. pany business
.and the brand vision. High
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- achieving
- contact that could affect

strategy

management must study

_ the uniformity of the com-

pany’s orientation and all
employees must under-
stand long- and short-term
targets of the company, in-

- cluding financial and stra-
~ tegic ones, thereby identi-

fying the ideal time for
brand-based

the sales. The time plan

. for contact through the
. brand name is usually as

follows:
- The first 18 months:

~ Building awareness, retro-
. spection and understand-
_ ing of the brand name.

- The second 18
months: Feeling results of
the contact efforts.

- The next 12 months:
Gaining loyalty from cus-
tomers.

d. Reorganizing and de-
termining tasks for the
marketing  department:
With a new branding
strategy the company
could create a brand-based
culture among depart-
ments and beef up commit-
ment of the company to
customers. All depart-
ments and resources of the
company are concentrated
on the commitments of the
brand name to customers.

The brand name is
managed via all
departments.

e. New training courses
in universities: One of ma-
jor causes of the situation
is the absence of subjects
relating to customers, such
as customer behavior and
brand management, in
business  administration
schools, which leads to
limited resources for the
brand. management. To
help future experts under-
stand customers — a basis

for an effective develop-

ment of the brand name —
business universities must

- introduce these subjects.

In addition, all employees
working in all depart-
ments should take training
courses in the brand man-
agement in order to take
part actively in working

.out the branding strategy

for the company.®
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Lack of Branding Strategy
in Most Vietnamese Companies

Most Vietnamese
companies fail to
develop a proper
awareness of their
brand names with the
Tesult that they meet
with difficulties in
building, developing
and maintaining their
brand images.

hese  difficulties
I come from the fact
that the legal in-
frastructure is not open
and fair enough to help
companies take a proactive
approach when building
their brand names. For ex-
ample, the Corporate In-
come Tax Law limits
expenditure on marketing,
advertising and sales pro-
motion to 7% of the produc-
tion cost, which raise a
high barrier to their effort
to develop the brand name
and make customers re-
member it. Other difficul-
ties are high cost of the
branding campaigns, vio-
lations of intellectual prop-
erty, competition from
faked products, lack of nec-
essary experts in working
out and carrying out the
branding strategy, etc.

In the past few years,
some companies have paid
attention to this aspect
and made proper invest-
ment in this task. How-
ever, most of their efforts
are not professional and
consistent. The branding
strategy is not well de-
vised and positioned,
which leads to poor effi-
ciency and performance. In
current situation, lack of
attention to brand name as
an intangible asset, failure

to determine target mar-
ket and customer groups
and doubt about value gen-
erated by brand names are
main obstacles to invest-
ments in the building and
development of brand
names.

Lé Quéc Chi, Director
of the Center of Technolo-
gies against Faked Prod-
ucts, says that the intellec-
tual property is still new in
Vietnam and both the pub-
lic and business circle
know very little about it.
Most small enterprises in
particular paid no atten-
tion to development and
protection of their intellec-
tual property. Most of
them don’t care of invest-
ments in brand names.
And these investments, if
any, are very small be-
cause of lack of necessary
human resource and fund.
It’s understandable be-
cause 90% of Vietnamese
companies are of small and
medium sizes with limited
financial strengths.

D5 Thing Hai, Deputy
Director of the Trade Pro-
motion Department under
the Ministry of Trade,
said, “At present, many
companies haven’t paid at-
tention to the protection of
their intellectual property,
and brand names in partic-
ular. Some directors and
managers may be aware of
this problem but they de-
cided not to register their
brand names because they
thought it was costly and
unnecessary. This decision
leads to the fact that some
Vietnamese brand names
have been registered 4n
foreign markets by foreign
parties.”

As for the public atti-
tude towards this aspect,
some surveys show that
the brand name is a basis
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and decisive factor for cus-
tomers to make decision
when selecting goods and
services. The main reason
is that the brand name
makes them feel confident
about product quality, nec-
essary information about
their right and the use of
the product, and help them
save time and avoid unnec-
essary risks.

1. What is the branding
strategy to Vietnamese
companies?

According to Dé Thdng
Hai, it's about time Viet-
namese companies worked
out overall branding strat-
egies that include the fol-
lowing factors: developing
full realization of the role
of brand names within the
company; devising a
branding strategy based
on market researches; reg-
istering brand names on
the domestic market and
foreign ones if exported;
improving the product
quality and developing dis-
tribution channels.

In addition, companies
should position their brand
names in the mind of cus-
tomers. To achieve this
aim, they should carry out
market researches and
identify their target cus-
tomer groups.

The branding strategy
for the Aqua-fresh tooth-
paste for example, identi-
fies three targets “freedom
from tooth decay, white
and beautiful teeth and
good breath.” And the
paste when put on a brush
comprises three colors sug-
gesting three targets. The
Green Tea P/S toothpaste
has the green color typical
of tea leaves. Volvo makers
realize that in any market
there are always persons
who prioritize the safety so



they position the Volvo car
as the “safest automobile.”

The most reasonable
positioning strategy, ac-
cording to Philip Kotler, is
to stress the total value the
customers receive in com-
parison with money they
spend, thereby developing
a strategy to make custom-
ers aware of the total
value.

Companies have also to
create connections with
the brand name. This im-
age is a combination of or-
ganized links in form of
specific image or mental
picture that consumers
carry in their mind. The
problem is that many com-
panies couldn’t identify
these links and know how
to create them. That is
why their brand image is
weak and couldn’t go into
consumers’ mind.

2. Entering the market
with brand names

Most  multinationals
enter new markets using
their brand names. In
Vietnam for example, al-
though the market of fuel
isn’t open to foreign com-
panies, such brand names
as Mobil, Shell, etc. have
been present in advertise-
ment and gas stations.
When the market is open
to foreign competition,
their brand images have

produced impressions in
the mind of consumers,
which help expand their
market shares. The build-
ing of a network of fuel dis-
tribution by these foreign
fuel suppliers is, in fact, an
act of beefing up their
brand image. So we can
say that many companies
start their business by
building brand names be-
fore selling their products
or services.

A famous author spe-
cializing in consumers’ be-
havior writes, “Consumers’
loyalty is not invariable.”
When the competition is
keener and keener, and
the market is changeable,
the company may lose
their advantage in the
eyes of customers if it fails
to take care of its brand
image within a short time.
The act of reminding cus-
tomers of the brand image
doesn’t necessarily concen-
trate on the brand names,
the company should em-
ploy all factors included in
the brand name, such as
color, picture, sound or
symbol, ete. that could ap-
pear on any media (outdoor
signs, poster, etc.).

At present, Vietnamese
companies could be divided
into two groups according
to their attitudes towards
the development of brand
name: ones who pay al-

most no attention to the
protection of brand names,
and ones who think regis-
tration and protection of
brand names are costly. In
fact, an expense of some
thousands of dollars on
registration of brand
names in certain markets
is not too big, even to
small- and medium-size
companies. They should
adopt a branding strategy
at large scale from the be-
ginning of their busi-
nesses.

3. Building the brand
name doesn’t mean ad-
vertising

Many Vietnamese com-
panies are still confused
about the implementation
of the branding strategy
and an advertising cam-
paign for a brand name.
“Advertising is only a part
of the program to build and
develop brand names of a
company,” D6 Thing Hai
said. “Advertising aims at
repeating a clear message
of the brand image and po-
sitioning it in the mind of
consumers. If the company
fails to identify target cus-
tomers and position their
brand image, its advertis-
ing campaign couldn’t gain
high efficiency.”

A survey conducted by
the CTM Co. reveals that
customers of different edu-

cation levels and cultures
will choose different media
for information they need.
Thus, for different target
customers, the company
should select the right me-
dia in order to ensure good
results for its advertising
campaign. For example,
the producer of the deter-
gent Omo not only adver-
tise the product on TV and
the press, it also gains
publicity by launching
sales promotions or giving
gifts to buyers, engaging in
various events, sponsoring
social programs, or raising
funds for poor pupils from
each pack of Omo sold. Its
brand image is thus estab-
lished in the mind of con-
sumers and affects favor-
ably the buying decision of
consumers.

When all domestic
markets are open to for-
eign competition, the lack
of branding strategy will
certainly prevent local
companies from succeeding
in competing against for-
eign rivals even if local
consumers want to support
them. Local companies
should pay proper atten-
tion to this problem be-
cause the domestic mar-
kets will  be soon
integrated into the re-
gional and international
ones,®
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