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Brand A

BRAND QUICK SCAN & STRATEGIC ACTIONS

BRAND SITUATION

Losing consumer due to
lack of brand relevancy

STRATEGIC ACTIONS

REVITALIZE

1. Re-engineer 6Ps

2. Brand revitalize

3. Strengthen operation
4. Drive Profitability

CONSUMER RESEARCH

* Consumer need & usage
& Perception: OOH
eating & chain
restaurant (all brands)

* Brand reaction study

RELEASE the rocket

Cannot recruit new users ’
1. Strengthen brand equity

Brand B . ) Brand reaction study
2. Drive more penetration
3. Sustain transactions
Cannot build customer REBUILD * category exploratory
Brand C base + no strong brand 1. Clear value differentiation study
. . 2. Brand building * Concept fine-tune
identity * Store -concept test
REBORN Gp M e
Brand D  Confusing business 1. New Business Model e

* Brand Concept Testing
* Store-concept Test

model 2. Menu rationalization

3. Brand building

REBRAND

No strong customer base * category exploratory

Brand E due to vulnerable 1. New branc;l proposition study
proposition & product % Menu ‘?e_s'g” for new * Brand Concept fine-
proposition i

quality 3. Brand building

Exhibit 1 Example of Brand Competitive Gap Analysis
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Promotion — Communication, People
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TENTATIVE TIMEFRAME FOR BRAND CONSULTING PHASE

Thailand Out-of-home food

consumption market

Market Segmentation and its relative Feb—End
size of prize (est.) by need states, & by Mar’16
food format

Brand perception : How our brands

perceived in the competitive

landscape vs. competitors’

Consumer feedback on new Brand

concept (for tested brands)

1. Customer Insight Field

work (Market/consumer
needs based study)

Recommended Brand Winning Value Proposition by Brand

Value P o . (Point-of-parity vs. Point-of Apr-May’16
alue roposﬂ:lon to win differentiation)

in the battlefield Brand Positioning Statement
Brand Architecture

Recommend a Brand 5 P marketing strategies under

turnaround plan the new value proposition

Exhibit 2 Example of Business Turnaround Timeframe



