advantage. Nothing else can match his pace. 

			A strong brand improves the ability of customers to choose your products and services over your competitors. Not only will you attract more customers, but you will also reduce your cost per acquisition. A brand is more than just a logo, it is the embodiment of the deepest principles and values that the brand wants to represent. Therefore, it deserves a rigorous focus.

			1.2	Theory of Brand Culture

			The theory of brand culture offers a deeper insight. The old branding model, based on building a fictitious external brand image, is no longer relevant, he said. People today want honesty and real connection. Brand culture theory provides an improved brand model. This suggests that brands can function like cultures in an anthropological sense. I use Clifford Geertz’s definition of culture. “It is a historically transmitted pattern of meaning, an inherited system of ideas embodied in symbols and expressed in symbolic form, through which [humans] communicate, perpetuate and live life. develop knowledge and attitudes about

			What do you mean? Well, let me give you an example. Suppose a culture, say the Hopi Indians, is deeply rooted in a set of core values. Habits of seeing the world and ways of acting in a world that does not change. This culture has survived hundreds of years of occupation, first by the Spaniards and then by the Americans, all due to unchanging values. But the same should not be equated with standing still. The Hopi culture has changed enough to adapt to the gusts of wind.

			Brand culture theory extends the same philosophy to brands. Based on consumer research by anthropologists, this is exactly how brands work. By building consistent brand values throughout, brands allow consumers to compare those values to their own. When consumers find a brand that fits their moral structure, they quickly associate with it. Works just like an employee. Brands are therefore more than just producers of goods and services.

			There is a well-established tendency for brands to uphold certain principles and values—those values that truly drive every action and conversation, both inside and outside the brand. This trend is often reflected in the variety of brand experiences that have successfully replaced older advertising campaigns. To better understand why your brand is so valuable, let’s start by breaking down its basic elements. Fundamental elements include brand compass, corporate culture, name and slogan, identity, voice and message, website and brand architecture.

			1.2.1 Brand Compass

			The brand compass shows the direction identified during the strategy stage and helps the company find a smoother path forward. It consists of five elements. Purpose, Vision, Mission, Values, Strategic Goals.
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			Fig 1.2 Brand Compass

			http://www.thinkingbusinessblog.com/wp-content/uploads/2014/07/BusinessCompass.bmp

			1.2.2 Brand Culture

			Company culture is the result of ideas based on core values and principles that act as a lamp on the road to brand success. It is a spirit of collective purpose in which diverse individuals collectively breathe for a single purpose. At the deepest level, company culture drives employees to work with motivation and determination, acting as brand ambassadors and flag bearers.
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			Fig 1.3 Brand Culture

			https://liquid-agency.imgix.net/wp-content/uploads/2014/10/brand11.jpg?auto=format

			1.2.3 Brand Personality

			A brand personality is a unique set of elements that make your canvas unique. It is the spectrum of thoughts, ideas and patterns that defines a brand on a personal level. It is the key that opens the door to healthy personal relationships with customers that can identify specific brands through personality-driven connections.
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			Fig 1.4 Brand Personality

			https://www.business2community.com/wp-content/uploads/2015/03/brandz-global-2012-brand-personality-chart11.png1.png

			1.2.4 Brand Architecture

			A brand architecture is a coordinated system of names, colours, symbols, and images that define one or more brands. A good advanced brand architecture is grounded in exhaustive research to improve the customer experience and has special conscious and intuitive elements. 

			Brand architecture systems can be classified as either monolithic, supported, or multidimensional. A monolithic brand architecture includes a specific main brand and several sub-brands. Approved pluralistic brands are parent brands that have a different relationship to the business they lead.
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			Fig 1.5 Brand Architecture

			https://www.feedough.com/wp-content/uploads/2019/10/google-branded-house.png

			1.3	Name and Tagline

			Names and taglines are the direct face of your brand, the first visible element that projects your brand into the world, so they should be treated with the utmost care. Naming a brand is not a random process. Instead, it takes a lot of planning, brainstorming, and creativity to come up with a name that resonates with potential customers and grabs their attention. Prove it. A company name conveys a brand’s unique value proposition, differentiates it from its competitors, and makes a strong impression.
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			Fig 1.6 Name and Tagline

			https://sgp1.digitaloceanspaces.com/quickcompany/blogimage/article/image/2068/slogans_and_taglines_trademark.png

			1.4	Brand Identity

			Simply put, compare your brand identity to the master stroke of a brush that separates mediocre paintings from masterpieces. A brand, not just a logo. His identity is a word that contains the rich joy of the brand’s most profound principles and values. A brand’s identity is the indelible mark it leaves behind. It’s all about the visual element, which is more of a poignant sensation than anything else.
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			Fig 1.7 Brand Identity

			https://www.business2community.com/wp-content/uploads/2020/11/1wxWwNFskr7vQPZrlaL72Tw.jpe

			

			1.5	Voice and Messaging

			Voice is what differentiates and differentiates your brand in the hustle and bustle of the world. It’s the human element that creates a strong connection with your customers and makes your brand identifiable. Voice conveys a brand’s purpose, promise, and personality in many ways, including advertising, marketing materials, and website copy. As long as your customers recognize your brand like an old friend, you can be confident that your “voice” will be heard and your message will get across.

			1.6	Brand Website

			The internet site of a logo is the platform in which the logo is considered and skilled with extended clarity. Compelling content material and attractive layout are the elements that gas a internet site to convey the logo to the forefront. With the appearance of technology, web sites are not constrained to the desktop. Instead, they open up the arena of the logo in each nook of the arena, thereby turning into the maximum impactful and cost-powerful approaches to supply a holistic branding revel in on your goal audience.

			A Brand may be considered as a polychromatic resultant of profuse conventional sociology theories: functionalism, battle concept, and symbolic interactionism.

			•Functionalism:

			This as a concept of society underlines the systems that create the society and emphasises interrelationships that preserve the society as an organism of its own, in a strong state. It shows viewing each institution phenomena as an act of maintaining the society collectively in a few manner and appears for the position that phenomena play. Successful manufacturers play a position in glueing society collectively, for example, Starbucks.

			•Conflict concept:

			First purported through Karl Marx, it’s a concept that perspectives society from a novel pinhole of perpetual battle due to opposition for confined resources. It identifies with domination and electricity as a manner to keep social order, as opposed to consensus and conformity. It states that  social 

			phenomena are a part of a conflict among the exploited and exploited; manufacturers are notion to be setting wool over the decreased classes’ eyes through instigating desires and for this reason distracting them from their actual circumstances.

			•Symbolic interactionism:

			This develops from the interaction among the critical self and the socially built self (the “I” and the “me”). It posits the perception of people’s specific usage of dialect to designate snap shots and ascribe everyday implications, for deduction and correspondence with others in unique circumstances. Brands mediate among those through serving as companies of identification and meaning.

			Ultimately it is the “why” and “how” rather than the “what” part of the question that is decisive. As far as answering that, we’re on a journey with finesse.To simplify this a bit more, let’s compare brand and story plots. In a story, plot is the determining factor of how, when, where and why. Similarly, a brand is a defining element that creates a strong connection with a company, both literally and figuratively. A brand is a whole at the same time and as long as we understand this idea, the haze will eventually change, allowing us to move more clearly through the smoke.
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			Fig 1.8 Brand Website

			https://virteomdevcdn.blob.core.windows.net/site-virteom-com/uploaded_media/virteom_com/Blog/why-is-branding-important-to-my-website__1536867282.jpg

			

			Quick Recap

			1.A logo isn’t a genuine science. It is an exhibition of the concept that human beings are very exclusive and consider the whole lot through their personal custom designed clear out or perspective. These feelings shape a particular connection or loyalty closer to a selected service or product.

			2.A logo is described as an figuring out symbol, mark, logo, call, word, and/or sentence that corporations use to differentiate their product from others.

			3.A logo is all approximately belief. A logo is a not unusual place belief human beings have advanced thru direct or oblique interactions, approximately an organisation/merchandise and/or its services.

			4.Despite their intangible nature, manufacturers are commercial enterprise equipment that power business value. It refers now no longer most effective to the income and partnerships it brings in however is advanced as an asset, which you could discover withinside the economic sheet of an employer as “Goodwill.”

			5.A sturdy logo improves the opportunities of clients deciding on your service or product over your competitors. That occurs due to their cap potential to hook up with their target market through their logo identification/ persona/experience.

			6.The essential factors of branding include—the logo compass, employer tradition, call and tagline, identification, voice and messaging, website, and logo structure.

			7.A logo compass is a valuable device for defining a course for your logo’s success. It guarantees regular messaging and identification throughout all touchpoints. A logo compass indicates the path discerned for the duration of the approach phase, thereby supporting an employer to navigate smoothly—it accommodates 5 factors; Purpose, Vision, Mission, Values, and Strategic Objectives.

			8.Company tradition is the fruit of a concept primarily based totally on centre values and concepts that act as lamps in your logo’s adventure to success. It’s how personnel sense concerning their work, the values they agree with, wherein they see the commercial enterprise going and what they’re doing to get it there.

			9.Brand persona is the spectrum of mind and ideas, and styles that outline a logo at a man or woman level. It is a hard and fast of human traits assigned to a selected logo in order that the patron can relate to it. Having a uniform set of developments that a focused person phase can experience drives up logo fairness withinside the market.

			10.Brand structure is an orderly formation of the employer’s series of manufacturers, sub-manufacturers, and offerings. Its formation structures may be labelled as both monolithic, encouraged, or pluralistic.

			11.The monolithic logo structure (additionally called Branded House) accommodates a selected grasp logo and more than one sub-manufacturers, for example, for FedEx (FedEx Corporation, FedEx Freight, FedEx Trade Networks, FedEx Ground).

			12.Supported brand architecture includes diverse and unique product brands united by supporting umbrella brands. B. Apple (iPad, iTunes, iPhone, iCloud).

			13.A multidimensional brand architecture (aka house of brands) is a group of seemingly independent products, recognized by their respective requirements, but not limited to a visible connection to a primary parent brand. B. P&G (Tide, Gillette, Oral-B, Old Spice).

			14.A business name conveys a brand’s unique value proposition, differentiates it from its competitors, and makes a strong impression.

			15.Brand identity is simply what your brand looks like. It’s all about the visual element, which is more of a poignant sensation than anything else. Colors, fonts, designs and shapes all fall under one brand identity.

			16.Your voice conveys your brand’s purpose, promise, and personality. Your tone of voice and message help your customers understand what you offer and why they need you.

			17.The brand website is a platform for seeing and experiencing the brand more clearly. Attractive content and attractive design are the factors that make a website bring its brand to the fore.

			Questionnaire

			1.What is Branding?

			2.What is Brand Compass?

			3.Explain the theory of brand culture?

			4.What is Brand Culture?

			

			5.What is Brand Architecture?

			6.What is Brand Personality?

			7.Explain what is the name and tagline in branding?

			8.What is Brand Identity?

			9.What is voice and messaging in branding?

			10.What is a Brand Website?
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			 Chapter 2 Brand Awareness

			2.1	Introduction

			As a continuation of brand building, this chapter explores the process and importance of building brand awareness in more detail. Investopedia defines brand awareness as “how familiar consumers are with the features and images of a particular brand’s products and services.” It’s all about the brand’s place in the customer’s mind, whether it’s on the top shelf, highly visible and accessible, or mingled with the rest, this chapter explains how a lack of brand awareness in a highly saturated market leads to a company’s products/services being lost in chaos. 

			We discuss Kotler’s theory of the effectiveness of brand perception, that is, the ability of consumers to identify a brand under a variety of conditions, which is reflected in brand recognition or recall performance. When it comes to brand awareness, there are two key terms to remember that are important in understanding the concept.

			The former is defined by the consumer’s ability to distinguish one brand from another. This is due to prior knowledge. The latter is based on the ability to recall a particular brand given a class or category of products, but this can be done through co-stimulation or brain recognition. Its invaluable value in keeping a business is detailed.

			The human mind is a beautiful and intricate web of thoughts, feelings, memories and many other elements that exist in the nameless realm of ideas and imagination. In other words, it is a canvas of vivid and varied colours. And brand awareness can be poetically compared to highlighting certain shades from that mix to stand out with their distinctive sheen and brightness.

			Knowledge and familiarity pave the way for strengthening relationships and acceptance.

			People who don’t know you don’t understand the value you bring to their lives. For example, think of flowers in shades of pink and gold that smell better than any perfume and their healing properties beyond this world. It really is the most useful, unique and beautiful flower in the world, but it blooms and dies in remote forests unknown to the world. Forgotten and unknown, even with life-saving properties. And that means your brand (product or service) is lost in the chaos of brand awareness.

			Brand awareness deals with the position of a brand in the minds of customers, whether it is on the top shelf where it is easily visible and reachable or somewhere below mixed with the rest In the latter case, brands need to focus there, to better influence their customers, to make the brand easy to remember and easily identifiable among thousands of other names .

			Perception is how we see and interpret ourselves and the environment in which we live. However, the same is not always a conscious process. Whatever is stored there is not always intentional. Our psychology is often the result of information consciously or unconsciously impressed upon us as we experience it. This is a process called perceptual filtering. To us, this is reality, but it may not be an accurate representation of what reality actually constitutes. So, in a nutshell, perception is how we filter stimuli (e.g. when someone is talking to us, reading a book) and extract meaning from them.

			[image: ]

			Fig 2.1 How to increase brand awareness?

			https://www.smartinsights.com/wp-content/uploads/2019/06/Social-marketers-top-goals-for-social-700x565.png

			Perception has several stages.

			Exposure – interaction with stimuli via sensory organs (e.g. viewing advertisements)

			Attention - an attempt to think about the nature of the stimulus (e.g. recognize that it is an advertisement for a particular brand)

			Recognition - Assigning meaning through rules, schemas and scripts (e.g. humorous advertisements for specific products)

			Retention – maintaining awareness along with existing awareness (e.g. brands enjoy advertising)

			Brand awareness is the sum of a consumer’s ability to recognize and remember a brand under various conditions.

			When it comes to brand awareness, there are two key terms to remember that are important in understanding the concept.

			Brand awareness and brand recall. They may seem like favourable terms, and to some extent they are, but it’s important to recognize the fine line between the two.

			2.2	Brand Recognition

			Brand recognition can be defined as the ability of a customer to recognize prior knowledge about a brand when asked about it, or the ability to distinguish a brand from others. This ability is directly proportional to the impact of products that go hand in hand with personalised service, an important aspect of brand perception.

			Brand recognition requires consumers to recall previous knowledge. To build brand awareness, businesses must repeatedly provide consumers with a consistent visual or auditory learning experience. Consider the case of television advertising. A brand that spends millions on a single TV commercial during the Super Bowl can be forgotten in the weeks following the game. However, a brand that uses Super Bowl commercials to expand its year-long advertising campaign will see more brand recognition. Brand awareness is developed through reach, frequency, and consistency. A useful tactic in advertising is for brands to build campaigns around concepts and characters.
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			Fig 2.2 Brand Recognition

			https://assignmentpoint.com/wp-content/uploads/2020/11/Brand-Recognition.jpg

			An example is Verizon’s “Can You Hear Me Now?” campaign. In a Verizon commercial, the same “test man” was testing his wireless coverage and asking the other party if they could hear him. Other examples include “Flo”, a fictional salesman representing Progressive Insurance, and GEICO gecko, a fictional reptile who helps sell auto insurance. 

			

			Examples of concepts and slogans that have contributed to brand awareness include Nike’s ‘Just Do It’, California Milk Processor Board’s ‘Got Milk?’ and fast food chain Wendy’s ‘Where’s the Beef? The “Do you have milk?” campaign focused branding on the beverage (e.g. milk) rather than the associated processing board.

			Brand awareness is in contrast to brand awareness, which means that consumers are aware of the existence of a particular brand. Brand recognition has several advantages over brand recognition, such as consumer preference, loyalty and, in some cases, trust. Brand awareness can come from positive or negative associations. To gain consumer trust and advocacy, brand awareness must be combined with brand equity. Brand awareness associated with negative opinions and sentiments can play the opposite role: Decline in liking, acceptance and loyalty.

			2.3	Brand Recall

			Brand recall is the ability to recall a specific brand given a class or category of product. This is similar to what we discussed at the beginning of the chapter about making certain colors or shades stand out from the rest.

			It has two types of brand awareness.

			•Awareness is how customers perceive a particular brand if the category stands out within a particular list of brands.

			•Top-of-the-mind awareness, or immediate brand recall, refers to the reach of brands with significant influence to become the first name that customers think of when they mention a product category. For example, when people talk about soft drinks, most people automatically think of Coca-Cola. This is a great example of brand awareness done right.

			The importance of brand awareness to business growth emphasises that customers contribute to product success. Also, understanding the likes, dislikes and choices of potential customers is critical to building brand awareness. Instead of treating your customers as stepping stones to the throne of success, think of them as part of your family.

			When manufacturing is successful, this connection is also reflected in the producer-consumer relationship, putting your company at the top. It helps a lot. Because ultimately, a brand’s success depends on understanding that its customers are important and important assets for the company and that investing in them always yields the best return.

			Brand awareness, or for that matter, building brand awareness, doesn’t happen overnight. It wasn’t a sudden decision on a whim. Instead, it is a well-thought-out and planned strategy with a strong foundation of brand-building strategy. There is no shortage of options when it comes to increasing brand awareness. This is both a blessing and a curse. Because when there are so many options, careful choices can make or break your success. Brand strategists must be careful not to let this first step go awry.

			[image: ]

			Fig 2.3 Brand Recall

			https://www.marketing91.com/wp-content/uploads/2015/08/Brand-recall.jpg

			Coca-Cola in Mexico is a prime example. A case study looks like this:

			When Mexico Coca-Cola feared a decline in popularity among millennials, it sought to launch a campaign to increase awareness and improve brand awareness. The Share a Coke campaign sign was already a global hit, so the brand decided to adapt it for a younger audience. The campaign was launched with a new avatar as his mobile campaign aimed at his teens and young adults in Mexico. 

			However, technology accessibility and mobile experiences are not evenly distributed among Mexico’s population, especially among young people, and are based on individual household income. Some can afford a high-end cellular experience, while others can barely afford Wi-Fi. Despite this, Coca-Cola aimed to reach some 22 million Mexican millennials.

			To do this, they developed a creative strategy aimed at teenagers and young adults. It had to be focused on gathering and evoking emotions. This was reflected in a unique and unprecedented execution. They have adopted great mounting techniques. Coca-Cola tracked the top 100 searches on YouTube and created short ads featuring the names of the most searched artists, athletes and trending creators. It also featured pre-roll ads featuring personalised tins with the actor’s or character’s name.

			We also created a banner for Yahoo!, personalised it for each user, and optimised it for real-time optimization. We also used Brand Search Knowledge Marketing to create a marketing campaign for Bruno where anyone who found his Mars song on YouTube could “share a Coke with him”.

			It’s important to note that Coca-Cola designed the campaign specifically for its Mexican audience. So the idea was fueled by a strong cultural sensibility, with a good understanding of Mexicans, especially the millennial culture in Mexico, but also reaching a broad audience with diverse mobile devices. was a difficult task. Nonetheless, Coca-Cola has found success using YouTube, Mexico’s second largest online channel and number one entertainment reference in Mexico, as a platform.

			The campaign helped increase Coca-Cola’s brand awareness and connect with millennials. The music streaming service leveraged technology and insights into YouTube’s high usage among young people to create well-crafted content that reminds millennials of drinking Coke with friends.

			As a result, 1.7 million new users achieved 175 million social media views and 3.2 million TV commercial views. Additionally, 51% of his website traffic was mobile and 44% of him in Mexico shared a Coke. The campaign celebrated a successful leap in brand awareness.

			Brands must be consistent so that consumers can trust them.

			Consumer communications and marketing campaigns should be monitored to ensure they are relevant to your brand personality. It should be consistent and represent the right brand image year after year. Maybe you’re hiring a new agency or changing marketing staff who want to differentiate themselves by ‘exploring new avenues’. Don’t change for the sake of change.

			When your social media posts are brightly colored and silly, but your product’s packaging is understated and bland, you’re sending mixed signals that confuse consumers and make them feel like you can’t trust your brand. . According to LucidPress, the average increase in sales attributed to brand consistency is over 20%, and consistent brand colours can increase awareness by up to 80%.

			Brands, like us humans, are living beings that develop under the pressure of external, social and environmental factors, but their core values remain. Staying true to your moral compass while controlling the natural evolution of your brand creates a timeless brand. I would like to collectively call this essence the evolution of Chahat’s brand theory (CEB theory). Unfavourable results are to be expected when pushing a brand in an unnatural direction for change. The same result can be expected if we resist evolution and do not try to adapt. The answer to successful brands is simple. Maintaining consistent core values and allowing them to evolve naturally over time makes an impact.

			Let’s see this idea in action, how Dove has become the arena’s main cleaning logo at the same time as staying constant for more than 60 years!

			Dove commenced with the release of the Dove Beauty Bar withinside the 1950s. It revolutionised the technique for girls who cared for his or her pores and skin. Dove grew as a logo due to the fact that in most of these years, their character and identification stayed the same—“Dove does not dry your pores and skin the manner cleaning soap can.” Many of the advertisements featured the picture of cream being poured into the Dove bar to emphasise its moisturising quality—this signature picture nevertheless stays a staple today.
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