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• Articulating strategy requires answering 
two questions:
– Where to play?
– How to win?
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,GHQWLI\ LQJ�7DUJHW�&RQVXP HUV

• Who are our consumers?
± Is the market homogeneous, or could we be 

more effective by designing different marketing 
mixes for different groups of consumers?

± Should we focus on some consumers and ignore 
others?
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Price

Place:
Shelf position

Promotion:
Packaging

Product:
Brand Name

7KH�KRSHIXOV 7KH�IHDUIXOV

Conceive Rapid Vue

$9.99 $6.99

With similar
testing kits

Near condoms

Mauve box, 
no baby

Marketing Home Pregnancy Tests

Pink box, 
smiling baby

Segment

,GHQWLI\ LQJ�7DUJHW�&RQVXP HUV
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• The mission of the 6RORP RQ�5 ��* XJJHQKHLP �) RXQGDWLRQis to promote the 
understanding and appreciation of art,… primarily of the modern and contemporary 
periods… to engage and educate an increasingly GLYHUVH�LQWHUQDWLRQDO�DXGLHQFH…

• Founded in 1929… 7KH�0 XVHXP �RI�0 RGHUQ�$ UWis dedicated to being the foremost 
museum of modern art in the world… ever-deeper understanding and enjoyment of 
modern and contemporary art by the GLYHUVH�ORFDO��QDWLRQDO��DQG�LQWHUQDWLRQDO�
DXGLHQFHV that it serves.

• The principle responsibility of the / RXYUHis to conserve, protect, restore, and develop 
France's national art treasures, from the early royal collections to the most recent 
acquisitions… The priceless artworks housed in the Louvre are held for the benefit of 
SUHVHQW�DQG�IXWXUH�JHQHUDWLRQV. Hence the vital importance of the museum's mission 
to make these works available to the JUHDWHVW�QXP EHU�RI�SHRSOH�SRVVLEOH��IURP �
) UDQFH�DQG�DOO�RYHU�WKH�Z RUOG�

• The 0 XVHXP �RI�) LQH�$ UWV houses and preserves preeminent collections and aspires 
to VHUYH�D�Z LGH�YDULHW\ �RI�SHRSOHthrough direct encounters with works of art…It 
serves as a resource for both WKRVH�Z KR�DUH�DOUHDG\ �IDP LOLDU�Z LWK�DUW�DQG�WKRVH�IRU�
Z KRP �DUW�LV�D�QHZ �H[ SHULHQFH. The Museum holds its collections in trust for IXWXUH�
JHQHUDWLRQV… The Museum has obligations to the people of %RVWRQ�DQG�1 HZ �
( QJODQG��DFURVV�WKH�QDWLRQ�DQG�DEURDG. 

,GHQWLI\ LQJ�7DUJHW�&RQVXP HUV
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UHIRUP HU

VXFFHHGHU

DVSLUHU

H[ SORUHU

UHVLJQHG

P DLQVWUHDP

VWUXJJOHU

&KDUDFWHULVDWLRQ,P DJH� &V�9DOXHV

HQOLJKWHQP HQW

VXUYLYDO

HVFDSH

VHFXULW\

VWDWXV

FRQWURO

GLVFRYHU\

HQOLJKWHQP HQW

,GHQWLI\ LQJ�7DUJHW�&RQVXP HUV
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· What is the value proposition?

³ HVWDEOLVKLQJ��SUHVHUYLQJ��
DQG�GRFXP HQWLQJ�D�
FROOHFWLRQ�RI�WKH�KLJKHVW�
RUGHU�´

³ H[ KLELWLRQV�DQG�HGXFDWLRQDO�
SURJUDP V« VFKRODUVKLS�	 �
SXEOLFDWLRQV�RI�LQWHOOHFWXDO�
P HULW´

³ HYHU�GHHSHU�
XQGHUVWDQGLQJ�DQG�
HQMR\ P HQW�RI�P RGHUQ�DQG�
FRQWHP SRUDU\ �DUẂ
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: KDW�LV�D�EUDQG"

A brand is the WDUJHW�FRQVXP HUV¶SHUFHSWLRQof
an entity resulting from each and every encounter
with it 

· : KDW�WKH\ �
KHDU�IURP �
RWKHUV�

· 3HUVRQDO�
LQWHUDFWLRQ�
Z LWK�WKH�
RUJDQL] DWLRQ�

· ( [ SHULHQFH�
Z LWK�
VHUYLFH�

· : KDW�
WKH\ �VHH�
LQ�SXEOLF�
�79 ��HWF��
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Source: Journal of Brand Management
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Source: Bain & Co.
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Source: McKinsey and Company
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· %OLQG�WHVW

· tastes
better

· tastes
better
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· 2 SHQ�WHVW

· % respondent
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%UDQG�,GHQWLW\ �² VHW�RI�DVVRFLDWLRQV�WKDW�WKH�
OHJDO�RZ QHU�RI�WKH�EUDQG�Z RXOG�OLNH�WKH�FRQVXP HU
WR�KDYH�² REMHFWLYH�

%UDQG�,GHQWLW\

7KH�8 OWLPDWH
' ULYLQJ�0 DFKLQH

7KH�8 OWLPDWH
' ULYLQJ�0 DFKLQH

&RQWURO&RQWURO

6W\ OH6W\ OH

7HFKQRORJ\7HFKQRORJ\
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7KH�8 OWLPDWH
' ULYLQJ�0 DFKLQH

7KH�8 OWLPDWH
' ULYLQJ�0 DFKLQH
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%UDQG�,GHQWLW\
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( P RWLRQDO�EHQHILWV
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) XQFWLRQDO�EHQHILWV

%UDQG�%HQHILWV

GULYH�SXUFKDVHV

JLYH�SHUP LVVLRQ�WR�SOD\
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5 HVHDUFK�Z H�� ' DUNH��&KDWWRSDGK\ D\ �DQG
$ VKZ RUWK�� � � � � �FRQGXFWHG�VSHDNV�WR�WKLV

- Participants were divided in to two groups

� ,QIRUP DWLRQRQO\ �JURXS read information about two 

portable CD players — called models L and T
� ,QIRUP DWLRQSOXV�$ IIHFW�JURXS read information

about both models and listened to music on both  

%UDQG�%HQHILWV
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Source: Darke, Chattopadhyay and Ashworth (2006)

' LVOLNHG�0 XVLF / LNHG�0 XVLF

� � � � �WR�� � � �� � � � �WR�� � � �5 HWDLO�SULFH

� �\ HDU� �\ HDU: DUUDQWHH

� � � �JUDP V� � � �JUDP V: HLJKW

� �EHDP ��VHP L�FRQGXFWRU� �EHDP ��VHP �FRQGXFWRU/ DVHU�W\ SH
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<HV<HV( QKDQFHG�EDVV�UHVSRQVH

� � �VHFV� � �VHFV$ QWL�VKRFN�P HP RU\

<HV<HV&DU�DGDSWHUV�LQFOXGHG

0 RGHO�70 RGHO�/) HDWXUHV

� � �KUV� � �KUV

� � � �JUDP V� � � �JUDP V

1 RWH��VRXQG�TXDOLW\ �RI�ERWK�WUDFNV�Z HUH�HTXDO

%UDQG�%HQHILWV
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Source: Darke, Chattopadhyay and Ashworth (2006)

%UDQG�%HQHILWV
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�� ��� �&KRLFH

&RJQLWLYH�UHDFWLRQV$ IIHFWLYH�UHDFWLRQV
3UHGLFWRU�
YDULDEOHV

%HWD�: HLJKWV: Regression of 
Experiential and Cognitive Reactions on Choice

Source: Darke, Chattopadhyay and Ashworth (2006)

%UDQG�%HQHILWV
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In another study we asked people to keep a record of 
one of their “important” purchases during the next one month
� ,P SRUWDQW�SURGXFW�H[ DP SOHV�� camcorder, cell phone, health club membership,¼

Immediately after they came home from making the purchase
participants filled out a questionnaire measuring:

how useful the purchase was (Cognitive)
how emotionally gratifying the purchase was (Affective), and 
how satisfied they were with the purchase (Overall Satisfaction)

One month later a second set of ratings on satisfaction with the
purchase was completed

%UDQG�%HQHILWV



Amitava Chattopadhyay

-.04.24&RJQLWLYH�UDWLQJ

�� � 
�� � 
$ IIHFWLYH�UDWLQJ

6DWLVIDFWLRQ�DW�7LP H�
�

6DWLVIDFWLRQ�DW�7LP H�
�

3UHGLFWRU�
9DULDEOHV

Source: Darke, Chattopadhyay and Ashworth (2006)

6WDQGDUGL] HG�%HWD�: HLJKWV�� Regression of
Experiential and Cognitive Ratings on Satisfaction

%UDQG�%HQHILWV
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%XLOGLQJ�D�%UDQG�,GHQWLW\

Facts and History 
Giving Capabilities

Differentiating 
Benefits

Differentiating Emotional 
Connections

What the brand offers in terms of tangible 
benefits that differentiate it from competitors 

and support the brand experience.
%5 $ 1 ' �%( 1 ( ) ,76

Intangible, experiential or   
emotional beliefs that 
appeal to customers.

%5 $ 1 ' �( ; 3( 5 ,( 1 &(

Institution’s origins, geographic spread, size, category, 
resources, training, operations, etc. that makes the brand 

experience and benefits offered credible
&2 5 ( �&2 0 3( 7( 1 &(

. H\ �
9DOXHVBrand Essence

Feel  happy 
&

energized

Learned a lot 
about 

Impressionist 
art

Largest 
collection,

Location,¼
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. H\ �7DNHDZ D\ V

Strategy is about answering two key questions
ƒ Where to play?

ƒ How to win?

Where to play is about identifying the target customer
ƒ Without proper segmentation and targeting strategy is meaningless

How to win is about creating a compelling value proposition
ƒ The brand

The first step in brand building is articulation of your brand identity
Brand identity needs to include emotional associations
To be successful, the brand identity needs to align with core 
competence
All business activities need to align with brand identity
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$ P LWDYD�&KDWWRSDGK\ D\
The L’Oreal Chaired Professor of Marketing-Innovation & Creativity

,1 6( $ '
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1Ayer Rajah Avenue
Singapore 138676
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