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Be a Hu-God!

Our Business is an Alive Creature

Like a Human

It has 3 dimension of humanity: Mind, Heart &

Body. We are a Creator of our Business, so we

need to be like a God.

Actually, The Business is a “Human” and we are Z

the “God”... Be a Hu-God! ad
-BANik ™
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ABRAND IS A

PERSON’'S GUT u
FEELING ABOUT

A PRODUCT,

s Feeling

ORGANIZATION.
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A BRAND IS DEFINED BY THE (USTOMER'S
EXPERIEN(E. THE EXPERIEN(E IS DELIVERED BY
THE EMPLOYEES.

SHEP HYKEN 1 FLUDIVM
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To Brand or not to Brand
This is Problem!
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Production Aide
Producer
Scene Graphics
CGI Artist Coord
CGI Artists
CGI

Designer

Compositors

'O Supervisor

Assorted Visual Effects

Color Toner

Negative Cutter

Titles Designed by

Opticals by

Soundtrack Album on
Microscopic Cinematography by

CASS
MONAHAN

PATRICE
ARNEM

FEDRO CARILLO

SANDY
PRIESTLY

JOHN LANGORF
BRENDA CALE
MARK THOMAS

KYLE M.
SULLIVAN

PATRICK
MAHONEY

STAV PROMIDES
MARGRIET BILL
TANIA SHAUB
BENNET JURIAN
CHUCK. TRALIK
PENNY GARCIA
GRAYSON TRUE
SLIM DELGADO

BATOUTAHELL,
INC

PACIFIC DEREAMS,
LLC
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The Producers Wish o THask he b ollowing

NAS
A
CITY OF NEW
YORK
THE MARITIME CENTER OF
SYDNEY
LOS ANGELES POLICE

THE CITY OF BEND,
OREGON

SULTAN OF BRUNEI

FRANCIE MAS °
CAREN
THOMASON

MIGUEL
TRASERO

FRANCES CHU

PEDRO
BOGANILLO

NUALA CORIAN

U ing
COLLISTON

SERGIO MOLO
BENJAMIN
HIRASUNA
STEPHANIE RAND
GERI DEMONDE

Manners and Modes Supervisor
Storyboard Artists

Ast Department Researcher
Arst Department Coordinator
Conceptml Designer
Graphics

Nhastrator

Set Designers
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Brand Switching:

%70 -80%
Intangibles
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SHOW

Brand

Authentic

Brand
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BLIND CY. NERD

Brand

Brand
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Ambidexterity

noun -

ability to use both right and left hands with 0.0‘33 v 99
equal ease
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Paradox of

Business Dualities
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Paradox of

Business Dualities
K9S« Sy oSk

A CHARISMATIC BRAND iS any product, J‘S jb\ J\.’
service, or organization for which Ni k Branding . ’ .
people believe there’s no substitute. d ﬁﬁ% J"\ 5 JJ ti}““:“""" )

DOES THE LEFT BRAIN KNOW WHAT THE RIGHT BRAIN IS DOING?
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Paradox of

Business Dualities
K9S« Sy oSk
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99 el 5o (P bl

Internal

Branding External
Branding
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Paradox of

Business Dualities
K9S« iy oSk

Ambidexterity Ambidexterity

noun
ability to use both right and left hands with

equal ease d‘jgj,wj.)
Ambidextrous Team
< C) ‘ 53 g 9 3> 6,3
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Paradox of

Business Dualities
K9S« iy oSk

Bionic Brand

“Bionic” = People + Technology
having normal biological capability’or performance
enhanced by or as if by electronic or electromechanical
devices (Merriam-Webster)

“The successful company of the Future will
blend Human & Technological capabilities.”

- BCG Company
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Vision

Quality

Analysis

ernal Branding

Culture

Prucesses

Competency Structure

Suppo:t
Researches IR Identity ’ Value Proposition
l.eadership
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GPESTLE Standards » Finar ce BPS

Persona Training — ~telligence
Core"' alues togistic Audience

Business Wny o Analysis
Big data Team Building
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Paradox of Ambidextrous Brand

Business Dualities 0 .

s mS < s s” - «Olggwgd» by
5535 Jolaws Internal vs. External S3e0 Jals
354k Tangible vs. Intangible 3 skl
S Competencias: Vs...«Communications =ty
555555 Functional vs. Emotional Al
o e Left Brain Vvs. Right Brain So
s bt Business Concept vs. Business Touch — <uiewiis
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s Exploration vs. Exploitation S5 50 58
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‘Culture eats —~ . * )
strategy for ¢ Js

breakfast’

- Peter Drucker

“Culture eats strategy for breakfast” is a famous

guote from legendary management consultant and

writer Peter Drucker. To be clear he didn't mean

that strategy was unimportant — rather that a

powerful and empowering culture was a surer ;‘_}34%-; -
route to Organizational Success.
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Business Culture Means:

1.Strategy 2.Competency 3.ldentity

,f “ \
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Leader’s
POV
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This is not a Perfect Business!
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Cognitive Error!

#1+ +1] e
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Business 360° {5 Components}
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Nervous System
Bl

) Information
Circulatory System Data

Financial
) .. Researches
{Tangible Capital} Analysis

Diagnosis

©
usiness Redemption
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Integumentary System 7 &
Leader§h|p Skeletal System
|dentity
) Strategy
Ethics Fundamentals
Culture Muscular System
Structure
Values Competency
) Plans
Belief Instructure & Resources
Attitude 7Ps

{Intangible Capital}
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Pre-Business Brand Creation Brand Communications Post-Business
{Business Fundamental 360} {Brand Bible} {IBC Campaign 360} {Business EMEA 360}

I 11 1 11
1 ° 11 g e 1 o 11 . °
. Insight 1 Intuition . Integration 1 Inspiration
: X : X
1 11 1 11
1 11 1 11
! 1-0; Pre-CASE N {2-0} Matching & Diagnosis ! 3-0' Orchestra Leadership ' I {30} Brand Experience {8x}
1 {1-1} SelfAnalysis 11 {2-1} Strategic Identity 1 {31} Mission L1 {31XD, CXM, OM,....
| {12} Audience Analysis 11 {2-2} Conceptual Identity 11 (3-2) Money X {3-2} Business EMEA
 {1-3} Environment Analysis 1 1 {2-3} Sensory Identity s\ ‘4' 53:3| StrategiOreativity 1 1 {3-2-1} Business Exeaution
\ {14} Creative Strategy 11 {24} Verbal Identity 34, Message - {3-2-2) Business Monitoring
: | | {2-5} Viisual Identity 3-5, Media & Tools L {3-2:3} Business Evaluation
! '\ 126} Experiential Identity 3.6 GotoMarket flaundiy | | S2H BusnessAudi
¥ || {33}BEM 360
11 11
X
11
11
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Branding Creation Communications Branding
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Pre-Business Brand Creation Brand Communications Post-Business
{Business Fundamental 360} {Brand Bible} {IBC Campaign 360} {Business EMEA 360}
| 11 LA | [ | 1
1 o (| ege (| o (I e o 1
. Insight 1 Intuition 1 Integration 1 Inspiration |
: X X X :
| 11 11 11 |
| 11 11 11 |
! 1-0} Pre-CASE X {20} Matdwing&Diagnosis: ! 3-0' Orchestra Leadership ! I {3-0} Brand Experience {BX}
1 {1-1} SelfAnalysis 11 {2-1} Strategic Identity 11 3-1} Mission L1 3XD,CXM, OM,.... !
| {1-2 Audience Analysis X {2-2} Conceptual Identity L1 32 Money x {3-2} Business EMEA :
{13} Environment Analysis 1 1 {2-3} Sensory Idenﬁt@ANi:K' 53:3| StrategiOreativity 1 1 {321} Business Bxeaton 1
| (14} CreativeStrategy 11 {24} Verbal dentity | 1 34} Message * {322} Business Monitoring |
: | {2-5} Visual Identity | | 13-5 Media & Tools L {323} Business Evaluation |
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Pre-Business > Brand Creation > Brand Communicatio> Post-Business >

Insight Intuition Integration Inspiration

{To See 360} {To Create Identity} {To Inception} {To Create EX’sl}

1-0} Pre-CASE {2-0} Matching & Diagnosis 3-0} Orchestra Leadership {3-0} Brand Experience X}

1-1} Self-Analysis {2-1} Strategic Identity 3-1: Mission {3-1} XD, CXM, CM....

1-2} Audience Analysis {2-2} Conceptual Identity 3-2} Money {3-2} Business EMEA

1-3} Environment Analysis {2-3} Sensory Identity 3-3; StretegiOreativity {3-2-T} Business Exeaution

1-4; Creative Strategy {24} Verbal Identity 34 Message {3-2-2} Business Monitoring
{2-5} Viisual Identity 3-5) Media & Tools {3-2:3} Business Evaluation
{2-6) Experiential Identity 36 Go to Market {Launch} 3243 Business Audit

{3-3} BEM 360

We Have a Sophisticated Mega Model Based on
International Authentic Models & Best Practices

McKinsey >
& Company accenture

@ Deloitte.

BAIN & COMPANY
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PN 90
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Cultural / Behavioral Identity 3,/ ug"”‘)s R Business Total Solution
Step 3: Brand Mind

© £
usiness Reclemption © BANik International Group All Rights Reserved | BANikGroup.com | 4/



(

s adls «C.’—«.g}b»
\_ _J

4 )
sk (a2 93 5Ll 5 (B9 SaBhy yac j3 ) ) \
L4l (S e85 5 @b lebw) w@ldbuwy sa

- J

¢ yias i |y «p.@.éw» ERERVRNE ET9 5y« Wolseo

MJ@O\)D?«&}JD»Q}MJJ;\)f}bj%
.\JJ\JSJ;L?\.%}@.QDL\AJ\ \\Jv\.u\jod.{

7

©
usiness Redemption

Rights Reserved | BANikGroup.com | ﬁ{‘\/



4 )

‘vu\,.u s g3 1
\_ J

WS B ) 06 o Wi ale o lanie (Wblean | )
wogn ol o Nl ol ) o1y cogn ool (ldeey
k) 30 L Il o) 5 o gllas o g2 Ll )|

*

‘J,)
o4

— /
usiness Redelnption © BANik International Group All Rights Reserved | BANikGroup.com | ~/":/



- )
S N a5 i 3

CV.S Hel Qg LU,
\ J/

@BANi k Brandi ng

ool gy 559 0 CKJ.:{.«UJ{ \

ANikGroup.com | /Z/



4 )

Brand Development Framework e B JUol U‘“’JB\ \J?:'
Future Brand Identity: gvj J\S«\ «,),9)-“» ..\.:\.: \J
\_ /

Rallying Cry

@AN| k ‘B andi pd

Positioning:
Credible, Relevant,
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Brand Equity

Bridge between cumrent
Starting Point: reslity and desired state
Current Brand
Image
Today
Today , 5-7 Years
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Paradigm Shift

From

To

Manufacturing

Production

Low cost/ Low perceived value
Price as sales driver
Short-term financial focus
Branding in marketing function
A function drives the brand
Market share

Marketing as cost

Branding

Design and innovation

Low cost/ High perceived value
Value as sales driver
Long-term financial focus
Branding in boardrooms
Organisation drives the brand
Brand equity

Branding as strategic investment
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Growth of Intangible Assets
COMPONENTS of S&P 500 MARKET VALUE

100%
83% 68% 32% 20% 13%
80% s
@BANi andi NOEEE:{EA
60%
40%
20% 32%
0%
1975 1985 1995 2005 2015

Tangible Assets ‘ Intangible Assets

SOURCE: OCEAN TCMO, LLC
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If Coca-Cola's assets were
destroyed overnight, whoever
owned the Coca-Cola name
could walk into a bank the
next morning and get a loan
to rebuild everything."

Carlton Curtis,
VP Corporate Communications, Coca-Cola
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BRANDS ARE IMPORTANT TO CONSUMERS...
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