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Power of brands
Brands do not simply mean a name, 

logo, symbol or design but rather some-
thing which stands apart because of its 
character. They can be just as famous as 
celebrities. And people can be influenced 
by brands just like they are by human per-
sonalities.

A brand becomes a success when it 
positively affects the way consumers think 
about a company or product. It has to affect 
their feeling and sensation. Some products 
make us think logically while buying, as 
in the case of the Dettol brand, which is a 
household name for an antiseptic. All simi-
lar products are called Dettol by many. Such 

is the power of the brand.
Some products evoke the senses of taste, 

sight and smell, especially cosmetic prod-
ucts and personal hygiene products like 
soaps and perfumes. Some products are fa-
mous for the emotional link they have with 
consumers. Maruti-Suzuki cars in India, the 
first in the compact small car segment, still 
brings about a feeling of connection as a 
‘family car’ even though it has since gone 
out of production. 

Some brands like Samsung in Asia make 
people believe that they have to have a 
Samsung mobile even if they do not use its 
many features and applications. In order to 
make a brand successful in Asia companies 
have to offer a unique product or service 

that appeals to customers, makes them feel 
different and gives them a sense of achieve-
ment. So the key criteria in brand building 
and brand management are giving what a 
consumer aspires to or is looking for and 
that which matches his/her personality.

A brand is expected to behave according 
to its name, which is to deliver value, main-
tain quality with minimum risk of failure 
and satisfy the psychological connections 
people make with it. Brand identity is im-
portant as many people are averse to find-
ing new products. Brands help consumers 
quickly decide which product to buy. If 
a brand works for them then they prefer 
that same brand even for entirely different 
things. As groups of people associate events 

B rand names enter everyday 
conversation more often 
nowadays than ever. School 

children, office goers and home-
makers mention brand names to 
emphasize their buying power. 

Brands with a positive association 
can attract huge payments just for 
their name. Experts believe that a 
brand exists in the mind, or percep-
tion, of consumers, which makes 
the brand building exercise compli-
cated for any company.

BY SHAMILA JANAKIRAMAN
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to certain brands they do not switch brands 
easily. This is true of powerful brands in 
Asia like Samsung, Godrej, Tata Steel, Pana-
sonic Electronics, LG Electronics, Britannia 
etc.

In Asia corporate branding is gaining 
prevalence as companies are vying for im-
age and identity building. Successful orga-
nizations have to attract new customers, as 
well as retain existing customers. Corporate 
branding encompasses all the products a 
company offers. Although each product 
may be marketed as a brand, some enter-
prises lay emphasis on the company name 
to highlight reputation and quality assur-
ance.

Any number of advertisements, promo-

tional activities, and change in brand name 
or logo will not attract customers if a brand 
does not have defined values which are ap-
preciated by customers. Brand value needs 
to be showcased in every marketing and 
communication activity. Also employees 
should pass on the value to customers when 
they serve them in any manner. After all, 

employees are but brand representatives.
Hitachi officials explained that as em-

ployees deal directly with stakeholders 
they are important contact points for 
building the brand. Hitachi Group’s brand 
promise and brand awareness program 
was launched to encourage desirable em-
ployee behavior. Employee awareness of 
the Hitachi brand is given emphasis via 
awards programs.

To promote the Hitachi brand in a lo-
calized way the company is developing an 
international brand program in Asia and 
Europe. Also employees are assessed in Asia 
to see how well they understand the Hita-
chi brand to create appropriate education 
content. 

APBTR-09-13.indd   9 2013-10-03   5:47 AM
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Brand building comes under corporate 
strategic goals and not in short term gains, 
as brands have no date of expiry.

Toyota, a famous automobile brand, was 
created in the 1930s in Japan, and it still 
holds immense brand power. Good brand 
building also helps retain brand loyalty. 
These factors help generate more volume 
in production which keeps the company 
ahead of competition. Some brands also 
tide over economic slowdowns, leveraging 
their brand resilience to maintain sales. 
As they are premium priced products they 
ensure continued profits for the companies 
owing to their margins.

If a brand becomes well known then the 
name can span more products in different 
categories also. Samsung is a household 
brand name for home appliances, televi-
sions, mobile phones, printers, biomedical 
devices, set-top boxes, tablets, digital sig-
nage and laptops. Some Asian companies 
cover even totally unrelated products such 
as brand Godrej which makes all sorts of 
FMCG products like soaps and shampoos up 
to steel safety lockers, besides dealing with 
real estate development and heavy engi-
neering equipment.

How to build a powerful brand?
With many countries in Asia withstand-

ing the upheavals of recent times the future 
looks rosy for businesses there. However, 
consumers are more aware and go to great 
lengths to ensure that their choice of a 
product or service is optimum.

Branding becomes important for survival 
in such a scenario and investments in peo-
ple and technology are no longer enough to 
ensure survival, growth or good standing in 
the industry. This is because brands main-
tain customer loyalty irrespective of market 
trends.

Companies in Asia need to build global 
brands like Samsung, which is spending 
huge amounts in showcasing its products 
in Europe when local products are losing 
steam there. Moreover Asian companies 
have to think beyond trading, operations 
and technology and think of marketing in a 
broader global sense. Yes, it is imperative to 
maintain low costs to gain more customers 
but brand building is imperative to ensure 
long term survival.

Asian companies have to think beyond 
manufacturing and operational efficiency 
and cost effectiveness and include market-
ing in the corporate strategic thinking. The 
company leadership and employees should 

first understand what their brand means, as 
only then can it be conveyed to the consum-
ers. 

When a new brand is going to be 
launched emphasis has to be given to make 
it different from the rest and stand apart 
to create brand value, whether it is a shoe 
brand, hotel or mobile phone. 

When the Tata Group in India launched 
its string of budget hotels and named it Gin-
ger, they adopted a fresh orange color logo, 
the color extending to décor and furniture. 
Tata already has its Taj group of five-star ho-
tels and Ginger is an expression of their de-
sire to develop a brand in the midsize hos-
pitality sector. Ginger is a well-established 
brand now across India.

Samsung became more powerful after 
sponsoring the Olympics in 1997, launch-
ing new products in the sidelines which 
gave them greater global exposure. It has 
been an Olympic partner since 1997 and 
will continue to be one in the wireless com-
munications equipment category till 2016. 

The Olympic Games is not only a global 
sports festival but serves as an effective 
communication tool to increase a brand’s 
awareness and preferences, according to 
the Samsung website. This is an example of 
global brand building.

The strategy behind building a brand in 
Asia is first to attract customers and make 
them buy, then deliver what is highlighted 
in advertisements – quality and reliability, 
which will help retain those customers. 
The younger generation is keener on qual-
ity and brand experience, and brand loyalty 
may not be that important if a better alter-
native is available.

Successful brands are characterized by 
optimized operations which ensure high 
profits. Companies like Singapore Airlines 
used differentiation to maintain market 
positions along with innovation in its com-
pany culture. It also developed emotional 
bonds with customers, making it a more 
powerful brand. 

While trying to build a brand, strong as-
sociation to some factor has to be made, 
such as happiness guaranteed, health assur-
ance, comfort, cultural orientation or op-
timum service. This enhances brand value 
beyond just its usefulness

.
Brand Equity in Asia

 Brand equity is the actual value a brand 
name gives to a product or service. The val-
ue is measured based on the revenue gen-
erated by a product with a famous brand 
name when compared to the revenue ob-
tained by a less famous brand name. This is 

based on the premise that customers think 
that products with well-known names are 
better than the not so popular ones.

 Brands are important not only to attract 
customers but also to attract employees and 
retain them. It is considered prestigious to 
work for Asian giants Toyota, Suzuki Mo-
tors, Samsung, LG, Tata or Mahindra & Ma-
hindra. Retaining talent, expanding market 
reach and growth all depend on brand eq-
uity.

Brand building does not end with just 
making it famous, as complacency will 
lead to its fall sooner or later. Innovations 
to improve quality of products and opera-
tions should be a continuous endeavor. Al-
though satisfied customers serve effectively 
as brand ambassadors, a brand should stay 
relevant throughout. A good brand under-
stands its customers, knows their behavior 
pattern during crisis and caters to local sen-
sibilities.

Some brands are developed as luxury 
brands. Asia has a burgeoning population 
of affluent and the nouveau riche who are 
waiting to splurge. Selling luxury brands 
is an art as premium amounts are charged 
for the brand value, which is much more 
than the actual value of the product. Luxury 
brands give the owner prestige and higher 
self-esteem as an acknowledgement of his/
her achievement. 

Luxury brands are sold by building rela-
tionships with prospective customers. Here 
volume selling is not important, since selling 
few items which are priced with higher mar-
gins is sufficient. Offering individual value, 
exclusivity and personalization add value. 
Luxury brands are available in every category 
from soaps to automobiles. Brand building 
here requires more sophisticated planning 
and marketing techniques, however.

The Asian economy is nowadays more ro-
bust than western countries and is expected 
soon to drive the world economy. This is 
proven by the fact that Asian brands are ac-
quiring western brands spanning consumer 
durables to automobiles.

Asia cannot be addressed as a homoge-
neous market. Each country is unique in 
its culture, society, preferences and require-
ments. So a marketer has to customize his 
marketing strategy depending on the coun-
try. Also the oriental inclination has to be 
dispensed with as a new modern society is 
emerging. For example the Chinese culture 
has been interpreted in a modern way to 
create Shanghai Tang, a Hong Kong-based 
fashion brand.

Brand building in Asia requires a thor-
ough understanding of the brand, the prod-
uct, the industry, and the market. Market 
survey should cover risks and opportunities 
and comparison with competitors. Due em-
phasis should be given to product develop-
ment, range, pricing and margin besides 
brand identity. Most important of all is a 
unique marketing approach.

FACTOIDS:

• Brand building comes under cor-
porate strategic goals and not in 
short term gains, as brands have 
no date of expiry.

• A good brand understands its 
customers, knows their behavior 
pattern during crisis and caters to 
local sensibilities.

A-P
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First of all please tell us how 
important branding is in the 
marketing strategy of any product.

Companies need to engage in market-
ing through differentiating their product in 
price, retailing, and promotion. These days, 
however, the technology gap between com-
panies is narrowing, which makes it diffi-
cult for companies to make their product 
significant and different. Quality-wise prod-
ucts are almost the same. Almost everyone 
is doing great in price, retailing, and, adver-
tisement. Big companies and SMEs all are 
good at marketing. Thus, it is difficult to dif-
ferentiate their products through market-
ing alone. Inevitably, companies seek brand 
management to stand out. 

Marketing is about how to sell, but brand-
ing is about how to define products. When 
companies engage in marketing, they think 
about how to make marketing outstanding. 
This is brand marketing. 

Marketing raises real value, while brand-
ing raises perceived value. Despite the high 
quality of the product, if the perceived val-

ue is low, the product cannot be appreciated 
properly. As differentiated marketing is re-
quired, businesses are seeking brand man-
agement, which puts emphasis on brand. 
Therefore, branding is becoming a trend. 

What are the important factors 
in developing a successful brand 
strategy? 

Three factors are commonly cited in suc-
cessful brand strategy. Firstly, in order to 
succeed in brand strategy, the most impor-
tant thing is coherence in strategy. Many 
companies establish their strategy and keep 
changing it. Brand strategy should be estab-
lished with a long-term view, let us say over 
a minimum of at least 3 years, and maintain 
its coherence. 

Secondly, consistency is very important. 
Nike is a good example of consistency. This 
company seeks professional sportsmanship 
just as it did 20 years ago. The core value 
that Nike pursues has never changed, even 
though its advertisements, or its slogan 
‘Just do it’ might change. But professional 
sportsmanship has never changed. High 

profile athletes and teams are wearing Nike 
sportswear and using its sports equipment. 
In that fashion, their strategy remains con-
sistent, and this leads to the success of the 
brand. 

Thirdly, marketing is more about sales 
management, while brand management 
is about image. That’s why brand manage-
ment needs long-term strategy. A single 
new brand couldn’t improve a company’s 
image out of the blue. Take Samsung as 
an example. The company started its first 
brand strategy in 1995. The second strategy 
started in 2003. The company has managed 
its brand for about 20 years. Now the com-
pany takes third place among the 100 most 
valuable brands. Samsung is a relatively 
new brand, but the reason why it can stand 
shoulder to shoulder with other global 
brands is that it has tried to manage, apply 
and consist of brand strategies with a long-
term perspective. 

I can say that coherence, consistence, 
and long-term perspective matter the most 
to succeed in brand strategy.

Q&A
Branding is about  
how to Define Products

S angmin Lee is CEO of Brand and 
Company in Seoul. He also teaches 
branding at Kyunghee University, 

also in Seoul. Considered to be a pioneer 
in brand promotion in Korea, he has been 
working in the brand industry since 1989.

Having accumulated a widespread educa-
tion through his long years in the field, in 
2012 he founded ‘Brand Academy’, a brand 
education organization, the first academy 
of its kind in Korea. He has also published 
more than 15 branding-related books.

Here are excerpts of an interview Mr. Sang-
min Lee gave with Dr. Lakhvinder Singh, 
managing director of Asia-Pacific Business 
and Technology Report, in his office in 
down town Seoul.

BY LAKHVINDER SINGH

Sangmin 
Lee

➤
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What are different types of 
branding?

Brand strategy includes brand identity 
to establish image, brand architecture to 
decide a role, and management system to 
manage a brand. Branding strategy is more 
about activities including brand communi-
cation, brand naming, and advertisement. 
There are two main brand strategies, and 
therefore, branding also has two ways--ex-
tension strategy and new-branding strategy.

One is the single-brand strategy. General 
Electric shows a good example. It arranges 
multiple brands under one name of GE, such 
as GE appliances, GE Capital, GE Plastic, GE 
Aerospace, and GE Energy. This is an exam-
ple of an extension branding strategy. The 
other is the individual-brand strategy. P&G 
could be a good example, as it takes a strat-
egy, applying different brands to individual 
products. It is a new-branding strategy. 

How can you know what kind of 
branding strategy is best for you?

Effective branding requires differentia-
tion. Most important is how to define our 
products on today’s cluttered retail shelf. 
This is basic. Success of the strategy de-
pends on the differentiation of the brand. 
To do this, products should be remarkable 
with ingenuity and visibility, just as ‘Purple 
Cow’, a best-selling marketing book, said. 

What kind of role does a logo play 
in branding?

New products should attract people’s at-
tention to win customers’ hearts, just as you 
have to be notable when you want to attract 
attention from the opposite sex. One role of 
a logo is to catch people’s eyes. How impor-
tant visibility is can be explained with Nike’s 
swoosh logo. This logo is easy to draw even 
for little children. Compared to this, the 
logo of Lecaf, a Korean sportswear brand, is 
difficult even for professional designers. 

A survey found that people thought 
that there are more Nike stores than Lecaf 
stores in Korea. The finding suggests the 
importance of visibility. Actually, Lecaf has 
ten times more stores than Nike because 
becoming a Lecaf retailer is easier. But its 
low visibility makes people think it has 
fewer stores. In other words, the Lecaf logo 
exposed ten times has the same effect with 
Nike logo displayed once.

One thing that we should keep in mind 
is that a logo should adapt to changes over 
time. A brand logo should reflect new trends 
and customers’ experience and emotions.

How do you protect your brand 
against competition? What is 
good brand management?

Many have said that brand is an effective 
way to create companies’ competitiveness, 
which means differentiation matters in 
brand management. Despite well-prepared 
marketing and quality products, companies 

can hardly protect their brands from com-
petition. Competitors also have ability to 
make similar products. But unique image 
that a brand contains is difficult to modify. 
Therefore, we effectively establish brand 
image, and apply and develop brand sto-
ries, which can never be copied. Take Psy, 
a Korean singer, as a brand. If other sing-
ers modify his story, they will be ignored by 
people. That’s why brand image is impor-
tant to arise among other competitors and 
have a competitive edge. The core of brand 
value is our own unique stories that others 
can never emulate.

How about branding in Korea?
When it comes to branding, Korea has a 

similar nature to America. In Europe, brand 
is not something that can be developed, but 
is rather traded, because tradition is impor-
tant for Europeans. If you open a new shop 
there with a sign that says since 2013, you 
will find your business in trouble. That’s 
why one basically has to buy an old brand. 
When Europeans talk about brand power it 
is usually about a long history. But in the 
US, when the Puritans came to a new conti-
nent, they didn’t have brands that had old 
tradition; therefore they had to make new 
brands.  

The US, Korean, and Japanese markets 
are branding markets where new brands 

can be created. Koreans especially put more 
emphasis on newness. Here new products 
should be released with new brands. No 
one will buy a newly released car with an 
old brand. 

Koreans’ consumption patterns have 
been changing fast. Korean brands always 
reflect their newness. Consumers always 
ask what’s new. This country has experi-
enced a variety of hardships through its tur-
bulent history. The Koreans have a dynamic 
nature, as they call themselves dynamic 
Korea. This makes people love new things. 
If something is not new, they are not inter-
ested in it. It is a brand that can tell them 
this product is different from the old one.   

Korea has some good brands 

which are known all over the 
world. Please tell us something 
about corporate branding in 
Korea. 

In Korea, it was big companies that took 
initiative in brand management. So-called 
group brands like Samsung, LG, Hyundai 
Motors, and SK lead the brand market. Let 
us take Samsung and LG as examples. 

Samsung, which has engaged in brand 
strategies for about 20 years, adopted the 
single-brand strategy, like GE, to begin 
with. Samsung took the single-brand strat-
egy to make its company world-best. For the 
most part for Samsung then, it was hard to 
enhance the value of the brand ‘Samsung’ 
alone. If the company had tried to promote 
each brand like Anycall (cellphones), Pavv 
(TV sets), Hausen (refrigerators) individual-
ly, this could have cost a lot and blurred the 
image. Therefore, the company used only 
one brand, Samsung, for overseas markets. 

Samsung could be said to represent Ko-
rea’s brands, hence, the slogan of Samsung, 
“Korea’s leading brand”. To achieve that 
kind of brand image, the company took 
three steps with the single-brand strategy—
to improve quality, to emotionally sympa-
thize, and then to reflect experiences. Sam-
sung engaged in an intensive investment 
and effort to enhance its brand power so 
that the value of its product could be recog-
nized by clients the world over. 

Now let’s look at LG. Its watchword is to 
become “the best global company”, but ear-
lier on LG was better known as Gold Star 
to many people. The urgent mission for 
the company was to switch its name from 
Gold Star to LG. The company put much ef-
fort into switching brand positioning from 
a value brand - Gold Star - to a premium 
brand with LG. 

In South America, Gold Star had high 
brand value, even higher than Sony. They 
applied step-by-step switching strategy to 
soft land the new brand, LG. They planned 
monthly and annual exposure schedule. 
First they showed Gold Star 80 percent and 
LG 20 percent. And gradually they switched 
the rates. Also in Russia they installed flags 
along the Yeltsin Bridge starting from Gold 
Star and gradually evolving to LG at the end 
of the bridge. In other words, the company 
elaborately implemented its switching pro-
grams. 

When LG made inroads into the Euro-
pean market, LG introduced itself with Fla-
tron, the company’s flagship product. Thus, 
LG could raise its brand power. Earlier it had 
a 40 percent price gap with Sony. Now the 
price gap between the two companies is al-
most closed.  

The company has also used effective lo-
cal strategy. In China and other Asian coun-
tries, the company awards scholarships to 
improve corporate image as well as brand 
image. LG is the first Korean company to 
adopt the global brand strategy. 

Earlier it (LG) had a 
40 percent price gap 
with Sony. Now the 
price gap between 
the two companies 

is almost closed.  
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In your view what should be 
the right approach for Korean 
companies to promote themselves 
worldwide?

The hardship that big companies in Korea 
faced in the 1990s was the low-end image 
of Korean products. When Samsung tried 
to export side-by-side refrigerators, retail-
ers and dealers asked the company to use 
another brand. Because Samsung was an un-
derdog back then, consumers didn’t want to 
buy such cheaply priced refrigerators with 
the Samsung brand name. Toyota was once 
in a similar situation. When the company 
prepared a new sedan, they realized no one 
wanted to buy a Toyota sedan because of the 
perception that the company produced only 
small cars. Therefore Toyota launched a new 
brand, Lexus. 

In the dire situation Samsung faced, 
however, it managed to use its own name. 
One of the company‘s efforts to overcome 
the difficulty was a dealer promotion. Due 
to the low-end image of Korean products, 
what they desperately needed was to create 
a premium brand image. Quality of Korean 
products was as good as other products from 
global competitors, but perceived quality 
was set too low. So the product could not be 
appreciated as it was. What we had to do was 
to raise the perceived quality. 

The urgent mission was to change the 
perception of the market. First, they tried to 
change the perception of retailers and deal-
ers. And then they could change consumers’ 
perception. There is no point to put effort to 
persuade consumers in the first place. The 
real value is important, but perceived value 
is often more important. Therefore it is nec-
essary to raise perceived value. To do this, we 
use a step-by-step approach. The first step is 
to grow retail power, and turn this into buy-
ing power. Persuading end-users with the 
first step will not work. 

Please tell us something more 
about branding in Asia. Branding 
in Asia is not as strong as it is in 
Europe. Why do you think Asian 
companies do not give as much 
priority to brand promotion as in 
Europe?

Like the US, Asia lacks two factors on 
which brand power depends—time and sto-
ries. Because Asian brands don’t have stories 
and tradition, what we have to do is develop 
elaborate stories and apply it to brands. 

Generally speaking, a weak point of Asia 
brand is poor branding--the visibility is low 
and the packaging is crude. Compared to 
products with the same quality from Euro-
pean countries, it looks cheaper. We should 
break away from the low-end image and give 
people a reason why they have to buy this 
product. We have to raise visibility to attract 
people’s attention and match stories with 
the product. If the storytelling doesn’t match 
with the product, people don’t want to pos-
sess it, no matter how great the package is.

As consumers choose brands that go with 
their own image, branding and storytelling 

should be carefully developed to upgrade 
consumers’ image. 

Please tell us something about 
Brand Academy. When was it 
established?

Though Brand Academy was founded last 
year, we have already accumulated large 
content and long experience for brand edu-
cation. Most clients who have consulted us 
wanted us to find solutions suitable for their 
companies; we have been providing educa-
tion to all of their staff. We have been teach-
ing them everything from what the brand is, 
to how to raise brand power, to how to carry 
out internal branding. That is what brand 
education is all about. 

We don’t use brochures to promote Brand 
& Company. Though we handed out bro-
chures to clients, they didn’t understand our 
message. So we began to give clients a book 
about branding. In the last part of the book, 
we introduce this company. As word about 
the book came to spread, companies started 
coming to consult us. 

What are the main objectives and 
future plans of Brand Academy?

My ultimate goal is to develop Brand Acad-
emy into a University. Just as McDonald’s has 
its own hamburger university, Brand and 
Company will have a ‘Branding University’. 
Korean colleges still have no courses for 
branding, and only some graduate schools 
offer a branding major.  

When business management depended 
more on marketing, companies needed 
product managers and marketing manag-
ers, but nowadays they are seeking brand 
management, and so they need brand man-
agers. Many previous employees of Brand & 
Company are working as brand managers in 
many big companies. 

Brand Academy is aiming to nurture pro-
fessional brand managers. What brand man-
agers have to do is to make a happy brand 
world, which will lead to consumers’ hap-
piness. To do this, we need more socially 
responsible brands, brands which don’t try 
to deceive but, rather, which make people 
happy. 

The biggest objective of Brand Academy 
is to nurture happy brand managers making 
the happy brand world. After all, they should 
be happy to make the happy brand world. 

 What are the main courses taught 
at Brand Academy?

Brand Academy has online and off-line 
courses. Online courses consists of beginner, 
intermediate, and advanced courses. Off-line 
courses comprise three different tracks: brand 
strategy courses for executives, brand special-
ist courses, and brand manager courses.

Please tell us about students’ 
profiles of Brand Academy. What 
kinds of people take the course?

The first group of students is seniors in 
college and job seekers who just graduated 
from college. There are also those who want 
to jump ship. After people land their first 
job, for about three years they wonder if it 
is the right job that they can continue with. 
For example, some people working in the fi-
nancial industry or car sales think that those 
jobs are not suitable for them and they want 
to find a new job. They make up a big por-
tion of our students. 

The second group is companies. When 
they seek brand management, they want to 
inject a brand awareness mindset into their 
staff.  For example, for the Hotel Shilla, we 
made a five-level education program. In the 
past, our company training session included 
leadership and service education, but now 
it also has brand education. Even hoteliers, 
who serve on the floor, have to get education 
about branding. Our education program for 
companies encompasses internal branding, 
the value of its brand, the image that compa-
nies seeks, and how the company approach-
es its customers. It is their employees who 
are interacting with customers on the front 
line of those branding strategies. Company 
training includes the development of brand 
mindset and brand managing skills that can 
be immediately applied in the actual field.

The third group is executives. They have 
difficulties in making time to study in col-
lege or abroad. Through our education pro-
gram we give them insight with our long-
accumulated cases and best practices.

Does Brand Academy also have 
branches outside Korea? Please 
tell us about the worldwide 
partnership of Brand Academy.  

Brand Academy is planning to open local 
branches in Busan and Kwang-ju in Korea 
and will expand abroad to China, India, Indo-
nesia, Malaysia, and Singapore. In particular, 
we are entering into a partnership with UC 
Berkeley. Asians have difficulties in access-
ing the school, so we can effectively connect 
people to it. At the same time we can adopt 
an advanced education system and impart it 
to Asian countries. 

We have more demand from Asia, but 
many of our European partners have also 
asked us to educate their management. Cli-
ents I meet in conferences abroad often ask 
for knowledge management on brand, as it 
is difficult to find a place to learn in Europe 
as well as in Asia. Now we have enough ma-
terials to implement education programs for 
brand management at a global level. There 
are many possibilities because brand man-
agement is still in an initial stage in local and 
international markets.

Q&A
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BY VINTI VAID

T hree of the most famous Korean 
chaebols that hold global sway 
across consumer electronics 
are Daewoo, LG and Samsung. 
A chaebol is a Korean term for 

clan-owned business that has become suc-
cessful, especially as multinational com-
panies. The term ‘chaebol’ (also spelled 
‘chaebeol’) is derived from the words ‘chae’, 
which means wealth/property, and ‘bol’, 
which means clan. 

Today the term chaebol is synonymous 
with the English word ‘conglomerate’ and 
also demonstrates the extent to which Kore-
an companies have established themselves 
in the markets across the globe. The term 
chaebol first gained global currency dur-
ing 1984, when it was used to exemplify 
the characteristics or the essence of Korea’s 
emerging economic growth. 

The Chaebol gained their larger-than-life 
structure largely due to political largesse 
and government-backed capital. The ruling 
corporate families in turn quickly started 
cross-funding each other’s businesses, 
creating a niche concentration of wealth 
and business expertise within their fam-
ily–based entities. All these factors quickly 
led to these companies carrying the needed 
leverage to enter global markets and estab-
lish themselves worldwide. 

Due credit should be given to the Japa-
nese for laying the foundation of the 
structural and work processes. Follow-
ing Japanese withdrawal from Korea (its 

imperialistic colony) in 1945, the Korean 
economy was in shambles. However, Presi-
dent Park Chung Hee, who came into 
power some twenty years after the with-
drawal, recognized that industrialization 
was the need of the hour over agriculture, 
which was the traditional economy of the 
country. He, along with his government, 
envisioned an industrial policy that set 
the foundations for growth. A key factor, 
however, of this march to industrializa-
tion was the funding of these industrial 
houses. Bank loans were offered against 
guarantees offered by the chaebol, which 
soon led to them becoming a vital link and 
platform for all aspects of business and lat-
er the economy. In less than two decades, 
chaebols had grown to enormous propor-
tions, soon playing king-maker to the very 
system that gave them their power – the 
Korean political system. 

Though there were public leaks of the 
chaebol receiving political patronage for 
kickbacks, especially during Syngman 
Rhee’s rule, the economic growth these 
companies were generating within the 
country soon put such inquiries on the back-
burner. However, with the onset of military 
rule in 1961, many chaebol leaders were ac-
cused, arrested, and had to pay heavy fines. 
Things changed quickly though when the 
government realized that they needed the 
support of the chaebols if they wanted to 
achieve the path of growth that they envis-
aged for Korea. This brought the chaebols 
back in favor and in this final stage, they 
reached overseas markets to soon emerge 
as game-changers, especially in consumer 

electronics and related domains. 
Again in 2007, the first news of ‘cor-

porate malfeasance’ was leaked by Kim 
Yong-cheol, an ex-legal honcho of Samsung 
Group. One of the biggest cables was that 
the third generation head of the group Lee 
Kun-he had evaded taxes and set up slush 
funds to bribe government officials to be 
spared from any indictment.

The Democratic Party’s chief policymak-
er Lee Yong-sup said that, “Rather than com-
plaining about chaebol bashing or waiting 
until they are forced to change, the chaebol 
would be well-advised to understand the 
substance of this policy and try to fulfill 
their social responsibility.”

 Opposition echoes social unrest
However, in all this great economic 

growth, the South Korean society shows 
great disparity between the very rich chae-
bol and the poor workforce. In recent years, 
this disparity has been under open political 
censure, and there is an opposition leader’s 
claim that if they are elected to power, they 
will impose ‘higher taxes on the rich’.

Lee Yong-sup, of the Democratic United 
Party, who is leading exit-polls by 5 percent-
age points over the present incumbent, 
is likely to overturn most of the unfavor-
able deregulation policies of the past half-
decade. Lee has said that, “Chaebol must 
be reformed. We aim to achieve economic 
democratization by which large and small 
companies, the rich and the poor can pur-
sue co-prosperity.” 

Continued on Page 47

Chaebol’s Economic Domination the Bane of 
Growing Social Disparity within South Korea
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Country  
Branding 
Why it is not just  
an Advertising Campaign

BY VIBHU SAXENA

T he concept of ‘country brand-
ing’ is viewed differently in dif-
ferent countries, and is mostly 
influenced by the national char-
acter of the nation. There are 

many countries such as Germany where 
‘country branding’ is often associated with 

‘new nationalism,’ especially in the aca-
demic context. However, most countries as-
sociate ‘country branding’ with high-profile 
public relations that propagate the country 
variously - as the dream travel destination, 
an ideal place for business investment, or 
the perfect employment destination. 

 Various examples and discussions on 
the definitions of ‘country branding’ in 
the Southeast Asian context suggest that 
country branding is much more than a 
well-planned and executed advertising 
campaign. That is to say, a country brand 
is the essence of a country, relative to the 
personal experiences of the individual.

 For positive country branding, all as-
pects of the country, such as culture, 
economy, tourism-related development/fa-
cilities, etc., are considered to play a criti-
cal role. The interaction of each of these 
aspects with individuals or communities 
of a particular country are known to influ-

ence the overall ‘feel-good’ factor and op-
timize exchange of diaspora, investments, 
business, exports, imports and cultural el-
ements as well. 

 A prime example was the close rela-
tions that existed between erstwhile Rus-
sia, especially when President Gorbachev 
was at the helm of affairs, and the Indian 
government during the early 1990s.

How does one measure the na-
tional brand value of a country?

 As with all socio-economic and cultural 
indicators, the branding industry too has 
evolved with sufficient sophistication 
to measure the brand of a country. One 
such tool is the Anholt-Gfk Roper Nation 
Brands Index.

 The branding industry has, since 2006, 
adopted the City Brands Index and the Na-
tion Brands Index. These were developed 
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by Simon Anholt, who as a government ad-
visor first coined the term ‘nation brand-
ing’ in 2006. Associating with Gfk Roper, a 
leading research group, to rank countries 
on metrics that helped to calculate the 
brand-value of a country, Simon Anholt, 
continues to provide valuable services to 
various governments on their brand-build-
ing strategies.

 The Anholt-Gfk Roper Nation Brands 
Index now measures over 50 countries on 
6 aspects: Culture and Heritage, Exports, 
Governance, Investment and Immigration, 
and People and Tourism. The index is used 
by many national governments to evaluate 
their strategies and innovations to build 
reputations and manage the ‘country 
branding’ processes.

 Country brand building essentially in-
volves several processes. Most countries 
begin with defining a vision for their 
country. This is followed by proposing a 
structured approach to execute the vision. 
The approach is supported by extensive 
research by professional organizations to 
gauge the international perception of the 
country. 

 Next comes an intensive strategy plan-
ning stage. The idea is to communicate the 
essence of the nation as a brand. The main 
vision is translated by developing each as 
an individual brand: export, tourism, di-
plomacy and other sub-brands. 

 In building the brand of a country, 
strategies are drawn up to cover a long 
term and require continuous implemen-
tation and re-strategizing. Most analysts 
have identified that a single effort at build-
ing a country brand requires anywhere 
from fifteen to twenty years. 

 During the extended life cycle of na-
tion-brand building the changes in admin-
istrative and political powers need to be 
absorbed. Therefore, the consistency with 
which a country is able to remain within 
the context of the strategy and vision will 
determine the success or failure of any 
‘country brand’ building exercise. Specifi-
cally in the South Asian context, nearly 
every country has been successful in build-
ing unique and clear nation brands. Singa-
pore, the Philippines, Indonesia, Malaysia, 
Australia and New Zealand have the high-
est ‘country branding’ value and attract 
high tourist traffic. 

Country branding sees APAC 
countries succeed in non-tourist 
domains as well

 While tourism remains a constant at-
traction, some countries have been suc-
cessful in leveraging their brand index 
to achieve high–trade value as well. Sin-
gapore continues to be a technology hub 
and is currently one of the first countries 
to adopt advanced cloud computing and 
server technologies and is quickly gaining 
currency as the global leader in many re-
lated technology verticals as well. Malaysia 
has been successful as a global manufac-
turing hub, oil and gas centre; the Philip-
pines has achieved great success on key 

industrial and business processing aspects 
for a global environment. 

 The individual success of these coun-
tries has been driven by the high-quality 
of ‘branding’ opportunities they continue 
to explore, through sponsorship of events, 
conferences, industry events and media 
platforms, over and above the standard ad-
vertising practices.

Brand Australia: aspirational 
status

 Australia continues to be one of the 
leading destinations for the Asian dias-
pora, as it offers lifestyle goals that most 
aspire to achieve. Australia’s ‘country 
branding’ persists with being the ultimate 
country to begin life anew, start a business 
or adopt agriculture-based businesses – all 
in a nation that thrives on ethnicity.

The Philippines: A successful 
country branding story

 Most brand management experts cite 
the Philippines as a great example of 
country branding in the Southeast Asian 
region. Many speak of the strategic use of 
the slogan, “It’s more fun in the Philip-
pines,” with a digital touch as the use of 
a ‘meme.’ 

 New Zealand has built a successful 
country brand with the popular ‘Forever 
Young,’ slogan. It has achieved high success 
as it has been built around the strengths 
and weaknesses of the brand. Again, the 
country’s policy to remain consistent with 
the brand image has helped in building 
the brand of a very young country. 

 Branding building experts suggest that 
a country can remain successful only if it 
conforms to the strategies and the vision it 
desires for itself. 

Brand strategies
 Jacqueline Thng, CEO of Singapore’s 

Lexis Branding, offers great insight on 
‘Branding Strategies’ in the context of 
Southeast Asian experiences and the cul-
tural milieu there. In her experience the 

concept of country branding goes beyond 
tourism. “Branding is also about a nation’s 
politics, economy, security, and others,” 
she declares emphatically. 

 Experts recommend that the master 
plan for a successful country brand build-
ing strategy is to adopt and project the to-
tal view of the country. To achieve compre-
hensive focus, the strategies adopted for 
building a brand need to revolve around 
the positioning of the brand/country. The 
ideal strategy is to minimize the spectrum 
of target audience, especially in the con-
text of tourism. 

 One fallacy that most budding coun-
try branding strategies are built around 
is that of being a brand for everybody. 
Once a country narrows down the scope 
of the people it envisions to attract, then 
the brand building becomes focused. This 
can be achieved due to the higher levels of 
engagement of the target audience, espe-
cially travelers.  

A major concern among South Asian 
countries engaged in the activity of brand-
ing building for their country abroad 
is on the issue of safety and security for 
overseas travelers. Branding experts rec-
ommend the adoption of a high-profile 
public relations campaign engaging mul-
tiple media platforms to establish adopted 
safety measures. This allows local govern-
ments to showcase the high-value security 
strengthening measures and proactive 
activities they engage in to ensure safety 
of citizens from abroad. It also helps to 
establish that regional violence and secu-
rity threats persist in all geographies and 
are not confined only to the South Asian 
region.

 Another brand strategy that has seen 
high success is the cultural aspect. Brand 
experts consider ‘culture’ as the ‘essence’ 
or the core around which the country’s 
image is required to be weaved. It is found 
that there is a higher emotional quotient 
associated with cultural brands of a coun-
try as against commercial brands of the 
same country. Additionally, the brand cre-
ated around the cultural aspect is tough 
to be recreated or duplicated by another 
country. Culture-based branding can 
therefore grow to become a unique and 
unalterable brand of the country, ensuring 
high-value recall. 

Self-image mirrors Nation 
Brand Index

 Every nation needs to adopt multi-
pronged brand-building strategies to align 
with their overall image and vision. The 
fundamental step, however, in country 
branding is the image that the people of 
the country have of themselves. When the 
morale and the self-image of a country are 
high from within, the Nation Brand Index 
too reflects the buoyant nature. 
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Marketing 
and Branding 
Bloopers
How to avoid them

BY PRIYANKA SHARMA

Why do branding bloopers  
happen?

 Today’s businesses are globally intercon-
nected and interdependent. Multinational 
companies and business conglomerates 
produce their products in low-cost manu-
facturing regional hubs and export them to 
various geographies across the globe. Ford, 
Pepsi, Wal-Mart, Tesco, Apple, Sony, Sam-
sung, and Tata are a few household names 
which meet the above descriptions. 

 However, the above business dynamics 
create situations which give scope for mar-
keting and branding blunders to be com-
mitted. Some of the key contributing fac-
tors identified by marketing analysts are as 
follows: 

Interplay between cultures  
and languages

 This interplay between organizations 
and customers who are required to commu-
nicate and interact using multiple languag-
es some times create branding nightmares 
and bloopers which cost organizations ‘loss 
of face’ and also cause ‘loss of revenue’.

Hub and Spoke Model
 In order to gain from economies of scale 

and procure and manufacture products at 
the lowest possible input cost, organiza-
tions take the hub and spoke approach to 
manufacturing and production.  

 Different parts of the product manufac-
turing life cycle, such as product designing, 
prototyping, sourcing and procuring of raw 
materials, manufacturing, and marketing 
and sales are more likely to be based in dif-
ferent geographical locations. Most of the 
time this involves employees who hail from 
different countries and cultures working to-
gether with a common aim of meeting the 
expectations set by their company brand in 
the market. Sometimes there is an inabil-
ity to understand and bridge cultural dif-
ferences which exist between the company 
headquarters and the end market where 
the goods have to be sold, and this leads to 
bloopers.

Advertisements which are refresh-
ingly different but insensitive

 In an honest attempt to stand out from 
the crowd and be different to grab and re-
tain attention of customers, brand building 

sometimes becomes offensive. 

Advertisements make dishonest 
claims

 In today’s networked and overwhelm-
ingly connected world, companies should 
take extra care to edit and project informa-
tion which is factually correct. Only those 
claims should be advertised which can be 
proved, if challenged. If this rule of thumb 
is ignored, a company faces the risk of being 
ridiculed and its integrity being challenged.

 
Examples of Marketing and 
Branding goof-ups 

 Brand building is steeped in examples 
of those that have gone on to be winners 
and others that have literally cost billions 
in losses. 

Ford Motors got it horribly wrong 
in this Feb. 2013 advertisement:

 In February of 2013, an illustrated poster 
showing pictures of Ford’s Figo model were 
making the rounds on the internet. This 
poster featured a grinning former prime 
minister of Italy in the front seat of the Figo, 
holding up a victory sign. The revolting as-
pect was that three scantily clad women 
were shown gagged and bound, crying in 
the boot of the same car. 

 The agency which created this copy 
claimed that this advertisement was sup-
posed to indicate the big boot space that a 
small car like Figo is provided with. Given 
the spate of horrific crime on women that 
was being reported in the Indian media 
around that time, this poster was derided 
by one and all. While this advertisement 
was never officially used by Ford, it still had 
to publicly denounce the idea and had to 
clarify that Ford had not given the go-ahead 
for this illustration and that the branding 
agency it worked with was to be blamed for 
the fiasco.

General Motors/Chevrolet 
 Chevrolet introduced a new model of 

car in Mexico branded as “NOVA” which 
branding experts intended to mean “new 
and invigorating”. But Chevy struggled to 
get these models out of its dealership show-
rooms. This model was a running success 
for Chevy in other geographies already and 
this prompted Chevy to investigate the slug-
gish sales. Chevy found out to its chagrin 
that “Nova” in Spanish meant “Doesn’t Go”. 

Continuing with examples from 
the auto industry, here are a few 
more advertisement bloopers

Honda: Is it Jazz or is it Fitta
 The Japanese car maker had a winner on 

its hand with the model ‘Honda Fitta’. This 
was a run-away success in Asia and the US.  
Honda released the model with the same 
branding in Europe as well, but was then 
forced to rebrand within three months of 
the launch there, since ‘fitta’ meant a fe-

male sex organ in the Swedish and Norwe-
gian languages. Honda tried to undo this 
costly mistake by rebranding the model as 
the ‘Jazz’ in Europe.

 
Here are more examples of 
branding fiascos from other 
industries:

Touch the Dictionary
 In late 2012 a Korean company released 

a mobile phone compatible online e-dic-
tionary and English learning application. 
The name they used for their product dur-
ing its soft launch was ‘Touch Dic’, with 
‘Dic’ being the short form for dictionary. 
Just before the official launch, better sense 
prevailed and the company re-branded this 
tool as ‘Touch Dictionary’. 

Ikea and its speedy idea
 Ikea typically retains its Swedish origin 

names when it markets it products outside 
Europe. It introduced a work desk into the 
US market with its original Swedish origin 
name ‘Fartful’, which means ‘speedy’ in 
Swedish. Needless to say Ikea found this 
$103 per unit desk slow moving in the 
American market.

Coca-Cola
 Way back in 1928 Coca-Cola entered the 

Chinese market with its branding of ‘Ko-
ka-Ko-la’ in Mandarin since it rhymed and 
sounded similar to its English origin brand. 
Chinese shopkeepers translated the same 
to Mandarin and came up with sign boards 
reading “bite the wax tadpole”. In short or-
der Coca-Cola was forced to re-brand and 
came up with ‘Ke-kou-ke-le’ which when 
translated to mandarin meant “To allow the 
mouth to be able to rejoice.”

Pizza Hut
One more example of a blooper from a 

food and beverages major was from Pizza 
Hut. In the early 90’s, it launched Pizzas 
with less calories, calling them P’Zone. It 
was pronounced like pozon which rhymed 
with the Spanish word for ‘nipple’. Pizza 
Hut struggled to get customers in parts of 
Canada and other Spanish speaking states 
to embrace this product.

Best practices to overcome these 
bloopers 

 One definite way of avoiding such em-
barrassments and set-backs is for compa-
nies to task their marketing and branding 
teams to follow a set of checklists.

 First: Involve culturally sensitive and 
aware professionals into the branding ac-
tivities. Ideally these professionals should 
have knowledge of the local practices and 
beliefs of the target geography/country into 
which the product is being released. 

 Second: Engage third party agencies 
which are local to the target market geogra-
phy to advise an in-house marketing team 
on sensitive religious or cultural minefields 
to avoid. 

Continued on Page 24
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Tesco Lotus 
Brand- 
Building 
Turnaround 
Story 
BY YASHIKA DHINGRA

T esco, UK’s retail outlet giant, 
nowadays has a major presence 
in Thailand under the brand 
name Tesco Lotus. However, this 
was not the case until only a few 

years ago. 
Back then Tesco Lotus was still a bur-

geoning business in the retail sector with 
more than 700 stores and a nearly 50,000 
strong workforce. But those were trou-
bled times then, as it was steadily losing 
customer and market share to entrenched 
competition. 

A turnaround was soon possible thanks 
to some ingenuous and out-of-the box 
thinking by brand building experts.

Out of the box thinking  
– Customer data is gold

Brand building began with refurbishing 
Tesco Lotus’s sagging image. It thought 
outside the box to come up with a brand 
promise that was different from the par-
ent company’s UK-moorings. 

The brand promise of ‘every little bit 
helps’, which did not appeal to local Thai 
sensibilities, was changed. Instead the in-
genuous focus was on ‘Rau Sai Jai Hun,’ 
which in English translates to ‘We put our 
heart in it for you.’

With this new promise and re-strate-
gizing, all 700 outlets now had a common 
identity rather than projecting them-
selves as disparate entities. 

New standards were constituted and 
customers could expect uniformity in ser-
vices and products across all outlets. 

With this re-strategy came a consistent 
new identity which has encouraged posi-
tive brand building.

However, it has to be clearly under-
stood that although cosmetic changes to 
brand policy and nomenclature proved to 
be the winners, there were a host of  phys-
ical and infrastructural changes adopted 
as well. 

Teams of display and interior special-
ists worked in tandem with agencies 
involved in public relations and com-
munications, as well as with department 
heads, to redefine the new standards for 
Tesco Lotus.

Will the strategy work?  
While there is still a lot of work to be 

done by the executives at Tesco, recent sales 
figures seem to indicate that the company 
has stopped its slide and has shown a small 
growth in sales. Data from Kantar World-
panel indicates that Tes co was able to hold 
on to its market share of 30.4 percent in UK 
and at the same time show a growth of 5.3 
percent, which is on par with the overall 
market growth rate.

Only time will tell if Tesco will succeed 
in completing a turn around and reclaim its 
place at the top of the table, considering the 
prevailing weak market sentiments and the 
shift in customer preference of buying over 
the web.

However, the move to focus on three key 
pillars of business, namely, ‘Customers, Com-
munity and Staff’, during their recent brand 
building exercise has led to Tesco Lotus turn-
ing around its fortunes. The new strategy has 
communicated success in all the three retail 
formats that Tesco Lotus currently runs. 

Model outlets of Express format, the 
Talad (or ‘market’) format, and the Hyper-
market have found welcome acceptance 
by Thais across the nation for their high-
standards of services and engagement of 
local community around the retail outlets. 
These have set the bar for Tesco Lotus man-
agement to replicate across their remaining 
outlets, in order to remain consistent with 
its brand image and connect with end-users. 

 ‘We put out heart in it for you,’ has been 
a game-changer for Tesco Lotus! 

© OATMAX | DREAMSTIME.COM

Banner of a Tesco retailer in Thailand.
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Q&A

That ‘question 
torpedo’ may 
have sunk your 

last job interview. 
American Jay Forte 
helps you float again. 
Jay, a former financial 
executive, is now a 
speaker, certified life 
and workplace coach, 
and author. As Presi-
dent of TGZ Group, he 
and his team provide 
talent-based tools 
to help people and 
organizations achieve 
extraordinary results. 

Jay authored ‘Fire Up! 
Your Employees and 
Smoke Your Competi-
tion’ (www.fireupy-
ouremployees.com) 
and The Greatness 
Zone – Know Yourself, 
Find Your Fit, Trans-
form the World (www.
thegreatnesszone.
com). He gives this 
exclusive interview 
to Biztech’s special 
correspondent for 
economics and politics 
Victor Fic 

“Why 
should  
I hire 
you?!”

Jay Forte➤

BY VICTOR FIC
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What skills do you need to be a 
personal branding expert? 

First, a coaching certification is vital for 
training in helping clients self-discover – to 
become aware of their talents, strengths and 
passions. That is the information needed 
to create their brand. A coaching certifica-
tion (CPC) includes over 320 hours of formal 
coaching education, live training and time 
with clients.  

The Energy Leadership Index - Master Prac-
titioner (ELI-MP) is a specific accreditation for 
certified coaches who specialize in the un-
derstanding and use of energy to shift and 
amplify awareness and performance. These 
expanded tools offer a more significant client 
experience from which they can build their 
personal branding. 

Second, a keen sense of connection to the 
world is critical to help client see options 
and opportunities to find their fit in today’s 
world. 

How are you a nationally-ranked 
thought leader? 

I am acknowledged for my positive, influ-
ential perspectives and writing about how to 
discover and connect to our true and most 
authentic selves in the publication Personal 
Excellence. They celebrate the top 100 think-
ers who usher in a new, more comprehensive 
thinking that encourages personal develop-
ment and ways to improve the world. 

In what specific professional 
pursuits can branding help -- i.e., 
get a job or enter graduate school? 

By preparing a branded or talent-based 
resumé, workplaces, schools, and others can 
see a more significant view of the “whole” 
person. This helps separate good from great 
job applicants. This assists students in articu-
lating what their brand and “special sauce” 
is so they stand out as they apply to college, 
join activities or start internships. Identifying 
and clearly stating how you are different and 
unique is the goal of a branding statement.  

You exclaim that there is no longer 
a “work” or a “home” you – only a 
“whole” you.  

 In today’s intellectual workplace – we 
have moved out of an industrial workplace 
– we work in front of customers, not behind 
machines. So we become the company brand 
as we more directly influence customer loy-
alty. To impress customers and work to earn 
their loyalty, we must be good at our job and 
like doing it. For this, we need to be more 
self-aware. This is important because it gives 
us the information to better choose roles that 
align with who we are. In the past, we had a 
work persona, and another at home. But be-
cause we must now use our unique and best 
abilities everywhere, we no longer have two 
personas – we live who we are everywhere. 

Are people generally self aware? 
I find most people are not self-aware. They 

are searching for their identity in a world 

that encourages us to blend, not stand out - to 
act like others instead of to know ourselves. 
So though we have innate unique abilities 
and greatness, we, as a rule, don’t know how 
to access, define and use them. With some 
education, we can learn.   

Do you have a self awareness 
checklist? 

It is based on how we dress, act, speak, our 
values, passions, and priorities. These are the 
areas we review to create a 360-degree walk-
around the person. 

Why do you insist personal brand 
must be “authentic” Do you mean 
no resumé fibs?

We train organizations in how to hire and 
interview effectively. One point is that unless 
both parties are honest, neither has enough 
right information for a good decision. It is the 
same with a branding statement. Branding is 
sharing the true ‘you’ with the world. If any 
part of this “you” is inaccurate, it challenges 
every relationship that will use the informa-
tion. Authenticity and integrity is critical in 
all branding.   

An effective personal brand is...
bold -- how so? 

It is built on the best within a person. 
Many of us wonder if others approve of us. 
When I coach clients, I help them see that 
they should listen to their own voice and be 
proud of themselves and their brand. There-
fore, they should boldly share who they 
uniquely are in their brand with 7 billion 
people. Never be timid. Be bold and proud 
and unapologetic in your brand. 

It is simple -- meaning? What is the 
test? 

Your image must be easy to understand, 
clear and complete. If people don’t know 
what you mean, stand for or who you are, 
your branding is likely too complex, mean-
ing too many elements or ones that do not 
mesh. 

How to publicize your brand? Is 
there a media plan? 

It depends on the brand’s purpose. In find-
ing a job, the creation of a talent-based or 
brand-based resumé introduces a person’s 
best abilities. It is shared with hiring organi-
zations and is posted on career-centered so-
cial media. If the brand is to introduce you 
and your thinking as an author and speaker, 
the brand then may include a logo, slogan 
and persona. My brand is ‘The Greatness 
Coach’; my slogan is “I transform lives and 
organizations”. 

How about a networking plan? 
Your brand identifies you as part of your  

“tribe” – by describing you so as to connect 
with people who compliment you and share 
your passions, interests, abilities and beliefs. 
Branding is a magnet in a diverse world to 
find our “kin.” 

But managers face a flood of 
data. How to get them to see your 
brand? 

Simple and bold. Develop a catch phrase, 
logo or talent statement as the lead state-
ment in all social media, on your business 
cards or in any bio or self-statement. This is 
important even for teens applying to camps, 
schools, sports teams, organizations, etc. 
Having a clear branding or personal elevator 
speech/bio quickly and consistently shares 
what makes the person unique in a positive 
way -- without overdoing the data. 

You mean you give speeches in 
elevators, Jay, like a schizophrenic!? 

An elevator speech refers to a 30-second 
summary of who you are. The term derives 
from the short time that you have to intro-
duce yourself in an elevator. Summarize your 
brand clearly and succinctly to ensure that 
the brand is heard and understood, not lost 
in too much other information. 

You warn against overkill – why? 
Usually, we provide too much informa-

tion. A good branding statement can be easily 
and quickly delivered because it focuses on 
the most important attributes and abilities.  

Imagine ‘John Smith.’ Show us how 
to ‘brand him.’  

I interviewed John, a 25-year old college 
graduate who majored in accounting and has 
worked in temporary jobs; he seeks full-time 
financial work. I probed his talents, passions, 
and priorities. He is logical, methodical, ana-
lytical, fun-loving, passionate about num-
bers, solving problems/puzzles, competing 
and winning in games and sports. He likes 
urban living among parks for athletic train-
ing, independent living without parental 
help and meeting other similar active singles. 
Keys: solutions-focused, driven, social, ath-
letic and competitive. Identity slogan: ‘Ana-
lytical problem-solver extraordinaire!’ Brand 
Statement: ‘There is always a solution. I am 
a dynamic, analytical, logical and numbers-
focused person who loves to solve problems 
and challenges to improve results. As an avid 
team player and athlete, I work as I train - to 
win, to succeed and be the best.’  This is criti-
cal for his job search. Now hiring managers 
can assess how his abilities fit in their work-
place culture.  

Can your personal brand shape 
a job interview, i.e., a manager 
focuses on your brand -- so you are 
forewarned? 

The brand is critical for his job search. Hir-
ing managers know how his abilities fit in 
their workplace culture.    

The ‘killer’ interview question is 
often, “Why should I hire you?” 
Does your brand help here? 

The brand answers that with important 
information about one’s personality, abilities 
and sustainable behaviors. A-P
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Top Trends 
in Social 
Marketing
BY KEVIN LIU

E arly 2013 saw social media-
based-marketing techniques es-
tablished as the new standard 
in the marketing industry. Every 
organization, from Fortune 500 

to non-profit entities, has engaged and re-
tained their current and past customers’ at-
tention by embracing various social media 
formats like Facebook, Linked in, Twitter, 
YouTube, blogs and more.  

 The impact of social media on businesses 
has been far reaching, and needless to say, 
revolutionary, in addressing target audience 
needs and influencing customer buying be-
haviour.

Social media marketing:  
Emerging Trends 

 Organizations were expected to lever-
age social media to track customer choices, 
trends, behaviours, gauge feedback and  
funnel these findings back to the key stake-
holders so that the inferences from these 
customer interactions could be co-opted 
into marketing their product and brand 
more effectively.

 When the usage of social media to fur-
ther their marketing efforts of organiza-
tions are surveyed in the above context, a 
few key trends seem to emerge: 

Social media marketing is being 
used to build and strengthen 
virtual communities – “Engage & 
Retain” customers is the name of 
the game

 While sales heads of organizations typi-
cally aspire to show a strong growth rate in 
increasing customer base and market share 
year on year by adding net new customers, 
this is seldom easier said than done. 

 While acquiring new customers is chal-
lenging in this competitive market place, 
organizations have an easier task at hand in 
retaining existing customers and encourag-
ing them to repeat a purchase, spreading 
their positive views to their extended net-
work while they are at it.

 Social Media is increasingly being used 
to create, display and disseminate informa-
tion which educates existing customers and 
encourages them to maximise the returns 
from their existing investments.  

 This strategy gives the existing custom-
ers, followers and fans reasons to remain 
happy with the organization with greater 
confidence to repeat their purchase rather 
than be swayed by competition offerings . 

 Social media marketing is being used as 
a net new customer acquiring tool – “Land 
and Expand” is the way to go

 This trend is an extension of the pre-
vious modus operandi whereby organiza-
tions design and implement periodic cus-
tomer engagement contests that reward 
and recognise existing customers, regis-
tered members and fans for sharing their 
opinions and views about the organiza-
tions product they are currently using. An 
Ernst and Young survey in December of 
2012 had identified picture contests as the 
most popular contests among social media 
savvy organizations.  

 These kinds of positive opinions from 
loyal customers have been observed to 
draw similar like-minded new customers 
who are part of the extended social media 
to embrace the organizations products and 
services.

 This  social media marketing program 
can be rendered even more effective by con-
sciously making these contests  more exclu-
sive and aspiration-based in nature by mak-
ing entry open only for current customers 
and fans. This special status entry, coupled 
with irresistible incentives and exclusive 
promotional offers, would further entice 
new customers to join in the fun by making 
a purchase. 

 Social media marketing is dic-
tating the nature and timing of 
traditional marketing campaigns 
– “Social Media Marketing leads 
the way”

 In hindsight one can reflect that tradi-
tional marketing campaigns were inward 
looking - designed by keeping in mind the 
timelines and focus areas which the organi-
zation deemed right.

 Yet more and more organizations are 
embracing social media marketing strate-
gies effectively to engage their customer 
base in order to understand customer time 
sensitivities and customer needs. All this 
information is being gathered in real time 
and is shaping the timing and areas of trust 
of the traditional campaigns. 

 The broad trend being observed is a 
gradual augmentation of traditional cam-
paign based marketing with real time social 
medial marketing campaigns. 83 percent 
of organizations which responded to Ernst 
and Young emerging trends in social media 
in 2012 indicated that they sight their social 
media campaigns in their print media and 
television advertisements.

 These social media campaigns are help-
ing determine the contours of specific 
targeted campaigns, which are nowadays 
more customer-centric in nature.

Social media marketing is going 
“Mobile”

 As per a Forbes report in January 2013, 
there were more smart phones purchased 
than PCs in America during 2012. So orga-
nizations are enthusiastically signing on to 
‘mobile sites’ and ‘mobile apps’ bandwag-
ons so that they are accessible to those us-

ers who access the internet only via smart 
phones. 

As per a 2012 Ernst and Young report 
on the latest trends in Social Media, over 
fifty percent of social media savvy organi-
zations they surveyed in the Asia-Pacific 
region already had created mobile phone 
apps. A further twenty four percent of 
these organizations had plans of creating 
a mobile app. 

 These trends have led marketing teams 
to evolve social media marketing strategies 
over the smart phone to augment their 
overall marketing plans.

Most popular social marketing 
tools 

 Facebook, Twitter, YouTube and blogging 
have emerged as the most popular social 
media platforms being used by social media 
savvy organizations to engage their custom-
ers according to the above-cited 2013 Social 
Media Marketing Trends study by Ernst and 
Young.

Facebook
 While fifty six percent of the companies 

polled by Ernst and Young for this report 
voted Facebook as the medium of their 
choice to run their promotional campaigns, 
a substantive twenty four percent of organi-
zations indicated that they are investigating 
alternate social media platforms to differen-
tiate themselves.

 At any given point in time, there are 
a whole host of product launches and 
campaigns for national and international 
companies being run on Facebook, which 
indicates the power of this Internet-based 
entity.

Twitter
 Twitter has emerged as the second most 

popular channel among technology and 
media savvy organizations in their efforts to 
leverage social media to build positive word 
of mouth and reinforce their brand images. 

 With a host of global opinion framers 
and influencers like movie superstars, na-
tional and international political figures, 
business honchos and sportspersons get-
ting their own twitter handles and tweet-
ing their views, organizations are finding 
it important to monitor twitter trends and 
updates. 

 Organizations are investing in technol-
ogy to monitor online tweets and analytical 
tools to analyze customer responses. Orga-
nizations have set policies around response 
time to customer or fan tweets. These or-
ganizations post multiple updates in a day 
themselves and invest in third party provid-
ers to generate relevant topics which will 
trend well on twitter. 

Organizations have come to understand 
that positive feedback on twitter from cus-
tomers is very desirable; on the flip side 
any negative feedback on twitter has a 
debilitating effect on the brand and hence 
strains to track and respond to tweets in 
real time.

Continued on Page 36
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Letting data 
tell the story  
of your brand
BY ANURAG SHUKLA

B y scientifically harnessing data 
available in the public domain, 
organizations are nowadays 
developing insightful, valu-
able content relevant to their 

target marketing audience. The intended 
audience find data-inspired branding con-
tent more personalized and engaging in 
comparison to the one-size fits all adver-
tisements of the past.  

 
Key inputs which go into creating data 
driven branding efforts are as follows:

 Leveraging customer data 
 Leveraging the customer-centric data 

available within the organization is the 
initial step. Most organizations today 
have with them a comprehensive data-
base of their customers. This data would 
have been accumulated over many years 
and would yield great insights on evolving 
customer behaviour and buying patterns. 
In the absence of relevant data, in-house 
companies can look outside. Data put out 
by government and state agencies can be 
leveraged in addition to third party-pro-

vided information.

 Data Analysis – making sense 
out of the numbers

 Once the data is cleansed and anomalies 
(if any) are accounted for, then starts the 
data filtering and sorting activity.  

The interplay between size of data and 
baselines being considered are to also be 
taken into account. Thus key trends and 
taking points are identified. A thorough 
analysis of the trends observed and co-re-
lating these findings with supporting data 
like company sales or revenue helps in for-
mulating a strong story line for a branding 
campaign.

 Paint the picture – it’s the story 
line which comes out of data

 Being creative to package the message 
in a form and medium which captures 
the audience attention is most important. 
A medium or combination of channels 
which will create the maximum impact 
has to be chosen. 

 Today customer touch points consist of 
applications on smart phones, social media 
like Facebook and Twitter, print media and 
television programming. Content which is 
interactive, such as in the form of videos 
or podcasts, can be leveraged effectively 
to communicate the underlying story that 
comes out of data crunching. 

 How to measure the success of 
the campaign 

 The success of the data-driven cam-
paign should be measured by the engage-

ment quotient and the view-ability of the 
advertisement. This includes measuring 
the increase in size of virtual communities 
online, the number of news fans attracted 
to a home page, customer feedback and 
comments on blogs. Also the reach of the 
branding campaign has to be monitored 
on a real time basis to make sure all the 
segments of a target market are being cov-
ered simultaneously. 

 One last step before a full fledge 
launch

 Experts advise branding companies to 
exercise precaution before launching a full 
scale branding campaign based on data. 
Companies are advised to first test the wa-
ters via trial advertisements on a limited 
scale. The impacted audience, the viewer 
acceptability and overall appeal of the cam-
paign can be validated in this way. If need 
be course correction can be made and then 
the full campaign can be launched.

 Data driven branding campaign 
works – if given time

 While scientific usage of data to design 
and structure a branding message is in-
tuitive and practical, organizations need to 
keep investing in this exercise and should 
not expect change in customer perceptions 
about their brand instantaneously. 

 Change in customer perception takes 
place over a period of time and companies 
need to stay the course to see results from 
data driven campaigns.
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World map and numeric data.
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What is 
Cross- 
Platform 
Marketing?
BY ANURADHA SHUKLA 

B randing exercises which in-
volve tweaking content of 
advertisement to fit specific 
channels or media of adver-
tisement and its relevant audi-

ence are defined as cross-platform market-
ing. Marketing honchos have a tough time 
nowadays deciding on the right mix for 
spreading their marketing budget between 
various advertisement channels like online/
internet, via the mobile applications, pod-
casts, traditional TV spots or the print me-
dia. These multiple channels of advertise-
ments would be running parallel to each 
other in a given time frame.  

The advantage of using cross-platform 
marketing is that it helps in reaching a 
wider target audience across all segments 
and is conducive for engaging and retaining 
customer attention over an extended period 
of time.

Cross-platform marketing helps organi-
zations in procuring customer created con-
tent which has high rate of appeal in on-
line virtual communities. Usually these are 
available to marketing teams in the form of 
consumer authored blogs, customer feed-
back via twitter/facebook, or customer pho-
tos via online interactive forums.

Cross-platform marketing also tends to 
create a ripple effect. Similar marketing 
messages (read: good content) reaching 
wider audience through multiple media 
channels (read: customer engagement) tend 

to draw and retain customer eyeballs on ad-
vertisements longer.  

Examples of multi platform  
marketing campaigns

 Samsung in April 2013 conducted a cross-
platform campaign for one of its newly 
launched mobile devices. This campaign fea-
tured an online video advertisement for the 
Samsung phone which directed customers 
to log into its Facebook page for additional 
exclusive interactive content. This Samsung 
Facebook page also hosted a competi-
tion which induced users to refer 
or share the page to new users. 

Samsung was thus able to 
not only increase its fan base 
and community network in 
the social media but also gen-
erate positive interest and 
excitement about their prod-
uct in the user community. 
These social media engage-
ments of potential customers 
further generated feedback, 
responses and recommenda-
tions for their new product in 
the online community.

Another example of a 
successful cross plat-
form marketing cam-
paign was executed 
by Pepsi. Its broader 
brand platform is ‘Ev-
ery Pepsi refreshes the 
world’.  It launched the 
‘Pepsi refresh project’ 
and decided to take the 
cross-platform market-
ing approach to take 
this message to a global 
audience. Their target 
audience were consum-
ers born in the 1990s 
and females born in the 
1960s.

Keeping this 
in mind Pepsi 
engaged both 
the traditional 

(i.e., print, TV) and social media channels 
and developed content exclusive to these 
identified medial channels. As a result of 
this campaign, Pepsi was able to identify 
one hundred and twenty eight winners for 
its PRP project. The wining projects and par-
ticipants were chosen from both online and 
traditional media streams. 

More than twenty million votes were 
counted to identify winners for the online 
contest in addition to winners who emerged 
through a joint MTV and PepsiCo produced 
nation wide TV reality program. 

 Since brand building is all about grab-
bing and retaining the attention of 

customers, multi channel brand-
ing exercises are well-suited in 

today’s market place to reach 
customers across different seg-
ments through advertisement 
medium in which the cus-
tomer is most comfortable 
and engaged. 

What may seem like a great artistic flour-
ish to a western marketing executive might 
end up hurting religious or cultural senti-
ments of some customers they are trying to 
woo. 

 A classic illustration of an advertisement 
which hurt religious sensitivities was a 
newspaper advertisement from Adidas pic-
turing popular Goddesses on its tee-shirts in 
India. This advertisement campaign drew 
negative feedback from the local Indian 
press and Adidas had to apologise and with-
draw the advertisements.

 Three: Organizations should leverage so-
cial media more proactively to do trial runs 
of intending advertisement campaigns in 

country-specific websites and forums. They 
should then follow this up by seeking and 
capturing customer views/feedback and ac-
cordingly tweak marketing content and 
messaging.

 A good example of this was the launch of 
a new model of Samsung mobile phone in 
the Indian market in early March of 2013. 
Samsung created a separate page on its In-
dia-specific facebook profile to promote the 
new model of this cell phone. The profile 
included interactive video clips which en-
abled Indian customers to add their ideas to 
existing videos.

Samsung thus leveraged social media to 
do a preview of their advertisement cam-

paign and used what was revealed to come 
up with appropriate country-specific adver-
tisement campaigns which were relevant 
and appealing to Indian television and print 
media customers.

Expert Speak
 While innovative and out-of-the-ordi-

nary advertisements are called for in today’s 
cluttered media space to attract and retain 
customer attention, copywriters and, more 
so, brand managers have to be conscious of 
the target markets’ cultural sensitivities. 
They also need to stay true to the ethical 
and moral standards that their brand rep-
resents.
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Young business woman sit-
ting at a office table talking 

on a mobile phone.
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Branding  
of Luxury 
Products  
in Emerging 
Markets
Emphasis is on  
Aspirations and  
Buyer Experience

BY ANURAG AGNIHOTRI

E merging markets contribute to 
the growth of luxury brands. 
As per a BrandZ report on the 
most valuable luxury brands of 
2012, Louis Vuitton is ranked 

first with a total brand value of US$25 bil-
lion, with a seven percent increase in sales 
from emerging markets in 2012. Second 
in the brand value stakes is Hermes, with 
US$19 billion in brand value. They saw an 
impressive thirty one percent increase in 
their emerging market sales. 

 In Brazil the luxury market grew by 
twelve percent, which was almost three 

times the growth rate of the country’s 
economy. China leads the emerging mar-
kets in its thirst for luxury products as it 
recorded a twenty one percent increase in 
2012.

 Overall the emerging markets (Brazil, 
Russia, India, China and South Africa) are 
expected to be the growth engine for luxu-
ry brands in the coming years, contributing 
thirty three percent of the overall sales by 
2015.

Drivers of growth in emerging 
markets

 As the emerging markets with a total 
population of nearly three billion people 
continue to grow economically (albeit at 
slower growth rates compared to previous 
years), more and more prosperous people 
are getting added to the middle class and 
upper middle class. It is this newly rich 
populace which is driving the growth in de-
mand for luxury products.

 As prosperity and spending power of the 
emerging middle class and super-rich in-
creases, they aspire to acquire those luxury 
products which will enable them to make a 
style statement.  

With more disposable incomes the new-
ly rich consider purchase of those luxury 
products which showcase craftsmanship 
and history since they consider these to be 
of investment value. The increased expo-
sure to luxury brands during their travel 
abroad for work or pleasure and the lure of 
a weakening Euro have fuelled purchases 
from emerging markets travelers.

Luxury brand companies have been 
quick to recognize the importance of the 
emerging market for their growth and sur-

vival and have embarked on a multi-level 
branding and outreach exercise to sustain 
and grow the market.

Branding efforts and customer 
outreach programs

 Luxury brands have realized that edu-
cation of the value and the heritage of its 
products are key to attract new customers. 
They are investing in starting company-
owned stores in major cities in emerging 
markets to spread their reach and set bench 
marks for the overall customer buying ex-
perience.

 Luxury companies are leveraging social 
media to augment their traditional brand-
ing efforts. They offer online sales of their 
products and also have created interactive 
content which enables online enquires to 
customize the look and feel of the product 
they are investigating.

 Luxury brands are also embarking on 
creating sub-brands. This is to attract cus-
tomer profiles based on age, spending pow-
er or gender. Such segmentation also helps 
the parent brand to retain its original brand 
presence. 

Luxury branding in emerging 
markets: aspiration is the key 
factor 

 In conclusion, luxury products brand-
ing in emerging markets is about creating 
a sense of exclusivity around their products 
and to make people aspire to possess these 
exclusive products. Companies which can 
get this mix right are going to benefit from 
emerging growth markets for the foresee-
able future.
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How much money is sports 
marketing worth globally?

This broad topic is comprised of sports 
products, sports entities such as teams, 
leagues, athletes, services like sports agents, 
events spanning the Olympics and World 
Cup. The huge global sports industry repre-
sents upwards of US$600 billion yearly.

How does your book tackle that 
sprawl?

It specifically relates to Olympic TOP 
sponsorship investment, a component of 
overall sports marketing. TOP refers to 
The Olympic Partners, companies with ex-
clusive worldwide rights in their product 
category to sponsor. I also look at non-TOP 
sponsorship investments for the Olympics. 
Current Asian TOP examples are Samsung 
and Panasonic.

Please overview your chief ideas 
about marketing in general.

From a macro perspective, building a 
brand requires focusing on four areas. Des-
tiny asks, “Why are we here?” to focus re-
sources. Distinction means, “What make a 
company unique?” Invest ceaselessly there. 
Nike, Samsung’s consumer businesses and 
India’s Infosys have a distinctive identity 
not through clever advertising but because 
the market recognizes that identity.  Cul-
ture refers to how top brands’ internal 
cultures support their destiny and distinc-
tion. We don’t work at Apple, but we can 
describe its culture. Having good people, 
talent and strategy helps build a strong 
culture. Experience means all the tangible 
and intangible ‘touch points’ that influence 
our understanding of the brand. This goes 
beyond products to include services, reputa-
tion, advertising, media coverage, facilities, 
people…

Ok, now apply the framework to 
sports if you will.

Clearly, sports marketing is not about 
advertising. It is about using sports to raise 
the market’s awareness of the full range 
of tangible and intangible touch points of 
a company. Some choose sports marketing 
merely to raise public awareness when asso-
ciated with a major sports event or person-
ality. Others deepen their relationship with 
the sports entity’s fans. Still more help re-
fine or update their market image. Always, 
it is a strategic investment to use sports to 

enhance the company’s reputation and, 
over time, improve business.

Give us details about Samsung.
It has been a TOP partner since 1997. Its 

brand value then was under US$3 billion 
but as of 2012, it exceeded US$32 billion. 
Samsung says the Olympics have been one 
of its best marketing investments.  

Much started with Tokyo, the first 
Asian Olympiad. Tell us about 
that.

Sponsorship investments for Tokyo in 
1964 were not officially tracked. TOPs be-
came an official component of the Interna-
tional Olympic Committee’s (IOC) revenue 
strategy in 1984-85, so sponsorship funding 
has been tracked ever since. It tracks reve-
nue funding over two Olympiads, both sum-
mer and winter games. The IOC calls these 

periods ‘Quadrenniums’ and TOP sponsors 
have exclusive global rights for both games 
in their chosen Quadrennium. The 2005 to 
2008 Quadrennium was Torino and Beijing.

Why should sponsors know the 
history of the Olympics and other 
competitions in Asia?

Why do companies invest time and en-
ergy educating new employees about the 
company’s culture and history of success? 
Generally, this gives us more confidence. So 
sponsors learn about the Olympics partly 
because the Games are over 3,000 years 
old and their personality is deeply embed-
ded into the collective world psyche. People 
praise an Olympian as the very best. Spon-
sors love how the Olympics attract 10,500 
athletes from over 200 countries. This at-
tracts billions of fans. That means spon-
sors and media. It’s a virtuous circle of like-
minded dependencies.

Review your checklist for 
deciding about sponsoring an 
athlete, event or to do television 
and other media.

Senior management must answer: 1/ 
What will change positively for the compa-
ny if sponsorship succeeds? 2/ How will they 
use the athlete or event? 3/ How does the 
athlete or event align with the company’s 
values, products and reputation?

You issue some strong caveats not 
to expect miracles.

If a company thinks an athlete or event 
sponsorship will transform a negative rep-
utation to positive, it is mistaken. Sports 
sponsorship is a longer-term strategic in-
vestment similar to capital investments 
in locations, equipment and factories that 
achieve a value added strategic need. A one-
time, short-term investment in an athlete 
such as Superbowl TV ads rarely helps.  

Sure, sponsoring an athlete is 
most exciting, but how to select 
the right one?

What a great question. It is based, first, 
on the benefit the athlete’s values give the 
company from the ‘halo effect.’ Next, he or 
she must have a clear and understandable 
identity with clear competitive qualities. 
Third, ensure these are clearly recognized 
by the market.

A one-time,  
short-term 

investment in  
an athlete such  

as Superbowl TV 
ads rarely helps. 
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Q&A
Name some athletes - especially 
Asians - and describe their 
identity.

Liu Xiang is known for his competitive 
intensity and his engaging personality. His 
hurdling style can be described as fluid and 
flexible. He makes jumping over hurdles 
at high speed in confined conditions look 
natural and easy. Li Na is also known for 
her competitive intensity and her determi-
nation to keep improving, as her growing 
success in recent years shows. She is also a 
very good TV personality, which sponsors 
seek. At the same time she is viewed as fi-
ery, as her interviews with reporters during 
Wimbledon this year revealed.

Others are Tiger Woods, David Beckham, 
Tom Brady, Roger Federer, Sachin Ten-
dulkar, Lionel Messi and Usain Bolt.  

But you issue a warning…
Sponsoring an athlete just for exposure 

can quickly backfire as the market will 
wonder what the connection is beyond the 
crass attempt to merely raise visibility.

(See my article in 
Harvard Business Re-
view that advocates 
companies thinking 
creatively and consid-
ering smaller sponsor-
ships with lesser known 
athletes.  http://blogs.
hbr.org/cs /2012/08/
think_small_in_olym-
pic_sponsor.html)

But generally 
an athlete is a 
volatile bet – 
why?

There is the risk is 
that a catastrophe af-
fects the event or the 
athlete. Plus, an injury 
or an athlete’s thought-
less comment devalues 
that investment imme-
diately.

Why can a company benefit more 
if it spurns a gold medalist for 
an athlete with a compelling 
personal story?   

See the Harvard Business Review article. 
Missy Franklin and Oscar Pistorius are con-
trasting, obvious examples. Franklin is a 
teenage American swimmer who surprised 
the sports world by winning four gold med-
als in London at the mere age of 17. Part of 
her appeal is her humble background and 
enthusiastic smile and her decision to forgo 
sponsorship and event money for amateur, 
collegiate competition. Pistorius enjoyed 
unique status as the first Paralympian in 
the Olympics. His story was very compel-
ling, up until the murder charges he now 
faces, that is.

Name other athletes whose 
media image tanked because of 
controversy and scandal.

Seven-time Tour de France winner Lance 
Armstrong, Jamaican Olympic sprinter 
Asafa Powell, golf’s Tiger Woods (his image 
appears to be on the mend), Kobe Bryant 
(his image has been mostly restored after 
a sex scandal many years ago), Wang Xiaoli 
and Yu Yang (Chinese Olympic badmin-
ton players disqualified from London 2012 
for attempting to throw their matches, as 
were Indonesian players Greysia Poli and 
Meiliana Jauhari, and South Korea’s Jung 
Kyung-eun and Kim Ha-na, and Ha Jung-eun 
and Kim Min Jung), Olympic sprinting star 
Marion Jones, baseball’s Barry Bonds, the 
NFL’s Michael Vick, and Australian Football 
League’s Wayne Carey.

Which three athletes were most 
successful as marketers? 

This is not possible to precisely answer 
since the definition of ‘success’ is influenced 
by the time period and the money involved, 
in addition to changes in media coverage 
over the decades. Many have had signifi-
cant success: Arnold Palmer was certainly 

the first to be a top athlete and successful 
marketer. Michael Jordan, David Beckham, 
Tiger Woods, Michael Phelps, Andre Agassi, 
Maria Sharapova, Danica Patrick, Michael 
Schumacher, Lebron James, and Usain Bolt 
are all and/or were quite successful.

Western sportsmen like David 
Beckham are popular in Asia, but 
can you cite instances of western 
fans warming to an Asian?

Sure, Liu Xiang and Yao Ming both stand 
out as Asian athletes with a western follow-
ing. So do Li Ning (from the 1980s era) and 
Li Na. Since many Asian athletes have risen 
to global prominence only over the past 
decade, examples from a long time ago are 
hard to find. Sachin Tendulkar stands out 
amongst the most popular Indian athletes 
with fans in the west (commonwealth coun-
tries for the most part).

John, globalization’s critics 
allege corporate values and 

profits dominate life, including 
sports. What if the public hates 
an athlete for “selling out” for a 
huge payday, rejects aggressive 
advertising and judges the firm 
cynical for exploiting sports?

There will always be critics, fans and me-
dia alike, alleging corporations are distort-
ing sports. Rather than dwell on it as some-
thing to avoid, it is more effective to say 
that the way we enjoy sports today, from TV 
to social media to internet to mobile to new 
products, wouldn’t be possible if companies 
weren’t innovating rapidly to bring sports 
closer to fans. Athletes have very short ca-
reers, so in the little time they have to be on 
top, it is hard to justify denying them their 
paydays. We are decades past the quaint 
era when athletes were local, and loyal, 
to our favorite clubs or sports throughout 
their career. One could easily argue that the 
money in sports is enabling better training 
techniques, the development of superior 
equipment that minimizes injury risk, and 

greater access to fans everywhere. Cer-
tainly, the corporate money in sports has 
allowed mega-events like the Olympics and 
World Cup to be seen by far more fans than 
ever before in history, and thereby inspiring 
more young people to take up sport as well. 
This is certainly a social good that is a by-
product of corporate investment in sports.

Ambush marketing is atrocious...
how to recognize and fight it?

It is impossible to fight, but can be some-
what controlled. The IOC has very specific 
charter descriptions about legal and finan-
cial penalties and enforcement actions 
against companies that overtly ambush. 
TOP and domestic sponsors are reasonably 
protected. But aside from Olympic or any 
other sports event’s corporate sponsorship, 
athletes often have individual agreements 
that trump the larger corporate sponsor-
ships for footwear. So a country’s Olympic 
team might wear Adidas clothes, yet Puma 
shoes.   

Many [athletes] have had significant success: 
Arnold Palmer was certainly the first to be a top 
athlete and successful marketer. Michael Jordan, 

David Beckham, Tiger Woods, Michael Phelps, 
Andre Agassi, Maria Sharapova, Danica Patrick, 
Michael Schumacher, Lebron James, and Usain 

Bolt are all and/or were quite successful.
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Q&A

Summarize your in-depth study 
of fan psychology and how it 
matters.

In short, there are 3 general groups of 
fans: 1/ intense enthusiasts; 2/ shared en-
thusiasts; 3/ casual enthusiasts. Their dedi-
cation varies. Fans have unique qualities 
that general consumers often don’t. Intense 
enthusiasts will support their team through 
losing seasons. But if a customer’s favorite 
company offers a series of bad products, 
he will switch to a competitor. The cardi-
nal lesson is that companies use sports to 
reach fans because their level of commit-
ment is much higher. Learn what makes 
fans so dedicated and then convert general 
customers to ardent, sports-like fans. Most 
companies don’t make the effort. But sports 
marketing is growing as a key strategic mar-
keting investment for companies.

Can you cite figures showing the 
dramatic growth?

The associated TOP sponsorship revenue 
in 1985-/1988 was US$96 million. In 1997-
2000, it hit US$579 million. For 2005/2008, 
it reached US$866 million.

Why do you assert the 
demographics of sports and 
related marketing is shifting?

The number of sports fans globally is 
growing, partly from increasing tradition-
al and social media coverage. This means 
more fans than ever. Furthermore, athletes 
are far more portable than even two de-
cades ago. Whether it is Brazilian players in 
Europe or Chinese on American basketball 
teams, we see the globalization of sports 
underway. Manchester United is now doing 
its annual international ‘friendlies’ tour, 
including Australia and Asia, to bond with 
fans in over 100 countries. F-1 expanded 
from Europe to Asia to North America with 
more fans and media coverage. The boom 
also drives other sports marketing activities 
such as increased merchandise sales, mem-
berships in fan clubs, etc. The shift is from 
local to global. As sports and media cover-
age increase, so does the potential growth 
opportunities for companies.

More rich Chinese are spending 
on luxury brands. How can sports 
marketing, usually considered 
active and youthful, tie in?

Many years have passed since sports were 
merely just for people who were active 
and youthful. A broader, and larger, more 
sophisticated audience is now following 
sports. With more fans, companies realize 
the significant value of their extraordinary 

loyalty and passion. They invest more in 
marketing. Also, teams realize the value of 
luxury box seats and VIP areas for compa-
nies’ best clients. Such investments are in-
creasing globally, alongside demand for sea-
son tickets and state-of-the-art venues. Seat 
prices have grown as well, pushing sports 
into higher, premium-level pricing. Also, 
events are increasingly places where people 
‘want to be seen.’ It conveys symbolic and 
real status.

How will your pending book 
extend these issues? 

My next book, ‘Sports Marketing-Creat-
ing Long-Term Value’ (2013 Edward Elgar 
publishing) and co-authored by Jessica Zutz 
Hilbert, discusses sports marketing from a 
global perspective. Previous books in the 
field have focused on US or European sports 
marketing topics, but little work has been 
done to analyze sports marketing from 
around the world, including India, China, 
Australia, and more. We have more than a 
dozen new case studies that describe the lat-
est practices and challenges in sports mar-
keting. The book shows how sports have 
grown dramatically around the world and 
how companies are using global sports op-
portunities to grow their reputations and 
business. A-P
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BY LYNETTE WU

T rade with China is a two-way 
street. On the one hand, in 2012, 
there were Chinese-origin com-
panies which exported goods 
and services accounting for 30 

percent of China’s GDP (as per data points 
published by a China government trade reg-
ulating body).  On the other hand, foreign 
multinational organizations compete with 
local Chinese firms and other global MNC’s 
for a share of the massive 1.3 billion Chi-
nese consumer market.  

Hence a holistic discussion about brand-
ing in China has to cover the branding ef-
forts of the Chinese companies focusing on 
local markets and exports, as well as the 
branding initiatives of global multinational 
companies which are operating in China. 
First let’s look at how Chinese companies 
are managing their brands in export mar-
kets.
Chinese brands in the export 
market – how do they stack up?

According to a 2013 report by the same 
government trade regulating body as above 
(‘general administration of customs’), Chi-

na’s top four export markets in terms of 
contribution to GDP for 2012 were: United 
States (17 percent), European Union (16 per-
cent), ASEAN (10 percent) followed by Japan 
(7 percent).  The findings of a survey con-
ducted in China’s largest export market of 
the United States by HD Trade Services (a NY 
based marketing and brand management 
firm) in 2012 is very instructive. The find-
ings make it easy to understand the chal-
lenges faced by Chinese companies in pen-
etrating American market space. 32 percent 
of the polled respondents indicated they 
would not buy a brand owned by a Chinese 
company. An even more troublesome data 
point for Chinese company brand managers 
was that 94 percent of respondents could 
not name even a single Chinese brand.

Possible reasons for Chinese 
brand weakness

The survey findings are even more sur-
prising when we learn that nearly fifty per-
cent of all consumer durables sold in the 
United States in 2012 were manufactured 
in China. This is a direct reflection of the 
strong business-to-business links Chinese 
firms have built with United States counter-
parts. Yet Chinese firms are currently con-

centrating on strengthening their brands in 
their home market before venturing over-
seas.

Onus on low price rather than product 
quality

Chinese companies have over the years 
tended to be transactional in their business 
dealings rather than investing in long term 
business relationships with end consumers 
in the United States. Another crucial nega-
tive impact on Chinese brands is the undue 
focus on cheaper prices of Chinese prod-
ucts. Chinese firms also have to counter a 
strong customer perception about a lack of 
quality in their products. 

Chinese brands who are getting 
it right 

ZTE Corp, Huawei, Lenovo, Hisense Elec-
tric and Baidu.com are all Chinese brands 
which have traction and easy recall among 
the HD Trade Service Survey participants. 
The survey findings indicate that these Chi-
nese brands have differentiated themselves 
in the US market by investing in new tech-
nology and increasing the reliability and 
quality of their offerings. 

Continued on Page 35

Branding in China
Have Companies Got it Right?
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BY CHERRY HU

T hailand is part of the ASEAN 
Economic Community (AEC), 
which also includes neighbour-
ing countries Singapore, Malay-
sia, Indonesia, Philippines, Viet-

nam, Cambodia, Brunei and Laos. Starting 
in 2015 the entire ASEAN Economic Com-
munity region is slated to offer itself as a 
unified market with minimal restrictions 
for business originating from its member 
countries along the lines of the European 
Union. With less than two years to go be-
fore this unified economic zone commenc-
es, Thailand has its task cut out to reset 
its branding image in the international 
arena if it wants to differentiate itself 
from its more populous and bigger 
east Asian neighbours. 

This article will attempt to trace 
the efforts of how Thailand has tra-
ditionally approached branding at 
a national level and the areas it 
has to rebrand if it is to create its 
own unique mind space among 
customers, investors, tourists 
and its own citizens. 

Thailand’s brand build-
ing initiatives over the 
years 

During the 1990’s Thailand’s 
branding slogan was ‘Diver-
sity and Refinement’. At the onset of the 
new millennium, the Thai Government 
commissioned a study called ‘Branding 
Thailand’ to investigate global consumer’s 
perceptions of Thailand and identify its 
competitive advantages in comparison to 
its neighbours. As a result of the study and 
its findings co-ordinated branding cam-
paigns were initiated to highlight the fol-
lowing strengths of Thailand.

Amazing Thailand
The Thai government launched a major 

branding campaign to position itself as a 
tropical tourist paradise in Asia. ‘Amazing 
Thailand’ was the flagship campaign which 
attempted to increase the country’s pro-
file as a top tourist destination. A friendly 
local population which is fun loving and 
extremely open about other cultures was 
highlighted in this campaign. Thailand’s 
age old culture, heritage and natural beauty 
consisting of beaches and evergreen forests 
were also packaged into an “amazing expe-
rience” for potential tourists.

Bangkok Fashion City
In 2004 the Thai Government launched 

a co-ordinated branding and infrastruc-
ture augmentation project to increase the 
profile of Thailand’s textile and fashion 
industry on the global stage. The Bangkok 
Fashion City project was envisioned to 
transform the city of Bangkok as a fashion 
hub and incubator of ideas for the South-
east Asian region. Traditional Thai textiles 
and handlooms, garments, jewellery, and 
the leather industry were the business seg-
ments encouraged by the Thai government. 

This branding activity, which included high 
profile fashion shows involving super mod-
els walking the ramp in Thailand and inter-
national venues, helped draw attention of 
global investors and design houses to the 
potential of Bangkok and Thailand as a hub 
for design and manufacture of textiles.

Thanks to these initiatives and support 
for the fashion industry, by 2008 Thai fash-
ion designers had achieved global recogni-
tion through Vogue fashion awards and 
other industry recognized mementos. Thai 
fashion designers now claim top interna-
tional fashion houses and personalities as 
their clients and are poised to expand their 
influence. 

Kitchen to the World 
In 2012, food exports from Thailand 

swelled to one trillion baht. In addition 
Thailand is one of the globe’s primary rice 
exporters. Thai food has evolved over the 
centuries by synthesis of cooking influ-
ences from local Thai, Chinese, Indian and 
Malaysian cuisines. It has its own unique es-
sence and flavour, and is gaining popularity 
the world over as more and more tourists 
are travelling to Thailand and returning to 
their countries as brand ambassadors of 
Thai food. Over eight thousand five hun-
dred Thai restaurants had sprung up across 
the globe by the end of 2005 as per statis-
tics published by the Thailand export pro-
motion department. Grasping the immense 

potential that the Thai cuisine and food seg-
ment has in furthering the positive image 
and brand of Thailand as a whole, the Thai 
government launched a branding campaign 
positioning Thailand as the “Kitchen of the 
world”. 

Negative perceptions 
The Branding Thailand study also high-

lighted some of the negative fall outs of 
previous branding campaigns. One key area 
of the study was the perception of tourists 
that the Amazing Thailand campaign was 
synonymous with “sex tourism and prosti-

tution” among a certain set of travellers. 
Another negative perception among in-

vestors and key stake holders in Thai-
land was about political uncertainties 
in Thailand.  

Branding Thailand – the 
way forward 

Overall, Thailand’s past campaigns 
have helped raise its global profile as 
a tourist and investment destina-
tion. Tourism to Thailand during the 
decade from 2000 to 2010 went up 
tremendously while generating a lot 
of good will and positive regard for 
the culture. This helped Thailand 
earn precious foreign exchange, and 
the government was able to pull a 

large part of its population out of pov-
erty. In looking ahead, it may be said 

that ‘Branding Thailand’ needs to high-
light its strengths and uniqueness while 
working to eliminate the causes of nega-

tive perceptions.
Thailand is relatively small in size com-

pared to Malaysia and Indonesia. It relies 
primarily on four main growth engines to 
propel its economy; namely, tourism, fash-
ion and textiles, Thai cuisine and manufac-
turing. Thanks to its low cost labour models 
and bountiful natural resources, Thailand 
has managed to emerge as a hub of manu-
facturing and production in East Asia. Its 
major exports include automotive, elec-
tronics, textile products and processed food 
/ agriculture products to major markets of 
the United States and European Union. 

Thailand’s unique strength is its people. 
Surveys by branding firms and think tanks 
from across the globe support the above 
claim. Thai people are perceived to be 
friendlier and more flexible with an open 
mind to accept people as they are in com-
parison with other countries in Asia. Future 
banding exercise should encapsulate not 
only the obvious strengths of the country 
like its history, heritage, culture, and cli-
mate but also the unique strengths of the 
Thai people that set them apart from the 
rest of ASEAN. These salient positives in-
clude, again, acceptance of new ideas, a fun 
loving spirit, and growing aspirations. 

With a new global order in place where 
country branding and place branding is par-
amount, Thailand is well-positioned to re-
set its brand image. From a tourist hot spot 
known for cheap vacations it can re-launch 
itself as a ASEAN leader offering a unique 
culture and value systems to its investors 
in the form of a settled regulatory environ-
ment and investment climate. 

Branding in Thailand

© JJSPRING | DREAMSTIME.COM

Restaurant McDonald’s and Ronald McDonald 
in Thailand.
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BY REENA SAXENA 

I ndia’s rate of GDP growth is ex-
pected to slow down in 2013 to less 
than 6 percent. At this juncture, it 
is interesting to observe how, at a 
broader level, successive central 

and state governments of India have tried 
to build a cohesive brand about the country 
and have gone all out to project this brand 
to a globalized audience.

The Original Maharaja
One of the earliest instances of the In-

dian government attempting to build and 
manage a brand can be traced back to 1946 
when ‘The Maharaja’ mascot was concep-
tualized by the marketing mandarins to 
promote the national carrier ‘Air India’. 
In retrospect it was a brilliantly success-
ful campaign executed by the government 
which promoted not only its airline but also 
the newly independent India as a vibrant 
country with a rich heritage offering super-
lative quality of service. This campaign was 
long drawn out and stretched till the early 
’80s and can be considered to be the fore-
runner of the ‘Pan India’ branding exercises 
being utilized to promote India as a invest-
ment destination.

India Shining
Another example of a Pan India branding 

and advertising campaign embarked on by 
the government of India is of more recent 
vintage. In the run-up to the 2004 Indian 
general elections, the then incumbent gov-
ernment unleashed a cross media campaign 
labelled ‘India Shining’ in 2003. The televi-
sion and newspaper advertisements were 
circulated globally to communicate to the 
world that a newly resurgent India had en-
tered a phase of high growth rate and was 
poised to emerge as a global investment 
destination.

The economic sentiment and climate in 
India was extremely buoyant around the 
time when this campaign was launched. 
This phase was witness to Indian IT and ser-
vices companies recording double and tri-
ple digit growth rates. Infosys, Wipro, and 
TCS were some of the Indian IT companies 
which had successfully ventured outside 
India and were making a name for them-
selves as Indian MNC’s. Indian manufac-
turing set-ups were coming into their own 
and were successfully competing with big-
ger multinationals from abroad. Mahindra 
and Mahindra, Tata Motors, and Tata Steel 
are some companies which had benefited 
from the country’s high rate of GDP growth 
over the past decade and were starting to 
flex their muscles in foreign markets. The 
strong brands these Indian companies built 
abroad then started to reflect positively on 
India as a country brand.

The sense of optimism for unbridled 
growth was displayed by these successful In-
dian companies during that time. This busi-

ness optimism gelled well with the brand-
ing campaign the government launched. It 
seemed to rub off on the general population 
and an effervescence of positive business 
sentiment was created in the media and 
the burgeoning Indian middle class. This 
in turn captured the attention of multina-
tional companies who came into India with 
investments. The ‘India Shining’ branding 
campaign created a positive mind space 
among the global corporate set-up while it 
proved disadvantageous as a campaign slo-
gan to the government’s re-election plans.

Incredible India 
In 2002, a phenomenally successful 

branding campaign was launched by the 
tourism department of the Government of 
India to create a distinct identity for India 
as a high-end tourist destination. The im-
pact of this high octane branding exercise 
was decisive and long term. In the year of 
its inception in 2002/2003, a sixteen percent 
increase in tourist traffic was recorded. The 
increased foot fall in tourist traffic into In-
dia also coincided with the increased profile 
of India as a country in the business com-
munity abroad. This interest translated to 
more businesses coming into India looking 
for investment opportunities. This brand-
ing exercise which was initially created to 
target tourists has proved so successful in 
upping the overall profile and positive im-
age of the country abroad that the Indian 
government has continued to expand and 
invest in this brand campaign even in 2013.

India Everywhere  
– Davos 2006 Campaign

In a culmination of the past branding ef-
forts to market India as an investment des-
tination the “India Everywhere” campaign 
was unleashed in 2006 at the annual meet-
ing of the world economic forum at Davos. 
This high profile and content-rich campaign 
targeting the attendees of the premier glob-
al business event was orchestrated by the 
confederation of Indian industries and was 
energetically backed by the Indian govern-
ment. 

This campaign has been acknowledged 
the world over as a first-of-its-kind initiative 

to raise the profile of a country’s industrial 
might on the global stage. Its effectiveness 
was all the more heightened because it was 
addressing a large body of the very decision 
makers of the world’s biggest corporations 
who had deep enough pockets to set up 
shop via FDI in India.

 This campaign showcased India as a 
unique value proposition for the investing 
business community. As part of this con-
certed campaign the Indian industry and its 
government pitched a tent in Davos for the 
duration of the jamboree. Indian leaders 
highlighted their democratic institutions as 
the underlying foundation on which a free 
market economy of a billion people with in-
creasing purchasing power was being built. 
The Indian industry captains had turned 
out in strength at this event. They acted as 
effective brand ambassadors of the country 
by showcasing and sharing their success sto-
ries and pitching the unlimited possibilities 
that investments in India can bring new en-
trants. To round out the campaign and add 
glamour coefficient to it, cultural shows 
highlighting India’s centuries old heritage 
were staged on the sidelines. 

Thus the India Everywhere campaign, 
true to its name, reached earlier unseen 
heights of branding effectiveness with del-
egates and participants going back with 
a positive image of a country which was 
growing at a fast pace and was ready to en-
gage and work with the international busi-
ness community as a equal partner.

India Brand Equity Foundation
Drawing its lessons from the success that 

emanated from the India Everywhere cam-
paign, the Indian government has put to-
gether the Indian Brand Equity Foundation. 
It is an attempt by the Indian central govern-
ment to institutionalize and give continuity 
to its brand building efforts about the coun-
try. It operates on a PPP (public private part-
nership) model in which the government of 
India through its department of commerce 
is partnering with the Confederation of In-
dian Industry to effectively build and com-
municate the virtues and attractiveness of 
Brand India to the outside world.
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Indian business team. Teamwork concept standing inside office building. 
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BY ANURAG AGNIHOTRI 

I n Fortune Magazine’s global 500 
list for 2012, Indian Oil is placed at 
83rd earning US$86 billion annual 
revenue and Reliance Industries at 
99th rank earning $76 annual bil-

lion revenue. Indeed, activities of businesses 
headquartered in the Asian sub-continent 
have seen a steady increase in their global 
profile, especially in the last decade and 
a half. Sadly, not many people recognize 
these companies outside of their countries. 

 The question arises then: do 
South Asian companies invest in 
Brand Management?

 Tata Corporation’s takeover of British 
steel firm Corus in 2006 raised quite a few 
eyebrows among western corporate hon-
chos on its ability to assimilate a UK-based 
firm. In the years around the Y2K melt-
down-scare, one heard of Infosys and Wipro 
not as survivors in a challenging business 
environment but as ‘cheap coding labour.’ 

 Over the last decade, these and similar 
instances have made Asian organizations 
adopt corrective course. To compete at an 
international level the current limiting 
brand-perception, “low-cost alternative to 

western and other international brands” 
needs to be reworked.

Are things changing for the bet-
ter now?

 A Nielsen marketing survey in 2012 
threw up some surprising results. This sur-
vey was limited to the Indian subcontinent 
and measured brand recall among the tar-
get audience. 

 In this survey, surprisingly Nokia toped 
the charts in terms of brand recognition 
even among Indian consumers. The only 
Indian companies which featured in the 
top 10 of this list were Britannia at 4th posi-
tion and Cadbury’s at 8th position. So the 
task is cut out for the management of Asian 
companies to rev up their efforts on brand 
building within and outside of their home 
markets. 

 The Road Ahead…
 The top management and boards of 

these multinational organizations have 
come to realize that building a strong 
brand requires their unflinching backing 
and focus. In addition, companies need 
to convey the importance of creating a 
strong brand to its employees across the 
globe. Furthermore, several core man-

agement teams are also pushing stake 
holders in their companies to align with 
brand values. The need, they reiterate, is 
to incorporate a mind-set and belief that 
South Asian companies can achieve high-
net-worth brand value. 

 Organizations are also encouraging 
and driving cross departmental activities 
in co-ordination with marketing teams.  
This ensures that the entire organization 
is involved in conveying a common brand 
message to customers at various points of 
engagement with the company.

 Lastly, there is also the realization that 
garnering more market share by increasing 
brand presence is more sustainable than 
discounting products. Hence instead of put-
ting pressure on their bottom line, organi-
zations have started setting aside a larger 
budget towards branding and marketing 
activities. 

 In the past year, South Asian companies 
have been revisiting branding strategies: 
from automotive firms to software service 
providers and niche electronic companies. 
Their branding activities have ensured in-
crease in profile-visibility and presence. Ac-
cording to marketing industry experts, new 
age branding strategies have helped drive 
sales growth and companies are increasing 
their budgets for marketing. Experts hope 
this will become a self-propagating cycle.

The Branding Landscape  
in South Asia 

© STEVE ALLEN | DREAMSTIME.COM

The Taj Mahal at sunrise. The Taj Mahal is a mausoleum at Agra in northern India, built by the Mogul emperor Shah Jahan (1592–1666) in memory 
of his favorite wife, completed circa 1649. It is a UNESCO World Heritage Site.
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BY SHAMILA JANAKIRAMAN 

A 
brand encompasses the values, 
ideals and strengths that a busi-
ness stands for. Brand power 
can inspire and influence peo-
ple. A good brand name is in 

the mind of consumers and makes a com-
pany or product stand apart.

 Top brands signify quality, reliability 
and optimum customer service 
from the company. They are 
also familiar when we consider 
their advertising campaigns, slo-
gans, logos, promises and even the 
background music score in 
an advertisement. The 
effort to make these 
details stick in a con-
sumer’s mind does not 
go to waste.

 When we think 
of the consumers 
for whom all these 
are intended the issue 
becomes complicated 
because all consumers are 
not the same, do not do the 
same things, prefer 
different tastes, 
smells, sounds and 
sights. Consumers 
interact differently 
with different media 
and so on.

 Brand promotion is 
a marketing strategy that 
creates product awareness, 
increases customer loyalty, 
competitiveness, sales and 
enhances value. Businesses can 
keep their brands alive in the 
minds of people with promotional events, 
even if new products are not launched.  

 In Asia, being a land of diversity with 
numerous countries, cultures, religions and 
languages, brand promotion cannot be con-
sidered in a homogeneous way. In order to 
promote a brand and appeal to local sensi-
bilities, the brand promotion strategy has 
to encompass every facet of the society. 

Social Media in Asia
 The way in which people interact with 

social media differs with cultures. On the 
web it is all word of mouth, and social 
media has grown to epic proportions as 
the most powerful marketing medium. All 
companies have their own Twitter account, 
Facebook page and LinkedIn account. The 
general perception is that problems ex-
posed in the social media are addressed 
faster before it goes viral and tarnishes a 
company’s image. Also this platform is less 
expensive for marketers.

 The Asia-Pacific region is rich and varied 
in culture. The huge population is a market-
er’s delight if he is on track. In China, west-
ern social media channels are blocked as 

they do not comply with local sensibilities. 
To be successful in a market, a thorough 
understanding of preferences is imperative. 
Sina.com and Baidu are the search engines 
used in China while QQ is the equivalent 
to Facebook. Also bulletin board systems 
and celebrity tracking form major forms of 
online behavior of the Chinese, who share 
negative reviews readily. Games can be 
used to catch the attention of the younger 
generation.

 
In the Indian market movies 
and movie stars play a vital role in ev-
eryday life. The social media whirls around 
movies and all entertainment is based on it. 
Digital marketing can leverage the English 
language fluency of the population. Twitter, 
Orkut and Facebook are the main social me-
dia platforms used by many Indian people. 
Indians consult online product reviews for 
consumer electronics and rely on feedback 
to make a purchase. Another brand promo-
tion media is Cricket, which has become 
like a religion in India in bringing everyone 
onto a common platform.

 The Japanese are more prone to blog-
ging, with several million consumers main-
taining their own blogs. The micro-blogging 
site Twitter is a major social media in Japan. 
To reach the Japanese, Mixi is the other 
platform which is Japanese-centric and it 
allows users to exchange messages, main-

tain communities and comment on diaries. 
Ustream, a live video streaming website, is 
used to livecast events online in Japan. In-
teractive communication between market-
ers and consumers is yet to take off here. 

 Thus we see that countries in Asia have 
unique preferences in using social media 
and have to be addressed differently to pro-
mote a brand. As the Internet, mobile tech-
nology and broadband access are almost 
ubiquitous in Asia, social media serves as 
the best way to promote a brand.

 Publishing articles, news and RSS 
feeds continuously help target the 

message to the intended 
audience. Blogs and fo-
rums help promote a 
brand. Smart picture ad-

vertisements, when shared 
on social media, garner a 

wider audience, especially for 
consumer durables and fancy 
items. Dove soaps and Indian 
ethnic wear are widely show-
cased on Facebook to reach 
international consumers. Live 
streaming, livecasting and Pod-
casting are other ways to send 

audio and video clips among 
friends to gain greater visibility 
for a product. 

 Virtual Worlds like Second 
Life, imvu and Habbo Hotel 

make participants buy products 
virtually with virtual money and in 
a way help showcase brands. Social 
gaming using a brand name also helps 

promote a brand as it familiarizes the 
audience with the brand and increases 

brand engagement.
 MMO, or Massively Multiplayer 

Online games, involving numerous 
players like Neopets, Conan and War-
craft, are also used for brand promo-

tion in Asia.

Brand Promotion 
with  
Celebrities

 Celebrities endorse al-
most all kinds of products, 

from instant noodles to luxury yachts. 
The same brand will have to use different 
celebrities to promote a product in differ-
ent regions. Longines watch advertisements 
feature a group of ladies including Indian 
and Chinese actresses so that it appeals to 
audiences of both countries.

 When international brands make for-
ays in the Asian market they can very well 
use famous personalities to showcase their 
products. For example David Beckham for 
Adidas and Tiger Woods for Nike are celeb-
rities with a global appeal. 

 While it is a very expensive exercise, the 
returns are worth all the money spent on 
celebrity brand promotions. When sports 
personalities are used, it has been found 
that sales of the brand surely increase each 
time the celebrity wins an event in his/her 
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field. Nike, a successful brand in Asia, has 
seen nothing but profits since it roped in 
Tiger Woods to endorse its brand.

 
Celebrities in the entertainment indus-

try appeal to only the local population but 
sportsmen and sportswomen have interna-
tional appeal and can promote a brand suc-
cessfully. All that matters is their prowess 
in the game and ethical behavior to carry 
a brand.

Brand Promotion Strategies
 Similar products throng the shelves in 

the supermarket and similar products are 
promoted on every media possible. So what 
makes one stand out?

The product has to be unique, add value 
and be adaptable to the market. If it has 
the backing of a robust brand, then half 
the promotion is done. A strong brand has 
unique qualities, has great recall value and 
adds positivity to any product.

 To promote a brand its unique qualities 
have to be highlighted in all promotional 
devices. The first impression has to be the 
best impression and once the audience is 
captivated they have to be retained at all 
costs by proving the reliability and quality 
features of the product.

 Although it is imperative to sell a prod-
uct and make profits it is also vital to estab-
lish the brand and give it a positive asso-
ciation in the minds of consumers for long 
term survival of the brand.

 For a brand to stand out it should be dif-
ferent, so copying another’s strategy will 
not do. It is best to rely on word of mouth 
strategy than any other media. Recommen-
dations from friends and people who have 
used a product carry more value than any 
advertisement or endorsement. If the brand 
delivers on its promise of quality and reli-
ability, half the bridge is crossed. Customer 
loyalty helps a brand last forever and gain 
brand identity. 

 In India the names TATA, Godrej and Ma-
hindra & Mahindra are strong brands cov-

ering products from salt to heavy machin-
ery. The brands are so well-established that 
if these companies launch a new product, 
it will automatically get positive  results. 
Their brands were promoted by keeping in 
mind local requirements and sensibilities 
along with assured quality.

 Chinese brands are moving fast from 
being local to regional to national and now 
towards becoming global entities. Chinese 
people are becoming spenders now and with 
the growing economy are driving changes in 
government and business policies. 

 Consumers are now ready to splurge on 
products and services with greater empha-
sis on brands. China Mobile, Haier for home 
appliances, Apparel brand Meters Bonwe, 
Yili for food and dairy are some famous 
brands presently in China.

 Opportunities arise to promote brands 
which have to be leveraged to the maxi-
mum to increase brand visibility. Sports 
events like the Olympics have been used 
by Samsung to launch and showcase new 
products within Asia and to the rest of the 
world. All international events help a com-
pany promote its brand. 

 WINGSON TYRES TRADING, BOTO’s sole 
agent in Malaysia selling tires, sponsored 
the ‘Johor forth’ basketball tournament in 
Malaysia. Its team also won the local cham-

pionship in April 2013, which served as a 
brand promotion opportunity for the BOTO 
Brand.

 To promote the brand WINGSON TYRES 
is using vehicle body advertisements be-
sides designing and promoting BOTO prod-
ucts to improve its brand influence and 
brand recognition. This is expected to make 
the BOTO brand popular in the Malaysian 
market.

 Brands have to highlight their KSPs, or 
key selling points, in every media. Reliabil-
ity, affordability, energy effectiveness and 
the innovative Air Therapy System featured 
in Haier air conditioners are the key selling 
points in China and the rest of Asia. LG, the 
South Korean brand, emphasizes aesthetics 
and green technology as its KSPs for brand 
promotion. 

 If the KSP is clearly defined, highlighted 
and frequently reinforced, it is easier to 
promote the brand. This helps build a loyal 
client base and maintains the brand image 
over a long term.

 Hitachi, a Japanese company, revealed 
its Global Brand Strategy to develop a global 
social innovation business. Hitachi is still 
considered an appliance and consumer 
products manufacturer in some countries, 
while some regions don’t know about it at 
all (it also serves the software, machinery 
and financial services fields, to mention a 
few). So the company is promoting its brand 
externally via advertising, public relations, 
and CSR initiatives besides also enhancing 
employees’ awareness of the brand promise 
so that it can be conveyed to customers. The 
One Hitachi initiative will help the compa-
ny improve the value of the Hitachi brand 
and promote it.

 Repeated communication about the 
brand increases brand recall and increases 
brand awareness. A promotion campaign 
has to span weeks, months or even years 
and should not be too crowded or obtrusive 
in order to get positive results.

FURTHER READING:

www.slideshare.net

Now let’s look at how Chinese and For-
eign MNC’s are managing their brands in 
the competitive Chinese market. Chinese 
customers are renowned among brand 
managers for their supposed lack of loy-
alty to brands. Chinese customers are also 
perceived to be partial to Chinese brands 
with respect to reliability and accessibil-
ity. The rapid increase in income levels is 
introducing more first-time buyers into the 
Chinese market who are keen to explore all 
options rather than stick to one brand. Also 
the point of sale (in the form of the in-shop 
sales person) has a huge sway on the end 
purchase choice of the Chinese customer.

Changing customer buying  
behaviour

A vast part of the high spending populace 
residing in Chinese cities have been exposed 
to both local and internationally renowned 
brands over the past couple of decades. 
Their choice of brands and buying pat-
terns will soon match the buying patterns 
of other mature markets where brand loy-
alty has a huge influence. Customers would 
have experimented with various local and 

foreign brands over the past years and have 
now shortlisted a handful of brands which 
they alternately purchase. The famous mar-
keting saying, “Customers buy emotionally 
but justify their choice logically” holds good 
for the Chinese customers too. The trick for 
brand managers in China is to position and 
market themselves to appeal emotionally 
to their customers so that the frequency at 
which their brand will get chosen from the 
short list of brands increases.

Five approaches being tried to 
grow brand loyalty by foreign 
players

KFC, Colgate and Pampers are the top 
three foreign brands in China for 2013 ac-
cording to a survey sponsored by the BBC. 
Brands are leveraging and encouraging on-
line sales to counteract undue influence by 
in-shop sales personnel. They also line up 
local celebrity endorsements to strike an 
emotional bond with the local populace. 
Companies are developing new products 
which are personalized and relevant to 
suit local cultures and practices, while liais-

ing with local partners for operations and 
after-sales support helps in addressing the 
trust factor around their products. Brands 
are also leveraging online and social media 
to reach across all sections of the huge Chi-
nese populace and influence and engage 
them actively.

Chinese companies respond by 
investing in brands

The Chinese population’s cost of living 
and its aging population are both inch-
ing upwards. Meanwhile market growth is 
slowing down, and hence Chinese compa-
nies have to fight it out in the market with 
foreign brands by investing and strengthen-
ing their own brands. Chinese companies 
are responding by hiring brand managers 
and investing in long term branding strate-
gies. Chinese top management is nowadays 
taking a long term approach to brand build-
ing rather than quarter-based results. 

China Mobile, ICBC and China Construc-
tion Bank are the top three most valuable 
Chinese brands in 2013 as per Brandz Top 
50. They seem to have got their branding 
strategies right in China.

FROM PAGE 22 | Branding in China

FACTOIDS:

• Brand promotion is a market-
ing strategy that creates product 
awareness, increases customer 
loyalty, and enhances competitive-
ness, sales and value.

• Although it is imperative to sell a 
product and make profits it is also 
vital to establish the brand and 
give it a positive association in the 
minds of consumers for long term 
survival of the brand.
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 BY ANURADHA SHUKLA 

N okia, the Swedish telecom-
munications multi-national, 
was the largest cell phone 
manufacturer and seller in 
the world until 2012. It com-

manded a lion’s share in capturing thirty 
eight percent of the cell phone market in 
Europe and Asia in 2007. It was among the 
most globally recognized brands, with op-
erations in 120 countries and an over one 
hundred thousand strong workforce. 

What ails Nokia?
 Its brand and market capitalization has 

seen a steady decline since the heydays of 
2007. With customer choice increasingly 
leaning towards smart phones, Nokia has 
been steadily loosing its ground to com-
petition like Apple, Samsung and Black-
berry. 

 The company has been struggling to 
stem the rot. It has brought in changes to its 
product offerings to attract more tech-savvy 
young users and has entered into strategic 
alliance with Microsoft to use its windows 
operation system to take on the Android 
and Apple’s iOS operating systems. 

 As sales figures continued to slide down 

hill, Nokia went through a top-level reorga-
nization. It is estimated that by end of 2013, 
Nokia will have reduced its workforce by 
twenty three thousand employees across 
the globe in order to cut cost and shore up 
its bottom-line.

A close look at Nokia as a brand
 Drawing lessons from Nokia’s success 

from early 2003 to 2005 it is easy to under-
stand that the company’s Unique Selling 
Point as a brand was its dependability fac-
tor - long lasting telecommunication devic-
es that met the needs of customers, along 
with different price-points. 

 Nokia had positioned itself as an um-
brella brand under which all variants of cell 
phones were available: from low-cost, yet 
technically simple cell phones which tar-
geted first time buyers/rural users, to high-
end, technically advanced phones for the 
upwardly mobile.  

 In hindsight it is this lack of unique 
branding that is hurting Nokia in the 
post-iPhone/smart phone age. The Nokia 
brand is not only now perceived as a man-
ufacturer of low-end commodity phones, 
it is also not perceived by today’s average 
consumer as capable of coming out with 
smart phones which can compete with 
the host of cell phone offerings from the 

Android or iPhone stables.

Failed brand repositioning  
attempts

 In order to correct this branding weak-
ness Nokia introduced sub brands in 2007. 
It tried to differentiate its product offer-
ings under the N and E series. The Nokia 
N series was branded as a phone for the 
young tech savvy user with camera, email 
and multimedia functions available, 
whereas the Nokia E series was targeted 
at the office-going crowd with email and 
document management abilities. This re-
branding exercise showed mixed results in 
2007, yet Nokia seemed to have recovered 
its winning edge. 

Next-gen Android’s capture  
market ending Nokia’s attempts 
at primacy

 A combination of the advent of Google’s 
android software and Nokia not being able 
to build on the success of its symbian oper-
ating system soon resulted in loss of market 
share and dropping sales.

 The perceived lack of clarity from Nokia 
management on the long-term roadmap of 
the operating systems to be used on its cell 
phones is also not helping Nokia’s cause.

YouTube
 Organizations which embraced Social 

Media Marketing early are taking the next 
step and commissioning YouTube specific 
advertisements rather than editing TV ads. 

 Organizations are tracking the numbers 
of eyeballs these clips are able to attract 
and the likes or dislikes they generate and 
hence are able to deduce the effectiveness 
of these advertisements.

 Based on their findings, organizations 
are even tweaking their follow-up market-
ing efforts in other media streams to incor-
porate learnings from their YouTube experi-
ence.

Blogs
 Blogs are emerging as key influencers 

in the digital space of today, with custom-
ers treating blogs as credible and impartial 
opinions of a subject matter. Organizations 
are addressing this by engaging with known 
subject matter expert bloggers with huge 
readership through product reviews.

 A stand-out example of an organization 
leveraging bloggers to build and expand its 

market is Microsoft. It annually recognizes 
many experts who blog to share product 
knowledge, user-experience and construc-
tive feedback under its Microsoft Most Valu-
able Professional award.

Emerging new channels
 Pinterest, Foursquare, Instagram and 

Google Plus are the other available social 
media channels that organizations are ex-
ploring and increasingly using to further 
their online presence. 

Social media marketing as a 
research tool

 Organizations which offer niche prod-
ucts have proceeded to leverage social 
media marketing to research customer 
behaviours, customer buying drivers and 
to get customer feedback. These exercises 
are designed to understand customer psy-
chology and hence determine future media 
initiatives in line with customer expecta-
tions. Another area that companies use this 
research data is to benchmark themselves 
against their competition. 

Social media marketing works 
when organizations heed custom-
er viewpoints

 One can summarize that there are many 
technically and social media savvy organi-
zations which are leveraging social media 
not just as a brand building exercise but 
are also using it for acquiring new customer 
leads, gathering customer feedback, offer-
ing customer service, highlighting news 
and promotions and building and retaining 
customer loyalty.

 These organizations can better serve 
themselves in this endeavor when they are 
cognisant of the fact that their customers 
treat social media platforms for connecting 
with friends/peers also as a source of infor-
mation and entertainment. 

 That is, the average customer does not 
envisage social media as a medium to inter-
act with brands, and hence organizations 
should always be conscious of what value 
of information they are providing to the 
customer while they are engaging them on 
social media. 

A Close Look at the  
Branding Woes of Nokia
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Nokia office in Cluj-Napoca, Romania.
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BY VICTOR FIC

“Bourbon 
is Just 
in Our 
Blood.” 

Frederick Noe
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You are like a character from a 
movie about the south…

I grew up in the same house as my great 
grandfather Jim Beam. I attended Bellar-
mine University in Louisville, but my real 
education was life itself – learning from my 
dad, and I worked my way up, starting on 
the bottling line on the unglamorous night 
shift. But it immersed me in bourbon-mak-
ing.

What is a global brand 
ambassador?

I travel the world as the face of Beam. I 
share nuances and details about our bour-
bons with fans, key customers, retailers, 
sales people and media. I support Beam and 
my family’s heritage at the same time.

So that is how you became a 
celebrity?

 I have been featured in numerous me-
dia articles, TV and radio shows. One major 
item is the “Today Show.” (http://www.today.
com/video/today/51760646). I joined anchor 
Al Roker at the world-renowned Churchill 
Downs to make the perfect mint julep cock-
tail just in time for the annual Kentucky 
Derby. It was a big time! 

Why do you stress the importance 
of starting humble?   

I started on the bottling line. And like me, 
my son has joined the company, and [so] he 
is learning the same trade as the seven gen-
erations before him. I guess bourbon is just 
in our blood.

Your dedication is so deep that 
you have won awards, right?

 Beam honored me in September 2007 
by placing my portrait on the Jim Beam 
Bourbon brand label alongside the six fam-
ily distillers who preceded me in the family 
business — Jacob Beam, David Beam, David 
M. Beam, Jim Beam, T. Jeremiah Beam and 
Booker Noe. Plus, I was Whisky Magazine’s 
“Whisky Ambassador of the Year” in 2011. 

F rederick Noe’s face 
graces bottles of Jim 
Beam bourbon as 

the globe-trotting brand 
ambassador for the fam-
ily–made drink. 

He (Deanna@jsha.com) 
gives this exclusive inter-
view to our special cor-
respondent for economics 
and politics, Victor Fic. 

This year, I am 
being inducted 

into the Bourbon 
Hall of Fame by 

BourbonFest, held 
here in Bardstown.
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Tell us how you are a ‘hall of 
famer’ like Michael Jordan in 
basketball!  

This year, I am being inducted into the 
Bourbon Hall of Fame by BourbonFest, 
held here in Bardstown. It’s an honor I’m 
thrilled to receive and I’ll join the likes of 
many bourbon icons before me, including 
my father. 

You are also a master distiller – 
do you make the bourbon?

I ensure things get done right and that 
we set the foundation for the next genera-
tion, but no, I don’t physically make the 
bourbon.

What do you wear and how do 
you speak?     

It depends on the event. I wear anything 
from Beam-branded shirts to more formal 
suits and ties. 

Do you have an accent? 
Yes, I grew up in the Bourbon Capital of 

the World, Bardstown, Kentucky, and have 
the accent to prove it.

You travel the world – to where?   
I have been from India to Russia and 

China to all the US states…it’s all in a day’s 
work. My 2012 travels and trainings took 
me to more than 30 national and interna-
tional markets.   

What kind of audiences do you 
address?

 From celebrities such as Hugh Hefner, 
Bill Murray and NASCAR racing legend Rob-
by Gordon to brand new bartenders, I speak 
to and meet with people from all walks of 
life. 

Does bourbon build bridges even 
in very different cultures like 
India?  

When I first started traveling, I thought 
the world was a big place. But now, I see 
things differently. The food, customs or 
clothes might be different but in the end 
people are people. Bourbon also helps! It’s 
a common language that everyone under-
stands no matter what country you’re from. 
A drink or two brings people together. 
Sometimes I think the world is like one big 
bar and I’m the world’s bartender! Making 
friends, and keeping them.

 Are Asians eager to meet you?
In Japan, I was a spectacle -- they kept 

photographing me. Everywhere I go, no 
matter the country, people are friendly, 
warm, curious to learn about our whiskies, 
our family, the USA. The more countries I 
visit, the more similarities I see in cultures.

How do you train others?   
I have educated and trained bartenders 

and mixologists around the world, dem-
onstrating how to properly taste a whiskey 
and teaching them the fine nuances of our 
brands. 

Why is Jim Beam’s the world 
leading seller?  

Jim Beam is the number one bourbon, 
but much more. Jim Beam is pride, Jim 
Beam is determination, Jim Beam is quality. 
For more than 200 years, my family’s bour-
bon has been an American icon and the 
cornerstone to bourbon-making tradition. 
Each generation has contributed to this leg-
acy and played an invaluable part in helping 
Jim Beam become popular in countries such 
as Europe, India, Asia and Australia.

How much do you sell per year in 
bottles and dollars in Asia? 

Unfortunately, we are not able to share 
sales figures. 

Tell us about some of the insights 
you have, for instance concerning 
Kentucky.

While Bourbon can be crafted anywhere, 
the majority of the world’s top-selling whis-
kies are produced in Kentucky. We say it 
is the rich limestone water and abundant 
grains that contribute to this success. Bev-
erage alcohol has been a part of American 
culture since the first European settlers 
arrived with their family recipes for beers 
and spirits. Yet it wasn’t until Kentuckians 
began distilling whiskey from corn in the 
late eighteenth century that America would 
find its national drink – bourbon whiskey. 
Kentucky has helped make bourbon as 
American as apple pie. 

A firm’s sponsorships shape its 
brand image. Which causes do 
you back -- and why?

Beam sponsors several causes, but one 
that really stands out is Operation Home-
front. Jim Beam has worked closely with the 
organization since 2008 and has donated 
more than $2.5 million through a variety 
of charitable programming efforts such as 
holiday meals, programs benefiting mili-
tary families and donations in partnership 
with music icons Kid Rock and Montgomery 
Gentry. We’re extremely proud of our ser-
vicemen and women and their sacrifices for 
our country. 

How many firms use a global 

brand ambassador?  
I’m not sure of the exact number, but 

it’s not unusual in the spirits industry. In 
fact, I often travel with other Beam brand 
ambassadors, educating and meeting with 
consumers. 

As an ambassador, you are in the 
middle of gentle controversies 
regarding bourbon...

We have a tasting program called the 
Great Whisky Debate where I argue the 
merits of bourbon whiskey alongside 
Laphroaig Single Malt Scotch ambassador 
Simon Brooking and Canadian Club ambas-
sador Dan Tullio. 

Brooking and Tullio are not part 
of the family business. Does that 
make them less popular?   

They do not have the family lineage that 
I have, but they do have a strong brand 
knowledge and connection with the region 
of their spirits.  They are not less popularw. 

How much Jim Beam’s do you 
drink?  

All in moderation, my friend 

Are you ambassador for life? 
I’m the seventh generation Beam master 

distiller. Jim Beam was my great grand-dad-
dy, so this is a life-long commitment. 

You are proud of your heritage. 
Will you hand it down?

I’m mentoring my son Frederick Booker 
Noe IV as he continues the Beam family 
legacy, working at the flagship distillery in 
Clermont, Kentucky.  

What you really project as brand 
ambassador is pride in your 
bourbon…

Maybe more than in most industries, im-
age and reputation are key, and ours has 
been built over generations. Having the his-
tory, heritage and legacy only helps in shar-
ing my family’s passion with the world.

Q&A

In Japan, I was a spectacle -- they kept 
photographing me. Everywhere I go,  

no matter the country, people are 
friendly, warm, curious to learn about 

our whiskies, our family, the USA. 
The more countries I visit, the more 

similarities I see in cultures.
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TECHNOLOGY ]]

BY VICTOR FIC

A 
car works best with one driv-
er. What happens then when 
two simultaneously grip the 
steering wheel -- will they tug 
in different directions? That 

question looms over China’s joint ventures 
in car making with foreign firms. Michael 
Smitka (Smitka@wlu.edu), a professor of 
economics at Washington and Lee Universi-
ty in Lexington, Virginia, with a Ph.D. from 
Yale, offers this brief history of China’s car-
making industry: 

 “The Soviet Union helped First Auto 
Works (FAW) launch production in 1956. 
Alongside the truck called Jiefang (Libera-
tion), the first vehicle made in China, it pro-
duced the Hong Qi (Red Flag) car based on 
a 1955 Chrysler design. That was the initial 
passenger car that China made, and quan-
tity trumped quality. By 1981, China had 
around 56 car factories, with one in every 
province and major city under Chairman 
Mao Zedong’s local self-sufficiency policies.”

 Did they succeed? “No. All were low vol-
ume, inefficient and made outdated designs 
such as the Hong Qi. Tokyo’s industry was 
turbocharged while China’s sputtered. The 
overall industry employed 900,000 workers 
but produced only 175,000 vehicles, mainly 
trucks. Japan’s auto industry turned out 80 
times more vehicles per worker.”

 The road eventually smoothened, as 
Smitka notes that, “Things improved in 
1983 when Beijing Jeep appeared as a joint 
venture between American Motors and the 
Beijing Auto Industry Co. (BAIC). Other early 
ventures paired France’s Peugeot and Dong-
feng for the Dongfeng Citroen Auto Co. 
manufactured in Wuhan.

 “Beijing hoped that Chinese firms would 
become stronger cooperating with foreign-
ers wanting to retail cars in a dynamic mar-
ket. The tie ups accelerated, and Smitka 
counts “over 25 joint ventures in China, 
including virtually every major global car 
company from the US, Germany, Japan 
and France. GM, for example, has ventures 
with Shanghai Automobile Industry Corpo-
ration (SAIC) in Shanghai, Shandong and 

Shenyang.”
 Many partnerships are racing along. VW 

has the largest market share because it also 
entered into a joint venture with SAIC and 
FAW (GM is second). Smitka stresses that, 
“The top 15 best-selling cars in 2012 were 
from joint ventures. Three were from GM 
and five from VW. The market provides a 
clear answer: the joint ventures succeed 
because of their strong brands, a result of 
quality and design backed by good market-
ing, well-managed dealerships and compe-
tent repair service.” 

 But some link-ups failed, such as Guang-
zhou Auto and PSA Peugeot Citroen. The 
Chinese charged the French with being ar-
rogant and pricing their products too high.

 In 2009, China became the world’s lead-
ing vehicle maker. Japan produced 7.93 mil-
lion units with America trailing at 5.7 mil-
lion. Meanwhile, joint ventures account for 
75 percent of China’s passenger car market. 

 Nor do these cars merely shine in a 
showroom. Regarding sales also in 2009, 
China copped first place for car purchases 
at 13.5 million units – leading the world – 

China and Foreign  
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compared to 10.4 million units in the US. In 
the first quarter of 2013, Chinese car mak-
ers retailed merely 1.38 million units versus 
3.93-million among expats. Why? “Popula-
tion and income. There are simply enough 
well-off people to make China a big market. 
There’s also the short-run transition where 
many are buying their first car,” explains 
Smitka. “Consumers are playing catch-up: 
they still own fewer cars than their incomes 
allow. Sales will be higher until the market 
normalizes.”

 But surely Chinese car makers will fight 
back. Smitka finds that, “A host of local car 
companies also produce models, but it’s a 
crowded market – 71 firms – with shrinking 
margins. They don’t have the scale or model 
lineup or dealership network. Indeed, 36 
of the domestic firms sold less than 10,000 
cars in 2012. It is possible that one or two 
local firms will survive, based on a strong 
regional sales base, and small trucks are an 
entirely different market where domestic 
firms do well.”

 As China has linked up with Americans, 
Koreans, Germans and Japanese, don’t cul-
tural differences appear? “The cultural com-
ponent is overstressed,” insists Smitka. “The 
real issue is that the local partners lacked 
proper distribution networks, solid market-
ing, market research capability, the ability 
to manage a modern factory, strong infor-
mation systems, and they also had weak ac-
counting. That’s the big cultural difference, 
the need to learn bit by bit different seg-
ments of a modern, capital-intensive, high-
tech consumer goods business.”

 Will Chinese cars one day cruise Ameri-
can roads? Smitka doubts it. “China cur-
rently has no vehicles appropriate for the 
US market. Several years ago, it looked like 
there would be an opening for electric ve-
hicles, helped by subsidies from the Chinese 
government. However, such vehicles remain 
too high in cost and the market hasn’t taken 
off.”

 As for SAIC, some American trade hawks 
worry. Will SAIC use GM in the short to me-
dium term merely to learn how to chug out 
better cars and then back out of the link up 
-- and become a rival? 

 Smitka demurs: “SAIC can’t force GM 
China to transfer technology because tech-
nology does not consist of blueprints but 
rather of teams of engineers experienced 
in working with management familiar with 
tradeoffs. The latter include how emissions 
controls lower fuel efficiency, and lighter 
cars compromise safety. Those are just the 
‘macro’ tradeoffs. SAIC could gradually gain 
voice over strategic decisions, and perhaps 
win GM’s acquiescence to sell ‘sister’ cars 
based on GM platforms. But the whole ‘they 
aren’t giving us technology’ mantra is, well, 
asking for something that’s not in GM’s pow-
er to provide, even if they tried their best.”

 When asked whether Smitka can pre-
dict more joint ventures and specify firms, 
car types and the targeted consumer, he re-
sponds that, “Joint ventures continue to be 
created. Chrysler just launched one, Cadil-
lac another. Meanwhile incumbents are ex-
panding: VW just announced plans to build 
its 12th plant in Changsha, Hunan with 
SAIC, its Shanghai-based JV partner. 

Some joint ventures harken back to cen-
tral government policy, but most reflect en-
trepreneurial efforts by local governments 
such as Shanghai to get permission from 
Beijing for their firms.” 

 
Victor Fic (vfic@hotmail.com) in Toronto is a 

veteran writer on East Asia.

BY XYAN LING

E ver since social media net-
works have become promi-
nant, one of the most prolific 
users to work them to its ad-
vantage has been the auto-

mobile industry. Both locally and glob-
ally, auto companies have engaged social 
media effectively to build and nurture 
brands. 

Social media has been used power-
fully to popularize brands or launch new 
models, build a loyal virtual community, 
track customer feedback and address 
customer questions around new launch-
es. Marketing analysis reports in March 
2013 have found social media metrics, 
essentially with respect to Facebook, 
that indicate the 
market reach and 
penetration the 
new digital market-
ing campaigns offer 
the auto industry.  

Metric 1: 
Brand pres-
ence and cus-
tomer loyalty

If the brand pop-
ularity was to be 
based on the num-
ber of fans on their 
Facebook home 
page, then BMW 
leads the pack with 
13 million fans, 
followed by Fer-
rari with 11 million 
fans and Mercedes-
Benz with 9.9 million fans. Automobile 
companies concentrate on using social 
media to increase brand loyalty and 
brand awareness, generate excitement 
and interest around specific models. This 
is because the automobile is considered 
a big-ticket purchase and customers tend 
to place more confidence in a particular 
brand rather than specific models. 

Metric 2: Customer engage-
ment leads to a more informed 
customer

As per the same Facebook report, 
Hyundai Saudi, Peugeot France and 
Mercedes-Benz France score highly on 
their engagement levels with customers. 
Engagement levels are measured by the 
number of likes, comments and shares 
from fans in a given day divided by the 

total number of fans for the page.
Using social media, the customer is 

kept engaged by sharing information 
and addressing customer queries around 
specific models in real time. For exam-
ple, Ford Motors has disclosed that in an 
eight hour period, Ford executives re-
sponded to a staggering 6059 tweets dur-
ing the launch of a new model of Ford 
Fiesta 24.

Based on customers’ opinions, interac-
tive content is provided through the so-
cial media which encourages customers 
to explore these new models online. For 
example Ford Motors was able to offer 
its Facebook fans a personalized video 
experience which they could view and 
share with their network. This increased 
customer interest online, in turn, leads 
to more walk-ins visiting an automobile 

dealership. 

Selling a car 
before the cus-
tomer arrives 
at the dealer-
ship

As per a survey 
conducted in Janu-
ary 2013 by Lead-
shift, a social me-
dia lead generation 
company, seventy 
one percent of car 
buyers indicated 
that they conduct 
research on the 
web, fifty three 
percent of pros-
pects gather in-

formation about a particular dealership 
on social media before deciding to visit 
it in person, and twenty three percent 
of prospective customers seek opinions 
from their social network and automo-
bile-related blogs before they make final 
decisions.

It is true that an automobile sales 
cycle is successfully completed at a deal-
ership even today, since the customers 
prefer to walk into a dealership and get a 
touch and feel of an automobile followed 
by a test drive before making their final 
choice. Having said that, as the survey 
from Leadshift indicates, today’s auto-
mobile customer is better informed, edu-
cated and opinionated about both brand 
and model before actually walking into a 
dealership thanks to social media. Hence 
sales personnel at dealerships have to 
change their approach accordingly.

The Automobile 
Industry and  
Social media
Zooming into the Fast Lane?
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BY DONALD KIRK

India has a brand, a slogan that is 
so simple and yet so great, so ab-
solutely undeniable: “Incredible 
India.” Not only is the “in-in” allit-
eration rather catchy, but it’s also 

no exaggeration. In fact, it may even be an 
understatement. Love it or hate it, there’s 
just no other place on earth like India in 
terms of the enormous diversity you see 
and feel everywhere – in geography, peo-
ple, languages, culture, religion, well, just 
about everything.

Indians are not so totally different from 
one another, however, as not to share one 
common bond: they’re all Indian. Even if 
they speak different languages, worship 
different deities, come from widely diver-

gent social and economic backgrounds, 
even from tribal groupings in remote re-
gions, to a foreigner they are more or less 
the same people. 

That’s all the more reason to wonder at 
“Incredible India,” the branding of an enor-
mous country that’s bursting at the seams 
in terms of population, ambitions, dreams 
– and, yes, problems, divisions, corruption 
and crime. By far the world’s largest de-
mocracy, India is full of all the political in-
fighting, public and private controversies, 
charges and counter-charges, trade-offs 
and payoffs, loud talking and backstabbing 
that goes with any democratic system. The 
problems are multiplied in India by its im-
mense population, more than 1.2 billion 
and growing at a rate that means the num-
ber of people living in India in a few years 
will surpass that of the Chinese.

Those parallels make India a fascinat-
ing place to visit for a look at a country to 
which visitors are sure to receive a warm 
welcome, at least initially. Business people, 
however, may find India “incredible” for 
reasons that are less than complimentary 
as they find themselves wading through 
mountains of red tape in order to export 
their products or invest profitably in their 
own companies.

“In the Western media, we see com-
ments to the effect that the shining era 
of India following China as an emerging 
economy is over and it is back to the old 
India,” writes Masanori Kondo in a paper 
presented at a seminar at the International 
House of Japan in Tokyo on “contemporary 
India for business persons”. However, he 
sees “the deterioration of diplomatic rela-
tions between Japan and China” as defi-
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nitely one reason for Japanese companies 
to look seriously at India. Among factors 
contributing to success, he advises, “are 
a corporation’s relationship of trust with 
Indian partners, levels of communication 
between Indian workers and Japanese ex-
patriates, establishment of local networks 
and understanding of the local politics, so-
ciety and culture.”

In fact, Indian relations with Japan, and 
also the United States, are quite good, and 
possibly getting better, for reasons that 
have little to do with business but do ele-
vate the chances of success for traders and 
investors. The fact is that India and China 
have not been getting along well with each 
other for decades, ever since the Chinese 
nipped off portions of India’s northern 
borders in the Sino-Indian war of 1962. 
China, moreover, is the principal source of 
arms for India’s historic foe Pakistan 
while India counts on the U.S., Rus-
sia, or even Israel for modern weap-
onry. India’s prime minister, 
Manmohan Singh, has been 
to Tokyo about 20 times, and 
this year U.S. Vice President Jo-
seph Biden and Secretary of State 
John Kerry have both been to India.

In all these visitations, com-
mercial relations were high on the 
agenda. The picture is mixed, but 
India, looking for foreign funds, is 
attempting to ease up on bureau-
cratic constraints at a time when 
the glow is fading from the image 
of success built up in the last decade 
before the current prolonged economic 
slowdown. The government, for instance, 
is lowering the amount of local content 
required in foreign ventures, including 
huge retail stores that want to get into 
India, and in foreign companies manufac-

turing products in India. On the downside, 
the United States and India are locked in 
a fierce struggle over restraints that In-
dia imposes on imports of solar panels 
and other equipment while encouraging 
local manufacturers to a degree that the 

U.S. thinks is unreasonable. India and the 
U.S. also quarrel over restrictions on U.S. 
agricultural imports and numerous other 
products. All the while, the U.S. and oth-
ers are complaining about the high price 
of business visas to India.

India’s disputes with the U.S. and other 

countries reflect not only Indian national-
ism but the reality that the pace of growth 
of the Indian economy has fallen off sharp-
ly over the past two or three years. The 
economy, having leaped a stupendous ten 
percent in 2010, is now experiencing 4.5-5 
percent growth – not too bad by the stan-
dards of many countries but below hopes 
if not expectations for the Indian nation.

“The hope that India might overtake 
China one day in economic growth now 
seems a distant one,” wrote the famed No-
bel prize economist Amartya Sen in a New 
York Times op-ed widely reprinted and 
quoted in the Indian media. “Inequality is 
high in both countries, but China has done 
far more than India to raise life expectan-
cy, expand general education and secure 
health care for its people. India has elite 
schools of varying degrees of excellence 
for the privileged, but among all Indians 
7 or older, nearly one in every five males 

and one in every three females are il-
literate. And most schools are of low 
quality; less than half the children 
can divide 20 by 5, even after four 
years of schooling.”

Such daunting realities, though, 
hardly bother foreigners who come 

to India simply to look and learn, to 
sight-see and savor this unique, utterly 

varied society. Visitors will find that din-
ing, traveling and sight-seeing are all pos-
sible at prices below the norm in more 
advanced countries whether they go at 
student discounts or on group tours or as 
individuals accustomed to luxury hotels, 
their own private cars and individual guid-
ed tours. 

There is, to be sure, a downside, namely 
that it’s possible to become quite ill from 
the Indian diet. “Delhi belly” is a common 
complaint. 
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Visitors from advanced coun-
tries also will respond with 
shock over aspects of Indian 
life that are totally different 
from whatever they’ve seen 
before. The spectacle of stray 
dogs sleeping peacefully on 
sidewalks, of cows grazing 
contentedly beside and some-
times on streets and roads, 
of monkeys swinging from 
branches are always a little 
amazing. More important, visi-
tors encounter signs of poverty 
that are totally alien to their own 
societies. 

People sleeping in squalid shanties or 
on mats beside the roads are common 
sights, and the poverty gets worse in the 
dense slums of large cities and in rural 
villages where many barely have enough 
to eat. The government is attempting to 
implement an extremely costly “food se-
curity” program that’s intended to give 
enough to eat for more than half the 
1.2 billion who go hungry every day, but 
much of the funding is sure to go into 
the hands of politicians and bureaucrats.

Short-time visitors, while aware of 
all these issues, have other priorities. 
First is the basic tour of Delhi beginning 
perhaps with the Red Fort, built by the 
great Mughal emperor Shah Jahan when 
he moved it there from Agra, a two to 
three hour drive on a modern express-
way south of the capital. Looted by the 
British when they drove out the last Mu-
ghal emperor after the uprising against 
them in 1857, the Red Fort with its high 
red sandstone walls and turrets and 
moats and ornate décor is a great way to 
begin to understand Indian history.

There is so much else to see in Delhi 
that you could spend at least a week vis-
iting just the basic sites, but you prob-
ably won’t have time. Before you leave, 
however, please be sure to visit Qutub 
Minar, that is, the Qutub Tower, one of 
the world’s most distinguished mosques. 
The tower, originally built nearly 1,000 
years ago, soars 72.5 meters, surrounded 
by other ancient forts and places of wor-

ship. You won’t be allowed to 
climb the 379 steps to the top, 
but a guide will gladly photo-
graph you with your arm lifted 
high in the air from an angle 
that makes it appear as though 

you’re touching the tip of the edi-
fice (he will want a small reward 
for his trouble, less than the rupee 

equivalent of a dol-
lar).

On a quick drive around 
New Delhi, you will be 
most impressed by the 
broad avenues and tower-
ing trees and shrubs on 
either side. The drive will 

take you by the India Gate, 
an archway 42 meters high 
that resembles the Arc de 
Triomphe in Paris. Designed 
by the British architect Edwin 
Lutyens, the gate was built in 
the 1920s to honor more than 

70,000 soldiers from India who 
died fighting in the British forces in 
World War I and also includes memori-
als to British and Indian soldiers killed 
in Afghanistan in 1919 and to Indians 
killed in the war with Pakistan in 1971. 
It’s in the middle of a vast grassy area 
that rather reminds a visitor of the na-
tional mall in Washington DC, especially 
since the Lok Sabha, that is, the parlia-
ment, like the Capitol building at one of 
the DC malls, dominates the far end.

On a relatively brief trip of a week or 
two, you’ve got to venture south to Agra 
to see one of the world’s most distinc-
tive monuments, the Taj Mahal. The Taj 
is the creation of Shah Jahan, who was 
so overcome by grief over the death of 
his young wife as she was giving birth 
to his 14th child that he wanted to im-
mortalize her for the ages. For 20 years 
thousands of workers labored over the 
white marble Taj, featuring a soaring 
white dome, intricate artistry, minarets 
at the corners, at the end of a wide walk 
way through lush gardens.

It’s simple to get to the Taj. A hired 
car will take you there and back on a 
day trip, but you may want to stay lon-
ger and see the Agra Fort, just two and 
a half kilometres away. Shah Jahan’s ha-
rem lived there, and Shah Jahan spent 
his final years there after his son de-
posed him as a useless old man who had 
depleted the national treasury. The poor 
man was able to look sadly from a win-
dow of his lavish home, gazing on the 
memorial to his wife. When I remarked 
to a guide that he was living comfort-
ably in retirement, the guide responded, 
“But he could not be happy while under 
house arrest.”

That’s just one of thousands of sto-
ries you will hear as you “discover” the 
sights all over India. For a simple start, 
may I suggest the “golden triangle” tour 

TRAVEL ]]
© COLORSCURVES | DREAMSTIME.COM

A vector drawing represents flower hand logo design.

APBTR-09-13.indd   46 2013-10-03   5:48 AM



47
www.biztechreport.com

Lee added that they propose to cap 
investments at 40 percent of chaebol’s 
assets. The tax increase is likely to be 
around one-percent as the “tax hike 
on the 1 percent super-rich will give 
us money to raise welfare spending 
without raising tax on the 99 per-
cent,” he said. 

However, Lee is quick to clarify 
that the party is not ‘anti-business’ 
but is only seeking to undo harmful 
rules of the previous regime. 

Another concept the Democratic 
United Party is likely to tackle is 
the ‘weak won policy’ that supports 
exports but restricts the growth of 
poor Koreans as it causes ‘higher 
imported inflation.’ He argues that, 
“The Lee Myung-bak government 
has carried out intervention (to keep 
the won down) quite a lot, but that 
helped only the big exporters while 
hurting small businesses and con-
sumers.”

Besides, the Bank for International 
Settlements has already provided 
data that clearly mark the weakening 
of the won by over 40 percent against 
the yen in only the past four years 
due to continued adjustments to fac-
tor in inflation. Similarly the won has 
weakened against the Taiwanese dol-
lar by over 17 percent.

The opposition hence seek only to 
address such arbitrary rules which 
have hurt poor Koreans. A point in 
example in how chaebols continue 
to consolidate their power was best 
illustrated in the case of Hanwaho 
Group’s head Kim Seung-youn’s trial. 
Kim chose to sell his company stock 
at a cheaper price to his sons; this is 
the route almost every chaebol fol-
lows, to ensure the family remains at 
the helm of the chaebol.

Kim, the whistleblower from Sam-
sung says that, “Deep down, chaebol 
owners don’t understand why they 
should be subject to secular law.” 

Today, Korea is one of the largest 
economies in the world, but some 
of its chaebols such as Samsung or 
Hyundai have net profits that are al-
most half of the government’s entire 
spending power. Critics are there-
fore crying hoarse that Korea should 
show some change that will lead it to 
a more egalitarian society and that 
they will not, for the sake of reversal, 
scrap the “controversial free trade 
agreement with the United States, 
but would seek to renegotiate some 
aspects of it.”

That there is unrest on this fac-
tor is repeatedly highlighted with 
increased public voicing of the 
stranglehold that chaebols have over 
retail business. One such recent de-
velopment has been the continued 
penetration of Chaebol grandchil-
dren into the retail domain busi-
ness. Where earlier chaebols were 

into large-scale manufacturing 
and production, third generation 
chaebol are increasing investing 
in owning flagship stores for some 

of the leading brands from to life-
style products to cafés.

Today retailers across several sec-
tors such as bakeries to coffee shops 
to premium range lifestyle products 
find that they are no longer able to 
run their businesses well because 
‘generation Y’ chaebol owners are 
using their clout to edge out smaller 
competition, whether regarding real 
estate to house the business or the 
processes of running the business it-
self. This has led anti-trust officials to 
study in detail if chaebols are indeed 
proving to become ‘uncompetitive’.

The Korean Federation of Small 
and Medium Businesses commented 
that, “In 2003 there were 17,000 
independent bakeries, but this 
dropped to 3,000 in 2011. Over the 
same period franchised chains con-
trolled by the chaebol have prolif-
erated. Paris Baguette for example, 
an offshoot of SPC Group, opened 
another 300 stores last year, taking 
their network to over 3,000. Tous 
les Jours, another franchised bakery 
and cafe run by the CJ Group now 
has 1,400 stores.”

The concern raised here is whether 
chaebols are illegally soliciting stores 
that are located in prime properties 
at lower prices to run their chains. 
It has been found that most of these 
flagship, premium-range lifestyle 
and fashion products are housed in 
stores belonging to chaebols. Besides 
luxury retail, motor and automotive 
sectors, ‘stand alone’ retail sectors 
too are experiencing trouble.

As if to prove the point, media re-
ports say that, “DFMS is controlled 
by the great-grandsons of Doosan 
Group’s founder, who have the fran-
chises for Honda, Land Rover and 
Jaguar. Also, offspring from the Hyo-
sung Group’s shareholders import 
Mercedes-Benz and Toyota while 
Audi and Bentley franchises are run 
by sons of the Charmzone Group’s 
chairman.” 

Besides, automotive chaebols such 
as Hyundai continue to grow global-
ly, with the most recent investments 
being in India. It has grown to be a 
top-ranked non-Indian auto compa-
ny, second only to India’s own Maruti 
Suzuki. It is expecting to meet new 
demands in the Indian market for 
diesel engines (since the Indian gov-
ernment subsidizes diesel) by im-
porting nearly 10,500 this month as 
against 7,000 previously.

Similarly, chaebols have globally 
established themselves in local mar-
kets and continue to import from 
parent companies, thereby being 
able to maintain delivery of goods, 
whenever shortfalls have occurred in 
local markets. 

Therefore, the working process 
and the dynamism of chaebols needs 
to be appreciated; however, their 
growth in the face of killing-off all 
competition, in the form of local 
Koreans in the retailing sector, is 
indeed disappointing. Perhaps it is 
time for some changes to be intro-
duced, if there is a political will to 
support the required changes. 

FROM PAGE 15 | Chaebol’s Economic Domination

taking you down to Agra and the Taj and then 
over to the pink city of Jaipur before return-
ing to Delhi. Whether you go by train, bus or 
car, give yourself two or three days for the trip. 
Built by a successor to Shah Jahan in the early 
18th century, Jaipur is a “planned city” with 
evenly laid out streets. At the center is the City 
Palace where the Mughals and their numerous 
wives and children once lived. 

The greatest sight in Jaipur is the Amber 
Fort, up a steep incline looming far above a 
beautiful lake in which rests another palace ac-
cessible only by water and which is currently 
closed. You should go in the morning, riding up 
the incline to the Amber Fort atop an elephant. 
The elephants are totally accustomed to tour-
ists and will amble gently in a long line carry-
ing visitors up to the entrance to the fort. Pho-
tographs, whether by you or an entrepreneur 
eager to take your picture for a small fee, are a 
must as souvenirs.

Before you leave Jaipur completely behind, 
you may want to visit the “monkey temple” on 
the outskirts of the city on the road to Agra. 
Hundreds, maybe thousands, of monkeys live 
there, clambering in and out of the temple, 
leaping into pools of water. They’re banned 
from some of the pools and temple rooms, but 
they’re fun to watch and photograph. They’re 
among literally millions of monkeys in and 
around Jaipur, a small percentage of India’s 
monkey population. Just don’t get too friendly 
with them. They’ve been known to bite, neces-
sitating costly and painful treatment.

You will never cease to be surprised by India 
wherever you go, however long you stay. It’s a 
country of contrasts, so different from every-
where else you’ve ever been, a lively democracy 
that aspires to modern greatness overlaying 
an ancient culture. Go and see for yourself. If 
you’re a business person, sightseeing will pro-
vide insights into the people and the cul-
ture that are likely to improve your 
skills in working your way through 
the notorious bureaucracy there. 
And if you’re a mere tourist, 
you will return home with im-
pressions and memories that 
will validate the truth of the 
slogan, “Incredible India.”

Donald Kirk, a member of the 
Asia-Pacific Business & Technology 
advisory board, is spending much  
of this year in India on a Fulbright-
Nehru senior research grant.
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Q&A
Qin 
Shao
Shanghai’s Pearl Tower is 

famous, but tragically so 
is the prevalence of domi-

cide there. Qin Shao, professor 
at The College of New Jersey and 
a research fellow at Humboldt 
University in Berlin, is the author 
of Shanghai Gone: Domicide and 
Defiance in a Chinese Megacity 
(New York: Rowman and Little-
field, 2013). She gave this exclu-
sive interview to Victor Fic.

How did a pair of slippers inspire 
your book? 

During my visit to Shanghai in 2002, my 
sister let me wear a pair of sandals with 
pearl-like stripes, a hand-made present from 
her friend Youlan. I wondered why anyone 
still made anything by hand. My sister ex-
plained, “Poor Youlan! She lost her home 
and job, and now petitions all day long. 
When she has time, she makes sandals.” 
Domicide had turned a polite kindergarten 
teacher into a diehard petitioner – that was 
one of the reasons I started the project.

What exactly does ‘domicide’ 
mean?

Domus in Latin means home and -cide 
means death. Domicide means the murder 
of a home against its dweller’s will. J. Doug-
las Porteous, a geography professor at the 
University of Victoria, coined the term and 
defines it as “the deliberate destruction of 
home by human agency in pursuit of spe-
cific goals, which causes suffering to the 
victims.” 

You note two kinds of domicide. 
The extreme form is caused by war, colo-

nization and ethnic cleansing. The everyday 
form results from economic development, 
urbanization, infrastructure, energy, and 
irrigation projects and is much more wide-
spread and accepted as “creative destruc-
tion” for “progress.” 

Are there any similarities 
between the two?

In both cases, the powerful decide and 
the people who bear the greatest burden of 

domicide are voiceless. Both types mean de-
struction of homes and displacement of the 

inhabitants. They both 
cause emotional dam-
age. We must develop 
a more humanistic 
approach to economic 
growth. 

Are the victims 
compensated?

In most cases, the 
compensation is inad-
equate and unsatisfac-

tory. And some people simply want to live 
in their family homes because of the history 
and memory.

How is your book 
groundbreaking?

This is the first book to apply the concept 
of domicide to the  deliberate eradication of 
homes, and the first to examine the issue 
from the perspective of the residents.

Many praise Shanghai’s skyline. 
Why do you lament it as what the 
Dutch architect Rem Koolhaus 
calls a “generic city”?

Koolhaus did not reject the “generic city.” 
He merely meant that many cities are de-
veloped similarly, lacking special character-
istics. Shanghai has lost more than 80 per-
cent of its  alleyway houses, a unique urban 
vernacular. 

What is your take on high-rises?
 High-rises per se are fine except for the 

misplaced national or corporate ego in the 
never-ending chase for the world’s tallest 
building. In fact, scarce land and the grow-
ing population make high-rises necessary. 
But what kind of high-rise?

Most Shanghai high-rises separate resi-
dential life from commerce. Mixed use of 
space for both characterized the alleyway 
housing that fostered a sense of neighbor-
hood and community which is being lost to-
day. Many high-rise dwellers feel hopelessly 
isolated. 

Can you name the forces behind 
domicide in Shanghai?

The combined forces of corrupt power 
and money; the lack of rule of law and the 
enforcement of the law; the state sanc-
tioned violence in eviction; the blind pur-
suit of economic growth at the cost of basic 
human dignity and lives.

What are some of the most heart 
rending cases you’ve learned 
about? 

Domicide deprives people of their homes, 
the most sacred and fundamental element 
without which their existence is impossible 
and meaningless. Its injustice and violence 
further enrage and damage them. Zhu 
Guangze, a former English teacher in her 

90s, has remained a self-imposed hostage in 
a spartan apartment provided by the district 
since its demolition squad kidnapped her 
and leveled her home in 2005. 

What does “going mental” refer 
to?

Some Chinese, including Sun Dongdong, 
a professor at Beijing University, believe 
that long-term petitioners have mental is-
sues. But does persistent petitioning reflect 
mental illness or the government’s abuse of 
power and its inability to deliver justice? 

You document resisters like the 
shy kindergarten teacher who 
now has a trucker’s mouth...

Zhou Youlan was a reticent kindergar-
ten teacher. But after she was forced out of 
her home in 1996, she became a full-time 
petitioner. She had held the legs of district 
directors in public; her account of her suf-
fering is full of cursing; and she  calls those 
who abused her “dogs.” She was stripped of 
her dignity and returns  in kind.      

Who is a descendent of gangsters 
but turns amateur lawyer -- and 
why? 

Shi Lin heads one of the toughest nail 
households (those families who stubbornly 
refuse to move out) in Shanghai. Among his 
ancestors was an influential local bully in 
the 1940s. Using his knowledge of housing 
policy and the law, Shi has resisted demoli-
tion since the late 1990s and demanded a 
multi-million yuan payment for his largely 
self-made shack. The evictees lack legal ser-
vices, so Shi Lin became an amateur law-
yer for them who nowadays praise him as 
“teacher Shi.”

Why do some say the 
Constitution is unhelpful? 

Many residents felt that the Chinese Con-
stitution does not protect their property 
and other rights because local governments 
deem demolition and relocation the prior-
ity. 

Does anyone stand up -- and win?
Every resident and neighborhood that I 

profiled has fought back, some for nearly 
two decades. Some won monetary compen-
sation. But others want their house back 
and an official apology which they are un-
likely to get. 

What future do you envision for 
Shanghai?

If Xintiandi, which is in part built on pri-
vate homes illegally taken from their own-
ers, represents Shanghai in any way, then 
Shanghai will continue to be a gleaming 
megacity on the surface but consumed by 
conflict within. That conflict may haunt its 
future, because, as my book indicates, those 
who demand justice do not quit until they 
succeed.

BY VICTOR FIC
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NEW & NOTABLE
Q&A

A ll nation-states have grand 
plans, and this is what sets 
them up as nations. Every gov-
ernment these days has plenty 
of think tanks, policy gurus, 

boards and committees purpose-built to ac-
complish one national goal or another. For 
instance, the U.S. has the Presidential Com-
mission for the Study of Bioethical Issues, 
one of what must be several thousand sim-
ilarly-named organizations. But Korea may 
be unique in being the only nation to have 
a Presidential Council on Nation Branding. 

The Korean Presidential Council on Na-
tion Branding does not look inward, to Ko-
rea, but outward, to the rest of the world. 
Its stated mission is “to promote Korea’s 
global image; to right misconceptions 
about Korea, its culture, its products, and 
its people; and to raise respect for Korea so 
as to support Korean businesses and nation-
als abroad.” If you think that sounds like a 
marketing department, you’d be right. And 
while many nations may have press centers 
and public relations officials working for 
them, they are usually concerned with the 
public opinion of the rest of the nation’s 
citizens. The Presidential Council on Nation 
Branding, though, concerns itself with the 
public opinion of the entire world.

And they have an agenda. Korean citi-

zens are very concerned with the way they 
are perceived by the citizens of other coun-
tries. They want everyone to know about 
the merits of Korean food; the strong 
points of Korean traditional dress; the 
strength of its 5,000 years of history. They 
they stay up late at night wondering if the 
denizens of New York City understand that 
Dokdo is a Korean island. They are so wor-
ried in fact that several times news stories 
have been written in Korean newspapers 
informing the citizenry that full-page ad-
vertisements have been taken out in the 
New York Times, tall ads have been posted 
in Times Square, and commercials have 
been run on other nations’ airwaves all 
pointing out that Dokdo is, in fact, a Ko-
rean island, the Korean dish bibimbap is 
a mixture of healthy vegetables, and that 
Rain won the online Time magazine poll 
for ‘person of the year’ in 2006. 

In case you were wondering if a number 
of inept government officials were bun-
gling things up with Korea’s international 
brand image, worry not – the Presidential 
Council on Nation Branding is working 
closely with Samsung Economic Research 
Institute. The two organizations have de-
veloped a Nation Brand Index with which 
to rank the national brands of many other 
countries, and in which South Korea has 

been steadily rising. It ranked 20th  in 
2009, but moved up to 19th  in 2010 and 
made it to 17th spot in 2012. Previously 
South Korea was using its ranking in the 
Anholt-GfK Roper Nation Brands Index. 

But the Council is not all-powerful. One 
of the greatest recent successes of the Ko-
rean global brand was the popularization 
of the song Gangnam Style by PSY, and 
the government didn’t have anything to 
do with it. The YouTube video of Gangnam 
Style currently has 1.7 billion views – yes, 
billion. This is a unique achievement in all 
of human history that a significant por-
tion of the population of the world has 
seen one specific piece of entertainment. 
It is a fun, entertaining, and yet satirical 
song about life in one of the most well-off 
districts of Korea’s capital city. It has noth-
ing to do with Dokko, bibimbap, or Korean 
traditional dresses. And yet, the Presiden-
tial Council on Nation Branding wishes it 
could do something to match even 0.01 
percent of the popularity of PSY.

The Presidential Council on Nation 
Branding is really in over its head. There 
is not a company in the world or a PR firm 
on this earth that can successfully sway the 
opinion of the entire globe. That kind of 
thing can only happen on the Internet, and 
by accident. 

BY MATTHEW WEIGAND

Think About Korea
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