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08. &Im® doman (15%) Brand Audit

8.1 2 Bwil 8355es’ n®» Onvisocweme? What business are you in?

8.2 Porter's five forces ©®REs 918 OB #E @DETemIg ©m0, DE@ITDE o
RS BN O8ers’ Bewlsmns OB BOWmS Dxve Jemd IBIB.
Using Porter's five forces model, describe the relevant market category, industry and
competitive structure that best represent your brand.
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8.3 1008 803D 92 HENOTeSI emetdc? O D108 e@INEHE e O HOD
©53es’ emetdc?
How did you identify a business opportunity? And how did you convert that to a business
model?

8.4 ORed ©eecmWTDs3/08eniBBE (508m w1 (OBE®) 8D el Ddmows
G ¢, (B DeBNB® DREew!sS, NeNIEB Drewrs’, ®exl ebame darews’
Obwist®@m dwnews’) Give a brief description of your customers/consumers (primary
and secondary) (demographic, geographic, psychographic, and behavioral)
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09. copeBRE d8dwenm 80® (35%) Strategic positioning

9.1 QRed ©B53N8¢ BEACH ©ECHDT(DS I 8ewiBmiEs’ we@® wIBedcmns BEOO
2Des samdG NOP? VRed RO SBEACD RS FBOEH (OB G
RO25? (32530® eedizicd) Message that you want to communicate with customers
and consumers about your brand? What do you want others to know about your brand?
(Brand Promise)

9.2 53508 ¢BO (3535200edE EQmBm ¥ OB IE® 30 ey RO?)
Brand Vision (What are the brand’s long and medium term objectives?)

93 8O e®endJ (83535%® @0geq 00D S RO eI §B® Gro®HLE e®10g?
Brand Mission (What are the primary initiatives with the objective of achieving brand
vision?)
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9.4 D028 3535200 80 s8ewiBi3s / veeH®TOS Ved IO
@3CO1RO0 eBd Ee?
Reasons why consumers / customers pick your brand over competitors ones

9.5 B0 CPORE B B8e BEACD w1EE®
Brand Positioning Map
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9.6 Blwocms, BShme, 8 » Obdmens ©@sdn el wuizn®ed @ecd
woewdve (Marketing mix) ewigosd ¢oodes Bemd m0s3m. Evaluate your brand's
marketing mix, which consists of product, place, pricing, and promotion.

10. o8 Emd8n (40%) Strategic Direction

10.1 930® @wiEx0D: B3NS (B I BBIBNE @ECHIBIED B e DO BBINOE
D30 ©wiEsNd ©dbdme woTesd ewmedde? Value Proposition: How can a
brand's value proposition be developed so that it is consistent with its vision and
brand promise?

07



10.2 BNOB 1 O8 DOOWSOS @m0 O wdren ©@®IDac?
What are the points of difference between the brand and its competitors?

103  ©53500ed ¢on (® ddeCEaeens Smd IsID.
Describe the brand's value chain analysis.
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104 Begw Dwd 5 wew VRed w3m®nsd Ansoff Matrix msis esds giersS emede?
How Ansoff Matrix should be applied to your brand over the next five years

10.5 WRed eEd woewios (Marketing mix) ©@®s30ens’  @i8eniBn  ¢HOwIDE
©e»s’ wos¥m. Indicate the consumer insight on your marketing mix. (You may
apply details from your customer Feedback forms/Book, Box, Fb Fan pages/letters
from your customers etc.)
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11.

©m® mO@EeNDNG (10%) Brand Performance

11.1 QR e 8BS ERIeOD ¢S Sugwnencsd 88T wHwSwes &g ensim.

122 535900 Snen® g®esc Brand sale amount

OR® y@rems (B0 8m0) @d®Bw Bed&es
Amount of sales
FBDHEDS WO CODE O€HD
SnH® gBema (Sales Percentages)
2021/2022 |2022/2023 | 2023/2024 8d grdveddnam
e®) 2023 O0amm® 2024
(=100) B (Bem)
QCL Ber® 100
B®renc3
OIS CRIGSS
8oy
Do e
®0 e (E8®®®) Net Profit (Percentage)
2021/2022 | 2022/2023 | 2023/2024 8® grimed®sdnem
e®) 2023 O0:m®»® 2024
(100) EBew) (EBem)
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