Unit 1 Brands

Text 1: Branding in a New Age
o hE Bl B HT AR

Social media was supposed to usher in a golden age of
branding. But things didn't turn out that way.

HZBEERS T EREAENESHAR,
{EELFHIEMLL.

Usherin FF/E. BIA. =
1 X 15): introduce, herald, bring in,
inaugurate
Turnout (v.) £ER=Z. EHE
1t X 15): prove to be, end up, result
> ATHERAXLGRERSTHARNIER

1 In the era of Facebook and YouTube, brand building has
become a challenge. A decade ago, most companies were
heralding the arrival of a new golden age of branding.
They hired creative agencies and technologists to put
brands throughout the digital universe. But despite all
the hoopla, such efforts have had very little payoff. As a
central feature of their digital strategy, companies made
huge bets on what is often called branded content. The
thinking went like this: Social media would allow your
company to leapfrog traditional media and build
relationships directly with customers. If you told them
great stories and connected with them in real time, your
brand would become a hub for a community of
consumers. Businesses have invested billions following
this vision. Yet few brands have generated meaningful
consumer interest online. What has gone wrong?
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Herald (v.) E&. fix=
1T X 18): announce, proclaim, usher in,
signal
Hoopla (n.) XEEf. IER
> HAEX, BRESFTEELRAR
Payoff (n.) EIfR. AKX
-> have a payoff / little payoff / big payoff
1 X 18): return, benefit, reward, result
Make huge bets on KZ#5FF. KHHETF
Note: B MBI AHE 4
1 X 15): invest heavily in, gamble on,
commit resources to
Leapfrog (v.) #5i#k. B
-> SRIFBKI PR T EIL B AR
1 X 15): bypass, sKip over, surpass, jump
ahead
Hub (n.) g0, K4
1 X 15): center, focal point, nucleus, core
-> a hub for/of something; transportation
hub; innovation hub
Vision (n.) E&. #3548
1t X 15): dream, goal, plan, aspiration
-> corporate vision, strategic vision,
shared vision

2 In the early days of the mass media age, companies
borrowed approaches from popular entertainment to
make their brands famous, using short-form storytelling,
songs, and touching characters to win over audiences.
This early form of branded content worked well because
the entertainment media were gligopolies, so cultural

Touching (adj.) BA. AL
S>EMEEEPIEES A BRIEBHNAE
1 X 38:moving, emotional, heartwarming,

Win over (v.) 8. X
-> win over

customers/audiences/consumers



competition limited. Consumer marketing
companies could buy their way to fame by paying to

place their brands in this cultural arena. The rise of new

was

technologies allowed audiences to gpt out of ads —

from cable networks to DVRs and then the Internet. Then
companies learned to compete directly with real
entertainment. BMW pioneered the practice of creating
short films for the Internet. Soon corporations were
hiring top film directors and pushing for ever-more-
amazing special effects. These pre-social-media digital
efforts led companies to believe that if they delivered
Hollywood-level creative at Internet speed, they could
gather huge audiences around their brands.
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1 X 15): persuade, convince, attract, gain
favor with
Oligopoly (n.) FXZHT
#H5%13: monopoly (ZZ#f), duopoly (&
3L), oligopolistic market
Fame (n) 5. F&
-> famous (adj.) &EEH
F&EL: achieve fame, rise to fame, buy fame
1t X 38): recognition, celebrity, reputation
Arena (n) $iE. %8
¥&MC: cultural arena, competitive arena,

public arena
1t X 18): domain, field, realm, stage
Optout (v) #EFRY. 85
[ 338 optin IEFEAIN
F&HEL: opt out of
ads/programs/agreements
1 X 158): withdraw from, decline, choose
not to participate
Creative (n. & adj.) €IENA. FEIEN
-> T EMEHE T, "creative"{ER1F
A, BERECNARERSET AR
FEHBL: creative content, creative work,
creative output

3 But social media has changed everything. Social media
binds together that were
geographically separate, increasing the pace and
intensity of collaboration. Today you will find a

communities once

flourishing crowdculture—authentic content created by
everyday people rather than by brands—around almost

any topic: espresso, Victorian novels, libertarianism, new
urbanism, homeschooling. With a few clicks, you can
jump into the center of any these subcultures, and
participants' interactions move seamlessly among the
web, physical spaces, and traditional media. In YouTube
rankings of channels by number of subscribers,
corporate brands barely appear. The problem that
companies face is structural, not creative. Big companies
organize their branding efforts as the opposite of art
worlds. They excel at coordinating and executing
complex marketing programs around the world but it

leads to mediocrity when it comes to cultural innovation.

Bind (v.) BX%&. 4fE. (FHE
¥£HEC: bind together, bind
people/communities
1 X 15): unite, connect, tie together, link
Flourishing (adj.) 5. MM
> BIFETRRE. TEEHIVRTES
1t X 38): thriving, prospering, booming,
growing
Crowdculture (n.) B3k, REIXKL
> RS, BEEBARMIES
WHIEBIENXEAR
1L X 38): mass culture, grassroots culture,
popular culture
Authentic (adj.) E3X/. T{EM
FEEC: ~ experience, ~ brand, ~ voice
1t X 38): genuine, real, credible,
trustworthy
& X 17): fake, artificial, phony
Libertarianism (n.) HHEFENX
%18 liberty (B H), liberal (HHEX
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f9), libertarian (n. EREEFXE)
Seamlessly (adj.) FTc4gih. Rzt
¥&HEC: seamlessly integrate, seamlessly
connect
1t X 38: smoothly, fluidly, effortlessly,
continuously
Excel at (v) KT, #.TERARE
¥EHC: excel at doing sth., excel in a field
1t X 1: be good at, be skilled at, be
proficient in, shine at
Coordinate (v.) #Hiff. Bc&
¥EHEC: ~ efforts/actions/activities
1T X 15): organize, arrange, synchronize,
harmonize
Execute (v.) $117. X
¥&HEC: ~ a plan/strategy/campaign fH3%
19: executive 7B (adj.) EIEE (n.)
Mediocrity (n.) E&E. ER
> mR X, EiRZEMAR
1t X 15): ordinariness, averageness,
commonness
& X 1d: excellence, superiority,
distinction

4 While the rise of crowdculture decreases the impact of
branded content, it has greased the wheels for an
alternative approach called cultural branding. Chipotle
took advantage of a cultural opportunity when it
promoted preindustrial food ideology with two short
films that commented on industrial food, tapping into a
movement that began in the organic-farming subculture.
The films were not particularly original. But they
exploded on social media because they were myths that
captured the ideology of the burgeoning preindustrial
food crowdculture.
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Grease the wheels {£]EF| 317, R (EbiE)
-> SJiE, tERDEBRIERS RSB 1T
1t X 15): facilitate, smooth the way, make
easier

Preindustrial (adj.) 87T M BHRE
#83€13): industrial (T Ak Y),
postindustrial (f5 T\ EXE))
1t X 15): pre-modern, traditional, agrarian

Ideology (n.) EiREA. BHEKR
¥&HEC: political ideology, cultural ideology,
dominant ideology
1t X 15): belief system, philosophy,
doctrine, worldview

Tap into F|H. F&X. #EA
¥EHEC: tap into a
market/trend /resource/culture
1t X 15): access, exploit, utilize, draw on,
leverage

Burgeoning (adj.) iBEXERN. XA
-> SRIFREIGKAIES L
1T X 15): growing, expanding, flourishing,
emerging

5 Take the personal care category. Dove has generated
by championing
distinctive gender ideologies. Dove was a mundane, old-
fashioned brand that followed the beauty trends set by
fashion houses and media. By the 2000s feminist
critigues of the use of size 0 models began to appear in
traditional and social media. Dove tapped into this

tremendous consumer interest

Champion (v) §%. #iip
FEEZ: champion a cause/idea/movement
1t X 15): advocate, support, promote,
defend

Mundane (adj.) FRAY. HIGH
> WX, fERZHFFH 4t
1t X 15): ordinary, commonplace, routine,



emerging crowdculture and jnitiated "Campaign for Real
Beauty" by celebrating real women's bodies in all their
normal diversity—old, young, curvy, skinny, short, tall,

wrinkled. Women all over the world pitched in to
produce, share, and cheer for images of bodies that did
not conform to the beauty myth.
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everyday
& X 7): extraordinary, exceptional,
remarkable
Critique (v.& n.) #t3¥%. it
¥EHEC: critique something, offer a critique
1t X 15): criticize, analyze, evaluate, assess,
review
Intiate (v.) k&, Fif
32 FL: initiate a
campaign/project/conversation/change
1t X 18): start, begin, launch, trigger,
commence
Campaign (n.) 5Ezf. =5
F&EL: marketing campaign, advertising
campaign, launch a campaign
1 X 13): initiative, drive, movement, effort
Curvy (adj.) g%k, FHA
> ARXHPE"ELZE"EHEX
1 X 15): shapely, full-figured
Pitchin (v.) &5, i 5@k
F&HL: pitch in with something, pitch in to
help
1T X 18): contribute, participate
Conform to M. F&
¥&EL: conform to
standards/norms/expectations/rules
1 X 15): comply with, adhere to, follow,
meet
& X d: deviate from, rebel against

6 A decade in, companies are still struggling to come up
with a branding model that works in the chaotic world of
social media. The big platforms, like Facebooks and
YouTubes, seem to call the shots, while the vast majority
of brands are cultural mutes, despite investing billions.
Companies may need to shift their focus toward the core

of digital power and once again win the battle for cultural
relevance with the power of the crowd.

+Eid LT, VIR A E A5 X 3L R
BXHISIEAET . 1 % 2510l Facebook 1 YouTube A9K
AL SUFEFESEFEN, MERXSETBIERNT

BHZET, EXUEHN LPRTRAE, CUEE
CEMTRANGORNE, BRENEANNE, e

Xz %o

Chaotic (adj.) JEELEY. TTHFHY
F&HL: chaotic
situation/environment/market
1 X 15): disorderly, confused,
disorganized, turbulent
& X d: orderly, organized, systematic
Call the shots fifF+. XSS
-> 3, sRIAERRKRNX
1 X 15): be in charge, make decisions, be
in control, run the show
Mute (v.) #&. JHIR (n) WE (adj) WY
¥&HC: mute the sound/message/impact
1t X 14): silence, quiet, suppress, dampen




Text 2: Brand image fHiETER

1 Brand image plays a central role in defining which brands
can better survive and succeed in their relative markets. Kevin
Keller proposes the definition of brand image: “perceptions
about a brand reflected as associations in the minds of
consumers.” He believes that associations are built up as we
directly experience brands and receive information about
them and indirectly make inferences based on our pre-existing
brand knowledge, for example, country of origin. Put simply,
brand image is all about how consumers feel about a brand
and how they perceive it. It is important to note that even
those who do not need or use products or services can form
associations and create an image of a company in the same
way, so brand image is essential across the board.

AR ARTE RAE IR E WRLE i RE 5 A H AT AL T 37 h B 4 th A 15 AT
BRI EREERCER. JICHERE T mEERNE
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EREERIRNEEFR R, EREXMEBNERMmE
MR, RN W EE T RSB 89 mERFMIR (B0 R~ )8
BB IERTMZ AR . fhE 2 MRS EEX mhE
ARZ A ZMNMEETFRE. ESERNE AEEMBLER
BRI AEARL > RIRSHIA, e IR 7T U A
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=,

Across the board
TEHM., B, —7JTH
- applying to all categories, groups,
or areas without exception
1 X159
e universally
e comprehensively
e generally
e inall areas
e without exception
e for everyone/everything
{51/a): The company announced a

5% salary increase across the board.
REEME RIIFF 5%,

Brand Image vs. Brand Identity
MR S MR A

2 Confusing brand image and brand identity is something
called the “brand image trap”. Brand identity concerns what
the company is trying to communicate about itself and the
associations it wants customers to form regardless of whether
this turns out to be the end result or not. The perception that
consumers actually hold is brand image. A company can
control its brand identity and always endeavor to align this
with the brand image that exists externally in consumers’
minds (see Table 1)

R T R A A ARIR B AR A " MR R BE" . s AR
XFNE NS REFAXTEINERMUETEMEL KN
B MAEXREREMALRRER, HEELRFEIA
MABRETER . 280 G HmEIR A FRE S HEHR
S5O EFETEREELARTNREZRERF—EH(E 1.




Brand identity
e Developed internally
e  Who do you want to be? (The company's desired image)
e Active in nature
e Forward-looking: continually trying to create and
establish your desired identity
AA ﬁg/\ﬂj
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Brand image

e Developed externally

e How do consumers feel about you? (The consumers’
perceived image)

e Passive in nature

e Backward-looking: your identity based on consumers’
changing perceptions of you over time
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Why Is Brand Image So Important?
A AmBERRA L EE?

3 Brand image can positively impact brand equity and is,
therefore, vital to capturing a larger proportion of the market
share. This allows companies to charge premium prices, which
customers will be willing to pay, or implement brand or
product extension strategies more successfully since

consumers view a company positively and trust it to deliver. As
perceived by consumers, the company’s brand image can be
seen as a reflection of how well it manages its business and
meets the needs of the market overall. This will impact how
well it can compete with other firms.

om R R BE M AR 52 0GR AR 4R 7=, BB L X 3R B SR K T 3540
MEXREE, XEEASEBEBUEN, mMEbERE AL
5,5 5 5 BN )4 SE e m b AE R S 7 o RE R SRS, R A E 3R A
MNABFEEEEFEERRIMES . MBEBRZNEARE,
NF) B TRRETE & o] U LA R IR H E E B IR KF I R BEH
ETBHBERENN—EETF. IFETMATSHMBAVHE
FHE

Brand equity SR%E =
Market share g4 &0




How to Build Brand Image?

ST N7 AT R

4 A company cannot control its brand image but can manage
its brand identity, amongst other aspects of a brand strategy.
Therefore, it is essential to truly understand what the
company wants its brand to stand for. Being customer-centric
enables the company to indirectly impact the associations
consumers form towards it, allowing it to influence the
creation of brand images indirectly.
PNETTEEEEFNHEmEER BT UEEE SR UK &
fREEAHMTE. At EEERASFERLRERRMTA
EXEE, PEAATIERSBESE R MHT BN HE
PR A BX AR, AT 8] 4 32 10 i AR R A TE B

Customer-centric |{& A H0E

5 Brand image is primarily formed through direct experiences
customers have with a brand. This might be an online
experience or a physical in-store experience with excellent
customer service. This means well-trained and enthusiastic
employees and ensuring that the store is clean and easy to
navigate or that the packaging is attractive and speaks to the
company’s desired identity.
mEERTERBEME S MmN EREAR . X8
LA W RRAELKEFZINRE A RSHAELE.,
XEREBRNGHZERBENR L HREEEEAETM
ENELERRBEEGRSINIFEAEI LS HENIRF.

Customer service & FHR%
Packaging JMg 3

6 There is no use in formulating the desired identity and
attempting to shape a consumer’s image without adequate
means of communication. Brand image can be influenced by
creative advertising, thereby creating strong, unique, and
relevant associations in consumers’ minds.
WRZBERDABRTFR G EHEMRANIFXEEE RS
BERELEX . mEERTNBIE IR R0, MMmE
BERFBOPESEAR N, MEFAMEXAEE.

Associations in consumers’

FIHBRE D P AR

7 Since companies can only control brand image indirectly and
to a limited extent, it is important to improve the existing
brand image as best as possible. This can be done very
practically in several ways, for example, providing high-quality
products or services, ensuring consistent delivery of the
promised value to consumers, and continually communicating
the unique values and attributes of the company.
HTASRARAERREE LB ZEEF REER EILLR T8
ZNAREBEEREFTLAEE. X0 RUBIJLFIEE KR
A9 7T TR SCEL, 6 40, IR S R B 1Y 7 SR 55 BRI 42 108
BERXNAENNE AR AW EE ARG ENRE M.




