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BRAND PASSION
Koje smo brendove voleli, a koje cemo voleti i vise?
Natasa Pavlovi¢ Bujas / Maj 2020.
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NASA DANASNJA PRICAONICA:
- OCEKIVANJA

- MOIJA INSPIRACIJA VASIM
ODGOVORIMA

- ZASTO UOPSTE PRICAMO O
BRENDOVIMA? STA OD NJIH
OCEKUJEMO?

- STAJETO ,BRAND PASSION“?

- KAKO JE COVID-19 KRIZA UTICALA NA
BRENDOVE, A KAKO NA POTROSACE?

- CASE STUDY: KOJI TO BRENDOVI
ZASLUZUJU NASU PAZNJU | POSLE
KRIZE?

- ZAKLJUCAK?

MEN



MOJI ZAKLJUCCI 1Z VASIH
PITANJA: ODGOVORA:

1) Kad Cujete rec "Brend" - Skoro svi odgovori podrazumevaju

koja vam je prva asocijacija? konzumentske brendove (proizvode: kozmetika,
garderoba, automobili, IT uredaiji...)

2) Koji brend volite?

- Tek par odgovora se odnosilo na osobu kao

3) Za kojim brendom Ceznete? brend, samo jedan na organizaciju, a ni jedan
npr.za turisticku destinaciju, gradove, drzave,
4) Koji brend vas Cini boljim? oblasti...

5) Koji biste brend opisali kao:

- Akoisklju¢imo Novaka Dokovica i Teslu, medu
Neverovatan: navedenim brendovima nema domadih
Neprocenjiv: brendova,

Caroban:

Svetska klasa:
Neodoljiv:
Revolucionaran:
lzuzetan:

- Iz domena brendova koji se bave uslugama —
pomenut je Google

- Odgovori ukazuju na misaonu povezanost
izmedu brenda i pojma ,,dodatna vrednost”

- Interesatni su odgovori na 4.pitanje: npr. DM,

‘

,Lice Ulice”, ,Fondacija Novak Bokovi¢“

PLANNING
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STA SVE POD POJMOM
_BREND“ PODRAZUMEVAMO?

1) Pojedinacni proizvodi — Kleenex maramice, krem bananica
2) Grupe proizvoda — Colgate paste za zube, Merceds S klase,
3) USLUGE:

*  Klasi¢ne usluge: avio kompanije, lanci hotela, rent-a-car
kompanije, banke...

«  C(iste usluge — profesionalna udruzenja i udruzenja sa
¢lanstvom,

*  Profesionalne usluge — konsalting, revizorske usluge...

*  Agenture — turisticke agencije, agencije za nekretnine...

*  Maloprodajni/retail lanci — Soping centri, lanci
supermarketa, modne kuce, restorani...

4) Organizacije — brendovi: politicke partije, UN, SZO...

5) Liéni brendovi/Fizicka lica — Mik Dzeger, Novak Dokovic,

Opra Vinfri...

6) Grupni brendovi — Rolling Stones (Mik DZeger, Kit Ricards,
Roni Vud, Carli Wots)

7) Dogadaiji — brendovi: TEDx, Olimpijske igre, Exit...

8) Geografske destinacije — drzave, gradovi, ulice pa ¢ak i
objekti (Ajfelov toranij)

9) Privatne robne marke — store brands, private-label brands
(K plus — IDEA)

10) Medijski brendovi — CNN, BBC...

11) E-brendovi: Amazon, Google...




STA OD BRENDOVA OCEKUJEMO?

=  Da su aktivni u komunikaciji sa nama — da osluskuju
nase potrebe i Zelje i da odgovaraju na njih,

=  Danam uz kvalitetan proizvod obezbede i kvalitetno
iskustvo — se¢anje na iskustvo nas povezuje sa
brendom,

=  Da odgovorno posluje i neguje poverenje,
=  Daje tu medu nama, da deli Zivot i uestvuje u
zajednici,

=  Da nas podsti¢e na novo, drugacije razmisljanje i/ili
akciju ili pruza nova znanja i uvide,

=  Daima viziju za buduénost, koju delimo — tu je da
ostane, a ne da trenutno profitira

¥
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BRAND PASSION?

Emotikoni i merenja

Bavljenje brendom podrazumeva miltidisciplinarni pristup i znanja iz mnogih oblasti od
ekonomije, preko matematike i statistike do psihologije.

IstraZzivanja i merenja (ne)zadovoljstva kupaca radena su i rade se razli¢itim anketama i analizama
i pre internet doba. Danas, analize odnosa konzumenata prema brendu dodatno je olakSano
analizama ponasanja na drustvenim mrezama i ve¢ postoje mnogi softverski alati koji prate:

» Net sentiment — da li su emocije konzumenata pozitivne ili negativne,
» Passion Intensity — kolika je snaga emocija konzumenata prema brendu,

» Image analytics — analiza vizuelnog sadrzaja (300 miliona xe

aktivnih DNEVNIH korisnika Instagrama...) %,“
et

» Social media listening — analiza konverzacija o brendu — o ks

gde se prica o brendu, ko prica i na koji nacin?

g
NOTE: lako je 60% konzumenata globalno gledano, oa”\r\“-'c &1
dnevno aktivno na internetu, cak 75% kompanija EC,OU ,

i dalje ne zna gde i Sta njihovi konzumenti pri¢aju o brendu!
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STA SU POKAZALA
ISTRAZIVANJA TOKOM
COVID-19 KRIZE?

=  Promene u navikama — Zivot u karantinu,

=  Promene u nacinu i koli¢ini konzumiranja
informacija,

=  Promene u vrsti informacija koje konzumenti
ocekuju,

=  Promene u ocekivanjima kada je komunikacija
brenda u pitanju,




Promene

u navikama
— Zivot

u karantinu

|
Quarantine Internet Activities, %

Increase

o ——
0% 25% 50% 75%

) ) All GenZ Millennials GenX Boomers
Searching for coronavirus/

COVID-19 updates

Listening to music

Watching movies/shows

Watching funny videos

Playing games on mobile

Looking at memes

Playing games on PC/laptop
Searching for cooking recipes
Reading business & finance articles/news
Searching for discounts from brands
Reading healthy eating articles
Reading sports news

Reading celebrity news

Listening to podcasts

Watching fitness videos

Searching for fashion trends/discounts
Reading live blogs

Watching esports videos/livestreams
Searching for vacations

Watching webinars

I'm trying to stay off the internet

@ VISUALCAPITALIST.COM vyY

~ v v
Source: Global Web Index, Coronavirus Research Report, April 2020 e ee blum ON ViR
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MEDIA CUNSUMPTIUN % WHO SAY THEY HAVE STARTED CONSUMING OR ARE MEDIA CONSUMPTION

CONSUMING MORE OF THE FOLLOWING SINCE THE OUTBREAK M I L L E N N IA LS Genz () Millennials
GEN Z

Broadcast TV Broadcast TV

Physical press

Video games

Video games

Online videos

Podcasts

Online
press

Podcasts

Music-streaming

Books/ Music-streaming

Literature

Livestreams A\° None of these

Livestreams Online TV/streaming

Online TV/streaming 4

v v v
Y ov v

https://www.visualcapitalist.com/media-consumption-covid-19/ v

UNIVERELLE]

group METROPOLITAN

BEOGRAL
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https://www.visualcapitalist.com/media-consumption-covid-19/

PROMENE U NACINU | KOLICINI KONZUMIRANJA
INFORMACIA

MEDIA CONSUMPTION

GEN X

38-56 years old Broadcast TV

Video games &5

Online videos

Books/Literature

Livestreams

Online TV/streaming

GenZ () Millennials @ Gen X

None of these
“

MEDIA CONSUMPTION

BOOMER e et

57-64 years old Broadcast TV

Video games

Online videos

Online press

Music-streaming
Books/
Literature

Livestreams None of these

Online TV/streaming

sses blumen
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Promene u vrsti informacija koje
konzumenti ocekuju: COVID-19

>

>

56% ispitanika oCekuje stalni update oko situacije u
njihovoj zemlji kada je COVID-19 kriza u pitanju,
50% ispitanika oCekuje stalni update oko situacije u
njihovoj lokalnoj zajednici kada je COVID-19 kriza u
pitanju,

44% ispitanika oCekuje stalni update oko globalnih
razmera COVID-19 pandemije,

(

38% ispitanika oCekuje pozitivne price o ,,savladavanju’
izazova tokom pandemije,

37% ispitanika oCekuje savete koji se ticu njihovih
aktivnosti tokom karantina i o€uvanja zdravlja,

27% ispitanika ocekuje ideje i predloge Sta sve mogu da
rade kod kuée, u karantinu

20% ispitanika oCekuje teme nevezane za tekucu
pandemijsku krizu

(izvor: Global Web Index)



Promene u ocekivanjima
kada je komunikacija brenda u pitanju

>

Samo 8% ispitanika smatra da brendovi treba da prestanu sa
oglasavanjem i komunikacijom u doba korone,

Svega 30% ispitanika je zainteresovano za promocije i
popuste,

80% ispitanika zeli da vidi da kompanije i brendovi misle o
svojim zaposlenima,

78% ispitanika misli da kompanije i brendovi treba da im
pomognu u savladavanju svakodnevnog zZivota u
neocekivanim uslovima,

75% ispitanika misli da kompanije i brendovi treba da
informisu konzumente o tome Sta preduzimaju u krizi,

Ispitanici oCekuju od brendova eksplicitne dokaze o podrsci
potrosacima, liderima i organizacijama aktivnim u
pandemijskoj krizi

(Istrazivanje: , Kantar®, broj ispitanika: 35.000, izvor:

)
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Mercedes-Benz
March 20 - &

Thanks to everybody for maintaining social distancing guidelines during
these times. By actin er and e suc Iy
{ thanks to our coll c

for creating this logo

FT'NANKS FORKEEPINGDISTANCI

Mercedes-Benz

Thanks for keeping your social

12voR sCREENSHOUYW

IZVOR: SCREENSHOT/USATODAY
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Blumen group: before COVID-19

Blumen group: during COVID-19
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Keep distance Kreativna uputstva:

Mercedes-Benz
March 25 - §
make sure that your hands are always thoroughly

Mercedes-Benz
March 20 - &
everybody for maintaining social distancing quidelines during Especially in these times . .
s. By acting together and #StayAtHome, we can successfully washed. Our hands are in daily use and are constantly in contact with
s - Uncle potentially hamful micro-organisms that can lurk anywhere. Not to forget the
risk of transmission of infections from person to person. Stay safe & wash

@

1€ virus. Special thanks to our colleagu

reating this logo

ca

your hands

G-Class

Best if rarely washed.,

I ANCI

PINGDIS

I'NMANKS FOR KEE

Mercedes-Benz

v v v

¥ ¥ v
A4 4
UNIVERZITET

group MITROPOLITAN

BEQGRAD



PRIMER: MERCEDES

Konkretna uputstva Vizija brenda:
(kredibilni izvori): obecanje
Mercedes-Benz e
March 28 - @
How to minimize the spread of #COVID13? Spread the word,
See the infographic from the European Centre for Disease Prevention and not the virus!

Control - ECDC 4

Credits: European Centre for Disease Prevention and Control - ECDC
Credits: Daimler AG

COVID-19

How to minimise the
spread of COVID-19?

During the COVID-19 pandemic, we will share relevant
information from trusted health authorities.

Because we want to spread the word, not the virus.

Oo 1.2K 5 Comments 50 Shares

g Like () comment 2 Share o- DAIMLER

ecee blum&n,up o
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PRIMER: MERCEDES

Aktivno ukljucivanje konzumenata:
sadrzaj za decu

Mercedes-Benz "ee
March 268 -

Safety is very important to us. especislly when our children are affected.
Online and from home, Moki, the mascot of our road safety initiative Mobile
Kids, helps the young to learn a lot about navigating traffic safely. On
mobilekids.net Moki presents lots of tips and games for kids as well as
school materials including 200 pages of project and craft ideas.

#Daimler #MobileKids #roadsafety

oo 1K 8 Comments 24 Shares

Aktivno ukljucivanje konzumenata:
zabava za celu porodicu

Mercedes-Benz added 2 new photos to the album: Mercedes-
Benz design sketches
March 21- @

Are you bored at home? Paint your own Mercedes-AMG with our coloring
templates! & mb4.me/KidsArtwork

Want to try something new? Design your own Mercedes-Benz colering
template and share your creativity! #coleryourbenz

The best works and sketches will be collected in our Facebook album
3|l artworks: Andrew Mytro

Mercedes-Benz design sketches.
2 Photos

XXy blum&a’up
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PRIMER: MERCEDES

Zajednica i okruzenje:
zahvalnost

Mercedes-Benz
March 22 -

Our society has been put to the test. Yet not all of us are careful and
#stayathome. Others are unsure about the upcoming weeks. This is why we
have the utmost respect for all police officers and their efforts to encourage

people to act in solidarity - and help in times of uncertainty. Thank you for
your outstanding work!

Zajednica i okruzenje:

vizija brenda koja traje

Mercedes-Benz
March 30 - §

A bresathing aid that can help keep #COVID19 patients out of intensive care
adapted by mechanical engineers at UCL and clinicians at UCLH - University
College London Hospitals NHS Foundation Trust - working with Mercedes-

AMG High Performance Powertrains, has been approved for use in the
NHS. To learn more about Project Pitlane and our work with UCL hit the
following link: mb4 . me/mercedesamaft_articel

via: Mercedes-AMG Petronas Formula One Team

Y blum&;},up
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Zajednica i okruzenje: Zajednica i okruzenje:

lokalne sredine - Indija lokalne sredine - Vijetham

Mercedes-Benz Mercedes-Benz
April 15 2t 3:07AM - © April 21 3t 1207 FM - ©

In normal times, our Mercedes-Benz plant in Pune, India assembles almost

The global Daimier family helps: Our colleagues from
our entire passenger car portfolio. But these are not normal times. That's Mercedes-Senz \ietnam deliver nearly 1,100 meals every day to orphans
why our colleagues from Merc -Benz Indiz worked hard for something and the elderly in Ho Chi Minh City. All meals are served in environmentally-
more important: help saving lives. #COVID19

friendly boxes. #ZOWVID19

M) Like (] Comment &> Share
¢
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PRIMER: MERCEDES

Preporuke za vreme u karantinu: Preporuke za vreme u karantinu:

Briga o zdravlju

Mercedes-Benz Mercedes-Benz s
March 20 - § ApriQatS5:00FPM - ©
\While you stay/work at home, reduce long periods spent sitting using active We all know that we need to #stayhome. This also goes for the world's top
breasks every 20 mins. 2COVID19 athietes - like Jan Frodeno, for instance. Although his races for 2020 have all

bsen canceled or postponed, that's not stepping him from competing. Jan
will complete an entire lronman consisting of 3.8 km of swimming, 180 km of
cycling and 42 2 km of running at home on April 11. Just visit the link to his
Facebook page to get more information about his unique challenge.

Walk up and down the stairs Link: www facebook.com/JanFrodencTriathlon/

#triathome #stayhome #iattenthecurve #Fmbfamily

Credits: World Heslth Organization (WHO)
Credits: Daimler AG

Do some stretching exercises

Dance to music for a few minutes

Bl

-

A

During the COVID-19 pandemic, we will share relevant
information from trusted health authorities.

QO 1« 10 Comments 32 Shares
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AKTIVACIJA KUPACA:
Mercedes Benz family:

Mercedes-Benz
Aol 1-6

Greetings from the #MBfamily!

Jan Frodeno, Marija Mauer, Marijke Smitt, Fabian Cancellara and Sven
Waszsmer are trying to make the most out of this difficult times and share a
limpse into their current daily lives

g
#stayhome #lattenthecurve

AKTIVACIJA KUPACA:
Mercedes Benz family #KeysAtHome

Mercedes-Benz
April 03tQ00FM - ©

We stay home. For ourselves. For our family. Share a picture of your

#KeysAtHome to show that you are #5afeAtHome

L,C Like () Comment Z» Share o .
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AKTIVACUA ,,Emocionalne valute” AKTIVACIJA KUPACA:
Mercedes Benz family — 120 godina Mercedes Benz family - RESTART

Mercedes-Benz e @ Mercedes-Benz
April 23 a3t 4:00 AM - £

April 27 st 1200 FPM - @
Our Mercedes-Benz Deutschiand outlets across Germany are re-opening
120 years of Mercedes — from premium automobile brand to holistic luxury s week. 3 worm . \Welk.ome backF-to % oue custamers
brand.
Thig year, #ercedes celsbrates itz 120th birthday. That's why we're
providing a review of the brand and company history, including overvisws of
many outstanding Mercedes-Benz models as well as the story of our striking
three-pointed star.

120 }-"E!al‘. lercedes

GG 81K 342 Comments 1.6k Shares @Y Like (J Comment
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PRIMER: MERCEDES
»NEW AGE EMOTIONAL BRANDING“

AKTIVACIA ,Emocionalne valute” AKTIVACUA ,Emocionalne valute“
Mercedes Benz sistem za kontrolu temepreature motora — Mercedes Benz sistem za masazu tokom voZnje — emocionalno
emocionalno povezan sa #StayAtHome #EnjoyYourHome povezan sa #StayAtHome #EnjoyYourHome

Mercedes-Benz Mercedes-Benz
Yesterday at 3:00 PM - & April 2031 8:00PM - ©

Everybedy misses something about their Mercedes-Benz. #EnjoyYourHome
#StayHome #MercedesBenz

Nobody wants to downgrade while staying home. #EnjoyYourHome
#StayHome #MercedesBenz

Tgamperilu : ol systenm.

oon}- 1 23 Comments’ 55 Shates OOS 1.8K 64 Comments 108 Shares
o Like () Comment £ Share o - oY Like (O Comment 2> Share o
https://www.facebook.com/MercedesBenz/videos/236620914094312/ https://www.facebook.com/MercedesBenz/videos/276078140078537/ .
¥ ¥ v
v v

group MITROPOLITAN

BEQGRAD



PRIMER: MERCEDES
»NEW AGE EMOTIONAL BRANDING*“

AKTIVACUA ,,Emocionalne valute“:
RE-OPENING!

Mercedes-Benz
April 27 3t 1200 PM - ©

Our Mercedes-Benz Deutschland outlets across Germany are re-opening
this week. A warm Welcome Back!* to all cur customers.

Our outlets across Germany |

STA MISLITE O
BUDUCNOSTI

are re-opening this week.

Mercedes-Benz

MERCEDES BENZ-a?

O0% 1« 226 Comments 432 Shares
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BUSINESS DEVELOPMENT & STRATEGIC COMMUNICATION
IPRA GOLDEN WORLD AWARD WINNER - IPRA GRAND PRIZE WINNER

£

office@blumengroup.rs
www.blumengroup.rs
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BlumengroupBelgrade
@Blumen Group
company/blumen-group
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