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Personal Branding

o] 77
Question :

BANAfEREX SR

Why did we come to this world?




R FERAAEY) » G137 S AR Bk L T

All living things in the world, including tiny bactepia,'have their own flnctions'on this earth.

) ' | ' - -

EIIEED e T ES

Thelrfunctlons} also thelr lif mission

1IJ\E|’J Ig ?




AT LT EIx{Ean ?

Why do we talk about mission?

{Eane B Avta5] - BEEIFREA IV T Amh#

Mission is the guideline for your career and can establish a clear and effective personal branding.

an W N-LL

Let’s talk about personal branding first
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How it started & where to continue?

I
Start from the day you first born /
o’
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whether you like

It or not

a@A mﬁﬁ%

Everyone has their personal
branding when we were born.




ZF 1T = T AR

Child personality = Personalbrand personality

QD 15_[%52%%%%? How to educate children?

52 %Z family education




gﬁﬁ'&ﬁ/‘] : %Z Teach by example

52 ‘Iﬁ E/‘] %5}2 Parents' requirement

g—lﬁ 'Iﬁ E/‘J 'ﬁl\ 15 X)HL. Parents’ value




EEZW O ENLL?
How to Position
your career path?




EEIRIER AR R

Let’s start from choosing your course...

wnanE EE SRR iENE?

How to choose a suitable subject?

=R R T(E?

Choose a job you interested to do?







B |
| WRONG!
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EE...
The Truth Is...

i R BER AL - RN RAER!

Interests can be a hobby, but might not a career!

FREIHNITIERIREFRENE?

Are you doing what you had studied ?




1’]‘3_]’ 1IE1EI\\\F|
1R B im e, 1&7(5‘1,”\@?

Your have a lot of passion for your job,

got satisfaction and are really
interested?




\_‘- = .2‘% "* That's because...

R A B 2R < IR Bk |

You have such to perform the job excellently!



B e fERRIE IR

Bae IR TIE
Fﬁ u .. So.... Start with choosing a job
that matches your ability




AR ? why?

¥

¥

« HHES with Ability

° %’a‘ﬁ?)ﬂz.ﬁﬁ Yields Good Results

° ?EZE?J\EJ Being Recognised

N g
» BARE{RAYZ

RyE=pi

i

You will be interested in your job naturally



AE JIHY[E) Feqa)- -

Another word for ability...

AR

Capability




Wn{AT gk th R AV BE 17
How to find out your
Ability?

2 a S SRV E
Big Bro’s Cooking

BE/N R E

The story of a German kid



X E|RE 1% -

After you found your ability...

P BESE HEBE N BIEL [E

[Look for the area you can explore your ability




« 2F Focus $#H Improve

« B Focus EFH Improve

BF Focus 1#H Improve

BT « B Focus EFH Improve
Then you have to « 23T Focus 32FF Improve

be... -%%%EWE%%EE%%%%

Focus & Improve on developing career
within the same field/industry.
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This is Brand Positioning




SRR EL SR ?
How to amplify your
career positioning?

EZx2 MK

Differentiation




EZZW ARG EE 5T
Differentiation can be distinguished
in two ways
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a—%ZIKEI’J &= e TAEM
8, REREIR—ITE.

The basic distinction is the
nature of your job: what
industry are you in

ETEM Chef

2EBP Lawyer

HE=2BM Photographer

B&4F Doctor

EHEYETED Designer

$HE B Salesman

etc



2

EMNPHENM: HERITE
NBRIEERNK

Repositioning in
positioning: recreate
differentiation in an

industry

HZARZETEM Japanese cuisine Chef

FAIIZF & ETET Spanish cuisine chef

M EFER Teochew cuisine Chef

EAM AR SEEIEN  Teochew Hunan
Chef

N FEEREED  Teochew
zhaoyang Vegeterian Chef



AHEEZRIETED

Organic nutrition chef

3ERE M AN L& ETED

3-star Michelin Premium Western Chef

A P EZ T E ETRD
A World Chinese Cuisine Champion




— BEEN . BHAYN; FHESR; BHXKE;

Photographer : specialist in figure ; scenery ; housing

— @ . BERM; BEER; RLH;

Lawyer : focus on business cases; BS Property; company listing

BE - OEERS; R 2R

Doctor : cardiology; Brain surgeon; Pediatrics

— EXHES: SHEEZ; MidValley ; Puchong
Property agent : high end ; Mid Valley; Puchong area



gING T, MEEN
EHEE

Additional identities
INCREASE THE VALUE OF

differentiation

SER, FRtISESHR.

Nutritionist, also a fitness coach.

EREM, BEIALEDED.

Beautician, also a makeup artist.

ITSHAR + EZiEENDER,
Marketing executive + studied consumer
behavior.

PSR, [EIRT 2R EIREED .

Team manager, also a motivator.



— FEZENHEAR

Very honest sales person

— EEFELOHNE

Very caring doctor

— WTHMENHEAR

I Y A sales staff who never gives up
‘E*% Character

— LEERAERTED

An accountant who doesn’t speak much

— RARIETREED

A very creative chef

— REBETENLT

A very caring superior etc




= XA E EFEER

Career 4 main components

l . %E‘ Learning
II%—% Professionalism

V4

III.ET—,‘Fﬁgiijj Influential

|v7ﬁﬂﬁl§éﬁbjj Power to Change
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EERHX? When? \

EAHEEALR? Under what circumstances?

AREFE—EFEEBRIZF (@A) ?
Others will think of your name first
(brand) ?




1@%%&7 Who are you ?

=iRERNAF (mh) F,
REvRF (MmhE) KERTHEENM?

When your name (brand) is mentioned, what positioning does it represents?




ENLIR 5747 NI

There’s no good or bad

,, BiizE s

‘There’s only marketability

S B REIE N

her able to improve human life



BIKER, MERIULBCESSH
hE s BEX -

In short, it is to make your life

directional and meaningful.
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According to Research...

HRFTRIEE R AR

When we need to choose a product. ..

& EE

s ) mhE s % 2 B31E!

Immediately

can only remember

Maximum 3 brands !



R E AT

Brand Positioning




D ’ﬁ%%%%ﬁ@i)&%@%ﬁiﬁ%,
Brand — @18t SRS/

i - : When consumers need to solve their problems,
Positiont o S your brand will come to their minds first!
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Homework 1

=

AT EERRECRE

Why do you want to start your
business ?

— L35\ W

own



NAmhE =R MR mm RS 2
Does personal branding affect your
business brand? -




T AmbREal a2 lm RN E
I/ FHhE 2

How does personal branding affect
your business brand?



mhREap

BRAND VITALITY

BERIlEE
Chan Fong




SN RE LS 7| 2R A
CERER &S

From broadcast to advertising

Copyright © 180 Degrees Brandcom Sdn. Bhd. All rights reserve
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AR RY 0 5
REDIFFUSION

ki

1991-1995 1996-present

Copyright © 180 Degrees Brandcom Sdn. Bhd. All rights reserved.



MILESTONE

Copyright © 180 Degrees Brandcom Sdn. Bhd. All rights reserved.



OUR
JOURNEY

2002 2007+ * 2015

ﬁkﬁ MidValley Berjaya Central Park,
Northpoint Offices Kuala Lumpur

Establishment with 30 employees with 50 employees

—~2023

65 employees
Handling >60 brands
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cuckoo  FOTILE  RHB® ECOWORLD
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50 MEGUMI

SHARP MOPIKO Srlves, '?_RANRS InnerShine
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life, redefinec
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mEREERRERSK?

HOW BIG BRAND VALUE CAN GO?




Ritz Carlton Residency e
pErREEERcn RSOFHES  F

Does it boost your property value if it builds right next to yours?

B\ - . - A ‘ .
< T - : 3 id 2 : 1 = . oA
) hs . i ) : '
— e L e ! | ;




— R BHES VER?

How much does a white shirt cost?



M7 EFER, KIRESIET?

What about adding a logo to it?

OOOOOOOO



Hermeés Birkin 30 Gris Perle
Matte Alligator with Gold
Hardware

RM 491,658.27 (SGD 152,880.00) H QUADRILLE PILLOW
RM 5,400
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First a story from the village...

— —
 —
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Differentiation






25 = M

mark brand




== mh¥

Differentiate= Branding



HAINEE

Basic functions

A—R
IN—5
KR
xR

Functional differentiation

bigger
smaller
deeper
shallower

AR 4

1

—
PAR

{C

W 3K f5

After purchase

Feeling

L2 =

Impression

TR R

WOM

B, R satisfied

55 low

X low



=516

Functional differentiation

sm{EIhAE AZAF  heat-resistant AEM=
Improved *T?:ﬁ& shock-proof After purchase
functions Pl heat preservation e N e N ot
MFHRINEE heat-up function B E,‘%iﬁ’ﬁggg ’ S%' ’ ;tl%ﬁjﬁ?'jA_% - Eb
{REEINEE healthy function %52 XIS - # + sEsmart » EHIS .
Feeling Surprised, happy, satisfied, peace of mind, superior,
better, smarter, healthier, trendier
LI B8 strong
Impression
Rk i = high

WOM



R~ m/IRSHMEERT A Z=7=1E?
BEMAHBENTARZ ? 1ICUR 2 (EAR?
How your product/service different in functionality? How

you want your product/service to be perceived ?
Feeling? Impression ? WOM ?
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Sensational differentiation

ZES:

material

F9E ceramic
I3 glass
2B plastic
A5 stainless steel

it
design

BN colour
154 pattern
M texture
1A dimension
&5 opacity

M ERE

FT

crafts-
manship

1524 delicate

AR detailing
B ZU5ZE finely crafted
1553 K T supreme skills

RA%

style

MUJI
Walt Disney
%8| world-class painting
thEX oriental
AKX southern europe style
HZX| Japanese
E7%MX royalty

hY
]
-— see






HEHNER(E

Sensational differentiation

W3 iE

After purchase

& mE, s N, RS, &5, S, Wi, Bt BRI, BRI EES,

;:e“f excited, satisfied, fulfilled, surprised, noble, elegant, trendy, western influenced Japanese
& influenced or chanfong influenced
N 1 E
1C IZ".“‘ Z /5% moderate/strong
Impression

RIAE HE /S medium/high

WOM



REV=m/IRSHIRERTLZEZRIE?
BEWRAHBRBMTARKZ ? LR ? BAR?

How different your product/service is based on

senses? How you want your product/service to be
perceived?

Feeling? Impression ? WOM ?

’




MUEMNERIERREEFmL
The fore-mentioned point of differentiation
are drawn from

W & L = =E gE

hearing smell taste touch vision



EBUF better

E&?rulz_, better taste

EE&,?F”E"_:J better driving experience
Eﬁé more suitable

Eﬁ%ﬂﬁ more comfortable

EET:T{E? more convenient /
X

ZEN

Differentiation




j(1 5% bigger
%Eﬂ_/, tlﬁlay'sﬁ}ﬂ]ﬁ— E‘ double crispier than lay's
er 3X ’f }EE_' 3 x faster
"gﬁjgo% save time 30%
%771 O*EIJ%_'Z 10 extra colors

YaraXaray

MZFF etc |

Differentiation




B, ZR IR ER
P an LA

But differentiation can happen

beyond product



BERENEEN - #lt -

Customer make purchase then leave. That’s it.

BEWLE

Client after purchase

- B LA ok
ﬁﬁﬁ A Feeling Impression WOM
Seller A
HEM R gl =& 1K

Cash & Carry 50-50 low low



Seller D

EWE + 3%
w=LE—
Purchase bowl +

Complimentary
nice gift

B IRERER - STIBf

U5 kg 2

) I'll wrap it for you. While you wait,

the coffee is on us.

= W 3L

Client after purchase

xX¥ LI
Feeling Impression

Oo—0

ERIR, BHLARNFHE,
14 RN T DLEHR,

Home delivery. 14-day exchange
term if not satisfied

sk
WOM



Seller D

N

2 TEREFNRAE SR
Try to understand customer’s
cooking habits

REZDA?
Number of family members

EBEE?
Often have guests?



[ KEORR, MREFIS]

The joy of home starts from the serving plate
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PREL
IREVF /RSB RNIF K 2T 4 ? MO T ?

So, what’s the differentiation emotion benefit your
products/ services have? How to find it?




A4y F TS Some naming skills

EHSEHERN VS JSER N
FEHER VS HEZRIHERR

HEZE T HERR VS

(]

B8 478 PO 2 ER

Copyright © 180 Degrees Brandcom Sdn. Bhd. All rights reserve
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F 1 Happy
%2 Satisfy
JR2 Romantic
=12 Elegance
fR17 Surprise
Rl Exciting
A, Authority

150 HE BiERYIB R

In fact, there are many emotional reactions that can be created

ZNIEEZ

A Relaxing
E1% Blissful

S A—= Superior
EEEESEE Smarter
BEL

=R Grateful
ZZR A Family loving
ZIK Earth Loving ...

/Iy Loving



AFTIFK

Innovative pursuit

+

== = /Lt
N B X
Emotion

cognition




Your delivery pack

P

Copyright © 180 Degrees Brandcom Sdn. Bhd. All rights reserved.



| FEAT WELL, ¢o0g of

Copyright © 180 Degrees Brandcom Sdn. Bhd. All rights reserved.



Copyright © 180 Degrees Brandcom Sdn. Bhd. All rights reserved.



I B14% Good Packaging...

EEFEEZ—

It is also one of the advertisement channels

ra |
&
Vo

= &

s
g

RESHBEZERITRERAR

to maintain good relationship with consumers

- AT B TEFNRRE SR

N

Can leave a good impression and impression on
customers




12
K
B

O
@)
O

O
oT0)

=

[
)

Ll



Al

7

(I A R S

If a brand is equal to a person

NHYEE

IRAEVRIY A Bl ke — (SRR 7

What kind of personality do you want your brand to be?

R SEAE I A E A (TR SR A =] S -

It all depends on the company’s vision and culture.

Copyright © 180 Degrees Brandcom Sdn. Bhd. All rights reserve
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Find the Gap




EXEHA=
Hidden Needs “R,E$Eg‘,[i}u£
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Introducing the Golden Circle

Afta

B, IS, st

a4

SR, R, BRSS
HOW

Steps, Methodology



hiniFE
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The importance of
Market Research

’0

O

50 =TS
E’III?HH*

b gt subjec
cisio mkg



Demographic Profile Psychographic Profile
of a Prospect of a Prospect

Loves crocheting while
listening to podcasts in
the evening

Age 25-35 o

Female ¢

\\_ Wants to become the CEO
of a sustainable business

" Runs sk every morning

_ Spends a lot of time on
Instagram looking at
healthy recipes

® Enjoys traveling solo

Single ¢

Full-time
employee

Household income e —
$35000-$50000
per year

A
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RiRkIE

PRODUCT CONSUMER
TRUTH TRUTH
BRAND
TRUTH
MARKET
TRUTH

BERUIAE

iF ST el s K

HZEERY






MEERE—MILAIIRIE,
B4 7 ZP AN A5 EFE G mekiRSS.
Ein el EisE PELEFRSHRIBAR I
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Brand Identity Prism
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YIIR PHYSIQUE: Your Company ME PersoNALITY:

JMEAY, EXTERNALISATION FITE{Y, INTERNALISATION

What are the physical
characteristics of your
brand? (Colors, Shapes,
Design Elements, Slogan)

What is your brand’s
character? (Tone, Language,
Persona)

How is the relationship 1{}" Eg nnn HE What are the values and
between your brand and guiding principle of your

your consumer? YOUR BRAND brand?

B A5 sELF IMAGE:

How do consumers perceive
themselves when engaging
with your brand/product?

FzBR REFLECTION:

Who do you portray as a
target group for your brand?

=LA

Your Customer



e R

Brand Character

GO | auigg, 8

\\“.““M LIBER 4 ,/0/1/ :

b
Sl

EXPLORE LEAVE

1 spiRmuauty | 2 LEGAGY

3 provioe | 4 PuRSUE

STRUCTURE | CONNECTION
==
A Y

tlhEs =
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FERAND ARCHITECTURE
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FRhE<> Branded House

E.g., One master brand thus high brand equity
Samsung, High risk if negativity spillover
(=Te | ¢ Lower cost of brand development

No brand confusion

}84% Sk Endorsed Brand

@ A

E Individual brand prioritised over master brand
9 Low risk if negativity spillover

Marriot, High cost of brand development

Kellogg's Low awareness on master brand

FERheE Sub-brands

A\ 4

E.g., Master brand is still highly visible and consistent

Apple, Lego, Moderate risk if negativity spillover

Amazon Moderate expenses to manage multiple brands
Low brand confusion

Z R PEEEER House of Brands

EEATAE
I, KRS
IR RE




