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 Articulating strategy requires answering
two questions:

—Where to play?
—How to win?
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e \Who are our consumers?

+ |s 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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Marketing Home Pregnancy Tests

Segment [ KHKRSH XY 7 KHIHOUXQ
Product: | iy
Brand Name Conceive apid Vue
Promotion: Pink box, Mauve box,
Packaging smiling baby no baby
Place: With smilar Near condoms
Shelf position testing kits

Price $9.99 56.99

Amitava Chattopadhyay




GHOWN LQJ 7 DL HW& RQVXP HWY

* The mission of the 6R®&P RQ5 * XJJHXKHP ) RXQGDWRQs to promote the
understanding and appreciation of art,... primarily of the modern and contemporary
periods... to engage and educate an mcreasmgly GLYHWYWH LOMODWRQDCADXGEHQFH. ...

 Foundedin 1929... 7TKHO XVHXP RI 0 RGHD $ UAs dedicated to being the foremost
museum of modern art in the world... ever-deeper understanding and enjoyment of

modern and contemporary art by the GLYHWYWH GRFDO QDWRQDO DQG LOMULDWRQDO
DXEHQFHYV that it serves.

« The principle responsibility of the / RXYUH s 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
SUHVHOWDQG | XVYUWH J HOHIDWRQV. Hence the vital importance of the museum's mission
to make these works available to the JUHDWMAQXP EHURI SHRS®I SRWIEG! | LRP
) UDQFH DQG DORYHUWH Z RUS

« The 0 XVHXP RI) LlOH$ WV houses and preserves preeminent collections and aspires
to VHUYH D Z LGH YDUHW RI SHRS®1 through direct encounters with works of art...It
serves as a resource for both WRVHZ KR DUH DQHDG\ | DP LIDUZ IW DUADQG WRVH |RU
ZKRP DWWV D QHZ H SHUHQFH The Museum holds its collections in trust for I X\)UH

. The Museum has obligations to the people of YlRWRQ DQG 1 HZ

J HOHDWR
( QY @QG DFLRW WH QDWRQ DQG DELRDG.
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- What Is the value proposition?
3 HYHUGHHSHU \

XQGHIARQGLQI DQG —_
HQWR\ P HOWRI P RGHLQ DQG
FRQMP SRWDU V

3 H KIEMRQV DQG HGXFDUR
SWRIWDP V« VFKROWKLS

SXEQFDARQV Rl LOMIBIFMDO
P HUW

3 HWBEQVKLQ)  SUHVHUYLQJ
DQG GRFXP HOWQU D
FREFWRQ Rl WH KL KHVW
RUGHU'
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1 A brand is the \uU HWFROQVXP HOASHIFHSWRQ of
an entity resulting from each and every encounter

with it

. KDW

WH VHH . SHUHQFH

1Q SXEQF (z[m«

79 HN VHWIFH
© KDVWKH, - 3HU/RQDO
KHDUIWRP LOMDFMRQ
RWLLY Z LW WH

RU DQL DARQ

Amitava Chattopadhyay 0



- K\ DUHEWDQGV IP SRUBQW

»

3UFH -

& RUR@D

o
x (2 3U]P

4 XDOMN 86 6 DBV

Source: Journal of Brand Management
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* Total Return to Shareholders
** 50 companies belonging to Interbrand Top 100-Brands 2005 as well as to the S&P 500 Source: McKinsey and Company
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ISHVHDUFK ZH ' DUNH & KDAWRSDGK\ D DQG
$ VKZ RUM FRQGXFWG VSHDNV R WKLV

- Participants were divided in to two groups

QO RWP DARQ RQO JURXS read information about two
portable CD players — called models L and T

QO RWP DWRQ S&XV $ I HFWI URXS read information
about both models and listened to music on both
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Source: Darke, Chattopadhyay and Ashworth (2006)
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Source: Darke, Chattopadhyay and Ashworth (2006)
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Y- : HJIKW: Regression of
Experiential and Cognitive Reactions on Choice

3 WHGHRRU
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Source: Darke, Chattopadhyay and Ashworth (2006)
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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 SRUBONSIRGXFWH DP S®BNV camcorder, cell phone, health club membership,Ya

| 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)

" 1One month later a second set of ratings on satisfaction with the
purchase was completed
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6 WQGEDUE] HGYdHW : HIKW Regression of
Experiential and Cognitive Ratings on Satisfaction

3 UIHGF\WRU 6 DWW/ DFWRQ DW/ LIP H | 6 DW/1 DFWRQ DW/ IP H
9 DUDEGN

$ |1 HFYH IDWQJ

& RJ QMYH LDWQJ 24 -.04

Source: Darke, Chattopadhyay and Ashworth (2006)
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Brand Essence

Intangible, experiential or

Differentiating Emotional emotional beliefs that

Connections appeal to customers.
Y$1 (5 3(5,(1& Learned a lot
————————————————————————————————————— about
Impressionist
Differentiating ant
Benefits

Institution’s origins, geographic spread, size, category,
resources, training, operations, etc. that makes the brand
experience and benefits offered credible

&25( &203(7(1&(

Facts and History
Giving Capabillities
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| Strategy is about answering two key questions

f Where to play?
f How to win?

" I Where to play is about identifying the target customer

f Without proper segmentation and targeting strategy is meaningless
] How to win Is about creating a compelling value proposition

f The brand
"1 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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