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The Superbrands status helps to strengthen
abrand’s position and win over consumers

ESTHER TEO

“THE consumer is king" may be an
old adage, but to Mr Mark Pointer,
chief executive officer of Super-
brands Singapore, the maxim has
never rung truer than now.
“Today's consumers are not only
sophisticated and connected, they
also understand that there are
brands in the market with very simi-
larattributesand f?:dlifem:i:mls

d 2015

Uperfrands

h:s'ys
‘This is where Superbrands, an
vitation-only international hnnd
promotional platform, has been
resonate with consumers,
It plays the role of a credible
“third-party endorser” of a product

or service.

Based on a 2012 survey of 1,500

people, more than 81 per cent of
led

MindChamps PreSchool is a first-
time winner this year,

Mr Pointer says that looking at
the latest results and comparing
them with previous research data,
MindChamps' position has become
‘stronger over time, relative to other
pre-schoolsin the survey.

He adds: “Within Singapore,

them that they were more ~ MindChamps fs a relatively new
likely to make a purchase from aSu- ~ brand, having launched in 2008,
awardee,and 76 per cent  The brand did not show up on our
said they were more likely totrya 2009 survey, but now it is firmly
new product if the brand was asso- i i
ated wi Superbrands TV also promof
“This the impact “Thi i each video through its website
that Superbrands can potentially  brand strength and reputation of ¥ onits YouTube Channel.
have on purchase behaviouras the  the MindC! ise as well media, says Mr Poifiter, n010 74 Crin To date, the latter has received
status a brand’s posi- three million ue views, with
tion, adds prestige, and reassures it expands its presence and number  superior. pmdum consumer research to its consumer  search made brand selection more many of the individual videps
consumers and suppliers that they  of outlets” ond category to offer and ind jevi i
are buying the bestbrand intscat- L, decmsnp,swnnds opemes portunity to vote for their favourite 5 ingseach.
egory.” says Mr Pointer. Changing brands. ¢ Outreach onscreen Says Mr Pointer: “As brand cofn-
“This year, G now makeasignif-  Even noumxmagom brand  The panel is weighted by ag: i and -
for the Superbrands Smgnpove hall icant impact on a brand's reputa-  inits-own right, it toadapt  gender P digital, so too will
of fame. tion through social media, notes Mr  to remain relevant in dw changing
It commissions independent  Pointer. ‘market aswell. While the brand expert method- TV, with opportunities to leverage their
consumer research to identifythe To continue to stay relevantand  For one, while brands used o be  ology is stll used in some markets _ Launched in 2013, Superbrands  Superbrands status with consumers
strongest brands across more than  be at the top of minds, and for i TV takes a bnnds uory and cre-  throughdigital channels.
106 different product and service  brands need lhem- from and such as the Business ates a three-minute vide “Increasingly,
categories, Awardees get the exclu-  selves through brand Mr opls tion that prevides lhc brand wm: p
sive right to use the Superbrands  terprise, creative marketing and brands has that switchi Y to pi "




