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cQueé es una
marca?







The most difficult

thing to do, is to change
the perception of a
well-known brand.

Raymond Rubicam.



PRODUCTO + EMOCION = MARCA

O grey?

[ gorgeous?
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[] fat?
] fit?

campaignforrealbeauty.cor



Diferencias entre una marca y un producto

< PRODUCTO > < MARCA >
C 7 ) C L)

* Resuelve un problema de  “Derriba” un enemigo del

consumidor. consumidor.
 Una solucioén racional - « Conexion emocional.

Tangible.  Tiene una identidad propia.
 Lista de ingrediente. « Experiencia.
« Es consumido / utilizado. « Se puede convertir en un
* Hace parte de una rutina. ritual
 “legally protected design” « Maneja y protege la

reputacion.

Commodity » Relacion
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Son “fieles” -
consistentes con sus
propuestas de valor

/ proésitos
SANCHO BBD@® supe”OreS.



¢cQué es una
propuesta de
valor?




UNA PROMESA QUE UN
CLIENTE ESPERA

RECIBIR POR PARTE DE
UNA MARCA/EMPRESA







To create happiness for people of all ages, everywhere

To refresh the world. To inspire moments of optimism and
happiness.

to be Earth’s most customer-centric company, where
customers can find and discover anything they might want
to buy online.”

To bring inspiration and innovation to every athete* in the
world.

*if you have a body, you are an athete.



cQue es una
propuesta de
servicio?




LA SOLUCION QUE
VAMOS A DAR A
NUESTROS CLIENTES.
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En habi compramos -
tu apartamento—- .
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¢Proposito,
mision, vision?




Golden circle:

Simon Sinek



VALUES: The principles and
values that will accelerate your

progress together

BELIEF: What do we hold to

be true? What are the core

beliefs of our brand?

MISSION: An ambitious yet
achievable position in the market
or in your customers' lives

A

VISION: The difference you'll
create in customers' lives or the larger
world when you ultimately
realize your Purpose
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Clarity: why you . 3 Q
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HOW: Discipline: Specific
actions that are taken to
realise the WHY

Y

WHAT: Consistency: Tangible
proof and manifestations of the
Why
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Source: David J Carr



Por qué existimos? Qué es eso que nos levantamos
a hacer todos los dias? (Propuesta de valor)

( PROPOSITO
( MISION

( VISION

Una posicion ambiciosa pero alcanzable en el
mercado o en la vida de sus clientes.

La diferencia que creara en la vida de los clientes o
en el mundo en general cuando finalmente realice su
proposito.
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Valores vs
Atributos




Blog: Brand-as-Business Bites"

LB How to Set Your Brand Purpose, Values, and Attributes —
r 1L “Scale-Up Your Brand” Series

o Brand ValUES ... s e verss smsson s vyorsog o

* Son los principios que guiaran las
acciones, la forma uUnica de hacer las
cosas.

e Brand attrDUTES ..o s e v o s s

* Son las caracteristicas operativas y de
personalidad que “distinguen” a la
marca.

https://deniseleeyohn.com/scale-up-your-brand-set-your-brand-purpose-values-and-
attributes/#:~:text=key%20brand%20values%20are%20the,traits%20that%20distinguish%20your%20brand



https://deniseleeyohn.com/scale-up-your-brand-set-your-brand-purpose-values-and-attributes/#:~:text=key%20brand%20values%20are%20the,traits%20that%20distinguish%20your%20brand
https://deniseleeyohn.com/scale-up-your-brand-set-your-brand-purpose-values-and-attributes/#:~:text=key%20brand%20values%20are%20the,traits%20that%20distinguish%20your%20brand

Valores Atributos

1.Respeto. ... 1.Honestidad. ...
2.Compromiso. ... 2.Liderazgo. ...
3.Tolerancia. ... 3.Humildad. ...
4.Profesionalismo. ... 4.Sentido del humor. ...
5.Responsabilidad. ... 5.Gratitud. ...

6.Asertividad. ...
7.Flexibilidad mental. ...
8.0ptimismo...

6.Sentido de pertenencia. ...
7.Confianza. ...
8.Equidad ...




Formatos y/o
cahales?

Existe alguna diferencia?




Formatos
SANCHO BEDO®



Los consumidores no ven una marca dependiendo el canal; ellos escogen su canal
preferido segin el momento, necesidad y/o expectativa que tienen.

Aspiration & Self
Betterment

Confidence &
Reinforcement

Belonging &
Community

Recognition &
Personalization

Access &
support

Convenience

SANCHO BEDO

Psfk: The Future of retail 2018: A Unified Channel Strategy To Drive Brick & Data Retail



Amazon: Building
Experiences Atop A
Digital Infrastructure

By upending the purchase and delivery experience across most
retall markets, U5, e-commerce leader Amazon has solidifled its
position as the industry’s digital benchmark with a market value
that exceeded $450 million and $136 bilffon in revenue in 2016.%¢

While continuing to perfect its convenlence core, Amazon

has invested in offline experfences—Treasure Trucks, Amazon
Bookstores, Amazon Go, and most notably, its acqguisition of Whale
Foods—that help the retaller to establish a tangible relationship
with shoppers that encourages them to identify with the brand.
Amazon's relationship-building initiatives are supported by
effective use of existing data-collection and logistical processes,
while always driving back to thelr core sales channel, online.

A piration &

amazondlexa  alexs Re

Bicss &

Nordstrom: Underpinning
The Shopper Experience
With Data

As department stores bear the brunt of retall industry shifts,
high-fashion player Nordstrom is amaong the first and most
efficlent in blending hallmark stores with digital capabilities;
the company now eams 26% of its sales online, while other
industry players only earn about 18%.

At Nord strom, digital has driven improvements in personalized
experiences and efficient fulfiliment, shoring up overall
business growth and impacting brick-and-mortar strategy—
driving the company to invest heavily in bullding a foundation
of cross-channel integrations, and offering digitally-enhanced
experiences that rely less on store infrastructure.
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