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Mogynb 2: Umnax. Penytauua. bpeHa.
Nekumna 1: Umnox. BusyanbHaa nigeHTUYHOCTb
bpeHaa

o
3.
Q
=)
—
N
O
=
=
®,
S
7

o
O
=
=
Q.
Q
—
)
w




OCHOBHbIE TEPMUHbI

bpeHa — meHTanbHasa obonoyka npoaykra unn ycnyru, KoMnsiekc npeacTtaBreHnn,
MHEHUW, accounaumm, SMoLnn O NPOAYKTE Unn ycnyre B co3HaHum LIA.

NMMnomk — Habop co3gaHHbIX 00pa3oB M COOBLLEHMI, KOTOPbIE TPAHCIIMPYET NEPCOHA
BO BHELUHUN MUP.

PenyTtauua — ycTon4dmBoe oLeHOYHOE MHEHNE O YernoBeKe-OpeHae.

JInyHbIn OpeHanHr. Llenb nnyHoro 6peHauHra — co3gaTb YCTOMYUBYIO CBA3L MeXay
obpa3om geAaTenbHOCTM YernoBeka 1 cdrepon OesATeNIbHOCTMW.

MapKeTuHr — oesaTenbHOCTb, CNOCODCTBYOLLAA POCTY NPOAAaX ToBapa Unn ycnyrun 'y
HY>KHOW L,eneBon ayantopun.

PR (cBA3K ¢ 00LLEeCTBEHHOCTBLIO) — cUCTEMa Mep AN ynyyleHus oTHoweHna LA Kk
npoaBuraeMomy obbLeKTy, OpMNPOBaHMIO pa3paboTaHHOro UMMOXKa U CO34aHUI0
NO3NTMBHOW penyTauun.

[To3anumoHnpoBaHmne — OTBET Ha BOMPOC «KTO BbI?» N «4emM Bbl OTNIMYAETECH OT
OpYyrnx?»

YTI1 - YHukanbHoe Toprosoe [NpeanoxeHune
LleneBaa ayoutopusa — Kpyr nunu, Ha KOTOpbIX HaueneHa Balwa KoMMyHMKauns

QKCMepT — KBannuUUpoBaHHbLIN SKCNEPT B onpeaeneHHon obnactn, Ybn 3HAHUA
npusHaHbl gpyrumn. *E. KoHoHoBa «J1n4HbIM BpeHa C Hynsa»

N
O
C
S
O
-
0p)




Komnekc padoTtbl ¢ OpeHOoOM

Brand Development Brand Management

Research, Analysis, Brainstorming Execution & Maintenance

Soul Searching
What is good? What needs to change short & long-term?

Marketing

Demographics
Competitor Review
WVisual Audit
Message Review
Business Strategies

Budget Reviaw Attributes
How you
define yourself.

Brand Promise
Who you are.What you do.
Why it matters.
Goals y
Reposition? Repurpose?
New market or offering?
What is success?

Brand Voice
How you talk to & interact with
your audience.

Brand Identity

How you look & perform.

Strategy
Define your market.
Focus your message.

Focus Groups

. Sales Figures

Markeat Changes

New Product Offerings
Business Strategies
Brand Extensions

Brand Experience
What does your customer
feel about your company?

Identity

Brainstorming External

How do we innovate? How do we do it better?

Brand Architecture
Product systems & relationships.

Planning for growth.
Brand Awareness

Give them something to remember.

Concept
The big idea. How you want to relate to your
employees, customers and public. Bags
Signage
Tags

Gift Cards

Q) FUELHAUS

|

How you sell your brand.

Development
Naming
Product Design

Package Design
Label Design

In-Store Displays

Public
Relations

Advertising
External

Systems

Blogs / RSS Feeds
Web PR

Podcasts

Email Mewslattars

Sponsorships
Philanthropy
Parterships
Promations

Newsletters
Articles
Books
Media Kits
Promotions

Website
Banner Ads

| Blogs /RSS Feeds
" Podcasts

Email Marketing

Commercials

Infomercials ey
Featured on Shows Advertlsmg

Parnterships Internal

Print Advertising
Direct Mail

Packaging
In-Store Displays

How does the brand relate across all mediums?

Identity
Internal

Brand Loyalty

Intranet

Wiki
Maintenance
Training
Administration

Logo

Web: Intranet / Wilki
Management Style
Employea Training
Customer Servica
Viice

Culture Building
Product Training
Promations
Sales Training

Forms

Training Systams
Letterhead
Shipping Labels

Exceed your customer’s expectations each and every time.

Intranat Communications
Web Training
M

Email

Prasenitations
Incentives
Training
Team Building

Payroll Stuffers
Catalogs

Brochures

Sales / Product Sheets
Annual Reports
Flyers

©2010 Fuelhaus, Inc. All Rights Reserved.
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NMoaxon ROSIE

RESEARCH - UccnepoBaHue
OBJECTIVES - Uenu n 3apaumn
STRATEGIES - CtpaTterum
IMPLEMENTATION - BHeppeHune
EVALUATION - OueHKa
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BuayanbHoe BonnoLleHne bpeHaa

Hapg Bogon=BusyanbHoe
npucyTcTeme bpeHaa.

* BwuayanbHasa ngeHTuKa: ums,
noro, wWpudThl, LLIBETOBasA cxema
(bpeHabyk), Bu3yarbHble
Matepuansl. poTo, rpaduka.

- Mnax

* [lpucytctBue B HdopmMaLMOHHON
cpene:

* [lybnukauunu B bnorocgepe
n CMW:

* CobctBeHHble CMU:
9KKaYyHTbl B COLl. CETAX, CaWT,
6nor, nyonukauum B CMW,
ydacTue B NapTHEPCKMX
npoekTax

* Ambacapgopsbl bpeHaa,
* ®aHatbl bpeHaa,
Kputuku 6peHaa
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Teopusi ceHcopHoro opeHanHra MapTtuHa JinHaocTpoma*:
5D Branding

SMELL

TOUCH

SEE

*Martin Lindstrom Brand Sense; How to Build Powerful Brands Through Touch Taste, Smell, Sight and Sound

| suoinjos Jybug
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Brand is an iceberc
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L T— STRATEGIC PLAN
, %, RESEARCH

' : BRAND VALUES
MANAGEMENT STRUCTURE Financial
CULTURE ( OUTBOUND ) Capital
INVESTOR RELATIONS
MARKETING STRATEGY

SALES STRATEGY Brand
= Equity

Experiential
Brand

ENGAGEMENT
NPS _
CUSTOMER RELATIONS Emotional
LOYALTY CLUBS Capital
KNOWLEDGE MANAGEMENT
DATABASE / CRM

epunog

HUMAN RESOURCE
CULTURE ( INWARD )
STAFF MOTIVATION _
RECRUITMENT PROGRAMS Capital
BOH ENVIRONMENTS

Human

©2014 Star Group Communications




BuayanbHast naeHTUYHOCTb bpeHaa

Visual Brand Assets

& s @
_1 o

E| E Fonts

Main Logo
& Variations

* memorable * no more than * don't be too trendy = stick to your
* not trendy 4 main colors + use a good font brand colors
* makes impression * consider color combination * outsource
psychology * use at most 3 fonts original material
* complementary
palettes
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MMunaoxx=yYnpasrneHune BnevyatneHue

Y10 Takoe nMmnax?

BbipaboTka coGCTBEHHOIO CTUNA N BNeYvaTtreHusi, kotopoe Bbl npon3Boante — Bce
3TO CBSI3aHO C CO3aHUEM U OTPaKeHNEM NHOMBUOYANbHOIO MMMUaXa.

MUK MOXeT ObITb onpeaeneH Kak:
. BneuatneHue, KOTOpPoE Mbl NPOU3BOAUM Ha OKPY>KaroLLIMX
. To, Kak Hac BOCNPUHUMALOT NoAun, C KOTOPbIMU Mbl 0OLLIaeMcs
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YnpaBreHne BnevyaTrieHneM.

Y Bac HuKorga He oyaer
BTOPOrO LLaHca
NpPoOn3BECTU
BrieyaTieHume.

Koko
LlaHenb

J1iepunog
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NepBble neau rocynapcts: HuHa Xpyuuesa v XaknuH [




UTo cocTaBnsdeT Hall uMnax"?

MMnok cknagbiBaeTca U3 HECKOMbKUX d0aKkTOpPOB:
* CTunb 1 BHELLUHWA BUA
* BepbanbHag KOMMYyHUKaUns
* HeBepbanbHas KOMMYHUKaLUS
— Mwunmuka n xectbl
— BblpaxeHue nuua
— OcaHka
* XKun3HeHHasa no3nuus
* [lencTtBusd
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[Touemy MMUOX TaK BaXKeH?

CornacHo npoBeAeHHbIM UccnegoBaHusiM, ansa codbecegHnka siBNSIETCA CTOSMb XKe
3Ha4YMMbIM, TO, KaK Mbl TOBOPUM U KaK Mbl JEUCTBYEM, KaK N TO, YTO Mbl TOBOPUM.
bonee 90% dakTopoB, onpeaensarLmMx Hawe n3HadarnbHOEe OTHOLLIEHUE K
cobecenHUKY, ABNAOTCA HeBepbarbHbIMKU, TO €CTb TO, YTO Mbl BUAUM, U NULLb HA
ocTaBLwnecs 7% npuxoguTca TO, YTO Mbl TOBOPUM.

[ToaToMYy, eCnn Mbl CTPEMUMCSA MPOU3BECTU XOPOLLEE BneYaTtneHme, npaBusbHbIN
NUMUOXK — NYYLWUA NYyTb JOCTMXKEHUA 3TON Lenun. BaXkeH Takke 1 TOT (PakT, 4To
NMMUOXK CEPbE3HO BIUSIET Ha BOCNPUATME HaMK camux cebsi. Korga Mmbl YyBCTBYEM,
4YTO Nogaem cebsi Hanny4ywmm obpasom, To CTaHOBUMCA Doriee yBEPEHHbIMMU,
Halla caMOOLEHKa BO3pacTaer.
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KceHusa Cobuak

POCCUMCKUIA NONMUTUK, TeneeeayuLas
W paguoBenyLlas, XYpHanucTKa,
obLLecTBEHHbIN geAaTenb

e1e

BpeHA — 3TO HEYTO HEOCA3aEeMOE, YTO NPU MOMOLLIX
NUYHOCTW OKA3LIBAET BNUAHWE HA CYOHEKTUBHbIN
ONbIT YeNoBeKa, 3MOLIMK, acCoLMaLIN.
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Bright Solutions| out Boundaries

?

Waititi

Mr

Who Is




Kpyr ycnexa

KntouyeBble acnekTbl Bawero nmuaxa:
* BHewHun Bua

* CTunb obLeHuns

* HA3bIK TENA
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Ball uMmmnaXx n BnevatrneHune, Kotopoe |
(@]
Bbl npousBoguTe =
o))
O
=
BHELIHNA BAL, CTunb obweHuns: 8
* HTO Mbl HOCUM - Kakue cnosa mbl L
* Hackonbko XOopoLwo Mbl BbIrMA4anm V|C|'|Oﬂb3ye|V|
 Kakoe BHUMaHWe yaensem aetansam MponaHoLweHne
Asblk TEena: * CTunb peuun
« Kakve HeBepbanbHble curHanbsl Ham  [onoc
CBOWCTBEHHbI: o
* Ynbibka 8
* BwuayanbHbIN KOHTAKT 8_
* MaHepbl !_131
* BblpaxkeHue amouui 8

* TenopswxeHus




CosgaHue npaBuribHOro Mmuaxa/
yripaBfieHne BrievyaTfieHneMm

[TpnHMManTe BO BHUMAHME OCHOBHbLIE aCMNeKThI:
Bbl
OKpyxeHune
CobbiTne
Bawua uenb n 3agaym
UTo Bbl XOTUTE AOHECTU 00 OKPYXatoWwmx?
Kakoe BnevatneHne Bbl xoTute nponssecTtun?
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MIHCTpPYMEHTbI co3gaHua ummaoxa.
BHeLwHn BUA.

LiBeT
dopma
[pUHT
dakTypa
Akceccyapbl

TeMHbIV uBeT = ANCTaHUUSA

CBeTNbIN = OTKPbITbI K OOLLEHNIO

Apknn = npuBnevyeHne BHUMaHUS

[eomeTpusa, cTpora goopma co3gaeT ANCTaHLUUIO
OQHOTOHHOCTL = CcTaTycC

[TPMHT = NOHWXXEHUe cTaTyca, TBOPYECKOe Havarso
[Magkaa TKaHb — cTaTtyc, pakTypHasa - TBOPYECTBO

| suoinjoS ybug
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[McuxoTmn BNUSET Ha BbIOOP:

 QOpexabl

* TkaHen

* AkKceccyapos

* [lpnyecky n makmnax
* XapakTtep,

* [lpuctpacTtus,

* [lencrtBus

*  KomMmmyHukauuio

[TcnxoTun
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[TcnxoTtunn «Knaccuky

KoHcepBaTBHbIN
PaunoHanbHbIn

CuUCTEMHbIN

OneraHTHbIN
[1TnaHnpoBaHMe=BTOpas HaTypa
Bpems: ono3gaHum He ObiBaeT
[loBoaOuT Ha4aTtoe A0 KOHLa
basoBble uBeTa: 6enbln, cepbin, YEPHbIN, CUHUN.
JTnHnKM NpAMbI, reomMeTpud
CobpaHHbIn obpa3s

LeTtanen MUHUMYM

OQOHOTOHHOCTL, TKaHN Be3 pucyHka, BO3MOXHbI: 'yCUHAas farka, Krnetka, nonocka.
HO: pUCyHOK CHUXaeT cTaTyc.

Akceccyapbl: MUHUMYM, YacTO TOMNbKO 4OMNYCTUMbI HOBESTUPHbIE.
[Tpnyecka akkypaTHaga CTpuXKa / rmagkas npuyecka.
Makus»x: nerkumn.
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Kenc: MagneH Onbpant. « bor B

HOetanax». bpolin Kak A3bIK "
OUnNnomMaTmn %
Read My Pins: g
The Madeleine Albright Collection o
, May u-u.'h-..ml:--:.-. 27 a

In her new book, Read My Pins, former Secretary of State Madeleine Albright reveals
that she used jewelry as a diplomatic tool during her years with the Clinton
administration: "This all started when I was ambassador at the U.N. and Saddam
Hussein called me a serpent,” she tells Susan Stamberg. "I had this wonderful antique
snake pin. So when we were dealing with Iraq, I wore the snake pin."
After that incident, Albright decided that it might be fun to speak through her pins. She
went out and bought different costume jewelry.

<



IlnHenHaa mogenb KOMMYHUKauun I,
Jlaccyana

Communication Theory

suoln|os ybug
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KaHanbl KOMMYHUKaL UK
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BepbanbHasa vs HeBepbanbHas
KOMMYHUKaLNS

M Verbal ™ Para verbal Non verbal

7%

38%
55%

suoln|os ybug
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KnHecmnka=Hayka o HeBepOasribHOM
noBeJeHnn YenoBeka

BHelwHun Bna,

MunmMmka,
BusyanbHbIN
BbipakeHne HeBepbabHas KOHTaKT
nua KOMMYHMKaLUUS

™~

saliepunog JNOYNAA suoinjos Wbug




[TpokcemMuka/ ncrnonb3oBaHue
BPEMEHU U NMPOCTPaHCTBAa

KpoccKynbTypHbIn
aHanu3 1Ucrnonb30BaHus
NPOCTPaHCTBA:
https://www.youtube.co

m/watch?v=dsQTsvHAQ

zE

intimate**

suonn|os wbug
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https://www.youtube.com/watch?v=dsQTsvHAQzE
https://www.youtube.com/watch?v=dsQTsvHAQzE
https://www.youtube.com/watch?v=dsQTsvHAQzE

WO EROOLOV IO DLOT

JlnyHoe NpoCTpaHCTBO

wn

o
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OH, I'M NOT A GLRU - I'M S
JUST BIG ON PERSONAL SPACE. =

SN

Tialo




[Tapasi3bik=«HeBepObaribHoe 3By4YaHue»

4 )

* BkicoTa

* [POMKOCTb
* Temn

* TeMbp

/ * IHTOHaUUA

\_ /

suonn|os wbug
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CeMnoTuka/a3bik CUMBOJIOB

BusyanbHble CMMBOIGI
KynbTypHble Koabl
Moaenu noseaeHus
OTUKET

[1poToKon
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[1enoBoU 3TUKET

Guess the percentage of eye contact people from different

countries have when arguing?
TW
dpanese Brazilians

o)
Two
Americans

sallepunog INOYJIAA suoinjos ybug




P.S.

Anpuc Andens, agmnsanHep: "A

HUKOrga He YyBCcTBOBarna cebs
KpacuBoW. [1a u He Bbina
HuKorga. Ho a He nobnto KpacoTy
B €€ KIacCu4eCKkoM NoHMMaHuN,
NO3TOMY N He nevantocb. YToob!
ObITb B rfasax oKpy»atoLmx
npueneKaTtenbHbIMN, OOSTKHbI
NOCTOSIHHO pa3BMBaTbCH,
y3HaBaTb YTO-TO HOBOE, AenaTtb
YTO-TO. B 3TOM Hall KO3blpb —
Mbl BCErga octaemcs
NHTEPECHBLIMW. ™

NHTepBblo ¢ Anpuc Andpenb:nn
https://www.buro247 .ua/fashion/cele

brities/look-like-iris.html

J1iepunog
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https://www.buro247.ua/fashion/celebrities/look-like-iris.html
https://www.buro247.ua/fashion/celebrities/look-like-iris.html

For any questions please contact

Irina Dubovskaya,
International PR Club CEO, European Institute of PR program director
(France)

+7926 4376150
irina_dubovskaya@inbox.ru
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