LET YOUR BRAND BE YOUR BEACON
CIM
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BRANDING NEEDS A REBRAND






Bowie is an icon. In the horribly
cynical in the 21st century, you'd call
him a brand. But | would rather not
use that word as it is a huge
disservice to what we are talking
about.

John Harris — Journalist and Author
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™ What is
)>: Branding?

BRANDING

is the way that your customer perceives you

| HARLEY-DAVIDSON
{L ‘Jl"‘ [" I\: P,




A brand is the most valuable piece of real
estate in the world. ....... A corner of
someone's mind.

John Hegarty







“You can't build a reputation
on what you are going to do.”

— Henry Ford



A BRAND IS NOT WHAT YOU SAY
A BRAND IS NOT WHAT YOU SAY YOU ARE GOING TO DO.
A BRAND IS WHAT YOU ARE GOING TO DO
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A MAGICAL EXPERIENCE
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A ROCKSTAR EXPERIENCE
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Flying



Getting to . .  Comfort . In-flight

: Check=-in - - : : Arrival :

the airport ; . until flight comfort . - d
@ Stressful @ Long, frustrating | @ Want/need @ Planes are @ Unkempt @ Tr
@ Complicated lines torwork uncomfortable @ Unshowered QU

@ Parkin @ Unnecessary @ Want/need by nature @ Clothes 3 mess

g (only necessary to the airline) to relax e Long-time spent
@ Lugging in a seat
@ Boredom
' | | CUSTOMER EXPERIENCE

@ Transport to @ “Drive-through” | @ Clubhouse with | @Full sleeper seats | @ Arrival valet @ Cl
airport provided check-in internet access, @ Mood lightin @ (38 showers de
: ok fax, library §NHNS de

@ Driver handles @ Airline knows & Gl dioir @ Makeiin & shave
luggage where you are @ Salon, massages, P @C
beauty @ Bar @ Heated floors dc
@ Sound room, @ You decide meals | @ Clothes pressed | @ K
driving range @ Hot & cold lo

skiing machine

breakfast




BRAND LIVING AT THE
HEART OF AN ORGANISATION
AN EXAMPLE
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Repositioning Translink

Reliable Innovative

Public Sector Public Service

Trusted Admired
Monopoly Leader
Provider Enabler




Relationship with Government

Influences levers of power.

Access to investment.

Increases scope and influence.
Emphases social and economic remit

Open to detailed political involvement.
Slower decision making?

Influences perception of Translink.

A brake on innovation?

The brand strategy should help
strengthen the Perception of
Translink as an enabler of wider
government policy as well as a
deliverer of Public Transport.

Helping joined up Government.

Easing access to resource.



Repositioning Translink

Public
Transport

Life Support




Translink

Brand




The Brand ldea
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Better. Connected.



Why Better. Connected?

Better

Continuous improvement
Innovative solutions
Customer focus

Quality brands and products
Seamless integration
Expertise

Leadership

Connected
Integration

Economic
Social

Wellbeing
Emotional

One team



0 Translink
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BUILDING BRAND EQUITY AND VALUE
AN EXAMPLE






Business Challenge

« Build brand value and equity.

» Enable brand expansion.
* Retain Heritage.
» Make more contemporary.
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Brand Direction

Quaint —) CoOOl

Traditional —p Contemporary

Places -—p EXperiences / People

Tired -—p Energetic

Looking Back =—p Looking Forward



Potential Territories

Rarity

Build meaning into
Rare.

Rare = Unusually great /
unusually excellent

Thinly distributed — few
and far between

Limited Edition

Uncommon / unusual /

Out of the ordinary

Rare Hospitality

Independence

Create a belonging
brand — a movement.

Like SLH but with
greater meaning

What are the benefits of
independent
ownership?

What are independent
and curious travellers
looking for?

Stay Independent

Unstuffiness

Take the characteristics
of Welsh hospitality
(and most Rarebits) and
turn them into real guest
benefits which can be
applied more widely

Easy / Informal / Warm /
Genuine / Relaxed

Stay Easy

45



Rare has greater value.

Rare is cherished.

Rare makes lasting memories.

This is why rarity lies at the heart of Rarebits experience.
And our name.

So, our mission is to provide uncommon excellence.
Uncommon Stays which stay with you.

Excellence Welcomes that make guests return.

Moments which last a lifetime.

Our Rarebits are carefully selected.

All different. All handpicked. And all curated for the curious traveller.
Welcome to our world of one-off gems.

Welcome to uncommon excellence.

Welcome to Rarebits.




Rarebits

Ambience

Independence

Excellence

Provenance




WELSH > “*
e el RAREBITS

COLLECTION
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+* +*
RAREBITS RAREBITS

COLLECTION COLLECTION

WELSH WELSH

“+ RAREBITS RAREBITS

GREAT LITTLE

RAREBITS ¥ RAREBITS

GREAT LITTLE

RAREBITS <+ RAREBITS



< RAREBITS

Rare Moments

Lake Vyrnwy Hotel

At certain times of the air, particularly in
Spring and Autumn, cold air above the
lake becomes trapped by warmer air above.

This creates a heavy mist on the lake,
contrasting with the bright blue skies above.

Occasionally during breakfast guests get to
experience the sight of the Vyrnwy tower
rising majestically above the mist like King

Arthurs famed Excalibur. A rare moment

not to be missed.




Frame One Frame Two

RAREBITS - 7 RAREBITS

Uncorporate Welcomes i | - Unconventional Meetings

All Rarebits are in independent. Proudly
independent. In a world of sameness, we
celebrate difference. We are for the curious.
Not the corporate.

All Rarebits are in independent. Proudly
independent. In a world of sameness, we
celebrate difference. We are for the curious.
Not the corporate.

Book now

Frame Three Frame Four

4
RAREBITS

Uncommon Excellence s > S ARERITS

All Rarebits are in independent. Proudly
independent. In a world of sameness, we L
celebrate difference. We are for the curious. 1 B s 4 - | Book now
Not the corporate. = - ;

Book now
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o0y, Stay Independent

75 Quyy ky: One., i

Rarebits are designed by independent owners

for independent travellers.

We are a curated collection of wonderful one-offs.
Some cool, some luxurious, some quirky.

But all excellent and all Rarebits.

And all united by a spirit of independence.

Be part of our independence movement
Stay Independent

Visit rarebits.co.uk









How mapy If anyone’s My mother was
steps did out there, can hacked last
you get you inbox night.

today? me?

What a great
meal - Il
upload it

I’ve given up on Will you torrent
windows me the next

series?
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WHAT | NEED FOR ME



12
Seconds






8.25
Seconds
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Our attentiof@Span toda




9
Seconds



The attention span of a goldfish













The nip over, seal the deal back for story time generatuon

The walk until you're lost, find a quaint spot, strangers become friends generation.
The we've been coming here for years, but still fall in love generation.
The | don't want to go home, let’s stay longer generation. :
The back at the office, staring out the window, let's do it all again generation.-
The everyone doing it their way generation.

The more places, more choices, more often generation:

This is generation easyJet:

Explore Europe from £29 99*

e way pp based on 2 people fiy

T2 vpa

europe by

easyJet




LASLLIEL

easyJét.

london stansted to sofia
from 99*
49 -
4people flying

europe by

easyJet
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Which is the more likeable?

T ryanair

THE LOW FARES AIRLINE




Which is the more likeable?







Travellers riding up the Snowdon
Mountain Railway may experience o
communication problems. Your : o L it g S N B
boss can't reach you. Even dogged ~ :
telesales reps struggle. Damn those
impenetrable mountain passes.
Damn them. But the higher up you
go the better the signal becomes.
Which isn't such a bad thing. The'
view at the top is too good to keep
to yourself.

visitwales.co.uk
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The Overload of Things

There’s lots of brands. Around 500,000 acknowledged as mainstream brands worldwide

In the UK, 50,000 more start-ups launch vs each previous year. And it's about eightfold more than this in
the US.

In 2010 there were 125m companies in the world. Now there are 200m+

In 2007 there were 121m websites. Today there are 1.8bn

And of course, there’s more ads, messaging, content, social media shares, photos, posts.

Science Dalily estimates that 90% of the world’s data has been created in the past 24 months.




APPLICABLE




lobody knows where it is
ut when you find it - it's amazing.
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Grand Open Ing
2t August 2021

100% of

Lroceeds Doy, ted to
Guide Dogs UK o7 Openin ¢ Day




Coffi Lab. Coffi Lab. Coffi Lab.

YOURS, FAITHFULLY YOURS, FAITHFULLY. YOURS. FAITHFULLY.
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Farmable
Brand Partnerships

Louis Vuitton, pioneer in
the art of travel, has
partnered with BMW i to
create a tailor-made set of
luggage crafted in carbon
fibre for the newly
launched BMW i8.




Farmable
Brand Partnerships

'Clarks and Land Rover
Discovery.

Life.Limitless' range is
inspired by Land Rover's
go-anywhere capability



Farmable
Brand Partnerships

Great West Way and
Farrow and Ball
Quintessentially English.




Farmable
Brand Partnerships

Great West Way and
Farrow and Ball
Quintessentially English.
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>> Thank you

Roger Pride:
rogerpride@btinternet.com



