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A new brand introduction accounts for the A}ﬁ,m HALLE
H AIRPORT
management goal to address target groups effectively ¥
New brand introduction Brand re-positioning

Introducing several brand attributes that enhance brand Change position in the target customers’ mind to
awareness and form strong customer brand associations occupy a meaningful and distinct competitive position
Impact on communication Impact on communication

+ New Brand Introduction Matrix +

+ Symbols the change DRIVERS - Keeping positive attributes

- Stops perceived service Structural  Functional JS:ClE
mix-up eg M3A eg Legal (Change
R t: Direction;

- Better transfer of real USP equirements )

of “old” brand (=familiarity)

I« Clear differentiation in 1 Name & -
| 1 %  Logo Lsald” " ; .
I targeting different customer | M Change “0ld” negative attributes still
: groups | =| in customers’ mind
b e e 1 [l Verbal « Old brand not strong

- E Elements enough to be transferred

o - = Does not adequately
- Customer confusion in the MM Corporate

address different target
beginning Identity
groups
- Higher communication

effort necessary

Note: Elements in matrix not collectively exhaustive _—
Source:www.identtyworks.com, Team analysis L _ 1 =Main driver as ideniified by brand management goals
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