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Brands to Beat:
Brand Building in an Omni Channel World



Introduction

Definition of Branding:

Everything that differentiates your company in the hearts of
your customers.

Definition of Omni Channel:

A seamless approach to customer experience through
multi-channel retailing.



We can’t control our customers’ actions — we can only
influence them.

Customers don’t care about “channels— they care how your
brand touches their life.

Leverage brand influence at every single customer touchpoint.
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This is about long-term success built on relationships with the
right customers.

FACT:. Everyone won't love your brand. Appeal to those that will.
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Define What’s Different

In the omni-channel
superhighway... lack of
distinction makes your brand
roadkill!
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Define What’s Different

1) Stand out from the traffic.
Your brand must look and feel
different from others.

2) Give ‘em aride to remember.

Your brand has to meet and
exceed your customers’ needs.

3) Arm the alarm.
Make it nearly impossible for
competitors to copy your brand.
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Define What’s Different

What are the key attributes of
your brand?

r 'Ilq
What are you into and what are 4 !
you NOT into? ;;z
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Look beyond quality and service. - comm
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"World's best cup of coffee."
Great job, everybody.
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Define What’s Different

How do your key attributes
align with your customers? - =

FINI]IN NIITHI'N"

* Answer the customers’ #1
question: “What’s this got to
do with me?”

» Make it simple to understand.
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. 1.888.7276687 CUSTOMER SERVICE US (CHANGE) EMAIL SIGNUP LOGIN REGISTER

R FREE STANDARD SHIPPING ALL ORDERS $49+.
FREE NEXT-DAY ON §$150+.

MEN WOMEN YOUTH FOOTWEAR }OK’ ACCESSORIES OUTLET UA STORIES

i ol \

UNDER ARMOUR*
ALTER EGO BASELAYER

o> TRANSFORM
YOURSELF. i

SUPER HERO T'S.HEROIC PERFORMANCE

SHOP BOYS’ UNDER ARMOUR® ALTER EGO »
t
SHOP MEN'S UNDER ARMOURR ALTER EGO »

IN THE SPOTLIGHT




~ WE SHIP TO OVER 100 COUNTRIES!
find out more

the magic of *
| | I%ys Search or enter web ID ﬂ my bag (0)
FOR THE HOME BED & BATH WOMEN MEN JUNIORS KIDS BEAUTY SHOES HANDBAGS & ACCESSORIES JEWELRY & WATCHES SALE

signin my account stores customer service =

FASHION STAR “giftguide  deals & promations  gift cards  wedding registry

H H WITH $99 PURCHASE. e
free shipping every day ! K e e e o . srcles s

SHOP THE SALE

v SPRING SPECTACULAR [

LOWEST PRICES | [
=== OF THE SEASON!

SCENT EVENT drop everything & shop new picks at prices too good to miss.

FREE 7-PC.
SCENT SAMPLER  \wwomen men shoes for the home

with §75 fragrance
purchase

;:gmm juniors jewelry luggage bed & bath SPECIAL $199

14k White Gold Diamond
. s A Stud Earrings (1/2 ct. t.w.)
kids handbags furniture kitchen Reg. 8600

enjoy our LOWEST PRICES OF THE SEASON throughout the site!
———————————————— JEWELRY SALE FURNITURE & MATTRESS SALE THE GREAT SHOE SALE ima gi ne 2013

MACY'S .y SAVE 65% GREAT FINANCING 3 BUY MORE,
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Route 66,000: Driving BRAND EQUITY

There are a ton of options — for you AND 7 —

your customer. [ Take roundabout to 1st exit |}
- - - : A [ - ‘A —

o

1) Don’t switch lanes too quickly.
Protect the channel that brought your initial
success.

2) Keep your road map close by.
Where is this going to take you and when
are you going to get there?
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Route 66,000: Driving BRAND EQUITY

When considering a channel, ask questions like:
“What is the reason for embracing this channel?”
“Will it protect and enhance our brand?”

“Will it allow our brand to translate key attributes?”



The Demise of the BORDERS Brand

Borders kept opening up a large number of
big stores with 15-20 year leases.

This is what customers associated with the
40-year-old Borders brand:

You have a lot of CDs and DVDs—where’s
your digital stuff?

I’d rather have Starbucks rather than
“Seattle’s Best.”

Gross! Dirty bathrooms!

These prices are outrageously high!
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The Demise of the BORDERS Brand
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Borders hired four CEOs who lacked book-selling experience.

They hired people who didn’t care about books.
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The Demise of the BORDERS Brand

Here’s the timeline:

In 2001-2008, partnered with
AMAZON.com - allowing them to run
its ecommerce side.

* Hurt e-book development

« Destroyed online presence

* Relied on CDs and DVDs against
iTunes and Netflix
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The Demise of the BORDERS Brand

2008 — launched its own ecommerce site
2010 — launched the “Kobo” e-book reader
2011 — filed for bankruptcy

Too little, too late - The Borders brand
totally failed to adapt to new channels.

s Cat _

STORE CLOSING
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Burberry: a 157-year-old brand strategy

Founded in 1856, Burberry has a five-pronged
approach to brand strategy:

1) Leveraging the Franchise

* Burberry.com site (Burberry World) —
multimedia experience

» Huge presence on Facebook, Twitter,
YouTube

» Developed own social media site,
www.artofthetrench.com, which inspires
customers to share experiences with their
trench coat




Burberry: a 157-year-old brand strategy

2) Intensifying Non-Apparel Development
* Focus branding on under-penetrated categories

£689M 2Z2011/12 +229%

=
st

Growth of Burberry’s non-apparel revenue

3) Accelerating Retail-Led Growth Excellence
 Shifted from wholesale to retail

B89
563
417
420
366
2390

+22%,
+32%

+10%
+12r’}"u
+39%
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Burberry: a 157-year-old brand strategy

4) Investing in Under-Penetrated Markets
« Extended presence in high-growth markets like India, San Paulo and Dubai
» Acquired 50 stores in 30 cities in China — the fastest growing luxury market
» 10 stores opened since then, including the flagship Beijing store

Burberry Beijing
flagship store
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Burberry: a 157-year-old brand strategy

BERRYS

LONDON ~ 1926

5) Pursuing Operational Excellence
* Deep focus on enhancing administrative
effectiveness

What else are they doing right?

« Brought in younger talent

« Embraced a visual makeover
* Broke tradition

1953,
1991

2013




Keepin’ It Real: Why Authenticity Matters

Authenticity is the premium fuel to your omni-channel
strategy needs.

What adjectives do you want your customers to use about
your brand?

YOU have to be those things!

Richard Branson, Steve Jobs, Jack Welch,
Vi rg i n Ap p | e G E i i {:l 1 Magento CL?!er'e;j;




Keepin’ It Real: Why Authenticity Matters

This has to apply to the entire company culture, not just
your marketing execs.

Love the stuff your customers love.
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Keepin’ It Real: Why
Authenticity Matters

the

DESIGNER

Your branded website is the JOHN MOORE
main place to tell your story.

“Authenticity is big, and =
you can’t buy it. You

have to EARN it!"
- Shaheen Sadeghi . ——
Former PrGSldent, QL“kSllver Our head designer John Moore has spent, and still spends, a lot

of time in Malibu. He has many fond memories in the mid-90s of
hanging and surfing at the Palapa— his Malibu ‘happy place!

RuIksIlsverR

JOHN'S MALIBU

"Digging into my archives to find imag
places & memories of Malibu, I foun
than 500 polaroids from about '95 ur
following images were pulled directly

[ XV ]7) Tag #BACKYARDCHARM to

Quicksilver Designer John Moore

win a weekend in Malibu! Learn More >>
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Keepin’ It Real: Why Authenticity Matters

Speak the lingo they speak.

LIMITED TIME ONLY!

~<EREE
fﬂﬁENEG +ISHIRT

ON ORDERS 525+ ON ORDERS 540+
05 coo: FIREFLOWER
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TG EXCLUSIVES T-SHIRTS & APPAREL STAR WARS DOCTOR WHO

THE THINKGEEK BLOG... GROK IT!

THE THINKGEEK PAXPERIENCE

Shop for Gifts:
under $10

der

ets Tiny,

PAX East has come and gone, and we couldn't be happier than a cat in a cardboard

ThinkGeek Blog

? Log In

™ oot Youl t

About the Blurgh

random

suggestions?
Drop us a line at
blog@thinkgeek.com
0Old Stuff
Merch 2013 (10)
February 2013 (1)
January 2013 (10)
December 2012 (6)
November 2012 (8)
October 2012 (5)
September 2012 (4)
August 2012 (13)

Juiy 2012 (15)

ON SALE

THINKGEEK & SUPER ART FIGHT @ JAMMIN
JAVA ON MAY THE FOURTH!

The talent of Super At f

Are you ready for a fight? A SUPER ART FIGHT

Mark your calendars, folks! ThinkGeek & Super Art
Fight are taking over Jammin Java on May the

Fourth! (What better way to celebrate the Force than
on the Fourth with us, right? RIGHT'

If you're not familiar with this live event, Super Art
Fight is the self-proclaimed "Greatest Live Art
Competition in the Known Universe." Artists are
put against each other on stage to draw topics given to
them on the spot; add a generous mix of story-telling,
commentary, and banter, and it's not something you
want to miss! (We mean, c'mon, they've gat something
called the WHEEL OF DEATHI) Come witness these artists duke it out, along with the
chance to win ThinkGeek goodies & hang with Timmy!

So here's how this fight's going down:

« The event will take place at Jammin Java (map) on Saturday, May the
Fourth from 5pm to 7:30pm. Doars open at 4:30pm

« Tickets go on sale the afternoon of Wednesday, April 3. Nab them
before they sell out!
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MEET GAYLE

Hello,
1I'm the women's fashion director and head stylist here at J.Crew. What does that

mean exactly? | get to play with all the clothes and accessories to figure out
- L) - what looks best with what. People always ask how we put it all together. So
e e p I n ea n y starting with this email, I'll be giving you a little insight, Sometimes a how-to.
= Sometimes a beauty tip. Always a helpful hint. Or just whatever is on my mind.
A thenticity Matters

HERE'S WHAT'S ON MY MIND I
AS SPRING APPROACHES...COLOR! FASHION DIRECTON

1. HOW TO WEAR COLOR:
bright pants two ways

Make recommendations.
(Customers take advice from
brands they trust)

“Pair two hues within the same
family, like reds and pinks.
Then add a vibrant accessory in
a complementary color (like
this bright blue Edie bag) and
ground it with a neutral shoe.”

OR

“If you're not feeling that
brave...Choose  one show-

stopping  piece, like these
yellow pants, then pair them
with something neutral on top.”

Featuring our high-waisted pant
in neon rose and bright sun

These are two of the Looks We
Love, See them all >

[

(11 LE] H 2. TRY A HOT PINK LIP
Meet Gayle” email WP i i e Vo o Bk s R

grey wardrobe? Fair enough. I used NARS in Schiap (named
newsletter from J.Crew after Elsa Schisparelli, the Italian designer famous for her ° °
bright pinks) for a lot of our March looks. It's this really vivid | m a gl n e 201 3
and lattering pink that brightens up the whole face.”
[y} Magento Conference




Summary

» Leverage brand influence at every customer touchpoint.
» Make your brand’s differences align with the needs of your

customer.
» Protect your original channels and consider new ones

carefully.
» Customers respond to authenticity that resonates

throughout your culture.

Be the Brand to Beat!



Contact

ERICYONGE..

@)EYSTUDIOS

For Consultation: For Production:
ericyonge.com eystudios.com
eric@ericyonge.com eric@eystudios.com



