
Marketing
www.ft.lk

friday december 09, 201610

Brands are usually associ-
ated with advertising, which 
is  thought to require sig-
nificant money to build. It is 
also seen to be the exclusive 
responsibility of  the market-
ing department. It is viewed 
as a black box, with very lit-
t le  accountability for the 
returns of  investment on the 
large advertising budgets 
that are spent annually. and, 
never in the context of  creat-
ing business value.

a system of  accountabil-
ity would seem to be an abso-
lute necessity considering 
the hundreds of  millions 
of  rupees that are spent on 
advertising, promotions and 
sponsorships, amongst other 
media investments,  which 
are many times more than 
capital investment budgets. 
In this context, if  the Chief  
Marketing Officer of  a com-
pany wants to gain a seat 
on the board, it would seem 
logical that he or she should 
be pushing the agenda for 
greater marketing and brand 
accountability. 

What is a brand?
a brand is often thought 

of  as a slogan or pay-off  line, 
logo design,  or advertise-
ment. It is not any of  these. a 
brand is what people individ-
ually and collectively believe 
about a product, service or 
company. We may think that 
we own the brands that we 
promote, but in fact, brand 
ownership lies within the 
customer’s minds. It is what 
they have formulated in their 
minds individually and col-
lectively, based on their own 
experiences and observa-
tions.   

Michael  Eisner,  for mer 
C h a i r m a n  a n d  C E O  o f  
disney, summed it up suc-
cinctly when he said: “The 
disney brand is our most 
valuable asset. It is the sum 
total of  our 75 years in busi-
ness, of  our reputation, of  
everything that we stand for.” 

This reputation is built on 
the perceptions that stake-
holders have of  the company, 
which in tur n is based on 
the products and services it 
offers; the way it has behaved 
in all aspects of  conducting 
business, the way it treats 
its employees, its financial 
perfor mance,  its dividend 
payments and a myriad other 
undertakings of  the compa-
ny—whether done conscious-
ly or subconsciously—that 
stakeholders have witnessed. 

The question, then is: if  
the brand is the sum total of  
the way the business and its 
products and/or services are 
perceived in the minds of  
customers and other stake-
holders, is there any value in 
that?

It so happens that percep-
tions do matter.  and they 
have a huge impact on value 
creation across all aspects 
of  the business. Perceptions 
across dif ferent stakehold-
ers drives behaviour, which 
in turn impacts the way they 

behave and interact with a 
company, which, in turn, has 
a positive or negative impact 
on business value creation.

Perceptions  
drive value

starting with customers, 
the higher their perception 
of  the product or service that 
is sought by them, the higher 
the potential for revenue gen-
eration and lower the risk of  
losing them. a high brand-
perce ption builds g reater 
customer loyalty,  g reater 
advocacy, and increases price 
elasticity, all of  which direct-
ly improves revenue.

On to suppliers, where the 
higher their perception of  
a company, the more likely 
they will want to have them 
as customers, and therefore 
the more likely they will pro-
vide better prices—both in 
terms of  lower price points 
and/or better terms. This has 
a direct impact on the cost 
of  business, which is low-
ered. There are many exam-
ples of  this where reputed 
sri Lankan companies were 
able to get discounted prices 
on machinery because a sup-
plier wanted them on their 
customer list. 

a s  fo r  e m p l oye e s,  wh o 
have a cost impact on a com-
pany, the higher their per-
ception of  the company, the 
more likely it is that they 
will agree to join at a lower 
salary and lower benefits. 
They want to be associated 
with corporate brands they 
perceive favourably, in order 
to further their own career 
development by enhancing 
their CVs. 

and finally,  the cost  of  
capital is lower, as banks will 
lend at lower rates to those 
companies that have a higher 
reputation in the market. 

Brand equity 
Which leads to the ques-

tion: How does one build and 
har ness this value to the 
business and how can it be 
measured?

We start with the under-
standing that business value 
is created by the behaviours 
of  various stakeholders, as 
listed above, which in turn 
are influenced by their per-
ceptions of  the brand.

If  we know what drives 
that  perce ption,  and can 
build a relationship with the 

stakeholder—that which we 
call brand equity—then we 
are essentially in control, 
and can provide the right 
inputs. This is what we, as 
managers, are mandated to 
do. 

The pivotal point of  the 
value creation process  is 
building that brand equity, 
or relationship, with indi-
vidual stakeholders through 
the insights that we gather 
from experience, intuition, 
and market research, or by 
looking at what has worked 
in other sectors. The brand 
is positioned, defined, built 
and articulated in a way that 
captures these key drivers of  
equity.

This process requires stra-
tegic insight coupled with 
creative capability, which is 
fundamental to brand build-
ing. 

Brand building
We use a combination of  

logic and creativity in this 
transformation process. We 
closely study the customer, 
and their expectations and 
needs—both expressed and 
hidden—that influence the 
many and varied (major and 
minor) purchase considera-
tions within the decision-
making process. These can 
b e  q u a n t i f i e d  a n d  m e a s -
ured, and the importance of  
the attributes established 
a n d  w e i g h t e d — f r o m  t h e 
most-important to the least-
important purchase consid-
erations. This identifies the 
levers that can be pulled to 
drive greater brand consid-
eration and loyalty, and to 
minimise lapse.

Once this  framework is 
overlaid on market  reali -
ties—having identified what 
competitors are doing, which 
spaces they have occupied—
we begin to see how a brand 
can be dif ferentiated and 
play a unique role in the mar-
ket.  

One final area of  explora-
tion that must be considered 
is the credibility of  the busi-
ness itself  to deliver what 
it  promises,  and to do so 
through a belief  system that 
the employees can relate to 
and practice on a day-to-day 
basis.

While this analysis leads 
us to make certain conclu-
sions in identifying,  nar-
rowing down and bundling 

the most important attrib-
utes, the creative mind takes 
over, at this point, to explore 
and flesh out concepts upon 
which the brand can be artic-
ulated, bringing the brand to 
life.

Brand deployment
With the  brand clearly 

defined, it is now ready for 
i t s  b ro a d e r  ro l e,  b e yo n d 
being a  customer-focused 
tool. It can be used by the 
human resource department, 
at employee deployment ses-
sions, training modules and 
setting a reward system that 
can be woven around the 
brand; by operations, to pro-
vide the relevant customer 
service; and by finance, as 
a means of  tracking perfor-
mance.

The performance tracking 
is possible because we have 
defined the core attributes of  
the brand. Therefore, using 
market research and brand 
valuation tools, we can begin 
to monitor the impacts of  
investment across the entire 
business—from the impact 
on customers to employees’ 
understanding of  the brand 
and level of  motivation. 

B r a n d  v a l u a t i o n  w i l l 
m e a s u re  t h e  i n c re a s e  o r 
decrease in value over time, 
and brand scorecards will 
establish how it is perform-
ing. In this broader context, 
the responsibility for the 
brand is not just with the 
CMO, who is responsible for 
ensuring customer returns 
on investments, but with the 
Hr department as well, who 
needs to ensure that returns 
o n  t r a i n i n g  i nve s t m e n t s 
are also made by ensuring 
employees have a full under-
standing of  the brand and act 
accordingly.   

Accountability 
outcomes

adopting this  strate gic 
approach creates accounta-
bility, which links directly to 
creating business value: 

as the building blocks of  
the brand are derived from 
the core business drivers, it 
is very likely that the brand 
will  work much harder to 
increase revenue.

Management is  actively 
looking at ways in which the 
brand can be differentiated 
from the competition, so it 
is likely that this will lead 
to a unique offering, which 
will  improve engagement, 
involvement and empathy.

The entire business will 
operate from a common plat-
form, which everyone in the 
company understands fully, 
and there will  be synergy 
and value created across the 
business.  Marketing,  Hr, 
Finance—every department 
will know what the company 
stands for.  

There will be efficiency in 
investment, because there 
is clarity around the brand. 
and every under taking—
wh e t h e r  a  p h i l a n t h ro p i c 
initiative or a new product 
extension—will be aligned 
with the brand, further max-
imising its impact.

F i n a l l y,  i t  w i l l  e n a b l e 
t h e  i n s t i t u t i o n a l i s i n g  o f  
accountabil i ty  through a 
brand scorecard that will 
track and measure perfor-
mance over time.  

ReuteRs: The amount 
of  money spent on adver-
tising on social media is 
set to catch up with news-
paper ad revenues by 
2020, a leading forecaster 
said.

The rapid expansion of  
social media platfor ms 
on mobile devices, as well 
as faster internet connec-
tivity and more sophis-
ticated technology, has 
triggered a huge shift in 
the way many people get 
their news.

a dve r t i s i n g  a g e n cy 
Zenith Optimedia, owned 
by France’s Publicis, pre-
dicts global advertising 
expenditure on social 
media will account for 
20% of  all internet adver-
tising in 2019, hitting $50 
billion and coming in just 
1% smaller than newspa-
per ads. It expects social 
media to overtake news-
papers comfortably by 
2020.

“ s o c i a l  m e d i a  a n d 
online video are driving 
continued growth in glob-
al ad spend, despite polit-
ical threats to the econo-
my,” Jonathan Barnard, 
head of  forecasting at 
Zenith, said.

The media industry 
has been convulsed by the 

rapid shift in advertising 
trends in recent years, 
with firms moving their ad 
budgets from traditional 
sources such as newspa-
pers to websites found on 
computers and mobile 
phones.

Marketers are increas-
ingly directing their spend-
ing to social media sites 
where ads blend into users’ 
newsfeeds on platforms 
such as Facebook and 
snapchat proving more 
effective than interruptive 
banner formats.

Zenith’s report fore-
casts that global advertis-
ing expenditure will grow 
4.4% in 2017, the same rate 
as in 2016, which it said 
would be a strong per-
formance given that big 

events like the Olympic 
Games, Britain’s EU refer-
endum and the U.s. presi-
dential election boosted 
advertising this year.

Online  video adver-
t ising is  also  rapidly 
growing and set to total 
$35.4 billion across the 
world by 2019, fraction-
ally ahead of  the amount 
spent on radio advertis-
ing but still far less than 
television.

G l o b a l  s p e n d i n g  o n 
advertising has been sta-
ble since 2010 the report 
showed, although growth 
h a s  d e c l i n e d  i n  t h e 
Middle East and north 
africa. It was expected to 
continue to grow strongly 
in China and much of  
asia.

K E L a n I  C abl e s  P L C , 
sri Lanka’s number one 
brand in secure electri-
cal and communication 
cables,  ba g g ed si lver 
at the 15th sLIM-Brand 
Excellence 2016 awards 
ceremony held at  the 
BMICH.

The award was con-
ferred to recognise the 
c o m p a n y  i n  t h e  B 2 B 
brand of  the year catego-
ry.

sLIM-Brand Excellence 
is conducted annually by 
the sri Lanka Institute of  
Marketing (sLIM) to rec-
ognise champion brands 
in the sri Lankan market-
place.

Ke l a n i  C a b l e s  P L C 
director/CEO Mahinda 
saranapala said Kelani 
Cables being sri Lanka’s 
number one brand in 
secure  e lectrical  and 
communication cables 
contributes immensely 
towards the success and 
development of  leading 
business entities and gov-
er nment organizations 
in the country as well as 
diverse projects carried 
out throughout the coun-
try. 

“Being a diversified 

company Kelani Cables 
PLC f aci l i tates  needs 
of  a diverse clientele. I 
treat this sLIM-Brand 
Excellence silver award 
wo n  by  t h e  c o m p a ny 
for the second consecu-
tive year as an endorse-
ment by sLIM towards 
Kelani Cables brand as 
a superior one. It is rec-
ognition for our dedica-
tion towards the success 
of  local businesses and 
customer satisfaction. I 
salute Kelani Cables PLC 
workforce at this special 
moment for their dedica-
tion towards the compa-
ny’s socially responsible 
endeavour,” he said.

Ke l a n i  C a b l e s  P L C 
G e n e r a l  M a n a g e r 
–  M a r k e t i n g  a n i l 
Munasinghe said: “Kelani 
Cables PLC is very con-
cerned about the stand-
ards  o f  i ts  products. 
Many local companies 
dedicated to provide cus-
tomer satisfaction rely 
on the products of  Kelani 
Cables  PLC.  superior 
q u a l i t y  o f  o u r  m a i n 
product, Kelani cables 
wire and other products 
in the product portfolio 
have made companies 

successful and houses, 
industries and buildings 
secure. With this silver 
award sLIM has recog-
nised Kelani Cables PLC 
as a socially responsible 
entity.”

Kelani Cables Brand 
development Manager 
Channa Jayasinghe said 
Kelani Cables is the most 
preferred brand in secure 
electrical and commu-
nication cables among 
t h e  c o n s t r u c t i o n  a n d 
projects spheres in the 
country and sLIM-Brand 
Excellence 2016 silver 
award endorsed that fact.

“This recognition came 
our  way at  the  sLIM 
Brand Excellence 2016 for 
our dedication towards 
providing the best prod-
ucts to customers. Our 
products have superior 
standards and they are 
diversified to satisfy var-
ied customer needs. Our 
p r o d u c t  d eve l o p m e n t 
strategies add value to 
the total process. sLIM-
Brand Excellence 2016 
silver award encourage 
and motivate us to strive 
harder to add more value 
to  our  service  to  the 
nation,” he said.

nEHEMIaH Consultants, one 
of  the fastest growing public 
relations agencies in the coun-
try recently entered into a part-
nership with Block3 Creative, 
a dynamic young digital media 
agency to enhance their portfolio 
of  services. 

The ag reement was signed 
between nehemiah Consultants 
Founder/Mana ging  director 
sanura Gunawardana and Block3 
Creative Co-Founder/Managing 
Partner Inzamam Hassim.

speaking on the agreement 
Gunawardana noted: “digital 
marketing is creating such a 
phenomenal paradigm shift glob-

ally and sri Lanka being such 
a tech-savvy nation needs to 
embrace this change. Companies 
and brands are also becoming 
increasingly aware of  the impor-
tance of  digital presence and visi-
bility across all social and mobile 
media. This partnership opens 
up opportunities for our clients 
to explore new avenues of  getting 
their message across.”

also commenting on the part-
nership, Hassim said, “We are 
indeed glad to be on board with 
nehemiah to strategize and exe-

cute complete marketing solu-
tions for clients and look forward 
to drawing up comprehensive 
marketing plans.”

Under the new partnership 
Block3 will  act as nehemiah 
Consultant’s digital Media arm 
and will extend services such 
as responsive web development, 
complete brand design, busi-
ness/enterprise email solutions, 
social media management and 
marketing automation to all of  
nehemiah Consultant’s existing 
and new clients.

Block3 consists  of  Hassim 
and shiva Balachandran as the 
Founding Partners. 

The partnership is also unique 
in terms of  the stories behind the 
two start-ups who both began as 
inspired ideas, with zero capital 
investment and have come a long 
way in the industry in a short 
period of  time.

For more information on the 
extended list of  services please 
contact nehemiah Consultants 
Marketing Manager sharon Kelly 
on 0767 055661.

Social media ads to hit $ 50 b by 2019: Zenith

Kelani Cables clinches Silver at 
SLIM-Brand Excellence 2016 

Kelani Cables Director/CEO Mahinda Saranapala and the senior management of the company 
with the SLIM Brand Excellence 2016 Silver award
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