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complete the following paragraph with the
expressions you hear.

Watch the first part of a video clip on brands and




- Watch the first part of a video clip on brands and

complete the following paragraph with the expressions you
hear.

A brandis (1) ___What people feel ghout you, the service you

provide, or (2) _your organization . |tijs (3) _Part rational
but (4) mostly emotional

. What is the secret of a strong brand?
The answer is (5) ___surprisingly simple: (6)

focus . Great brands stand for something, not many
things, one thing. Swedish carmaker Volvo (7) define their brand
with a single word: safety. And it seems to work for them. Harley-

Davison makes motorcycles. Guess what they stand for? (8)
Freedom

rather than a more powerful engine, a more
reliable bike, or a smooth ride.
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3 Watch the second part of the video clip and discuss the
following questions.




3 Watch the second part of the video clip and discuss the
following questions.

1. Why does the speaker say brands are experiential?

The essence about providing products or service is about serving people.

2. What are the three things we can do to maintain and grow a brand?

Be different. Make yours stand out. Be vigilant. Don’t allow your brand
to do things it shouldn’t. Be relevant. The marketplace changes
constantly. Make sure your brand keeps up.

3. According to the speaker, who owns the brand? Do you agree with
that? Why or why not?

Brands are owned by the people.
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Language in use IESHIR S

be vigilant {RFFE15. i, 1E1H

e - to be watchful and alert, especially for potential
problems or dangers

o LN 1A

e be alert

e be watchful

* be attentive

* be cautious

e stay on guard

e keep one's eyes open
o {35y

Companies must be vigilant about changes in
consumer preferences.

AR HEE RFNTHLERFTER

be relevant X8, 1EHN. =Y

e - closely connected or appropriate to what is
being done or considered; having significance

o i X 17

* be pertinent

* be applicable

* be related

* be connected

* be significant

« matter (Z11AIfiZ )
o f54]

To succeed, brands must remain relevant to
their target audience.
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Brand Image & Brand Identity

e,

EZIEZIOMES: | Master Core Concepts

== IR ZE X B | Understand Differences

= FS)ETESREE | Learn Management Strategies



Read the 1st paragraph and answer the questions:

N5
What is Kevin Keller’s definition of brand image?

“Perceptions about a

STRATEGIC

BRAND /- brand reflected as
MANAGEMENT . . .
BY KEVIN LANE KELLER associations in the

BOOKS SUMMARY &
CRITICAL REVIEW

. )
minds of consumers.




perception /pa’'sep[n/ BH. Bk

e perceive (v.) > perception (n.) > perceptive (adj. BiRZ ) >
perceptible (adj. A] Z 5z )

= F5HEC

e brand / customer / consumer perception fah2/FZ A E0

e perception of ... Xi......lIF L
e change / shape / influence perception 2 2% /£Bi& /52 M0\ E1

e public perception AR EIE




association /a sausi'eiln/ Bk%E. W&

e associate (v./n.) > association (n.) > associated (adj.) > associative
(adj.)

e brand associations fah# Bk 18

e association with / between 5......l9EL &

e form / build / create associations 2 /& 31 B 48
e in association with 5..... Bk & (Hl#H1E)




1. Brand image @mhEf%

Consumeyr Brand Associations

Pre-existing Knowledge

b=
Prior understanding of the brand

Brand Experiences
B —

Direct interactions with the brand




Pre-existing brand knowledge

Which country do you think designs the most fashionable clothes?

LOpen Question:

TOP 10 MOST VALUABLE APPAREL BRANDS 2022
1e £ 2+ () 32 () 4+ () 5+ &
— Y ocuwa T A\

OUIS VUITTON

$33.2bn $23.4bn $18.1bn $15.3bn $14.6bn
= n
6+ () 7+ © 8e p 9« () 10+ o

P
ki . 1= Juni
aermes /AR #&M Cartier

PARIS

$13.5bn $13.0bn $12.7bn $12.4bn $9.6bn

ource: Brand Finance Apparel 50 2022




Language in use

across the board £HHE. TiEH . — 7]

e - applying to all categories, groups, or areas without exception
o X
e universally
 comprehensively
generally
in all areas
without exception
* for everyone/everything
o {54
The company announced a 5% salary increase across the board.
ARIEMERMEF5%.




2. Brand image vs. Brand identity

"SR PE PR

Brand Image Trap
EEX A MIESHEK : BT RiEmE ST 2N R BRI R E IR

Danger: Companies focus too much on image while neglecting strategic identity building




mahFiR 5]
Brand ldentity

ENX Definition
~el BRI ER

Company's intended message

R Perspective

PEBLAR (Internal)
kB AES

#%5 Characteristics

fiRHE. TEEE

Strategic, manageable

mhE SR

Brand Image

ENX Definition
BEE LhMFERIAR]

Consumer's actual perception

A Perspective

SMNEBHIAR (External)
xXBiEEE LS

#% 5 Characteristics

oS, LTS

Dynamic, hard to control




2. Brand image vs. Brand identity

/" {HZSER Fill in the Blanks

MR RN T HSE OE PR _RE

Brand image reflects brand _associations  inthe consumer's mind.

mISRBIEADFREEN__HE F8.

Brand identityisthe __desired  message the company wants to convey.




Brand equity
Ao kA 85

Brand
extension

i h# HE EH

Investopedia Says:

The term's meaning depends very much on the context. In general,
you can think of equity as ownership in any asset after all debts
associated with that asset are paid off. For example, a car or house
with no outstanding debt is considered the owner's equity because
he or she can readily sell the item for cash. Stocks are equity because
they represent ownership in a company.




Brand equity S INE

o mMRFE~/mEBNE: BEEOPmEEZD “ma”
CGAFD. ik, mINBENTF)
home equity BEF{E (B{-BE5)
private equity FASE=RE R
equity financing BRI AL (SZRRINE )

on an equal footing / treat with equity 22X F GGRPBTE




Market share A %n

miAnE: ERBEEE (EE) G2 1 migntesl.
gain / win / capture / increase market share 18 5/iE =95

lose / give up market share E 124} %n

a larger / dominant / majority market share

market-share growth ({EEIBETEMEFES)

ZAEZ: Strong brand image - higher brand equity » can capture a
larger market share.




Charge premium prices

WEGRN/ EES: LLREIEE, MBAERES

1

|
| |
| |

charge + price / fee {EY £
premium X E{EF. R = “SHE. NN

(premium brand / premium quality)
be willing to pay a premium (for ...) B2 A...... 51§k

1L X 1% : command premium prices; price at a

premium; sellatapremium




4. How to build brand image?

Customer-centric

YES=SI==IN

. Excellent customer service (p.5)

. Creative advertising (p.6)
. High-quality products (p.7)




Read the text and answer the following questions.

1 Why can people who do not need or use a particular
product form the associations and create an image of the

product?

Kevin Keller believes that associations are built up
as consumers indirectly make inferences based on
our pre-existing brand knowledge, for example,
country of origin. (para.1)




Read the text and answer the following questions.

2 What are the key points of building a good brand image?

A company can manage its brand identity. It should
understand what it want its brand to stand for. A company
can make sure its employees well trained and enthusiastic
and ensures that the store is clean and easy to navigate. It
can also communicate its promises, value and attributes

through creatively advertising and high-quality products to
influence its brand image.




Work in groups and discuss the following questions.

@ What makes brand image different from brand identity? Complete the
following graph using the terms provided in the box.

brand image reputation belief
brand identity slogan language
design logo emotion




Work in groups and discuss the following questions.

GWhat makes brand image different from brand identity? Complete the
following graph using the terms provided in the box.

company name
design

logo

‘ language

pr—




Work in groups and discuss the following questions.

@ Name a brand you are familiar with and describe its brand
image. Do you think the brand image involves any message
that the company does not want to communicate about itself?
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Apple Inc. Nokia
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X#ERLINEZ Key Success Factors KHEEMEZ Key Failure Factors
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Market Position & Competition

market share (n.) i B

¥&HC: gain/lose/dominate market share

/f%@:tApple has gained significant market share in the smartphone
Industry.

oligopoly (n.) FELZEFTZERA
1afR: oligo-(/DE4) + -poly(S£77)
#IIG]: The smartphone market is an oligopoly dominated by Apple and Samsung.

hub (n.) #X4; HC

¥&HL: innovation hub, tech hub, transportation hub
#IIa]: Silicon Valley is the global hub of technological innovation.

? EEnRE: " .
"INR—MTWRE3- 45 KA EEH00% I, XEHA? "




branding (n.) sahZeliE
sMEfZI\: brand (v.) $TIEMRAE
#IIG]: Nike's branding strategy focuses on inspiring athletes.

branded content (n.) sRR2{Y RS
X3 sE@storytelling, AERERE =

#IIG]: Red Bull's extreme sports videos are excellent branded content.

(C brand equity (n.) SRR/ {HE
- i ] B \.: brand value
I:II:IHE—E Eiﬁ #IIa]: Apple's brand equity is estimated at over S500 billion.

Branding & Marketing
creative (n.) BIEAS
15 MHEEEHR: creative (adj. BBIEHRY) - creative (n. BIEEM)

#IIG]: Send me the creatives for the social media campaign.

? ABEREw
MY Rlogo, BERIHEERIIBRIER.

A brand is not just a logo, but an emotional connection with consumers.




packaging (n.) 8%; MEE
&18): package (v.)
WEESY: OyEasx QZ2MA

#IIG]: Eco-friendly packaging has become a key consumer concern.

customer service (n.) 2RSS

o FB>%18): customer support, after-sales service
* #IIG]- Amazon's customer service is a key factor in its success.

=3RS

Product & Service

mediocrity (n.) 3EfE
F22518): mediocre (SE/ERY)
#IIG]: In today's market, mediocrity is no longer acceptable.

? EHSRBYE:
Packaging255—E[S:; customer service2I%E, A2,

Packaging is the first impression; customer service is an
investment, not a cost.
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Growth &
Transformation

leapfrog (v.) ESikz\ 2R, Bl
[RE: BES% > BERZUR B
#I/aJ: China leapfrogged traditional banking by adopting mobile payments.

flourishing (adj.) Z*5</Y
aial: flourish (Z25%)
#IIG]: E-commerce is a flourishing industry in China.

burgeoning (adj.) BiE A FERY
[E ™ 17): booming, thriving
#IIG]: The burgeoning Al industry is attracting billions in investment.

initiate (v.) &Zi¥2; {#FIa
2Z17): initiative (FEFNIE)
#IIG]: The CEO initiated a digital transformation program.

? icliziIs:

R REIEEERI: initiate (FFUR) = burgeoning (RIEEK) >
flourishing (2¥5%) > leapfrog (F57%)
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Connection & Collaboration

bind (V ) E |=||=I ' ggﬁ
2217): bond (A
#II5]: Shared values bind team members together.

coordinate (v.) {i}iE
241al: coordination (i)
#lIG]- Managers coordinate efforts between different departments.

seamlessly (adv.) Fo4Eith
F22518): seamless (Fo42RY)

#IIG]: The software integrates seamlessly with existing systems.

pitch in (F2i8) &5;
[E M chip in, contribute
#IIG]: Everyone pitched in to meet the deadline.

? EEnE:
IR sRyEME, FEH0pitch inRteam playerBIEBEEFFIR.

Modern businesses emphasize collaboration; actively pitching in
is a key trait of a team player.
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Communication & Influence

herald (v.) fiisy; B

[5 3 37): announce, signal
/6] The product launch was heralded as a game-changer.

fame (n.) BfFE; e

YBHL: achieve/gain fame
/6] Elon Musk's fame extends beyond the business world.

touching (adj.) BxAHBY; THIAR
#ia): touch (f4z))

#IIG]: The brand's touching advertisement went viral.

intensity (n.) 3BE; §R%Y
F22518): intense (3EZUAY)

#IIG]: The intensity of competition continues to increase.

? SHET
FRUEIEEEIBRALNS (touching) FIGRE (intensity) 4 BEiE I = & (fame),

Good communication requires emotional resonance (touching) and
intensity to build reputation (fame).
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Strategy & Innovation

tap into (2iF) 12iE; FIMA
¥&HC: tap into a market/resource/talent pool
#IIG] Starbucks tapped into Chinese consumers' growing coffee culture.

grease the wheels (F5i5) {BIRFE1T
SKiR: (A2 S EELIR

#IIa]: Good supplier relationships grease the wheels of operations.

call the shots (¥8i8) {{E; ZEi=
KiR: SiEa)
#IIEJ: The CEO calls the shots on all major decisions.

ideology (n.) RIRSES; EBE
BN : t1AmazonfY"customer obsession"IEA:
#IIG]: Corporate ideology shapes company culture.

? BEEE:

FRINE Nl E B tap intoZE3K, grease the wheelsibiZEH7, FH2Zcall the
shots,

Successful businesses know how to tap into demands, grease the wheels for smooth
operations, and eventually call the shots.
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Contrasts & Descriptions

mundane (adj.) <EMAY
[z Xid): extraordinary

#l Entrepreneurs solve mundane problems
creatively.

preindustrial (adj.) TAV4LETAY
13HR: pre-(ZBY) + industrial
#l Preindustrial economies were agricultural.

arena (n.) THtl7; ik
5|FRN: S,
#l Tech giants compete in the Al arena.

? RiFE:

chaotic (adj.) ;EELAY
F18): chaos (;EAEL)
#I The startup's early days were chaotic.

barely (adv.) #3&; JLER
[& N38: hardly, scarcely
#I} The company barely survived the crisis.

critique (n./v.) 1Fi€; LT
Ai%: BRI PRt A {Fa0iE
#l The plan received harsh critique.

XLEIFEATR I IMERAENIAZS . Mmundane HEZlchaoticBlMl

HA, HBElarenahU=ESE,

These words describe different states of business environments: from mundane
daily routines to chaotic startup phases, to competition in the arena.




Homework

1. 5£Rk Language skills 1 & 2 (Page 18)

2.31>] Unit1 Text 11830, B3 (FRiEE




END
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