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      Eugênio Bispo is a writer, consultant, speaker and director of Global Consultoria (Marketing & Branding Consulting). He has a degree in tourism, a postgraduate degree in business management, a postgraduate degree in communication and marketing and an MBA in quality management. He has written several articles on brand management published on websites specializing in economics, marketing and business. He developed the remarkable professional qualification and classification program (Global Professional Service), which also covers technology services (digital platform). He developed several methods, concepts and practices related to marketing and brand management, including the concept of Government Branding, in addition to stimulating the image and positioning of the brand in Brazil and in the world (Brazil Branding Group). He began his career effectively in 2011 developing academic research and consulting. He is an expert in customer service and a reference in brand management and strategic marketing planning. He is also a project management and quality analyst (GPE, PEP & EIP).
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      I dedicate this book to the memory of my father, Eugênio de Freitas Melo, whom I thank for his total dedication to my academic education.
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      Thanks to the father of positioning, AL RIES, for his memorable preface and dedication to my book.
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      In its global edition, the book brings the main marketing concepts, together with the most important and innovative aspects of brand management in Brazil and worldwide. It brings to light the importance of service in chain stores, franchises, dealerships, supermarkets, delivery, as well as the astronomical growth of the digital platform in the global market. It shows how the brand’s image and positioning have been flexible in the face of changes in the economy and in consumer buying behavior, as well as a preface by the father of brand positioning, Al Ries. A surprising and unique book in the publishing market that brings together methods, concepts and practices and, therefore, can be considered a parameter in the academic and governmental environment. Written by the marketing and branding specialist, this book reflects the urgent need to apply new concepts and resources related to brand management in the corporate and government market.
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      In an economic, globalized and competitive context, the power that a brand has to simplify decision-making is crucial in any market segment. Just like the product or service, the brand is an essential part of our life, a living organism and, therefore, essential for improving the quality of life and self-esteem. Therefore, exceeding expectations is as important as offering a product or service to the consumer. The greater the desire for the brand, the greater will be the expectation and influence of the brand in the consumer market. Branding is an extremely important marketing tool in any economic, corporate and government environment. However, over time, Branding assumes a vital importance in any company, franchise, agency or institution. Mandatory reading for students and professors in the fields of administration, marketing, advertising, communication, production engineering and information technology. Also entrepreneurs, directors, presidents, shareholders, government and final consumer. This book teaches how to manage a brand in a strategic and sustainable way.
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        Quality is the best tool to correctly position any product, service or brand in the consumer’s mind!

        Eugênio Bispo Melo

      

      

      This book shows the relationship between brand positioning and satisfying market needs and desires. Therefore, the idea was to develop concepts, methods and practices that refer us to market management, but with an emphasis on brand image and governance. In this way, marketing collaborates perfectly with the idea that it is not possible to satisfy needs and desires without the brand assuming a prominent position in the face of competition and global competitiveness.

      Thus, in its global edition, this book fills an extremely important gap, due to the lack of a bibliography concerning the subject covered in Brazil and in the world. In other words, it is an book that elucidates, demystifies and heals the importance of brand management in modern marketing. Breaking paradigms or mistaken thoughts about brand management. Considered a parameter in academic, corporate and governmental circles, this book reflects the urgent importance of changes in the way of managing brands in Brazil and in the world. Each chapter is responsible for the longevity and maintenance of the brand, whose main objective is to define marketing strategies, as well as the brand positioning in the consumer’s mind.

      An amazing book that provokes a deep reflection on the way we act and think in relation to products, services and brands. On the other hand, this book contributes to economic, social and environmental development, as the brand is closely related to improving the quality of life and self-esteem. The author has developed innovative methods, practices and concepts that help us to gain a better understanding of the topic, considering that the brand is an extremely important indicator of trust and credibility in the market. The work also shows in a very clear and objective way, why the satisfaction of needs, desires and expectations exert a direct influence on the consumer’s purchasing behavior. However, this book addresses important aspects of our lives and that are rooted in the brand’s behavior and relationship with the consumer.

      

      Keywords: Marketing, Branding, Relationship, Behavior, Entertainment, Governance, Competitiveness, Transformation, Quality, Product, Service, Technology and Commoditization.
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      In the spring of 1972, Jack Trout and I wrote a series of articles for a marketing publication called Advertising Age. The title is called “The Positioning Era Cometh.”

      Advertising Age articles aroused a great deal of interest in advertising and marketing in America, but this interest has not spread around the world considering that all of our examples are from American companies and brands. However, in the fall of 1972 I was surprised to be invited to Brazil to give a series of lectures on the concept of positioning. In less than six months, this concept had traveled 4,773 miles from New York to São Paulo.

      So I went to Brazil to participate in three days of meetings with executives in the advertising area, my first trip outside the United States in order to talk about the concept of positioning. Since then, I have made several trips to Brazil to give lectures on positioning and other marketing concepts. I have traveled to Brazil more than any other country! This is because of the intense interest in advertising and marketing in Brazil.

      Since 1972 there have been many other developments in Marketing, Branding and Positioning. The author, Eugênio

      Bispo, covered all these developments in his book, “MARKETING and BRANDING - The art of developing and managing brands”. I’m not surprised that a Brazilian writer has written such a comprehensive and innovative book on the subject in Brazil and around the world. Since my first trip to São Paulo in 1972, I have made several other trips addressing this topic in more than 60 countries, including Saudi Arabia, Russia, Turkey, Nigeria, Malaysia, China, Japan, Australia, Philippines, Singapore, Sri Lanka among others , but none of these countries impressed me with their advertising, marketing and knowledge as much as the people in Brazil.

      So, I wasn’t surprised that a Brazilian writer had the knowledge to write such a comprehensive and innovative book about the image and positioning of brands in Brazil and in the world.

      Marketing is not an easy discipline to master! However, there is a myth among people and marketers that marketing is just advertising. This is the biggest problem faced in advertising and marketing.

      Marketing is not just marketing, it is also the most difficult business technique to master. In addition, marketing is a discipline that is constantly changing, depending on the consumer’s choice and behavior process.

      Then there’s the great media revolution, with the Internet dramatically changing the way companies spend their resources on advertising and marketing.

      We also have the consumer revolution, with many buyers looking for brands that are socially responsible. How to master a discipline as difficult as marketing? A good place to start is, without a doubt, by reading Eugênio Bispo book.

      
        
        Again, I would suggest.

        Al Ries, President of Ries & Ries, Marketing Consulting.
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      The brand was for a long time the introduction of the product or service. Today there is a clear notion that the brand means much more than its simple identification. However, over the years, the brand has become something more flexible and tangible, as it reflects the perceptions of the final consumer. The brand then moved to a denser stage of human thought. Now it is not just the name, term or symbol, but everything that the brand represents. That way, we hardly forget something that can satisfy our needs, desires and expectations. In this sense, everything we learn throughout life is extremely significant. The human mind records the most important moments of our life. Fixes in memory everything we live (past, present and future). Therefore, the purchase decision is just as important as the choice of brand.

      In the manufacturing industry, the brand plays a fundamental role, as we need to know which brand to trust. The brand’s goal is to reduce complexity about the product or service. In other words, this means that in the manufacturing industry the brand is the only indicator of trust and credibility. On the other hand, in the services sector, the brand has a more humanitarian and charismatic role, because of its involvement with the human element. In this way, the brand is no longer synonymous with credibility and temporarily acts as a supporting role. As the service meets the needs, desires and expectations of the consumer, the brand assumes a prominent and competitive position in relation to the competition.

      So, the service needs professional qualification, as it is not possible to offer a good service without the effective participation of the human element. For this reason, the quality of service has a direct influence on brand positioning. But, after all, why is brand management so important? To answer this question, just look at the number of brands that have registered losses in recent years. Famous brands, however, record losses and layoffs!

      It is important to remember that any brand has a direct and personal involvement with the product or service. However, what characterizes consumer loyalty is the transparency with which the product or service is offered to the market. This concept takes us to both the corporate and government markets. In the near future, we will have smarter brands due to technology and global competitiveness. This also means that we will have more transparent brands that are aware of their social role in relation to the consumer. In this way, the brand definitively synthesizes the way in which marketing meets the needs, desires and expectations of contemporary society.
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      BRAND PLANNING AND DEVELOPMENT

      Let’s start by talking about three important elements in the positioning of any brand: Name, Logo and Motto. But before that, it must be said that brand management is not just a matter for large companies. Brand management concerns any company or institution in the consumer market. There are four types of brands! Product, service, certification and collective use brand. Positioning starts with the product, service or institution. The brand represents descriptive values that can be observed by the way the consumer reacts to certain offers in the market. As such, brand planning starts with three extremely significant elements. These elements are related and have relationships with each other. There are several examples that we can mention, but it is worth saying at this point that the brand’s success starts exactly with the planning and development of these three elements. Let’s see!

      
        
          [image: ]
        

        FIGURE 1  (Source: Global Consulting)

      

      According to the figure, the brand is at the base of the pyramid. Next comes the logo and then the slogan. It is essential to say that Branding is not just about creating the brand, but also about the management, and governance of the brand in the market. I’ve always said that Branding is a mental, rational, emotional process and not exactly a process of creation, design and communication. Thus, there are some criteria that are fundamental in creating a brand.

      According to Kotler and Keller (2006), we basically have six criteria that can be used in creating a brand.

      Memorable, meaningful, desirable, transferable, adaptable and protected. The first three can be characterized as a management process in terms of brand positioning and recognition. The last three are characterized according to market opportunities and limitations. Let’s see!

      Memorable – As the name says, it is the one easily remembered. Ex: LG, HP, Apple, Sony, BMW, IBM etc.

      Significant – To what extent can the product or service be credible and indicative for the corresponding category? Does it suggest anything about branding or consumer behavior? Ex: Sempre Livre absorbent, Gillette prestobarb, Zero-Cal sweetener, Colgate toothpaste, etc.

      Desirable – To what extent can we say the brand is attractive or desirable? Ex: Johnnie Walker, Lamborghini, Ferrari, Marlboro etc.

      Transferable – To what extent does the brand collaborate with positioning in other countries and market segments? When using a transferable name it is advisable that these names only have a specific meaning in the country of origin. Ex: Havaianas Sandals, Bombril, Ipanema, Leite Moça etc.

      Adaptable – How far can a brand change? There are brands that have gone through several changes in their look and despite being 60 or 70 years old, they seem to be at most 40 years old. Ex: Everlast, Citibank, Coca-Cola, Salton, Ford etc.

      Protected – To what extent can a brand be protected? Can it be protected from competition? Can it be copied? Ex: Microsoft, Google, Xiaomi etc.

      We cannot forget that the brand is an indicator of trust and credibility. For that reason, these brand elements are critical, particularly in the global marketplace. After choosing the name, the next step is to create a logo. Therefore, the logo becomes the graphic representation of the brand. For this, a broader vision is needed. Company values and characteristics must be reflected in the brand logo.

      Some logos are actually a mix of nominative and figurative. In this case, the correct designation is logo. Both complete and intensify as they become known or recognized by consumers. Mixed use is usually not advisable, as the logo loses its main characteristic, that is, associating the product or service with the brand.

      After the logo is the turn of the motto or slogan. The motto also plays an extremely significant role on the brand, and its main objective is to create differences in the consumer market. Even though it cannot represent everything the brand wants, the motto contributes a lot to the brand’s positioning and image. If a motto cannot connect directly to the brand, then there is no point in creating a motto.

      Choosing the motto is just as important as choosing the brand!

      If the goal of the motto is to create differences, then that is the goal of the brand. The motto usually represents the central idea of  the positioning and, therefore, the expectations of the company or institution regarding the product or service. Thus, the motto is an essential part of the brand structure and needs to be used whenever necessary. However, the motto must be part of the consumer’s daily life, that is, it must be in the local context and never in the global context. Let’s see!

      Coca-Cola in the global context (Taste the Feeling). In Brazil (Sinta o sabor).

      McDonald’s in the global context (I’m lovin’it). In Brazil (Amo muito tudo isso).

      L’Oréal Paris in the global context (Parce que vous le valez bien). In Brazil (Por que você vale muito).

      BRAND STRATEGIC PLANNING

      Branding is an increasingly important tool in the economic scenario, after all, consumers do not buy products, but brands. We live in an economy of products, services and brands. However, which product or service effectively satisfies the consumer’s needs, desires and expectations? This is a very important question. However, it is up to the market to respond impartially. The brand is made up of three factors that complete and complement each other. Market, Segmentation and Positioning. It is noteworthy that brand positioning has been neglected for years because of predatory communication. It is often necessary to ask the consumer, what is their expectation in relation to the product or service. Communication usually proposes an industry-formatted product. Often different from the needs, desires and expectations of the consumer market.

      The mental model practiced in the market sustains that advertising is the best tool to position a brand in the market. However, advertising and brand positioning are different tools. Communication is important, but it does not mean meeting needs, desires and expectations. Brand management is a marketing function and not necessarily a communication function. Thus, it is not possible to correctly position a brand without effectively satisfying the consumer’s needs, desires and expectations. Exchange processes and relations take place based on this concept and not just advertising actions. Let’s see!
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        FIGURE 1.1  (Source: Global Consulting)

      

      According to the figure, the positioning is at the base of the pyramid, because it represents the needs and desires of the market. Thus, considering brand management in terms of advertising seems too shallow and tends to minimize brand longevity. In the goods industry, the brand represents the production and transformation processes of the product. Therefore, the brand’s objective is to reduce complexity, due to the brand’s ability to transmit relevant information to the consumer market. For example, we don’t understand anything about the technology, engineering, architecture of the brands BMW, Ferrari, Porsche, Lamborghini etc. However, we blindly trust these brands. Hence the reason for the blind spot concept in the manufacturing industry.

      PRODUCT LINE EXTENSION

      From now on, we are going to talk about an extremely important subject in the global market. Line extension. But first, we need to establish the brand’s strategic planning concept. It is the formal knowledge of all possible actions of a brand, whose objective is to manage the image and positioning of the product or service in the consumer market.
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