Corporate Brand Management Il - Ricola
Tanja Bundi & Thomas Getzmann



Why Ricola?

® successful Swiss Company and Swiss Brand
e worldwide perceived commercial spots on TV

® international high profile of the 13-herbs-sweets
® as we coughed, grandmothers gave us Ricola

® humorous and close to nature

® we are chewing-gum enthusiasts
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Ricola Media Documentation from Mr. Bernhard Christen
Corporate Brand Management 1 Script of Mr. Marco Casanova
Lectures slides “Authentic Branding — Limbic Cube” of Mr. Marco Casanova

URL:

www.ricola.ch

www.schweizer-illustrierte.ch/vip/erich-vock
www.persoenlich.com/news/show_news.cfm?newsid=76092
http://minubasel.ch/index.php?MenulD=96&UserID=1&ContentID=256
http://www.presseportal.ch/de/pm/100005111/100582888/ricola
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e Understanding the success of Ricola - Limbic Cube

® Be aware how risky/bold/courageous Personal Branding - Erich Vock

® Presenting the opportunities for an innovative company
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History

Facts and Figures

Product assortment

Integrated Branding and Reputation- Guide Management

o e

- Corporate Mission

- Brand Mission

- Integrated Communication
5. Authentic Branding — Limbic Cube
6. Ricola Advertising

- Ricola’s Personal Branding with Erich Vock
7. Recommendation
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History of Ricola

284

1940 - 1960: 1976: INNOVATION:
: ; * Invention of the mixture sugarfree and chewable
1924: E.Richterich Ei ; : -
b i of the traditional Ricola herbal sweet in a new
Lo men by 13-herbs candies clic-box
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i 1950: A
1930: Richterich &Co NEW IDEA: 1980: first Ricola
was founded Ricola spots on TV with the
herbal tea Ricola-call
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- Holding with 420 employees worldwide

- Headquarter in Laufen (BL) — also homebase of the marketing office

- Packing industry in Brunstatt (Alsace— FR)

- Distribution in more than 50 countries in Europe, Asia and North America

- The 13 herbal ingredients are planted biologically on 200 farms in Wallis,
Emmental (BE), Jura and Puschlav (GR), Klewenalp (NW)

- Corporate Philosophy: Innovation by keeping the tradition

- Family company as a successful pioneer on the market for herbal-sweets
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- Corporate sales 2008: 305.9 Mio. CHF, a plus of 1.2% (exchange rate adjusted)

- Profits are not published

- Market share: further increased

- After many years: Retirement from business of the Director Hans-Peter Richterich
- New President of Executive Board: Felix Richterich (son)

- New Vice President of Executive Board: Lukas Richterich (son)

- CEO since 2004: Adrian Kohler
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The 13 herbs of Ricola

Holunder

Frauenmantel Schlisselblume
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Products
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New Products
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Integrated Brand & RGM

Integrated Brand and Reputation-guided management

Level Contents Tasks

Corporate Mission * Who are wa? Identity
rpo ‘What is our aspiration and purposa? Vision & Mission statement

What s our business, now & in the Tulure? Business strategy
What do we olfar? Customer neads orientation

ABajens syl woud

Brand Mission How are we perceived? * Reputation measurement & analysis
How do we want to be percelved? Brand Personality: the Brand essence
How is our behaviour perceived at the Gap analysis {stakeholder specific)
various touchpoints?

Brand architecture (scenarios)

Evolvamaent of the brand personality
(attributes & core values)

Emerging into a brand & reputation guided
company

Impression How do we reach the parception we
H&nagnﬂ'mﬂt envisage 1o achieve?

cnrpnmta ldantlw Corporate design = Creating a fitting visual style (look & feal)
Corporate communication Defining stakeholder specific messages

Corporate behaviour Developing consistent guidelines

lﬂtﬂgmtﬂd Communication concept Segmenting target groups

Communication Question of coherence: Centralisation vs. decentralisation
“Who communicates with whom and how, Communication & marketing
hare, about what and why?"™ Using of tools
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* Modern and innovative bonbon producer of the world
* Pioneer concerning herbal farming / cultivating

* Importance to careful site location and controlled environmentally friendly

conditions for operations

Swiss tradition + innovative spirit > Ricola an internationally active
company whose name stands for natural herb specialities on every

continent.
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Brand Mission

The Brand Ricola — Brand Positioning

Brand values
Herbs, benefit + enjoyment, Switzerland

< Consumer benefit >
< Reason to believe /| USP >

! :

. Product claim
Brand claim :
Naturally good Soothing for mouth
and throat
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Brand Architecture - Ricola

One Firm

. Capital market /
Holding Brand Ricola Alliances

® ) Publicity/
Corporate Brand M Consumer,
Employee/Talent

® w
Produkt Brand M Consumer
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Brand Mission

The Brand Ricola — Brand Positioning

Brand values
Herbs, benefit + enjoyment, Switzerland

Consumer benefit

Reason to believe /| USP

; |

Product claim
Soothing for mouth
and throat

Brand claim
Naturally good
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Brand Mission

The Brand Ricola — Brand Positioning

Brand values
Herbs, benefit + enjoyment, Switzerland

Consumer benefit

Reason to believe / USP

!

: Product claim
Brand claim :
P e e Soothing for mouth
ye and throat
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Brand Mission
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Brand Mission

The Brand Ricola — Brand Positioning

Brand values

Herbs, benefit + enjoyment, Switzerland

Consumer benefit

D
)

Reason to believe / USP

Brand claim
Naturally good

Product claim
Soothing for mouth
and throat
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Brand Mission

T1-Wave (April 07)

[ 243 | 20,0 {3
| 128 | 97,5
] Y T
| 14,8 93,1 J59)
10,9 | 90,1
|54 | 87,2
|66 | 86,6
144 | 86,6
il 6.6 | 80,9
18 ] 71.8
D,] 16,1
B unaided O aided Source: Ricola Media Documentation 2009
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Brand Mission

Associations linked with Ricola (Top Mentions)

06: What associations does Ricola bring to your mind?

Lozenges / Throat Candy/
Medicated! Balsamic candy

Candy/ Sweets

Mint' Peppermint

Coughing fit

Throat solution

Smoothes throat

Herbs

Shek Kin (main presenter)

Cool
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3. Product assortment

26,3

18,3

17,2

Source: Ricola Media Documentation 2009
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Brand Mission

Ricola

Image of Ricola (Top Two Box*) mgﬂs
2001 /2005 /2008

Ricola08 Ricela 06 Ricela 01

Is & brand from Switzeriand |
T sl Drand witn wraaition |- HIREEE! ! REEREIREE F2E)
T R e e e e e o AT T
Is made with herbs from Switzerand
s natural |
Has a hsgh qualty |
15 made acconding 1o a Unegue necips _ i
I5 & unigue: brand 0
Tastes good
Is a brand | can trust |
Effectrye on throat FII'G|:I|E"I15
Is refreshing |
Is E| IJranl:I whose effectiveness | can rely an

mpamwmwﬂw i i

 Expertise

Naturalness

Effect/

I5 a'h‘mﬁfm anﬂémﬁemuﬁm
15 @ brand for people who are open to new tings |
1% a fun brand |

Radiales vividness | o

Is @ brand for people who enjoy ife Vitality

I= a brand far young, active pecple |
Bammn mguwmmnmmes §
S Ofers also ehewing gum f

g
I R 1
Source: Ricola Media Documentation 2009
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 RicolaisaB2C firm
* Three big markets

* Ricolaslogans:
Europe: “Wer hats erfunden?”
USA/Canada: “Does anyone have a Ricola?”
Asia: ?

* They always communicate within the same pattern

Ricola call: Riiiicola!

Communication channels:
* Print reportages in newspapers
* TV spots
* Homepages
* Promotions @ railway stations

— Our idea: Ricola shop like the Basler Leckerlihuus
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Authentic Branding

Ricola
Brand
Experience
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Authentic Branding

* the colors yellow and green -> nature,
herbs

 pictures -> fresh air, home, nature
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Authentic Branding

* the pleasant feeling after a warm tea

* connection with nature - to do something

good
Ricola Krautertee
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Authentic Branding

@ * Riiiiicola Call

* square and edged herbal bonbon —

crunches between the teeth

* sound during opening the click-boxes

* slogans
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Authentic Branding

e unmistakable with the 13 herbs

* feeling of healthy
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Authentic Branding

smell

* smell of herbs -> association with nature,
health, fresh air, remedies
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Limbic Cube
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Erich Vock
born on the 16th of February 1962 in Aarau

Theatre

since 1989 freelance actor

since 1994 Head of the Zurich Marchenbihne
since 1996 Free theater producer

Award
2000 “Prix Walo” section “actor”

TV
“Benissimo” Friends, lottery show SF

Advertisement
since 1998 Ricola, different spots
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Pro:

By
.‘ -
& '

Introduction

Contra:
Funny/crazy . Image: tubeli schweiz
humorous . bigotry
imaginative . unsexy
original . no direct relation to
self-irony is nice the products, health effect
ties with Switzerland isin the background
authentic battle situation
subsequent reconciliation
recognition effect
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Erich Vock replacement

Renzo Blumenthal

- healthy person

- athletic

- Swiss

- organic farmer

- connected to nature

- good looking, attractive
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Erich Vock replacement

Christa Rigozzi

- Swiss
- successfully, intelligent
- funny and playful

- spirited
- sporty
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New Products

* lifestyle products
-Ricola energy drink
-Ricola energy bar

* wellness products
- sauna fragrance

- massage oil

- shampoo

- perfume

- aftershave

* sweets
- Ricola candys for Kids
- ice cream
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Thank you for your
attention!!

Corporate Brand Management Il - Ricola
Tanja Bundi & Thomas Getzmann




