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Disney and the story of
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Strong partnerships have strategic linkages

Crisis? What crisis?




A new paradigm for boardrooms

D
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T he face of business in Asia is changing faster than

one can blink one's eyes. Asian companies that
used to be back-end workhorses, manufacturing
consumer goods cheaply for Western companies, are
slowly realizing the benefits of branding.

In a market where competition implies slashing prices
on their unbranded products, Asian businesses are
slowly becoming more attentive to the power of branding
in capturing consumers and returning larger profits on
their investments. Firms are realizing that whereas they
were wearing themselves down on razor-thin margins
to compete with the next supplier, they could increase
returns by investing in their brands. This then is the shift
in thinking that is pushing boardrooms in Asia toward
creating strong brands to differentiate themselves and
consequently realize greater profits. Branding is an
investment that must be perceived as such and is
required to deliver shareholder value.

Most Asian firms, however, still view branding as
advertising or logo design. If firms are to benefit from
branding, they must recognize that it impacts the entire
business - the structure, goals, attitude and the very
outlook of those in the boardroom. In fact, it will require
a shift in focus and priority for every functional aspect
of the organization aligned around multiple customer
touch points.
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Reasons for lack of
strong brands in Asia

Many reputed global
brand surveys have
found that only four

of the top brands
originate in Asia. Three classic
brands come from Japan and a fast-
growing ambitious brand comes from
South Korea: Sony, Honda, Toyota and Samsung.

But given the size and volume of Asian business today,
it is evident that Asia could build many more prominent
brands and capture more financial value from better
price premiums and customer loyalty.

There are many reasons why Asian companies have not
fostered many global brands until now. The appreciation
of branding as a strategic concept can be influenced by
such reasons as:

e The diversification of businesses spanning many
industries with limited overlap and synergies has
been a major impediment to building brands in Asia.
The prevalent mindset in Asia is based on trading,
rather than branding, and the generation of revenues,
rather than profits. But it is hard to create a relevant,
clear and differentiated brand strategy, and build a

Mr Martin Roll speaks to PRPA members at a seminar on Brandm&g'y in February.
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Martin Roll is CEO of VentureRepublic, the leading
strategic advisory firm on branding. He delivers the
combined value of an experienced international
branding strategist and a senior advisor to Fortune
500 companies. He brings more than 15 years of
management experience, and is a renowned keynote
speaker at global conferences. Martin Roll is author
of Asian Brand Strategy, and a frequent guest lecturer
at INSEAD business school.

corporate brand which encompasses
all areas, when a business has its
hands dipped in every pie.

e The prevalent business structure
within Asia consists of many small
and often family-owned businesses
— with diversified business
interests as illustrated before. The
management perspective would
favor short-term business wins
against brand strategies which
require more resources and long-
term perspectives.

e The implications of IP protection in
Asia have been a major barrier
against building brands. In their own
backyards, many Asian companies
have faced rampant counterfeiting
and infringement of IP rights.

But the one reason, more than any other
mentioned above, that influences the
creation of strong brands is the mindset
of the boardroom and the CEO. Branding
is a boardroom discipline and successful
brands can be built only when the
boardroom, led by the chairman and the
CEO, understands, appreciates and
commits to treating branding as a
strategic discipline and devotes the
resources at the company's disposal to
support the brands in a continuous
manner.
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. RPA conducted a study with its members and associates in February

2006 to collect their views on the recent proposals by the
government on copyright-related issues. The proposals that are
most related to the public relations industry would be on the business end-
user criminal liability:

e Some numerical perimeters are laid down for the
"Safe harbor". Specifically, "for copyright works in
newspapers, magazines and periodicals (excluding
academic journals), the proposed criminal offence
will not apply if the number of infringing copies made
for distribution or distributed does not exceed 1,000

copies within any 14-day period".
o The scope of the criminal liability is proposed to be limited by covering only those directors, partners or persons

that carry out chief executive functions.

Most of the respondents of our study are veteran PR practitioners with five years of experience. Here is a summary of
their responses:

o Most of the respondents found the "Safe harbor" as "moderate”.

o Respondents were divided in their views on criminal liability. Some regarded it as "moderate" while others described
it as "tight".

o Among the different concerns that may come with the proposals, "increase cost", "complicated workflow", "reduced

efficiency" and "increase workload" are the four most popular concerns of the respondents.

] A significant proportion of respondents thought that workflow will become "significantly" complicated while cost
will also be increased "significantly".
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