om richard

Kan vi koppla av nu?

har tva barn och sambo
onomie doktor, marknadsforing Aspiration

konsult/talare/larare o
Inspiration

datorbaserad informationsteknologi
kohversationsstrategi ¥
skolan och,marknagdeq, Transpiration

8-1967) Frustration
"The Ego in 6 Parts” (2002), Solc Jeg
IFL, Executive Management Program, 2008-04-01
Richard Gatarski

www.weconverse.com

opaus rec varumarke onve jag maste bara ha en...

i;i "a brand can be thought of as
SVENSKA MOTEN a psychological phenomenon”
Métesmodell Uppkopplad _ _ . AL RIES and JACK TROUT

arets svenska moétesmodell 2007 " s S THE MARKETING cussnc@

barn)barnen N

how to be seen
and heard in

the overcrowded
marketplace

THE BATTLE FOR YOUR MIND




brand portfolio molecule ¢ tecken och mening -anve varumarken och foretagskultu

A Molecular View of the Cadillac Brand

Cadillac _ DHS
Allante ——————

BUILDING A BRAND-BASED CULTURE

TS
— Steinmetz
Elvis Presley

Potamkin (etc)

Eldorado DeVille - Are your emplayees confused or apathetic about your branding

strategy? Do they know you have one?
Bose
icheiin —— > ’ s / Do your employees need more direction about what the
Le Mans Racing L company’s brand means to them and the company?
sts
Is lack of a strong, brand-based culture preventing your
L] company from maximizing its bottom line?
Northstar
Twilght Sentinel Team Cadilac
subiliTrak

G y . S PEAT Are you finally at that point where you realize professionals trained in brand identity
ight Vision enior PGA Tour

management can help your company make or s ave thouSancs?

General motors ————fi | (=N

PASS Key Il T el Kalla: www.corp-psych-mgmt.com/corporate_branding_gan.htm
Zebrano Wood EWGA

Kalla: Lederer, C. & Hill, S. (2001 our brand through
Harvard Business Reviewlune, pp. 125-13

Gehry, Guggenheim — Bilbao ¢ ladda eller bygga? -anve 5-d brand

Sound Sound

FIGURE 2.1 A brand e 158 rarages " 14 evn though t FIGuRE 22 Atns scores high on the smell dmension i comparison wi

an oth it brand

Kalla: Martin Lindstrom




vad ar detta? rect onda goda saker 4 sociala natverk i tv

THE BAUERS
/ Chappelle

Pr—— i
s

R/
/

-~ Suc Ellen

Hanlin

Sherry David

Think sleeper curve
Pop culture makes us smarter N ralMRs

e / A B 3
Games force us to make decisions )’/7”' \\“ >

bl

Social networks & multiple threads Tl e

Dr. Ferragamo

Evenything Bad axiGor You

multiple threadings rect en stor ledande fraga




fun stuff recanve toyota educates

ett tsunamiskt verktyg rec varumarket for olika grupper

begreppshantering

tion av varumérken
cklingLiber Ekonomi




beteende och varumérken

Studerat i tva huvudspar

1. i borjan psykologi

sifferméatning och matematiska modeller
en eller tva dimensioner

2. numera allt mer sociologi

antropologi och forstaelse
e kompl EWETS

varumarkespositionering

[product] consists of a
small hand held monitor
and [x] test sticks.

[product] comprises a
number of test sticks and a
hand held [x] monitor.

material sammanstallt frén www.unipath.com

en psykologisk klassiker

férpackning

Howards DSM

Procter & Gambles produkter




nagra fordelar med varuméarken vardefulla varumarken aug 2005 vardefulla varumarken aug 2007

kunderna foretaget

minskar stodjer
sokkostnaden ledningsarbetet

hanterar grundar
psykologisk osékerhet sarskiljande strategier

bygger samordning av
social position marknadsstrategier
usti 2008

brand equity house of brands branded house

" The sum of all "A set of assets (and
distinguishing qualities of liabilities) linked to a
a brand, drawn from all brand’s name and symbol
relevant stakeholders, that adds to (or subtracts
that results in personal from) the value provided
commitment to and by a product or service to
demand for the brand; a firm and/or that firm’s
these differentiating customers.”
thoughts and feelings David A. Aaker
make the brand valued
and valuable.”

brandchannel.com




varumarkeskompositioner varumarken vardefulla? vardefulla varumarken apr 2007

discussionleader.hbsp.com/haque/2008/02/the_shrinking_advantage_of_bra_L.htm wwwmillwardbrown com/Sites/Optimor/Media/Pdfs/en/Brandz/Brandz-2007-RankingReport. pdf

konsumentbeteende - sociologi postmodernt och hyperverkligt

techno-slaget genom “Traningsskorna pa dina
Nike Free, en sko (testas fotter— en snabb blick pa
fortfarande) som far den distinkta swooshen pa
l6parna att kanna sig sidan markerar vem som
Alladi Venkatesh Fuat Firat barfota Den Ar inspirerad Val'l_”ﬂal'kt dlg Kaffemuggen

av dom Kenvanska som du bar, aha —du ar en
y Starbuck-kvinna...

The post modern condition .
p X I X i X barfotaldparna som har
hyperreality, fragmentation, reversal of consumption X . -
and production, decentering of the subject, and visat att skolds tramng ,
paradoxical juxtaposition (of opposites) bygger styrka och You nded, b nded,
AR : » branded, branded
forbattrar prestationen.

Kalla: Firat, AF. & Verkat y: the age of marketing,
International Jou ol. 10, pp 227249 Kalla: Business Week, September 20, 2004




tweens (8-14 years) tween media preferences the value of the brand

1. online

2. school

powerful and smart consumer group 3. field “Iinking value”

influence USD 1 880 000 000 / year ' (as opposed to "use value”) is
"brand image” experts 4. mass media what the brand provides to support
connected the social links in the tribe

Source: Martin Lindstrom Bernard Cova, 1993

randchild.com

maven of cool marketing and value formation postmodern education

For the post modern generation, the modern
structure of education [schools] is aimless, if
not redundant.

[Images] that define the goals of the post
modern generation are not acquired in
[schools] but through the marketing systems.
Juliet B. Schor

Therefore, the more fundamental education, Professor of sociology
one of goals, values, meanings, and desires

already takes place through exposure to

marketing culture.

h, A., Sherry, J. F., Firat, AF. (1993) Postmodernism and the marketing sound clips fror bur.org
international Journal of research in Marketing, vol. 10, pp 215-223




math

mobilt & video EQIET]
vi kunder / medborgare / konsumenter  &r
bildade
uppkopplade
konversanta

Vi

vet mer &n jag!

melodys breakup

towards conversing communities

Gatarski, R. and Lundkvist, A. (1997) Interactive Media face Artificial Consumers
and marketing theory must re-think, see www.fek.su.se/home/rgifimfaceac

%



alecta?

olika filosofier

vetenskap

digitala (mar)drémmar
blogging wiki

rss sns mashup

customer generated content

ping widget tag rss podcasting

connectors, brokers, gatekeepers

vi litar pa oss en riktigt publik tjanst




wiki exempel kandisblogg

saljande blogg dom lyssnar pa oss boeing b2b bloggi

wWww.greyswriters.com/2006/10/allan_heinberg_.html




alltid uppkopplad intrawiki

3.ibm.com/developerv eljasneliBeblogging_ibm

insamling 2.0 kommentar? mashing things up

sms + blogging + social networking = twitter

+

www.bbc.co.uk/white/spectrum.shtml




twittervision

sammanfattning

gga
TANK OM
.#;na varsamt
o1 att konversera
3. stod andras konversationer
4. skapa egna sociala medier

because

nagra rad

Source: Laflyes key note at Association of National Advesijs2906-10-06
adage.com/ana06/article?article_id=112311

konversera?

www.weconverse.com




