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Making Business = Making Brand

T — ———————NRRRRTTTT
m Branding " IMBC Campaign wwwbanik.ir
Bg: Behnood Allahverdi Nik  info@banik.ir



¢ Dranding

sl b ol g i L)
S 23 53 oKl sl

BANk Branding & IMBC Campaign wwwbanik.ir
Bg: Behnood Allahverdi Nik  info@banik.ir



BANI{ Brandingf‘)" IMBC Campaign www.banik.ir
Bg:Behnoocl Allahverdi Nik  info@banik.ir



J Best Global Brancls (2011 Rankmgs
BEECN T T

ettty United States Beverages 71,861 2%
2 2 :ZE“:E—-:-—E United States Business Services 69,905 8%
3 3 Microsoft United States Computer Software 59,087 -3%
4 4 GDDS[E‘ United States Internet Services 55,317 27%
5 5 % United States Diversified 42,808 0%
6 6 [N United States Restaurants 35,593 6%
7 7 (intel. United States Electronics 35,217 10%
8 17 .‘ United States Electronics 33,492 58%
9 9 Dy United States Media 29,018 1%
10 10 @ United States Electronics 28,479 6%
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BrandZ Top 100 Most Valuable Global Brands 2011

v Brand P'9011(8M)  Change 2011

vs. 2010
1 153,285 84%
2 Google 111,498 2%
3 ITEER: 100,849 17%
+ Y\ 81,016 23%
5 Microsoft 78,243 2%
6 (aatrly 73,752 8%
7 & atat 69,916 N/A
8 Marlboro 67,522 18%
9 sEmoae 57,326 9%
10 & 50,318 12%
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BrandZ Top 100 Most Valuable Global Brands 2011

Brand Value % Brand Value &  Brand Brand Value % Brand Value # Brand Brand Value % Brand Value #  Brand Brand Value % Brand Value

2011 (SM) Chﬂ'\lg?:g:; 2011 (SM) Chﬂx 228:‘1) 2011 (SM) char;g:gg:s 2011 (SM) Chanvgsozzg:;
1 153,285 B4% 26 Y, 24,312 23% st @ 15168 0% 76 11,558 7%
2 Google 111,498 2% 27 G@ToYoTA 24,198 1% 52 Tenceni @R 15,131 A T e 11,363 -37%
3 100,849 7% 28 HSBCD 22,587 -4% 53 Picicrzank 14,900 % @ 11,201 9%
+ M\ 81.016 23% 29 paitvEm 22565 141% 54 SRR 14,306 19% 79 (WEawends) 111447 37%
5 Microsoft 78,243 % 30 & 22,425 3% 55 14,258 0% 80 um 10,883 12%
6 (Catols 73,752 8% 31 TESCO 21,834 15% 56 ﬂg‘_ 14,182 1% 51 NOKIA 10.735 -28%
7 Satat 69,916 NA 32 Gillette 19782 -4% 57 M- 13917 ox 2 ah¥ 1073t 15%
5 Marlhoro 67522 8% 33 BEa 19,542 N/A 58 (Intel 13,904 Y ol i 10,540 N/A
9 Oiusian 57,326 9% 34 pﬁ&a 19,350 1% 59 B 13.754 -8% 84 [bank 10,525 26%
0 & 50,318 o f) 19,102 248% o O 13543 6% 8 SONY 10443 19%
i1 IKcBc @ 44 440 1% 36 ! 17,597 N/A 61 [ rernonnax 13,421 39% e ZARA 10,335 15%
2 & 43647 2% 37 @I%us 17,530 -20% 52 #M 13,006 7% 87 & Scotiabank 10,076 N/A
8 e, 42328 na 38 Dfenep 17,200 15% 6 @eeest 12931 1% 8 NISSAN 10,072 17%
14 amazoncom 37628 s% 39 R 17182 3% 64 {3 12,542 % s B 9877 10%
15 ar217 5% 40 g 17415 23% es © 12471 % oo [ 9,600 29%
16 36,876 97% 41 ExonMobil 16,973 10% 6 @ 12.413 3% at Peued 9,587 N/A
7 @ 35,737 ss% 42 ) 16,931 19% TP msunsd 12,460 7% Q) msknebe e 9,358 -43%
B 35.404 41% 43 (PUERRERE 15909 NA 65 CHASEQ 12,083 5% g3 RedBull™ 9.263 4%
19 YR 29774 NA a4 it 16,314 2% 69 S & 12,033 asn o W 9,251 6%
20 VISA 28,553 15% 45 Dudbosdier 15,952 0% 70 SIEMENS 11,998 29% 9 LD 5,838 21%
2 27,249 N/A 46 LOREAL 15,719 1% 71 ulke 1,917 41% 96 WBARCIAYS 8,760 4%
2 ORACLE 26,948 9% 4 citi 15,674 17% 72 11,901 0% o7 @uuss 8,668 5%
n @Y 26,078 7% 48 ddcomo 15,449 19% 73 11,759 25% 98 Mlaradesco 8600 15%
24 Gemsses 25,524 22% 49 accenture 15,427 5% 74 11,604 NA 93 & CBEPRAHK 8,535 N/A
25 aisckseny 24,623 20% 50 K 15,344 12% 75 11,609 nA 100 [l 8439 9%
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Performance
Communications
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Brand Switching:
%70 - 80%
Intangibles
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benefit

price
more The same less
Tore More for More for the | More for
more Same less
Rolex, ... Toyota, ... Samsung, ...
The same
The same es for less
\\} LG
“‘A\W}T\} -
\
@“ﬁﬁw Less for
less much less
Chinese, ...
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(Perf;ﬁntnce) (Communications) <L
BTL | ATL TTL

Tools & Message

Media Rational Emotional
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~ Integrated Marketing Communications

(IMBC) 6 5 5 o 3k 4oL bl

Integrated Marketing & Brand Communications

Live beyond the kitchen. Effortiess recipes at www larladalal . com
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(Advertising) <lads (9
(Sales Promotion) s 5 s i (Y |
(Public Relations) s ses Lals, (v
(Events) sl 5, (F
(Sponsorship) s 5  l> o |
(Customer Services) (s jiw Sleus a
(Direct Marketing) s 20k v

(Personal Selling) oesi 55 (A
(Virtual Tools) (s ;lws sla,l 50 (4 f
(New Media & Tools) s slaylsl 5 s 4l (1 *
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Strategy
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Creativity
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PROBLEMS WITH INSECTS?
CALL DR. BARATA.
(11) 32467712

S To promote Dr. Barata
BT e o Dr.Barata. (Dr. Cockroach), a pest control
(1)) 324677 12 company, an action was carried out
in pizza boxes. When finishing a
pizza, the person would see a

cockroach printed on the box.
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(Catchy Phrases) _lis> sl & )Ls

IT Engineers Never Die... They Just Go Offline!
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(Catchy Phrases) Clix> sl & )Ls

We've been so busy working on
everyone else’s projects, that
we haven't had time to finish
our site!

In the mean time, please contact us on our temporary address:

andy@blue-cactus.co.uk
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Top 10 Searches of 2009 (Words)

Michael Jackson
Facebook
Tuenti
Twitter
Sanalika
New Moon
Lady Gaga
Windows 7

© OO N o O & W DN -

dantri.com.vn

torpedo gratis
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o
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6
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8
9
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Top 10 Searches of 2009 / soys vs. Giris

Youtube Youtube Youtube Youtube Youtube
Google Google 2 Facebook Google Google
Facebook Facebook 3 Google Facebook Facebook
Sex Taylor Swift 4 Sex Sex Porn

Porn Sex 5 MySpace Club Penguin Club Penguin
eBay Youtube.com 6 Porn Youtube.com Yahoo
Yahoo Party in the USA 7 Yahoo You Tube Webkinz

Youtube.com Miley Cyrus 8  Youtube.com Miniclip You Tube
Wikipedia Yahoo 9 eBay Yahoo Games
MySpace MySpace 10 Wikipedia eBay Miniclip
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Top 10 Searches of 2009 (Questions)

How much should | weigh?
How do | get out of debt fast?
How do | get pregnant?

What is Twitter?

What is Miley Cyrus' phone number?
What is the meaning of life?
When will the world end?

How long does marijuana stay in your system?

© 00 N o O b W DN B

What are the symptoms of Swine Flu?

What time is it?

=
o
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Communications
Money
Celebrity
Sex
Discover Unknown
Social / Personal Values
Happiness / Fun
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Middle East Population Split
H Iran

m Egypt ‘II 4

B Turkey

H Iraq

W Saudi Arabia

B Yemen

B Syria

M Israel

M Jordan

m UAE
Lebanon

B Palestinian Authority

Kuwait
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Province

Population Breakdown

Population

-

Tehran 13,413,348 18 f
0/ O
Khoraszim 5,593,079 10 40 /0
Razavi the tota‘
Esfahan 4,559,256 7 'on
pOPU‘atl
Khuzestan 4,274,979 6
Others 41,427,881 60 = —
Total 70,472,846 100%
65% Urban vs 35% Rural
TGl Iran 2011
— —r ‘—*
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Population Breakdown
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1
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\
\
1
\

50% of the
population 15 |
15-35 years

. //\

0 1,000,000 2,000,000 3,000,000 4,000,000 5,000,000

TGl Iran 2011
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Demographic Splits

Iran Population by Age Groups

(20-15)
%19

(59-50)
%9

(49-40)
%16
(39-30)
%19
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Demographic Splits

IRAN Population Social Class

mA mB mClC2 mDE
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(Life Style) ;S

@

— : 7AM
night: watching TV, waking up and Getting
romantic or comedy soap ready for school o
operas work.

Dinner at home:
all the family are
there, talking about

Having Breakfast

On the way to work or
Evening: out school chatting with
with trie[r:%s, triendng ahlzogé n:g;lses
shopping malls, coffee Ignt, cou )
shops or

At school :

during the break talking

about new piece of

Private Parties clothing or electronics

J———

W For lunch prefers
RO R —— western driven foods
with friends though, like pizza, pasta
tel, reading In the afternoon ' 1
Studying
T — e ——
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(Life Style) ;S

TV, Chilling, 6:30
with a magazine or AM ,wakes up.
surfing net

Having Breakfast,

Dinner with RN
Family preparing Kids to
school
Getting ready for

Family work
Gatherings
At Work ~
Catching up on
Family Outing gossip,

Catching up

Shopping with friends
Time with kids,

household,
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“J Segmented Tehran Map (Income Level)

s
o =
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o 3358 ——
| High Income
Wl s : ] e 1 N
\ l e\ O Middle Income
F= e
}‘ \ 6 D : . DLow Income
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(Brainstorming) a3 o b
(Delphi) s

(MY) T 255 @ K

(6 Hats) S5 oM™ i
(Snow Ball) s, 4,8
(SCAMPER) .5
(TRIZ) 5 5
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(Guerrilla Marketing)




V PACK YOUR BAGS. IT'S TIME TO THAWN.

- TimeToThaw.Com .
P South Carolina

Srilfriy Feices Beantifol Poces

Special poster for Oldtimer , a big Austrian chain of motorway rest stops
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JUICE SALON-HAIRSTYLES

| o |
r=9
| o |
-
r-9
-~
r=y
AN
S

1.3

ANCTEE BRI

To advertise the wide variety of hairstyling options available at Juice Salon, a picture of a man up to his forehead
was pasted on the base of the escalator and a different hairstyle on each of its steps. As each step of the escalator
moved down, it resulted in showcasing of a different hairstyle,

T — B
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What is it that makes one billboard more fascinating than another? This one has a wooden
frame, vinyl skin, words and a logo like many others, yet it's somehow different. How does

e 1.Q hold an entire room captivated, while

one person with ears, a nose, a mouth and the sam
another with all the same parts remains ignored? What is it that inexplicably separates the

two tonnes of steel, leather, chrome and glass of one car from the innately more pleasing two
tonnes of steel, leather, chrome and glass of a Mercedes-Benz? Why did you choose to read
this billboard over countless others? Can we explain the intangible force that makes one
thing infinitely more fascinating than another? Probably not. Perhaps that’s what it is about

fascination that fascinates us so much.

>

Mercedes-Benz
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(Strategic) <G il xul®

(BSE) K &0

(Verbal) _Ss®

m Visual) s, sa®
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(Brand Characteristic) & » &lasin ®
(Brand Identity) .« . o2 ®
(Brand Personality) & , cwases ®
(Brand Image / Association) ., olels 5 a3, sas @
(Brand Positioning) . » 3l o &> ®

A

CA (Competitive Advantage) i, oo ®

A

(Perceptual Mapping) _si,sl «ia®

A

(Competitive Position) G, s~ ®

-

(Differentiation Parameters) ;L5 sla las ®
(USP & Value Proposition) _:s 5 obaal sl 5 oolguin S, ®

T R —
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FMCG

Brand DCG

.. Brand

Services

MGae Brand | s
Category -

Event B2B
Brand ‘ Brand
Personal Retail
Brand Brand
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(BSE)‘_SJ _3§->'
(Verbal) NS -

(Message Story Telling) fu Coly, ®

(Message Tone ¢ Style) (»Lg s Sw @

(Copywriting) (‘L"’ il g ®

(Art Direction) ol 5 G o ple ®

(Consistencg X Integratlon) d_iy HLSS (,L?W_,\ ®
(Strategic) < Je{JtoN ®

(Visual) S 525 ®
(Verbal) S®
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(Visual) S 2 g5 =Y

Sryal g ®
(Brand Name) e (‘U ®
(Logo, Arm, Sign, Trade Mark, ...) b S 4 e Iy S
(Concept Design ) . sge b 1
(Detail Design) <L b ®
(Color) K, ®
(Font) cs 5 ®
(Character) Cae s ®
(Package) gdv 4z ®
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Branding & IMBC Campaign Planning (BANik Model)
s s st s MBS
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Unique Styles Branding
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(Pre-Campaign Planning) st e 1) s
(Strategic Management) Sl al S pde —

Marketing / Market Researches) L \5L / 5L clidss —
(Benchmark) s, S —

(ICM) S e ey e —

Marketing Plan) U150 4l 33 Ao

(Branding ¢" IMBC Campaign) 2l S o g

(Post~Campai8n) USSR ‘e e e

T —
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(Advertising) <lads (9
(Sales Promotion) s 5 s i (Y |
(Public Relations) s ses Lals, (v
(Events) sl 5, (F
(Sponsorship) s 5  l> o |
(Customer Services) (s jiw Sleus a
(Direct Marketing) s 20k v

(Personal Selling) oesi 55 (A
(Virtual Tools) (s ;lws sla,l 50 (4 f
(New Media & Tools) s slaylsl 5 s 4l (1 *
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Broadcasting

Smart Media L Out of Home

Interactive | Press (print)
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Full Services

l. Planning &5° Strategy
'_-?? Creativity Management
I8 ML IS (Researches)

19 Tools & Media
':!?Production

T — ————
m Brancling & IMBC Ca.mpajgn www.banik.ir
Bg: Behnood Allahverdi Nik  info@banik.ir



eee 9

m BgBehnoocl Allahverdi Nik  info@banik.ir



Ll a5 Wl 5 Ll 487 ST
Bl 033 8 45 515 5 sl

Ll 457 LI 5 Ll 487 ST
Ll ol g $348 5SS Sl

LI S Ll 5 LI 48T ST
&L»j&@bebj@fd@

LI ST Wl 5 Ll 48T ST
Loy 21 S e Jer 5o

ﬁ
Branding & IMBC Campaign wwwbanik.ir

Bg: Behnood Allahverdi Nik  info@banik.ir

-



We don't Know

What
We don 't Know?
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BANik

Branding Unique Styles
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Thank you for your Attention!
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