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Consumer who say they trust brands

52%

1997

25%

Today




Relevant Differentiation

DIFFERENTIATION

Base: USA All Adults

Source: BAV Data

1.6

1.4

1.2

0.8

0.6

0.4

0.2

0

3
RELEVANCE

4



Relevant Differentiation iIs
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How do you rate your
Companyos Mar ketin
Effectiveness?

Extremely Good 6%
Quite Effective 27%
Getting Better All The Time 44%
Needs Work 22%
Deficient 1%

Source: BCG and CMO Council Study 2008 of 1,000 Global Companies



20 Years of  Experience In
Branding and Strategy

Vivaldi

Change and Grow through Digital Strategy

Brand Growth

Marketing Brand Digital
Strategy Management Branding Architecture Strategy

Strategy
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http://www.amazon.com/exec/obidos/tg/detail/-/0072895438/ref=lib_rd_next_2/104-2294937-4787144?v=glance&s=books&vi=reader&img=2&jumbo=1

Dally Life / Context-Orientation

Daily Life /
Context
orientation

Product- Customer-
orientation orientation

Production- Sales- Service-

orientation orientation orientation
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Vivaldi Partners Social Network Value of
Brands Study 2009

Social Brand SlEle Sense of Meaning Infor -

NS Conver -

Evangelism |dentity
Value 9 sations

Community in Life mation

(~  330% 39,8 % 45,5 % 23,4 % 280%  342%  27.1%
NOKIA 11196 % 24,7 % 22,5 % 175%  184%  173%  16,9%
ez — 15,4 % 26,0 % 21,7 % 9,3 % 120%  11,3%  12,0%

[\ 149% 23,3 % 18,4 % 12,4 % 124%  110%  116%
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