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KEY LEARNING

What ? 1UhKu1gn1sasvnusudgniky Aoazls ?

Why ? n1ludav BFV Model
(Brand Future Valuation Model) ?

Who ? lasingddoviunisasiviusudovAnsuiy ?

How ? nasdaviudaikuasivnusudoasvls ?
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=] Brand Transformation: Jaymart
Jaymart New Brand Strategy, Brand ldentity and Retail Prototype
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Brand Transformation: The New Era of BBQ Plaza
New Retail Prototype, Experience on the table / Identity Refresh / Refill Promotion
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Business Structure 2022

T BARAMIZI
BU.'I Q,bmrnmlz consuttant BU.Z &\),bcnrc\n;uzu_cb BU.3 &f) Eg:ggwf’

Brand & Business Trend and Future Baramizi Business &
Consultant Concept Research Lab Branding Academy
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« Brand Transformation « Future Lab Research
Strategy Program « Training & Incubate
Brand Audit - Future Trend Research Program _
Brand Valuation - Trend Gymnasium + Hybrid Learning Platform
Brand Experience Design Program - Workshop

Development
Innovative brand
communication

BU.4 ‘ WAZZADU BU.5 @Gmﬂrnmlz

Platform for Architectural Baramizi Advanced Technology
Material Indust ry asvassAudanssuadasainalulagiiionsiudwosussnol

Ridulanuumons:laa
iwaawasuaksudak1daqanicv Aoagvluviuanidad

« Social Commerce - Digital Transformation Strategy

- Data Analytic - Digital Platform Development
New Media - Al Research & Development
Content Review - Tech School
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6 Rules of Brand . BRAND FUTURE
Transformation 4. VALUATION

W doundoviio BFV™ Model
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Qo9 BFV Model performance
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Before

Key Corporate Performance

« JhudulAsvnns 40

IAsons
SONGHROTHON * 1DUUSYA 1 Mb.
T —
— * Employee
Engagement
N S I * goQuy TO?JUS:U‘]&.I
¢ w> 1,700 Mb.
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1,600 Mb.
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Brand & Business
Transformation

Transformation Strategy
Brand Management S:¢: 3 U
Internal Branding

External Branding

Internal Launch

Future Lab Research
Brand Experience Design
Brand Launch

Retail Brand Transformation
Brand Audit

Restructure 9vANS

Internal Culture (QﬂFﬁcﬁIGu
NNSIOV)
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After

Key Corporate Performance

« 400 Iasvnsaod
* IBUUSDA 60 Mb.

e Growth rate: 1,000%
(Molu3 D)

 goaune lasus:ueu
2,400 Mb.

e Growth rate:41.18%
(mefu s )

 goaune lagus:uneu
2,900 Mb.

e Growth rate: 81.25%
Molu70)
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Marketing *
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Brand Transformation Era

Jeyayrus:Quy
“Solve Problem”

AAISSU 22

duladsiuana:yuivasnduWIIODS

“V/alue share” Brand 4.0
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“Emotional share” Brand 3.0
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Consumer

Connection - -
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Consumer - Product Experience

Connection - Service Experience ﬁEi\)UE)U?RE‘-!ﬂ ﬁ1

- Atmosphere Experience
- Communication Experience

Consumer
Connection

TRUN K Innovation Blueprint

- IP Strategy
- Innovation Roadmap

Brand Future Vision IP Monetization
- Bra uture Visio - C]a\DI lnai'ns
1

- Brand Mission

Core Branding

- Brand STP Internal Branding

- Brand Value - DNA

- Brand DNA - Core Brand Value

- Brand Identity - Internal Communication

- Revenue Model Transformation

) ] Y|
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b ]
-Universe Research Program® " ' Wb
- Corporate Vision
- Competitors
- Mega Trend
- Innovation Landscape

- Consumer / Users
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bC\ romiz2l m, The theory is that the intellectual property rights of the company.

=~ udaiwasshnagnsia:usITuyanusud Do not publish or copied without permission is prohibited.
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Business Asset

Up20Uan1uovssaDIian Intangible asset UINNIN Tangible asset UINNN 80%

Brand
Value

(JaAusua)

Tangible

IP

+ (intellectual
property)

Capital

nu

Customer
Data

Retain Earning
nlsazau

Intangible Asset

The theory is that the intellectual property rights of the company.
Do not publish or copied without permission is prohibited.
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Brand valuation (nsuUs:iiduyaniiusuq)

Future Financial Forecast x Brand Impact x Brand Strength

(sheldluaunna) (@nArdaduloso (P2WNTVIISL
IWSI:IUSUQ ) Yovliusuq)
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' amazon BE Microsoft Google SAMSUNG
+38% +60% +53% -1% +2%
322,999 Sm 200,667 Sm 166,001 Sm 165,444 Sm 62,289 Sm
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11 12 13 14 i5
intel | rcesoox | TEH |
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~ Who?
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Brand Management
n1sasonusudgnlky Adsduindoumnnialugnisuon

Core brand strategy Ao AANvAdAtyuavssivfugAUdoauu (UliAnwanun)
nsooNIluUNagNSAovNISAUTEIUSIUINAUIUNEIUDVANS

|

Internal Branding Core External Branding
B waiain nsainedusssunsfnuazionns Business S e Ve gansysuyqjqum
‘ o wd v A , AgnAndudald
wusuanely wusudlUdedineatos <«—— &Brand —— " nsuen Wieas1an1siuslunmen

Aelunsnue ( Brand Experience)

Strategy wazAUsElevirouUITUR

ms%’uLﬂﬁautwsuﬁmﬂugjmauan
Juialadaglunisadranusunaaln
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Corporate Brand Structure nisiilasvasivevdAnsiwonisuskisiusudngaaigau
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1. mMsusKisilusudiluktnfivavnnaulag
ISUPIN CEO na: C Level Adavidnfoddau
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Department fun1sas1vassA daaunas
Jana duus:aunisaianAifunda:zdanu
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Brand Value Asset Department

OKR:

Brand Director / Brand Manager  Brand Strength
Brand Future Valuation
Brand Superfans Index
IP Management
Customer Experience

Product Service Atmosphere Communication
Experience Experience Experience Experience
Intelligence Intelligence Intelligence Intelligence

OKR: OKR: OKR: OKR:

Brand Strength Brand Strength Brand Strength Brand Strength

Future Valuation Future Valuation Future Valuation Future Valuation

Brand Superfans Index Brand Superfans Index Brand Superfans Index Brand Superfans Index
Product Experience Service Experience Atmosphere Experience Communication Experience

n1vU Co Create SOUNUNWUNDUAITAVINYITDVIWDUSKISDEUUNIUSUG (On brand) ADYS:IVAIIWIZSDEN1D:

Off brand 11a:3oNUINSENUBDIAYLIIUSUA lla: ATUATIIUSUG
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— . - &) bLaramizi consuttant
nazus:1juyaninusua \).»



Co Creation

Customer Experience

Co Creation Co Creation

BRAND MANAGEMENT

Co Creation

BRAND VALUE

fAugasivassAnagns
na:us:iduyaninusua

BRAND FUTURE VISION
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Why ?
n1ludov BFV Model
(Brand Future Valuation Model) ?

\_ J
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-
L 5.Sustain
dYNFAU , o®

. govnisasivssivlkinandwgvdu

“‘ 4 Scalable

A Valuation .

‘¢‘ govnisasivssivlkiGiulana:oyann
* asivs:uu Mvunu
o*° = oo Bwiriuu
“ it Yo
.

2

2.5urvival
govnisasivgsaolkogsoa
1Start up ARl

¥IVISUAUNAUNAUNISAISSAIDIWSI1:ADINBDU Time
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Tulaanisus:10u BFV (Brand Future Valuation) Us:nouadg 6 Uade nuvidudaduidaonmelu 3 Jode na:daonniguan 3 Uody

goidudvno:ymonusuaganudissiulangandadiuilasuidavisiaidaogvgvdu
Power of Design

Internal Branding
- { Identity AGOWAD

- Founder Spirit
- 3dYNAUYDLNNUSKISIIATNSIUNDAD . ’ L

; - TRUs:aunisadinusudnid
Design aunsenIwnIkUoAIgY

- U DNA ndamu
- Js:uuvans Organization < T Y

- ginalulagnfdoulavhedu
ana

Power of

- U Culture 13Ungv

- TnMswauunovAnsnus:ansnw Future

Present

Sustainability
- ADUAUATUNIWIGYTE AVA
B Y s WP customer Wi
oandovnulangnlku - Use
- GAowausaveneldogo ability Value - pruARlaufNguIT KUY

soai1$s venesieldldunniddunu

- ACUAAWIABIAIANEID
WA

Present

Future

/> Super Fans

Financial Performance Financial Super Fans Index Score
- waus:naumsiudaauu Super Fans - Net Promotor Index
- 800{118 Performance - Brand Patron Index
- ROE - Brand Guardian Index
- Margin - Brand Faith Index
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Brand NPS Score
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Brand, PS Score amtyam\ﬂsnumsaswuusuo

NETFLIX amazon % STARBUCKS

noududovriAduidfrouidBIamsasvnusudliilauinAnisiadl Awareness K$o nisJadnaugdnuintiosnAlku ?
iwsznisgonuulilda:noundundvnsvuaviusudluniwsounvkua

inglkuAsuINSISINIUSUGTNdIsTluo nalusn doduavo:luuandalumvaudiesi Bodiykiddsuktvinusudluls:inalng
Istweuunldgnaznsiufiv Global brand goldagunganifsuniufudivds:ina TulsWeTuuunksounaoniuuist Ui Dou:ASU

nsuan3Asiafiwia:unoaniuuls:inAlngluinowuaukbvAIievaakiasasu UsinFisidunansidnduausadudiu
Fuduun 1lagrilRungouuavndsfuidounasivassAadiudivisidiiolus:aulanuinuierihlunusudngvdiusuddio

salula
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S

When Apple

began measuring NPS in 2007,

ts 163 stores already had a very By measuring NPS¥, USAA'S direct banking

good NPS® of 58, In 2011, its 320 American Express aperation led the banking sector
stores had an outstanding NPS® sees a 10% to 15% increase in again this year with an NPS® of 83,
of 72. The best stores achieve a spending and four to five times the highest NPS® recorded across
remarkable 90 NPS®, increased retention, all brands and industry sectors

NET PROMOTOR SCORE

Amazon.com Trader Joe's Costco

o e 9 a e e 9 @ Online Shopping Grocery Department Stores

DETRACTORS PASSIVES PROMOTERS

NPS = %PROMOTERS - %DETRACTORS

Quaas1_\)assqnaqns_ g baramizi consuttant
nazus:1juyganinusua 35 <2~



Brand NPS Score

DETRACTORS PASSIVES PROMOTERS
LRER 0P
0-6 7-8 9-10

Net Promoter Score -2 % Promoteurs B % Détracteurs

FAugasivassAnagns
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Bf\én\i PS Score tn[Ufgogvls ?
RN

Azlluu NPS yov Apple fiod1aksalu?? a
Apple’s PS across their six product lines Net Promoter Score G21auv1n -100 v 100
A:lIUUAGLNI1 0 19314 naAIuUNgYn31 50 Hod1aITgU
100 AlnagaaknssudIkSuUIUsUGRUSInA / Siannsalind

AD 45
75

50

25

0
o i 3

n1su Brand NPS Score TUlgUusvaaandoviukanaa
Agile Marketing fu Marketing 5.0 9810UN ndovNsUn
iauaUs:aunistdnaikAuanAuusIQiSd Auade azAuf
IWgAadenvnisasviusudia:nisaanad:suilasulug
gA 5.0 IAAIBIaNd1ATYUDLIUSUGDETY Brand NPS Score
goaunsaus:gndldladald

L4

ac_

! Fois1oRuldINIswauunusuddovhuiinassialgy Godu

iPhone Airpods MacBook iTunes Apple Music iPad

ISTU1a0VQC280T 2022 voviusud Apple Tu
n1sun NPS TUl3awadunusudaumcivagdog
Joyavin www.customer.guru

FAugasivassAnagns
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http://www.customer.guru

oY Brand NPS Score linacious:ansn ‘Er
\ / B

A:IlUUYDY Brand NPS Score DA IWAUWUSAUUS:ENSATWNISUSKISSSTID

BRAND %PASSIVE | %DETRAC NPS
1 ?%7 44 9 +39
2 3 23 25 +27

Emirares - -
3 43 34 11
4 W‘,‘!tﬁ'? 41 35 -1 2
5 & 54 29 12

Buistv:IRuld3NIsWauuusuddoviufina:soaiss dvdunisth Brand NPS Score TUlEUuSvaoandow
AUKaNAQ Agile Marketing Tu Marketing 5.0 910U AdovnstiduaUs:aunisaindlkAuanAn
nuusaa1$s Auave na:Auf gAaienivnisasviusudia:nisaalad:suivasuluden 5.0
IcddB3angAyuovIusudag v Brand NPS Score gvanuisaus:andldladolu
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S1IYVIUMSASIDADUFUMWUUSUGGD®Y BFV-External Factor

wan:uuu 4 dodSavovsasinnuitiu Super Fans

<5
> BFI

(Brand Faith Index)

T NPS

(Net Promotor Score)

A Bs|

(Brand Supporter Index)

A BGI

(Brand Guardian Index)

30.77

69.23

61.54

53.85
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(Super Fans Index)
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Brand Experience (BEI)
Score = 80.57/100
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) Super Fans @ rieomt

NAUNUKDINYSE
o L e - AlonguAu 100 Aulsn Aldsuifissaluns
- Xiaomi Smartphone AnoAvIul 2010 .
) o ) y SOuUNQdous:uU User Interface yuov MIUI
asweoauvieldndn 7 duin3ovonNnns (Mi-U-])
Jaogaursniwudisnmefudaau kav donnsutingurinundifesaikand Benlds

VINNDAYL AdYNAgNSs Super Fans IJunauIWuUNuIISNYDY Xizomi

Xiaomi

- UD9UU KaneAulunaunmurdifesdnans
unduwunviuyov Xiaomi KSo Partner
NIVSSAD

/S
AN

. L’ s - . X \- "'-\\.\~
“Befriending users and letting them

take part in Xiaomi’s future”

pauddunAuing
[y319:19un1sita Flagship |
nlkuo:0ndu Mi Fans 1auo

WangiangLi, Co-Founder & VP of Xiaomi
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) Super Fans

Unity Ao nagnsnisasivanid:Auidusukiv Y
Suldednius:k3wAUNLYWUINVIUMeTula:anAAU s
IusudiRsauAuduktvidessvo:rifRAunKkaou
souAuIUsuUdo:nangiduikalandnkso Super fans
fuiaa

YOU'LL NEVERWALK ALONE

LIVERPOOL

- NM5ag1oANUITUdUKTLSUIGYINUSKIY
anAN18uan (External branding) AUIUSUGIWD
aswawduklvidedius:Kk3vanmiaziusud

- NsagoANUITUdUKTLSUIRYINUSKIY
wUnNvIUNgu (Internal branding) Aunusud
(branding ) Woas1vAUITUKTVIGYIAUSKIL
wunvIulaziiusua
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6) Super Fans

VEKPUULFC

g i RevER WALK Atone iy N1sas1v Brand Unityidoulgvnusud
L > ’ AUWAUTKIDUKTLIGEIAURIU IWaY
e la:wwsAnurinunatedu
Augsoudafs

LFC’ FOOTBALL CLUB

1 968 1987 1 992

L. FC L FC
1 993 1 999-now 2017-now 2017-18
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DF CEOS BELIEVE THEY
DELIVER A SUPERIOR
EXPERIENCE

THE EXPERIENCE GAP

80% oYV CEO ﬂOD‘\EIUﬂ'\UU“]TKUS aunisad
AlandrondsndidanAwisw 8% AAQ3TUNANGIVDSY
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EXPERIENCE DESIGN Brand Experience Diagram

drAryodvls?

Power of Design (Brand Experience Index)

Customer Value Index

NEEDS /
UNMET NEEDS
@

SERVICE J) S s -~ -~
EXPERIENCE Sene :
GOFSMELL -
O BLACK BOX

PRODUCT
EXPERIENCE

COMMUNICATION
EXPERIENCE

vy

—— TRANSLATE

ATMOSPHERE
EXPERIENCE

BFI (Faith) )

NPS (Promotor), BSI
I I ‘NSlCH" ,’P/\lN pO‘NT ACT ION > (SUPponer), BGI (Guard'an)
NEW INNOVATION / NEW STRATEGY N—
NEW CONCEPT ;‘;LN; coa
SPIRIT Uy N U g U g a

“Us:taunseunusuq” (Brand Experience) “Us:aunsails” (User Experience)
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BARAMIZI BRAND EXPERIENCE MANAGEMENT CIRCLE"™

STAKEHOLDER

P [ Service | ' Product
X | Experience . Experience

Atmosphere Communication ‘,

: E rien / E rien
PEOPLE xperience | Xxperience
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BARAMIZI BRAND EXPERIENCE MANAGEMENT CIRCLE"™

STAKEHOLDER

PRESS , /4

[ Service | ' Product
2 | Experience \ Experience

Totch |
Point

Atmosphere Communication §

Experience / E rien
PEOPLE xpert x P, \Xperience
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1‘“
THE @ALT ISA)EP

LEGACY

AWARD

Case Study : The Walt Disney Legacy Award




Disney Experience are everyone’s responsibility

1. nnAuRuIREalUly Visitor ndAo nunsuidey Guest

2. wunviulduuinnawudnvu liciAo Cast Members KSoAaiinuyav Character YoV Disney
nnAudavanilnogvIduduwarikKiunnnaAugdanwinAu

3. nn s1wasdeadAtylaus : ADIUEDNQ, Fast Pass RlidovsoAduu
thinalulag@iludoukivlunisasivAciuay 13U s:uuvav Online

1
ol

5. n1sJama (Measurements) dovriauo IWolRIdwaawsaigau

FJUEJEIS'I_\)HSSF?ﬂaan' 49 g Larami2 consulttont
||a:Us:|uugam||usu0 o~



KAdwdAtyiuwdnoau na:ns Training

- The Walt Disney avAnss:aulanifkAdudAtyiuns
Training wUnvu Buo:Ruldonnisienwinviuindu
Cast member AwSouUdUANUEUIIA:AUAUNIKTD
SuaunmsikAuanARITIIBusns dbdumsikAU
d1AtyAUNIS Training Suiduavnsuiduagtouin

. “Disney’s Four Keys” NOU1AVIGU 1955 10udvnyielk

THE KEYS Cast Member ussa Common Purpose lla:n1sud

Exceptional Experience n1a:U 2020 [dwauuruidu

- COURTESY - INCLUSION . sHow - Ve “Disney’s Five Keys” avdolud

1. Safety 10u priority funnnisdadufona:aovlua:nvuo
UiWiouadu 9

2. Courtesy d:aoviJurkafpusvnisdaansiunnau Tuo
2:10u Guest KSo Cast Member AUIDYAMU

3. Show 9:09VIAQTUAYKUIVUIIA:KALVIU NLIA8ASY
ialagoou asvagluAisniaas M kwsauoy
qaoqidan

4. Efficiency 2:1naduiboisnlsinaiia:nsweinsagv
¥1ryaaa Fvo:rkAvnssuddulUog1vsiudu

5. Inclusion 11 [UIJuneyionky 3oidupuwenguio:
JuindaunisivagundavniviclusssungluavAns
1a:35N1SUNFUWUSAU Guest
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Recognition, Encouragement, and Appreciation

uoniklioond Disney IaTkswIafuwdnvulusuiuudus Tann

- Cast Member Gift govurynlkwunoufunninAna

- Milestone Awards au1BnnrtvusouAudaddnsuns:o:lasuddgsvIanituudrynazriavionlariviusou
NUAADQS:8:y1D

+ Fanatic Cards UQssuIsg9INIoans Ksalluniigaiuisuusnis

- Magic Backstage Sweepstakes s103adksuwunviudidunldiauadoongdans laskiyudvaodususivia
@V 13U 1ITWNAUSIaNBulaaisaal wnwauwsludadsgiagliideadone

.ll(-", ‘
3 LA
"mF‘“ )'_% 3
thn,
.“]

b X
oy
Bettam el (4 Ty
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Al fun1sasivus:aunisailkuulan Digital Twin
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Tufae'imuﬁ:d‘\a ufoluaaan KNSSU AVE’?\‘

4 A
AR Tech

Wazzadu App
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Wazzadu Al m

DEPLOYMENT
REALTIME

RESULT
ON MOBILE




CORE TECHNOLOGY : Al MODEL DEVELOPMENT

*3d Input Learning Algorithm
Usage & \ Design
Scenario pg Felated cmry .
Prediction Product
| wantto know ... -~ - Related Scenario ----------------- > | o ‘ = Y -'."’:5;
| — pe=r0 ¥ ey
lv‘ '
- iV —aa
Related Category Related Design Related Photos
| 1 [ 3 § N T
. R : ‘ ‘ : |
s AR ——{ |70\ } ] f (4 ) |1
il &/ 4 > il i . | ] |
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Wi BEN ' JLEEET e ° IF :
Related Knowledge / Questions Related Product Category Related Product Design Related Surfacing + Product Design
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